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Prcracc 

This report documents Lhe process tu1d outcomes of an innovative (pilot) drug information 

campaign conducted by the Mersey Drug Tmining and Inf"ormalion Centre between June and 

August 1993 and funded hy the Mersey Regional Health Authority. Aimed al young people 

involved in the 'dance' club 'scene' in Liverpool, it employed consumer oullcts and forms of 

communication within lhc cultnrc to convey harm reduction messages concerning the use or 

'<lance' <lrugs. The i.;..unp,dgn was highly clT(!t'.livc in reaching a rang<' of' duh go<:1s and tit ug 

users, received a high level <jf target ,n,dien�c approval and succecd<'d 1101 only i11 i111pruvi11g 

and reinforcing drug knowledge among the tm·gct group but also a certain degree of behaviour 

change. It • provides an imtxJrta.nt bash; for developing consumer cullurc-ba1,c<l mm.leis or 

health promotion. 
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Background 

Ecstasy use in Brilain: a popular youlh cullure 

The use of Ecstasy (MOMA) among a small group of people in the fashion, meJia anJ music 

industries in this country was reported in a magazi nc called 'The Face' in 1985 (Nasmylh, 

1985). Seizures of the drug by police steadily increased from this time and 1987 saw the first 

evidence that MDMA was being manufactured in Britain and the first widespread use of the 

drug in major cities (Redhead, 1993). Mainstream media coverage of the 'Evil of Ecstasy' 

made its public debut in 1988 (The Sun, 1988). The context of its use was at the root of 

public concern: the illicit nature, nuisance value and potentially subversive nalure of large 

numbers of young people gathering together to dance lo 'house' music for long periods under 

the influence of stimulant and psychedelic drugs at 'Acid house' parties held in warehouses, 

fields and clubs soon led to official surveillance and legislation. However, instead of curbing 

the phenomenon, the Licensing Act, 1988 and the Enter�inmenls (Increased Penalties Act), 

1990, simply changed it scale and structure. In the context of legal club as well as the more 

usual illicit venues, what came to be known as the 'rave' scene thrived. The effects of Ecstasy, 

dubbed the 'hug ' or 'love' drug, had been central lo derining the initial culture. A general 

feeling of well-being, confidence, heightened sensations, love towards one's fellow human 

beings and the ability to dance energetically not only played an important role in detennining 

the kind of social interaction associated with this phenomenon but also in making it an attractive 

leisure option. Widespread media coverage, although much of it was alannisl, made a 

considerable contribution to phenomenon's high profile. Popular youth culture - from 

nightclubs and fashion retail outlets, to youlh TV, style magazines ,m<l even the football 

terraces - was flooded and 'rave' became big business. By 1992, even magazines for young 

teenagers bore the signs of its popularity. While obviously cager to avoid appearing to 

condone drug use in any way, 'SMASH HITS' magazine advertised "8 pages of Rave stuff 

inside" on an October cover ('SMASH HITS', 1992). Entitled "Get Sorted", this piece 

employed the language associated with a now mainstream popular youth culture. Language, 

however, with obvious drug connotations. 

Despite perennial warnings of its 'short-lived pha'>e' nature, the summer of 1993 saw little 

sign of decline in what was now the 'dance drug' phenomenon. The music, the dress styles, 

the associated cultures and the groups of young people involved have diversified as the 

popularisation process has continued. Anecdotal reports and a scan of the associated 
magazines (1) suggest that the range of psychedelic and stimulant drugs used in this context 

(1) 'Mixmag', 'The Pace', 'TD', 'Select' mid a growing 1111111hcr of othc1s.
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has also expanded. Dilated eye pupils and a locked or grinding jaw, the obvious visible 

effects of Ecstasy, have reputedly become less evident in the wide nmgc of venues playing 

ever-changing varieties of 'House' and associated music. This can parlly be explained by the 

decrease in the MOMA content of tableL<; sold as Ecstasy which accompanied the increase in 

demand, but also underlines the diversification of drug markets in this context - to include more 

powerful psychedelic drugs, barbiturates and rock cocaine. 

Despite a number of deaths ascribed to Ecslasy use (Henry, I 992), an increasing awareness or 

the lack of knowledge of its long term effects, evidence of acute and chronic cff ects of 

sustained heavy use, the popularity of the experience once rn�sociated with its use in this youth 

leisure sctling would appear to have survived. While it is impossible lo demonstrate in 

quantitative terms, it is undeniable that the phenomenon appears to have functioned as a 

promoter of the association between illegal drng use and leisure and/or fashion in the minds of 

young people. Supply would appear to be keeping abreast of this demand, the use of illegal 

drugs among young people is once more cause for public concern in this country . 

The profusion of everyday messages connecting young people with the use of illegal drugs 

contrasl'l sharply with the dearth of large scale national quantitative data, however. The 

precise nature and scale of the phenomenon remains largely at the level of guesstimate. The 

task of gaining an overall picture of drug use has been described as "piecing together a 

jigsaw with most of the pieces missing" (ISDD, 1992). The recently published resulL-; of a 

household survey on illegal drug use in four cities conducted in Glasgow, Bradford, 

Nottingham and the London Borough of Lewisham (a rare study of its kind), found that, in a 

main san1ple of 4,000 people over the age of 16 years, between 13-19% admitted ever having 

taken illegal drugs (Leitner et al, 1993). However, a booster sample of 1,000 young people 

16-25 years showed a much higher rate: from 32% in Bradford to 52% in Glasgow. The

stu<ly's conclusion that Ecstasy is "clearly a young person's drng" was based on figures

which demonstrated that 6-10% of the booster sample had used non-opiates, notably

amphetamine, LSD and ccsta-;y, compared with only 2-5% of the main sample. Main findings

from the 1992 British Crime Survey (Mott and Mirrlees-Black, 1993) suggested that 28% of

young people 16-29 years old had tried an illegal drug, hallucinogenic mushrooms or glue.

Roughly one in ten 16-19 year olds had tried Ecstasy or amphetamines and 8% LSD, roughly

double the figures found in national surveys of similar age groups conducted ten years ago

(ISDD 1986).
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Responses from drug services 

The 'dance drug' phenomenon emerged in a post-AIDS era. Much of drug policy and service 

provision in the late 1980s had developed in response lo the thrcal to public health posed by the 

discovery that injecting drug users had contracted the virus and that not only the sharing of 

injecting equipment but also heterosexual intercourse were transmission routes. The resulting 

predominantly funding-led response of drug services to HIV/ AIDS has been described 

elsewhere (Donoghoe et al, 1992; Eltorre, 1990; MacGregor et al, 1991; O'Hare et al, 1992; 

Stimson, 1990). In summary, key developments involved an emphasis upon 

'userfriendliness', multi-agency work and making contact with drug users through the use of 

outreach and detached work, needle and syringe exchanges and the 'flexible prescribing' of 

maintenance drugs such as methadone (a heroin substitute). A shift towards community based 

services begun by the Central Funding Initiative - a government funding initiative responsible 

for a major growth in drug services during the late 1980's - was also consolidated. Safer 

and/or controlled drug use received official acceptance as an appropriate treatment goal. 

The increased acceptability of harm reduction responses lo drug use had both adverse and 

beneficial consequences for responding lo the 'dance drug' phenomenon Adverse in the sense 

that it was part and parcel of drug service provision geared primarily to the needs of injecting 

opiate users. Services were therefore ill-equipped to respond to the potential needs of a whole 

new generation of 'recreational' drug users (Gilman, 1992). Beneficial in that those agencies 

which did respond actively were able to do so from a ham1 reduction perspective. 

A key development among some of the more innovative approaches lo HIV prevention was a 

re-evaluation of the business of communication. Communication techniques which had long 

enjoyed widespread use in the commercial world, such as the need lo largel specific groups or 

people with messages characteristic of and appropriate lo their spcciric likslylc, gained wider 

(if limited) acceptance (Mugford, l992; Gilman, 1989; Linnell, 1993). The idea lhal, in a 

complex m9dern society involving many 'lifestyles', not only will different messages not be 

appropriate to different groups but that some messages will be well received by one group but 

poorly received by others, has been further developed in the context of reducing the harms or 

Ecstasy and other 'dance drug' use. 

6 



Harm reduction and the use of Ecstasy and other 'dance drugs' 

The North West of England has been widely recognised, in empirical terms and academic 

accounts (Redhead, op.cit.), as one of the key early centres of the 'dance drug' phenomenon. 

Perhaps not surprisingly, the most prominent responses from drug agencies also came from 

that area. During the early 1990s, the Mersey Drug Training and Information Centre (MDTIC) 

in Liverpool and the Lifeline Project in Manchester conducted high profile harm reduction 

campaigns. Both, in different ways, developed innovative and successful approaches to 

communicating with their target group of drug users. Familiarity with the cultural codes, key 

personnel and sites of the 'dance drug' scenes in these locations formed an essential bas;is to 

both the production and distribution of 'Chill Out' and 'Keep Chillin' in Liverpcx)l and the 

'Peanut Pete' series of cartoon-style Ieanet.;; and a range of other related materials in 

Manchester. In the (initially total) absence of phannacological research on the use of Ecstasy in 

this setting, this observation of what was essentially a mass expcri1nc11t also provided an 

im1x)rlant basis ror identifying lhc IX)lcntial h,1nns arising f'rom lhc rrn111 111' drug use i11 

question. 

Early reseaFch documentation of the \lance drug' phenomenon within Lhe established drugs 

field came from The Mersey region (Newcombe, 1991). It suggestion Lhal large numbers of 

young people within the region were involved. A survey of drug use among 1,000 drug 

offenders and drug agency clients conduclcd in 1989/90 had already concluded that use of 

'dance drugs' in the region was growing (Newcombe and O'Connell, 1991) and a study 

conducted more recently in Wirral (Foley and Todhunter, 1992) confirmed that many young 

teenagers were involved in the 'dance drug' scene. 

A growing number of calls to the MDTIC also indicated the need for informal.ion on the c!Tccts 

and hazards associated with the use of Ecstasy and other 'dance drugs'. In response, the 

Mersey Regional Health Authority commissioned an information campaign aimed at Ecstasy 

users in September 1991. Those resrxmsiblc for the campaign (McDermott cl al, 1992) began 

by dividing the potential drug related harms associated with Ecstasy use into three categories -

drug specific, situational and social - and setting a number of goals: 

1 To provide basic information on the effects of the various drugs commonly used on the 

club scene. 

2 To enable club-goers to identify potential problems that might arise, and help them to 

deal with them effectively. 

3 To alert them to hazards a<.;socialed with lhc set and setting in which I.he <lrug may be 

used. 
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4 To establish standards for safer, more responsible drug use within the subculture. 

5 To give dmg users a contact point for funher information from a source they can 

trust should problems arise. 

It was then decided to use the methods and networks used for transmitting information within 

the culture - flyers, magazine articles anu word of mouth. 

The leaflet 'Chill Out - A Raver's Guide' contained basic information alxrnt the three main 

drugs then used on the club scene - Ecstasy, LSD and amphetamine. Resembling the flyers 

used to adve1tise events and club nights, it was distributed through specialist clothes and record 

shops, through advertisements in magazines, on radio and in bars, cafes and clubs. An input 

was also made into 'The Face' magazine - a style maga7ine popular with the campaign's 

intended audience - which created a great deal of reader response (McDermott cl al, op. cit: 

237). Over the following six months, other British maga:.dnes aimed at this audience carried 

similar articles which often made reference to 'Chill Out' and Lifeline's 'Peanut Pete' 

campmgn. 

The lea0et also, however, received adverse coverage - first in the local (Liverpool Echo, 

1992a) and lhen the national press (Daily Star, 1992; The Sun, 1992) and condemned as 

condoning the use of drugs and sex among young people. The controversy, led by the 

'Liverpool Echo', was somewhat short-lived and resulted in evoking support for the campaign 

from Livcrpool 's sister newspaper, the 'Daily Post', the 'Manchester Evening News', the 

general public in Liverpool (via letters to the 'Liverpool Echo') and a number of drug and 

health agencies (McDennott et al, op.cit.). 

While reader response to both sympathetic coverage in youth slyle magazines and adverse 

tabloid coverage indicated both perceived need and support for the campaign, an evaluation of 

the campaign (Matlhcws, 1992) indicated ils success in other terms. Out or 53 responJenls, 

62% initial1y thought 'Chill Out' was adverlising a 'rave' or club, 75°/o had kept Lhe lea0cl, 

79% had shown it to another person and 85% felt it would help people avoid drug problems. 

The 'DAISY' campaign was developed as a means of building on the earlier success of 'Chill 

Out' at communicating with its intended audience. 
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The 'DAISY' campaign 

Rationale 

The importance of being familiar with and utilising the culture of any given form of drug use 

has most recently been recognised as an imporlant com1xmcnt of clTicienl harm rcduclion 

campaigns in the context of the 'Chill Out' campaign in Merseyside (McDermott cl. al op.cit) 

and the evaluation of a highly successful comic for drug users produced by the Lifeline agency 

in Manchester (Gilman, op.cit., Linnell, op. cit.) . In the latter context, the term 'source 

credibility' was used to describe the importance of communicating hcallh messages in a way 

which is credible to the target audience and indicates obvious knowledge of the 'scene' in 

question. In the former, it was felt that: 

"The best method of affecting a positive in0uence upon this group of recreational or 

non-dependent drug users would be to seek Lo facilitate the emergence of a set of 

subcultural rituals and norms aimed al minimising the potential for drug-related harm" 

(McDermott el al, op. cit: 233). 

However, although the campaigns in the Mersey and North West regions placed a similar 

emphasis upon the importance of targeting drug cultures, they differed in the way in which 

they achieved 'source credibility' and effective 'cu1lurally-specific communication.' 

'Peanut Pete' materials prcx.luced by Lifeline proved a highly ef
f

ective way of communicating 
harm reduction messages to the target audience of 'dance drug' users. The principal tool of 

success was that of humour created visually and verbally in comic form. Both visuals and Lexi 

graphically illustrated to the reader that the communicators knew a great deal alx>ul lhc 

components of 'dance drug' culture -from clothes style, the codes of behaviour appropriate lo

different settings, 'in' phrases and idioms, changes in the 'scene'. 

This 'source credibility' was also communicated successfully in the context of the 'Chill Out' 

campaign. This involved placing emphasis on a wide range of credible distribution sources, the 

adoption of 'in' phrases and idioms in the text and the visual mimicking of an actual 
component of the culture itself - the flyer. Flyers arc widely collected by club-goers and 

deemed by some to be an art form. This wa5 borne out by the inclusion of 'Chill Out' in an 

evaluation of 'dance drug' information materials pnxluced by the Lifeline agency (Henderson, 

1993). These approaches represent a <liff erent way or addressing a specific target group. It 

involves speaking to them as consumers, not only of drugs but of clothes, music, leisure 

activities and identities. 

Consumerism plays a major role shaping the everyday social world in the 1990s, forming 

desires, aspirations, world views and identities. This is pmticularly true for young people, 
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surrounded as they are by highly complex media, video, graphics, a<lvcrlising as well as the 

transformation of public services, non-working activilics and even hislnry - in lhc shape o[ 

lhe heritage industry into consumer commodilies or some kind. In a world in which shopping 

is a mainstream leisure activity, successfully competing with church for leisure time, young 

people arc especially accustomed to being a<l<lrcssc<l as consumers. More and more complex 

advertising techniques fill the everyday landscape of lhe slreel, lhc magazine, lhe TV screen 

and invite active viewing by keeping the potential consumer guessing as to which producl -

cigarettes, coffee, beer - increasingly complex images arc selling. The marketing an<l 

advertising worlds have been adept at picking up on social change and shifts in popular 

aspirations and these techniques reflect some confidence in not only the abili Ly of target 

audiences to understand them but also to want to actively parlicipatc in <lcciphering them (I) 

(Lannon and Cooper, 1983). 

IL was decided lo build upon the previous work of 'Chill Out' by conducting a c:rcdiblc and 

effective campaign that was part and parcel or lhc cul lure. The campaign wc,uld serve ;1s a pil(il 

projccl for a nHx.lcl or communicatio11 which wuuld, entail a 1a11gc (lr nJ11su111cr prmlm:ls 

readily identifiable with the culture, use venues an<l outlets which form lhc basis of 

consumerism surrounding the culture and employ the techniques or modern-Jay consumer 

advertising (Hastings and HaywrnxJ, 1991) - techniques which speak to people as consumers 

with the ability to make choices and as individuals well versed in deciphering and decoding the 

complex myriad of messages circulating in lhc 1990's. 

Aims 

1 To provide balanced information aooul drugs to young dub-goers in a collectible and 

culturally-recognisable way. 

2 To appraise the efficiency or this method of communicating wilh the targel group. 

Objectives 

1 To communicate drug information lo young people 15 - 25 years old in vol ve<l in a 

popular youth (drug) culture via the techniques and languages of consumer cullure. 

2 To reach as wide a range of young people within the target group as possible: in terms 

of age, class and ethnic background, gender, geographical location, non-use or illegal 

(1) Sec for example reports from the Market Research Society, from lhc t\clvcrlisiug Research l fnil, Dept. of

Marketing, University of Strathclyde, Publications Li11t mid the a<lvcrti11ing magazine 'Campaign'
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drugs through to regular and heavy use and type of club 'scene'. 

3 To communicate drug information which will enhance the drug knowledge of young 

people involved in the 'dance' club 'scene' in Liverpool, either by communicating new 

facts or functioning as a reminder. 

4 To document the process of developing and conducting the campaign and evaluate 

target audience response. 

The campaign process 

A range of potential banns and concerns have arisen in relation to the use of 'dtmce' drugs in 

recent years. The :MDTI C team considered, on the basis of infonnal feedback from workers 

and participants in the scene, a<; well as research evidence, that the following should be 

addressed by any harm reduction campaign targeting this group: 

The lack of knowledge, among some users, that Ecstasy is a Class A drug 

11 The range of substances currently sold as Ecstasy 

m The effects of the Ecstasy on the female reproductive system 

1v The disinhibitory effect<; of drugs and the need for safer sex 

v The adverse effects of heavy drug use 

vt The potential 'heatstroke' effect-; of Ecstasy and the how to avoid and respond to them 

vn The incidence of adverse effects from drugs in clubs and how lo respond 

viii The harmful effects of combined drug use 

A design consultant was engaged to work with the MDTIC team to develop the concept into a 

practical campaign attuned to Liverpool's club culture. This process involved defining an image 

wiLh a range of already well eslablishcd meanings which could be utilised lo illustrate and give 

some coherence to the harm reduction messages. Two distinctive logos were devised - a daisy 

and 'Daisy the Cow' - and a visual style thus established. 'Daisyisms', or meanings and 

connotations already associated with the word 'Daisy' - such as 'Chain', 'Whoopsa', 'Pushing 

up', Freshsasa', and 'Give me your answer do' - were then used as a means of attracting 

attention, inviting the viewer to engage with the campaign and illustrating the content of 

specific health messages. In keeping with 1990s advertising techniques, however, the 

'DAISY' part of the catchphrase was signified visually (See Appendix 7.for examples). Brief 

and simple health messages were placed on a number of products identifiable with dub culture 

- flyers, swing tickets on clothes, record carrier bags, matches and cassette covers. Posters,

stickers and T-shirts were also distributed to promote the campaign. As a further means of

sustaining the interest or the target group and inviting their engagement, the rirsl or cighl

flyers, rclcw:;ed on a weekly basis over eight weeks ('DAISY ClJAJN') carried nu health

message at all. Finally, since a range of distribution outlets was also considered an important
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element of the campaign's impact, Liverpool's club-rclaled retail oullels, club promoters, bars 

and entrepreneurs linked with club culture were cnlisled lo dislribule lhe pro<.luds (Sec 

Appendix 4 for details of campaign content and distribution size and Appendix 5 for list of 

distribution outlets). 

The campaign was launched at a JX)pular club night in the city ccnlrc - 'Cream' at 'Nalion' 

nightclub - on Salurday 19 June. This primarily involvcu a specific 'DAISY' 'zone' inside 

the club in which 'DAISY' posters adorned the walls, 'DAISY' malchcs and the initial flyer 

was available on a stand, it was possible to obtain a painted 'DAISY' tattoo and be 

photographed in a 'DAISY' landscape (See Appendix 7) by a local photographer well known 

in the 'scene' and a regular contributor to 'The Face' magazine. Bar staff vvore 'DAISY' T 

shirts, daisies were distributed throughout the club and slideshows included daisy motifs. A 

second promotional club night was held at 'Voodoo' at the 'Mardi Gras' on Saturday 17 July. 

The campaign ended on Friday August 20 1993. The evalualion questionnaires, 3,000 in total, 

were distributed in the same outlets over a further 4-week period, commencing a month later. 

An exhibition of photographs of the campaign wa'l held at the Open Eye Gallery in the city 

centre from Wednesday 10 and Saturday 27 ·November. Composed of 32 photographs 

illustrating the range of 'DAISY' products, it provided a further oullct for drug information 

materials as well for mising awareness of the campaign and for feedback. Media coverage of 

the campaign in relevant youth style magazines was actively and successfully courted (See 

Appendix 7 for examples). The inclusion of a freephone advice number on all 'DAISY' 

products, also contributed an advice elemenl to the campaign. 

12 
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Aim and objectives of the evaluation 

Aim 

1 To establish the effectiveness of the campaign as a means of communicating with the 

target group. 

Objectives 

To establish the cffeclivity of distrih111io11 oullcts i11 rc,1chi11g Ilic 1;111•.C'I 1•rrn1p. 

2 To determine awareness of the campaign among the largcl. group. 

3 To determine the credibility of the diff crent components of the campaign - design, 

fotmat, health messages and distribution outlets - among the target group. 

4 To establish the eff ectivity of the campaign in improving <lrug-rclalcd health 

knowledge among the target audience. 

5 To ascertain the eff ectivity of the campaign in reinforcing or renewing drug-related 

knowledge among the target audience. 

6 To assess the 'collectability' of 'DAISY' products an<l its possible role as an enhancer 

of the overall effectivity of the campaign. 

Method 

The evaluation methodology consciously rc0cctcd the campaign's overall cmpha..,is upon the 

methods, structures and forms of communication of consumer culture. Just as consumer 

questionnaires are sometimes to be found with consumer products (such as domestic electrical 

goods), so 'DAISY' questionnaires were to be found where 'DAISY' products had been 

previously. The questionnaire was brief and to the point, using simple and straightforward 

language, distinctive and colourful design and the two campaign logos (See Appendix 1 ). 

Additionally, just as market research companies employ focus group testing to evaluate 

consumer opinion of consumer products, so the technique was used Lo evaluate 'DAISY' 

products. Three focus groups were conducted at the end of the evaluation period at the offices 

of MDTIC. Use of these offices wa'i considered suitable not least since they arc situated 

geographically in the heart of Liverpool city centre's youth culture 'cnlcrprisc zone'. An 

original plan to conduct up to ten focus groups comprised of carefully selected cross- sections 

of the target audience was shelved due to lack of resources. In the event, three focus groups, 
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with a total of twelve participants (75% female, 25% male), were conducted two months after 

the end of the campaign. A third responded to an invitation to par�icipatc by telephoning 

MDTIC included in the evaluation questionnaire, the remainder through snowballing from 

contacts approached in 'DAISY' campaign outlets (For a breakdown of focus group 

participants see Appendix 3 ). 

Sample 

A total of 105 young people (59 young men, 38 young men) participated, 12 in the focus 

groups, 93 via questionnaire. 

The questionnaire 

93 questionnaires were returned. This 3% return rate was slightly higher than the 1-2<i1<J more 

usual in comparable consumer consultation exercises. 29 (31 %) were from young women an<l 

56 (60%) were from young men. A further eight (9%) did not specify their sex. Age ranged 

from 13-37 years, with a mean age of 21.5 years. (See Figure I). Res1x)Jldcnts lived in a wi<le 

range of locations in the Mersey region. 47% demonstrated drug Laking, music and clothing 

tastes and frequented city centre nightclubs which placed them, with obvious variations, within 

the main target group of recreational drug users. A further 21 % were dearly involved in the 

drug, music and club scenes popular with younger teenagers, a prominent venue for which is 

located in Wirral. 8% indicated their involvement in the gay dub/drug scene, especially in 

Manchester, a further 8% were dearly more diverse in the range of drugs and music scenes 

they were involved in, and 15% did not complete this section of the questionnaire coherently. 

87% were users of Class A drugs including Ecstasy, eight respondents (9%) reported using 

only alcohol, and a further four (4%) reported using only alcohol and cannabis. Seven of these 

12 respondents (58%) were between the ages of 15 and 17 years and female. Cannabis was 

the most widely and frequently used illegal drug among the sample, with 4SC.!1r1 reporting using 

the drug on a daily basis. Occasional use of LSD was the next highest percentage at 42%, 

followed by weekly use of alcohol (34%). Occasional use of amphetamine sulphate was 

reported by 29% of the sample, leaving Ecsta<;y at the bottom of the league with 26% reporting 

occasional use and 25% weekly use. 15% also reported occasional use of cocaine. Other drug 

use reported by a minority included heroin, 'ice', 'magic mushrooms' and 'poppers'/'rush' 

(amyl nitrate (See Figure 2). Drug use profiles differed according to sex, with daily cannabis 

use and occasional LSD use the most prevalent form of drug use among young men (both 

50%), followed by weekly alcohol use (39%) and weekly Ecstasy use (32%) (See Figure 5). 

Occasional LSD use was also the most widely reprnted fo1m of drug use among young women 

(38%), followed by weekly alcohol use and occasional amphetamine use (both 34%). 

However, frequent alcohol use was reported by a further 31 % of young women, followed by 

frequent Ecsta.<.;y use (21 % ) (See Figure 6) 
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Figure I 

Sample by age and gender 
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Figure 3 

Male drug use 
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Figure 5 
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Main findings 

A. The qucslionnairc

(1) Effectivity of 'DAISY' distribution

NUMBER OF MESSAGES SEEN BY SAMPLE 

58% of the sample reported having seen seven or more of the fifteen messages which 

comprised the DAISY campaign. 32% had seen ten messages or more and 3% had seen them 

all. 18% had seen three messages or less. 

82% 'CHAIN' FLYER 

69% 'WHOOPSA' FLYER 

66%'FRESHASA'FLYER 

61% 'WEDNES' FLYER 

58% 'PUSHING UP' FL YER 

57% 'BAD' FLYER 

56% 'IN A' FLYER 

53%MATCHES 

50% POSTERS 

49% STICKERS 

43% T SHIRTS 

43% 'GIVE ME YOUR ANSWER' Fl_,YER 

30% RECORD CARRIER BAGS 

20%TAPES 

NUMBER OF OUTLETS IN WHICH 'DAISY' PRODUCTS WERE SEEN BY SAMPLE 

Eight main types of distribution outlets were employed: relevant clothes shops, records shops, 

nightclubs, cafes, bars, newspapers, radioffV and magazines. 31 % of the sample reported 

seeing DAISY products in five or more outlets, 33% in less than three outlets. 

No. of outlets % of sample 

1 11% 

2 22% 

3 19% 

4 17% 

5 1 S'f<J

6 ()% 

7 ()'½, 

8 1 rJo 
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MOST REPORTED DISTRIBUTION SOURCES 

The following represents the percentage of respondents who reportcu sccmg 'DAISY' 

products in specific outlets: 

Clothes shop 74% 

Record shop 74% Magazines 30% 

Bar 48% Newspaper 10% 

Nightclub 47% RadioffV 5% 

Cafe 38% Other 2 (Ji! 

Of respondents who specified a magazine as a 'DAISY' campaign information source, 31 % 

referenced 'MIXMAG', 27% 'THE PACE', 19r¾, 'DJ', 8n�, 'I.. Scenc' and 4'¼, '.lusl 17'. 

'Other' sources were friends in all cases. l11tcrcsli11gly, Ilic J,inuary 1 c >c),1 is,,a1c ol' 'MIXM/\(;' 

maga,rine, in its revue list of interesting events/outcomes of 1993 listcu the 'DAISY' campaign 

as number 73. 

(2) Target audience approval

INFORMATION 

60% of the sample responded to this question. Of those who responded, 90% were 

unequivocal in their approval of the information. Approval of the information was often 

expressed briefly ("Very gcxJd", "excellent", "cool" etc). However, longer responses praised 

the campaign's conciseness and its harm reduction approach. The following were typical 

responses: 

"Informative, necessary and useful" 17 year old male 

"Excellent; responsible, probably life-saving" 20 year old male 

"Well communicated, doesn't preach" 22 year old male 

"Good infonnation, easy to understand" 20 year old male 

"Straight to the point, helpful" 15 year old female 

"Very organised and use,friendly. Enjoyable to reacI" 19 year old female 

"Clearly stated, simple but positive messages" 24 year old female 

The remaining 10% gave responses which either expressed obvious disapproval: 

"Designed for the richer type of raver, not the younger, more poorer where the info is more 

needed" 26 year old male 

"Tell people things they don't kiww already" 22 year old male 
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"Nothing I {iidn 't know" 16 year old female 

or more qualified responses: 

"Give nwre details" 18 year old male 

"It's a bit subtle" 22 year old male 

"Know it already" 23 year old female 

"It makes you more aware but also makes drugs more Likely to take" 18 year old male 

"Well gay!!!" 18 year old male 

DESIGN 

70% of the sample responded to this question. The fact that it immediately followed the 

question on information and was visually grouped with it, suggests a greater willingness or 

inclination to comment on the design than the information. 95% of those who did, expressed 

approval largely in terms of its eyccatching quality. The following were typical responses: 

"Catchy. Grabs the eyes of those it's nULrketed at" 20 year old f cmalc 

"Good idea, Jun" 18 year old female 

"Original, liked it" 18 year old male 

"Very groovy and eyecatching" 17 year old male 

"Well done. Like a club's.flyer" 20 year old male 

Strong disapproval was expressed by only one respondent: 

"Was crap. You want to change the design" 22 year old male 

DISTRIBUfION 

57% responded to this question. Of these 5% foll it was not widely available enough, 

suggesting, for instance, that more should be available through nightclubs and "all around 

Merseyside". The remainder indicated that the choice of distribution oullcts had been 

appropriate. 

"Easy access " 18 year old male 

"Seemingly everywhere" 30 year old male 

"All the right places were chosen" 20 year old male 

"Most places people consume goods and pleasure" 30 year old male 

"Widely available to youth culture" 24 year old female 

"Everywhere I went" 22 year old female 

"Due to the nature of the flyers, it was wise to be exclusive and only supply to the venues it 

did" 19 year old female 
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COLLECTIBILITY 

61 % of the sample reported keeping 'DAISY' products. 70% or Lhcsc kcpl more Lhan lwo 

products, 10% kept two and 20% kept only one product. Flyers were kept in 68% of ca<;cs but 

there was no clear indication of a particular favourite. Respondents were nol Jircclly a<;ked the 

question but 9% offered the infommtion thal they had pul the 0yers on Lhcir wall. 

% of sample 

68% 

33% 

19% 

16% 

14% 

12% 

7% 

Type of DAISY producl kept 

flyers 

matches 

stickers 

T shirts 

posters 

tapes 

record bag 

(3) Impact of 'DAISY' health messages

IMPROVEMENT IN DRUG KNOWLEDGE 

Asked if they had Jcamed anything about drugs which they did not already know, 29% or the 

sample rcix)rtcd having done so, or whom .54% were remalc. This higher reporting < ,r

improvement in drug knowledge among young women was particularly significant given the 

gender bias of the sample as a whole. 45% of young women rcp01tcd improvemcnl in drug 

knowledge ·compared with 20% of young men. This could be explained in one of two ways. 

Either the young women had lower drug knowledge (Henderson, 1993) or were more willing 

to admit they had more to learn. Young women were also more likely lo give a more specific 

response to the question but where young men also specified, there was little gender difference 

in responses except that the products used lo make Ecstasy and sex were only mentioned by 

young men. 
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Area of drug knowledge improvcmcnl cite<l 
General facts 
General dangers 
Fake products 
Drug-related sexual 1isk 
Water yourself 
What to do jf loss of control 
Effects on women's health 
Emergency 
Law 
ProducL-.; used to manul"aclurc Ecstasy 
How to avoid overdose 
Unspecified 'DAISY' produd 
Unspecified learning 

% sample 
5% 
2% 

3% 
]% 

2% 
1% 

1% 

'2% 

I '¾1 

1% 
l'Y.:1 

4'Yr1 
5% 

REINFORCEMENT/REI\.1INDER OF PREVIOUS KNOWLEDGE 
31 % reported being reminded of drug information which they had previously known but 
forgotten. 65% of these were male, which possibly reflects an unwillingness to admit lack of 
drug knowledge or a greater degree of prior knowledge among young men. There was 
unfortunately a poor response rate for citing specific knowledge remembered. 

Previous knowledge rem cm bcred 
Ecstasy legal status 
Lower/less frequent dosage 
Dehydration/overheating 
Look after during week 
Fake products 
Dmg-rclated sexual risk 
Yes but not specified 

BEHAVIOUR CHANGE 

% of sample 
1 
2 
5 
1 

4 
l 

10 

39% reported having adapted their drug taking behaviour as a result or Lhc campaign, 81 % 
were male. The proportionately higher numbers of young women who used no illegal drugs or 
only occasionally used cannabis, together with the sample bias, possibly accounts for this high 
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male figure in part. Once again, types of behaviour change were oflen nol specified. Drinking 

more fluids and non-alcoholic beverages while under the influence of drugs was the most often 

cited at 31 % of cases and not mixing drugs was next at 19% 

B. The focus groups

Approval of the overall campaign was generally high among all age groups and lx)th young 

men and young women. It was generally considered well conducted, necessary and effective: 

"It was good because it was in always in your face. Because it was really differenl and the 

graphics were really strong and bright. lt was like different and nuzde you pick it up and read 

it." 26 year old female fashion designer 

"It is almost like a Jun campaign because it is not too serious. On the backs <f them there is a 

serious message but it is not put across as a big slab of righteousness. It is put across in a 

quick way of telling people about it, infonning them. The way someone would explain it their 

mates maybe" 23 year old male unemployed 

"A nice mix. A serious message on the back and a buzz on the front." 19 year old male part

time student 

"It was young, something that people would go 'What's is this talking about?' A trendy thing." 

23 year old female shop assistant/mother 

"It was definitely the first campaign I've ever really noticed and read through. You know 

actually sat and read. Even though it was short, it was full." 24 year old female designer 

"It's great. Straight up. Just what we needed to hear." 15 year old female schlx)I student 

The method of giving information was generally seen as an effective one, approp1iate to the 

target audience. Comments indicated that the concept of brief messages released over lime with 

a coordinating logo and introduced with no identifying text was successful in gaining lhc 

attention and active engagement of the target audience: 

"When it first appeared it was like, everyone was like 'What's that?' Cos it was like 

everywhere and when you started reading the information, when it slarted appearing, it all 

started connecting up." 24 year old female female designer 

"Well I thought that was good, the mystery around it, that makes you go 'God what's that? 

And you go and have a look and you can read a bit and then you notice it and you'll go 'Have 
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you seen that poster? It's a dead good isn't it?' and then you'll like go 'What's it about?"' 22 
year old female club promoter 

"For weeks I was thinking is it a club night or something. !found a lot fd
°

JJ<'oplc did that. 
It was like , 'What is that 'DAISY'?'" 19 year old male part-time student 

"You can notice the record bags too, you know people walking up the street with them, you 
can just see this big daisy on the bag and once you knew what it tt•as and what it stood for, you 
just knew, you know what I mean?" 35 year old male unemployed 

"I think it worked because everyone I know knows what it is" 23 year olu male unemployed 

Again the eyccatching quality of the products, a combination of the bright colours, the logos 

and catchphrases were mentioned as important factors in bringing the health messages to the 

respondent's attention. More detailed target group response lo the campaign design not only 

demonstrate.d a degree of curiosity but active attempts to 'make sense' or il. Some rcs1xm<lenls 

still felt the need to see some literal connection between the 'DAISY" logos ,md drugs but could 

sec none at the time of interview. This was given as the reason for an ultimate critique or the 

campaign by one respondent: 

'It wasn't immediate enough. I couldn't work it out" 23 year old male unemployed 

Like a number of other respondents, this young man associated the logo with nature: 

"It did look as tlwugh it was to do with summer and natural things. Nature with the cows and 
flowers and daisy things. I didn't associate it with taking chemirnls at all. It did have your 

name and address on the back so I did gain some infornuztion from it ( the first one). It wasn't 
until I'd seen the back I realised what the .front must have been about but I was still a bit 
stunned about it and thought 'That's a bit strange'. I started to think about it, to try and work it 
out". 

This young woman was not alone in distinguishing between the 'DAISY' flower and cow: 

'The cow was striking in a very weird way and with the daisy it was just nice and .friendly" 
24 old female designer 

However, the majority of these respondenls concluded lhal literal mc;111ings wnc unimporlanl: 

"It's just to stick in your mind and stuff like that. The cow stuck in _),'our mind bernuse it was 
so silly" 26 year old female fa-,hion designer 

' I think it made you tum over and read it. Whereas if it had been just like a .form with a drugs 
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message, you know, one-sided, you wouldn't have bothered reading it, you know, because it 

was a really bleak message" 26 year old female dub promoter 

This process of deciphering clearly held the interest or some respondcnL-; and played an 

important role in ensuring that the health message was read and re-read: 

"'Some of them were obvious but others weren't. After reading the back you would look at the 

front a,ul think 'Oh yeah'. You are constantlyJl.ipping it over."' 19 year old part-time student 

It was also evident from comments that the aim of capitalising on the role of collecting nyers 

and other objecL'> within the dub cullurc by designing producls which resembled them was 

achieved: 

"I've got loads of stickers on my.fridge and loads cf matches" 22 year old female hotel \'Vorkcr 

"I would go for these more because the .fi"ont is untouched and all the iT!{or111atio11 is on !he 

back. You can use the front to put on the wall" 23 year old male unemployed 

One context for this was somewhat unpredictable: 

'I sent them to Walton prison - they've got them up on the walls" 31 year old female

unemployed 

It was notable that all those who singled out lhe clothes labels for comment were young 

women: 

"The clothes, they (the swing tickets) make the clothes look really good" 15 year old scl1<x)l 

student 

"I like the way the labels were made big as well. fl wasri 'I like a little clingy label you just rip 

off and once you've got your jumper home you just lash it. It was like really striking' 23 year 

old female hotel worker 

The majority of respondents expressed the opinion that the distribution outlets used m 

campaign were effective ones for reaching the target audience: 

"They are in all the right places. You just pick them up and read the,n when you get lwme" 

15 year old _female school student

"I liked the way that the 'DAISY' labels were in like every clothes shop, not just like a select 

few like. Because it was in all in the Palace and it was all in the Bold Street shops". 24 year old 

designer 
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A number of other suggestions for additional outlets were made, especially, "toilet doors". 

Two months after the campaign had finished, respondents were still able to recall the campaign 
and specific messages: 

"/ remember seeing them because I was walking through the club and saw Daisies and cows 

and that and t!wught 'What is going on here?"' 19 year old male parl-tirnc stuucnt 

Once again, the message concerning the risks of dehydration and heatstroke and the need to 
drink 0uids was the most frequently recalled. The slogan 'Whoopsa' was the most wicJcly 
recalled. One young woman also recalled: 

"The one about sex really stood out because no-one had even allemptecl that one before. I think 

that one is a major part of the drug scene' 

and 

"The one about your periods becoming heavier" 23 year old shop assistant/mother 
Some older respondents expressed the view that other groups of drug users should be targeted 
with drug i�formation, in particular young teenagers, who they Cell to be at the most risk rrom 
drug use and less likely to have been exposed to the campaign: 

"But wouldn't you say people at most danger, like young lads and girls who haven't got a clue 

and don't come into town and are not really that side of the drug culture whatever, they'll be 

trying for the first time and they won't know what the word dehydration is?" 35 year old 
unemployed male 

However, the participation or the Lhree younger school students, a quarler or the focus group 
sample, by responding to the questionnaire suggests that this was not an entirely accurale 
view. Women concerned were involved in the club scene but clearly not well informed about 
drugs: 

"It (the campaign) was different from stuff we seen at school. Ecstasy was a Class A drug. I 

didn't realise it was so serious before. We don't do a lot in school. They try to get it over in 

one lesson, just skip it" 15 year old female school student 
The majority of other participants felt that they were older, more experienced drug users and 
considered the value of the campaign to have been it<; reinforcement of previous knowledge: 

"It is always good to be reminded you always tend to go into bit of a haze and tend to forget. 

Even though you do know most of the points, it is good to be reminded" 23 year old male 
unemployed 
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The campaign was also successful in raising awareness of the existence of MDTIC as a 

credible source of drugs information and advice. One lo be <lislinguishc<l from the predominant 

view or image of drug agencies: 

"If I need any specific infomwtion now that I know you are around then I would come here 

but I wouldn't go anywhere else. I wouldn't dare." 24 year old female designer 

This reluctance to approach drug agencies was dearly described by this rcspomlcnl: 

"If they get seen walking into a drugs clinic, automatically they're either 011 smack or wlwtever, 

but the likes of what you are doing they can please themselves whether, you know, they realise 

they're in a hod way, they ,·an. �o ,·m, '1 they. Whal yo11 m·,, doing is j11st ,·iglit. vou 'n• 11111 

pushing too much on people ... A lot of people are paranoid, like tile girl ,vlw was mming ,vith 

me. She wouldn't come because she thought she'd panic to death, thinking, 'Who was going 

/.o be there' and 'Will they be looking a/. me?' and all tlwt .. .l've got /.wo kids mysclfwul Like I 

hope the likes of you people are still around when they're grown up because it's gonna be ten 

times worse then the drug thing." 31 year old unemployed woman. 

Some respondents expressed the view that, although they approved of the campaign and felt 

reassured by the existence of MDTIC as an agency, they were cynical about the cffcclivity of 

any information campaign with regard to behaviour change: 

"We think it's great what you are doing but I don't think it's going to stop allybody, whether 

you want to stop them or what, I don't know. It's not going to stop people but it's going to 

make people more aware." 31 year old unemployed woman 

Criticisms of the campaign included the following: 

"We'd just had a big phone bill and I didn't realise the advice number was a freephone 

nwnber" 31 year old female unemployed 

"I thought some of it was a bit cryptic to be honest" 35 year old male unemployed 

"I thought it was bad timing done over the summer because people, sludents, you know, aren't 

getting that information and they should be because it's like, how many new students this year 

and there's'like thousands of them and there is just nothing" 19 year ol<l part-Lime student 

"I'd.rather see it (drug information) in the newspapers. It's all sensationalised. You don't get 

much information that you don't already know. It's ,wt targeted at under 25s. It's aimed at 

parents more than anything giving them a bad impression about drugs. Scaring parents into 

scaring you." 35 year old male unemployed 
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C. Other monitoring data

Telephone calls to Healthwise resulting from tlte campaign 

All 'DAISY' pmlluclN, i11cluJing Lhc cvalualio11 qucsliun11airc, carried ;a I :1ccpho11c lclephrnw 
number. The number of calls for advice or information rcsulling from the campaign bclwccn 

June 211993 and October 31 1993 were as follows: 

TITTAL 28 calls BY REGIONAL HEALTH A lJI'HORITY 
Male 17 Mersey 7 

Female 10 NE Thames 4 

Unknown Yorkshire 2 

S Western 2 

AGE Northern 1 

13- 14 5 Trent 1 
19-27 7 Easl Anglia 

28-30 ·7 NW Thames l

31- 36 6 SE Thames 1 

37-42 1 Wessex 1 
55-60 1 Not specified 7

Not specified 1

SOURCE 

Leaflet 5 

Select 5 

The Face 2 

Mixmag 2 
Just 17 1 
Not specified 13
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Interviews with shopkeepers 

B1ief interviews were conducted with five personnel from participating businesses. All were 
male, four were in clothes shops and one a record shop. They were a<;ke<l why they took part 
in the campaign, their opinion of it, what kind of response they received from their customers 
and whether they would consider participating in a future (similar) campaign. 

All five w�rc sympalhclic lo the aims of the campaign, strongly approved of Lhc corn.:cpl, the 
infonnation and design, felt the need for such an initiative, were pleased lo be able lo 
participate and were keen to participate in any future campaign. The following rcnect their 
responses as a whole: 

"/ decided to take part in the campaign because I thought the whole thing was well thought out 

and jolly good visually. People who have come in and taken the products have said that it's 

been good to get hold of straightforward, up-to-date i,tomzation as opposed to 

misinformation ... At first, I don't think our customers realised what 'DAISY' represented and 

there were a few raised eyebrows to begin with. But as the campaign went on I saw people 

recognising new flyers, picking them up and making positive comments about them.." 

Men's clothes shop salesperson 

"/ took part in the campaign because nwst of our customers are young people who go out 

clubbing. There are drugs on the club scene today whether you like it or not. People need to 

know what the drugs are, what they do, lww to combat difficult drug situations and basically 

look after yourself. .. / really liked the different 'DAISY' products, Because they were bright 

and had all sorts of catchy logos on them, people picked them up and that's exactly the kind of 

reaction you want, I think the right type of products were used. They were products that people 

have and use anyway, like tapes, matches and T-shirts. l think the way the information was 

presented was very important and our cuslomers seemed very impressed when they read the 

./1.yers. l didn't !{Cl any ne!{ative reactions.from people" Men's dothcs shop manager

"I took part because I hoped it would provide our customers, especially the younger kids, with

accurate information about drugs, instead of all the rubbish prinLed in the new�papers. I think

it's important to nwke them more aware of what's being sold and the effects <f things. Rather

than force information on them I though! the approach of the campaign was good. The

infomiation was available in the shop and (f people wanted to take it, then it was entirely their

decision ... Theflyers were very popular with our customers. They were taken as quickly as the

other flyers advertising clubs and events. I think tlwt 's because people wanted drug

infonnation and also due to the trend for collecting flyers"

Record shop owner.

"/ think taking part in it showed the human side to the business market. It showed we .feel

responsible to inform people, especially young people, about the effects of drugs. I don't think
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taking part in the campaign would damage the profile of the shop, it just slurws we care about 

our customers basically ... One young lady came into the shop, picked up one of the flyers and 

said that the campaign reminded her of the Gold Blend series of television advertisernents. She 

said she'd been keeping her eyes open arowul the shops to spot the lalest inslalmenl in the 

series of flyers ... I'd definitely take part in any other similar campaigns because it's hitting the 

issues in a very non-judgmental, infonnative and up-to-date way. I know I found out a lot of 

things from the flyers which I didn't know be.fore. I actually thought I knew quite a lot about 

drugs ... " Clothes shop owner. 

Exhibition comments 

A cross section: 

"Smart and practical - not condescending at all! 

"Brilliant, give us more'' 

"Don't preach, do it like 'DAISY'!" 

"Excellent, infonnative and fun" 

"Original, good design and not patronising!" 

"It's like, grab a gaggles of trendy geese, give 'em a throwaway camera and wlwopsoutside 

your head, you have 'The Face' by wankers. A lot <if media wank!" 

"'DAISY' are ace Chill Out!!!" 

"Posers!" 

"Cheaper than a £15 weekend. Very encouraging - nwre please" 

"Whoopsaturdy! Stinks like shit" 

"F ah man!" 

"It's sad our culture has come to this - E" 

"A marketing exercise that personally I think you only understand if you are 'in' - immersed in

the whole 'E' culture and like it. Lost on me rnate ( nicely printed tho')" 
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Summary of findings 

1. Success at reaching the target group

1.1 The evaluation as a whole suggests thal a number of sub-sectors of the Larget group were 

reached by the campaign. 47% of those responding by questionnaire reported lifestyles 

corresponding lo the primary target group - participation in the main Liverpool city centre 

'dance' club scene. However, a further 37% were involved in 'dance' music, drug and club 

scenes located predominantly outside the city centre. 

1.2 The campaign was successful in reaching a range of club-goers, from young teenagers 

becoming involved in the scene but not yet rep01ting use of Class A drugs (12%), through 

occasional use of 'dance drugs' to weekly use (See pp.14-17). 

1.3 The campaign was successful in reaching an age range of 13-37 years, with most exposure 

among the 20-25 years age group. It also succeeded in reaching young dub-goers from a 

range of residential areas of the Mersey region. 

2. Degree of target group exposure

2.1 31% of questionnaire respondents reported seeing 'DAISY' products; in five or more of 

seven types of outlet (See p.18). This indicator of a high degree of exposure was confirmed 

both by focus group pa1ticipants and the fact that only 5% of those who commented further on 
the distribution process considered that 'DAISY' products were not widely available enough 

(See p.20). 

2.2 58% of questionnaire respondents reported seeing seven or more ol' Ille l'iflcen 'DAISY' 
health messages. 32% reported seeing Len or more. Focus group parlicipanls also suggested a 

high level of target group exposure. 

3. The role of 'DAISY' distribution outlets in the overall eff ciltity of the campaign

3.1 The majority of respondents of all kinds were of the opinion that the selected dist1i bu lion 

outlets were effective ones. Personnel from participating businesses confirmed the view of 

other respondents and, interestingly, felt that their participation in the campaign wm; in no way 

detrimental to business - a f urlher indicator or the success of the campaign's overall approach. 

3.2 Clothes and record shops were most frequently reported by questionnaire respondents 

(both 74%) as outlet.;; for accessing 'DAISY' products. This was confirmed by the focus 

groups. However, the launch of the campaign al an inner city dub night also figured highly in 

focus group discussions and the flyer distributed on this night - 'CHAIN' (See Appendix 4) 
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wa� the most-seen 'DAISY' product by questionnaire respondents (82%). Suggesting that the 

coordinated approach of the nightclub input (See p.12) was a highly successful means of 

raising public awareness of the campaign. 

4. Target audience perception of the campaign

4.1 90'fr, of qucslionnairc rcspondcnls, Ilic· 111:1j111 ily (Jr 1"11cw: p,11111p pa, li(·ip;111I.•; a11d kcdh1d; 

from participating businesses all suggest a high level of approval of the campaign as a whulc -

the information given, the style and outlets via which it wm, communicalcJ and its fulfilment of 

a perceived information need. High among other suggested outlets for similar messages 

appropriate lo the target group were "toilet doors". 

4.2 The harm reduction approach was clearly appreciated and contributed to both the 

campaign's credibility and a perception of MDTIC as a credible source of drug information and 

an exception from otherwise negative images of drug agencies. A perceived lack of momlising 

was cited by a majority of respondents in their appraisal of the campaign. 

4.3 The form in which the information was communicated also received high target audience 

approval. The bright colours, logos and catchphrases, as well as the range of products bearing 

'DAISY' messages were all seen as an innovative and highly appropriate means of 

communication. The use of purely promotional elements of the campaign (i.e. 'DAISY' 

products which lacked a direct health message) played an imp011ant role in enhancing the 

degree of exposure among the target group achieved (eg 43% of the questionnaire sample 

reported seeing 'DAISY' T shirts and this was the lowest reported level for this type of 

product.) A high level of integration of the health messages into Lhe target 'dance drug' culture 

would appear to have been achieved. 

4.4 Criticism of the campaign was largely based upon the lack of distribution beyond the city 

centre, a perceived lack of literal connection bclwecn the 'DAISY' logos and drugs and a 

perceived limitation of its appeal to a 'trendy/posey' audience. The latter would appear lo have 

been enhanced by an exhibition of photographs of the campaign taken by a local photographer 

(who contributes regularly to the style magazine 'The Face') at a city centre art gallery. 

5. The role of 'consumer participation' in the overall eff ectj vi ty of the campa.i gn

5.1 The use of modem advertising techniques, whereby logos, catchphrases and the gradual 

unfolding of a campaign from mysterious beginnings engage the attention of the viewer and 

require them to decipher, construct and connect meanings, were a clearly successful component 

of the campaign. Both the focus groups and feedback from participating business personnel 

indicated obvious signs of this type of active participation. 

5.2 The attempt to mimic and utilise a key feature of components of the target culture - their 
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collcctibility - appears to have enjoyed a considerable level of success. 70% of questionnaire 

respondents had kept more than two 'DAISY' producls. Focus groups and feedback from 

participating business outlets suggested a higher incidence of 'DAISY' collecting and also 

pointed to the popularity of the matches - to the extent that customers \Vere returning to 

businesses and asking for more. 

5.3 The fact that. the 'DAISY' campaign succcssl"ully locked into lhc target culture's 

'collecting' ethic and iL-.clf became worthy of collecting, dearly contributed Lo the campaign's 

success in achieving a considerable degree of exposure and approval among the target group. 

The degree to which this further enhanced the communication of health messages is more 

difficult to ascertain in concrete terms. There was some evidence that a combination of the 

process of deciphering the campaign and continued presence of the messages in a 'DAISY' 

collection contributed to multiple exposure to each message (See pp.25). The fact that the 

messages were not instantly disposed of but maintained a reasonable shelf lif con a wall, on a 

fridge door, album or match book collection, also indicates a higher JX)Ssibility of further 

exposure to those messages. A further indicator is the degree of impact of 'DAISY' messages 

below. 

6. Impact of 'DAISY' messages

6.1 Given that findings arc based on data collected one month (the questionnaire) and two 

months (the focus groups) after the end of the campaign, respondents displayed a high level of 

awareness and recall of campaign messages. 

6.2 The most frequently recalled message related to reducing the 'heatstroke' effects of 

Ecstasy use. This message was featured on two 'DAISY' pnxluct<,,: the matches (seen by 5Y7<1 

of the questionnaire sample) an<l the 'PUST TING UP' flyer (seen by SW½, ur the queslionnairc 

sample). 

6.3 29% of the questionnaire sample rCJX>Jte<l improvement in <lrug knowledge resulling from 

the campaign. Young women were more likely to reJX)ft improvement in drug knowledge than 

young men and improvement was most likely to be described in general terms ( see p.22). 

6.4 31 % of the questionnaire sample reported being reminded of drug infonnation they had 

previously known but forgotten. Young men were more likely to report this than young 

women. 

6.5 Although behaviour change was not among the aims and objectives of the campaign, 39% 

of the questionnaire sample reported adapting their drug taking behaviour. Drinking more 

fluids and non-alcoholic beverages while under the influence of drugs was the most frequcnlly 

reported type of behaviour change 
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6.6 The campaign was successful in projecting an image of MDTIC as a credible source of 

drug inf onnation among the target group but achieved a low level of response lo the freephone 

advice number included in a11 'DAISY' products. The lallcr, however, was an additional parlor 
the campaign anJ was nol an uncxpcclcJ n:sull --the 'Chill (Jul' ca111paig11 nx:c1nxJ a 

comparable response at this level. 
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Conclusions 

1. Given both that most ex1stmg evidence suggesL"i a greater participation by young women

in the culture in question than previous accounts of drug scenes have led us lo expect

(Henderson, op. cit.) and that an underlying expectation of the 'DAISY' approach was that it

would have popular appeal regardless of gender, class, ethnic etc. considerations, the greater

response from young men via questionnaires was somewhat surp1ising. This was perhaps due

to the fact that the two most effective distribution outlets - the clothes and record shops - were

on the whole more likely, on reflection, to attract male customers. However, it was also true

that young women were both almost exclusively appreciative of the clothes swing tickets and

their overall effectiveness in situ in clothes shops and that they were more likely to respond to

an invitation to be interviewed face-to-face. It would therefore be important lo consider both

factors in the planning of any future campaigns of this kind.

2. The collcctibility of both ccrtuin components of lhe culture in qucslion and 'DJ\JSY'

products dearly played an imJX)rlanl mlc in the overall cffcclivity of the campaigu. I lowcvcr,

given that there were eight types of Oyer and only one type of match product, the fact thal 33%

of the questionnaire sample had kept 'DAISY' matches as compared Lo 68%) who had retained

'DAISY' flyers also suggests that simple functionality of the product also had a role to play.

Again, this is an important consideration for future campaigns.

3. The fact that the highest number of the questionnaire sample to report seeing a 'DAISY'

product reported seeing the 'CHAIN' flyer - the introductory 'DAISY' flyer distributed at the

campaign's launch in a city centre club, with no health message - suggests two things. Firstly,

that the broad range of methods employed for integrating the campaign into the dub night

succeeded in making the nightclub a highly effective means of achieving a high degree of

awareness of the campaign among the target group. Secondly, that the curiosity arising from

the high profile of the 'DAISY' logo on the night but lack of immediate info1mation as lo the

aim of the campaign wa.c; a highly effective means of gaining the engagement of the target

audience and laying the foundation upon which to build the successful future communication

of health messages.

4. Criticism of the campaign on the basis of its 'trendylposey' nature suggests a need to

consider the future targeting of club/music/drug scenes but also actually confirms the success

of the campaign - in that this is precisely the kind of criticism sometimes levelled at the target

culture. Some adverse comments - cg "Whoopsoutside my head' and "Wlwopsaturdy" - al

least.indicate the level of success achieved by the catchphrases and logos in effectively lodging

the campaign in viewers' minds .

5. A 25% weekly and 26% occasional use of Ecstasy rate among the questionnaire sample

was indicative of the fact that this drug now jostles with a range of drugs available for use in
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the context in question. A fact underscored by the reporting of 'Don't mix drugs' as a message 

which improved drug knowledge. 

6. The fact that businesses which participated in the campaign by providing distribution oullets

approved highly of the campaign and saw no detrimental effects on their business was

encouraging and bodes well for future campaigns. The degree to which this would also be true

of larger, mainstream chains is less certain.

7. Considerable sympathetic media coverage formed an important part of target group

awareness of the campaign. Adverse coverage, of the kind received by the 'Chill Out'

campaign, was notably absent.

8. The campaign achieved considerable success in fulfilling its aims and objectives. Its success

in integrating health messages within the culture played an important role in achieving a

considerable level of exposure and approval among the target group. Perception of the

information as balanced, practical and necessary and of the style of communication as fun,

collectible and culturally recognisable would appear to have contributed to the achievement of

(the secondary goals of) improvement in or reinforcement of drug knowledge and or (the

unexpected outcome of) behaviour change among the target group. As a pilot, the campaign

and its evaluation provides a useful basis for developing consumer culture-based models of

health promotion among young people which are both credible, specifically-targeted and

credible to their audience.
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APPENDIX 1 

THE EVALUATION QUESTIONNAIRE - FRONT AND BACK 
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APPENDIX 2 

FOCUS GROUP TOPIC GUIDE 

INTRODUCTION 

Brief aims of lhc discm;sion. Each member of' Lhe group iJcnlif'ics lhcm:-icll' r lr voic;c d1c ·k on 
Lape. (NB Accompanying check-sheet gi ing age, gender, area or Mcrs-y region resi<lcnl, 
occupation and drug use to be completed). 

GENERAL RESPONSE TO •DAISY' 

Probe on: The whole concept in general: appn)priuteness of design, format;·, <li ·tribution, 
messages. An initial trnwl, note themes for further discussion. 

'DAISY': VIEWED AS A WHOLE 

Probe on: If this was the case, at what point realised. Extent of penetration or and 
identification with the campaign. 

•DAISY': THEDESION

Probe on: The campaign as a whole - atlracted attention? Credible? Colours? Minimal 
messages? Co!Jectibility? AnyUling else? 

'DAISY': THE DISTRIBUTION 

Probe on: In the right places? 

'DAISY': THE CONTENT 

Probe on: Appropriate? Rjght amounts? 

'DAISY': THE MESSAGES 

Probe on: Views of favourite/most appropriate/ most memorable and remmns determining this. 
What remembered, learned anything? Reminded of previous knowledge? 
Any messages which are needed but were omitted? 
Behaviour change? 
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APPENDIX 3 

BREAKDOWN OF FOCUS GROUPS 

GROUP ONE 

All female: 

15 year old x 3 school students 

31 year old unemployed 

22 year old hotel worker 

GROUP THREE 

23 year old shop assistant/mother 

23 year old male unemplQyed 

GROUPTWO 

24 year old female tlc..-;igncr 

26 year }Id rcmalc hshiun designer 

26 year old male club promoLer 

35 year old male unemployed 

19 year old parHime student/part-time club artist 

Group 1 drug use 

Dally • 
. 

Weekly 

• 
Monthly 

Occasionally 

■ Alcohol

ii Amphetam1110 

Mfil Cigarettes 

!00 Cocaine 

II Ecstasy 

ill LSD 

!ifJ Others 

K2J Cannabis 
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Group 2 drug use 

•• 
Daily Weekly Monthl1t>ccasionally

■ Alcohol

II Amphetamine 

WJ Cannahin 

till Cigarelto,;

■ Cocaine

I§ Ecstasy 

IBJ LSD 

.l:1J Other 

�--------------- --

Group 3 drug use 

•• '19
Dally 

Weekly Monthl�ccasfonally

■ Alcohol

� Amphetamine 

ill Cannabis 

Ifill Cigarettes 

■ Cocaine

Ii Ecstasy 

[Wl l.SD 

� Other 
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APPENDIX 4 

CAMPAIGN PRODUCTS, MESSAGES AND QUANTITY DISTRIBUTED 

All producL') carried a frccphonc advice number: MDTJC '93 TEL: 0800 838909 

l FLYERS (3,000 of each distributed)

'CHAIN' 

No message (other than advice number) 

'IN A' 

Taking drugs can make some people feel panicky. You can help them by doing the following 

things: 

-take them to a quiet place, where they feel comfortable

-reassure them that they are experiencing the effects of a drug that will wear off in a short time

-tell them to try to relax as much as possible (deep breathing may help)

-if the situation worsens and they become uncontrollable or hysterical, call a doctor or take

them to hospital and tell the medics what the person has taken.

Remember though, hospitals can make people more anxious and panicky, so use this as a last

resort.

'BAD' 

Ecstasy is a class A drug, the same as Heroin. In the eyes of the law, they carry the same 

penalties. It is illegal to possess or supply to another person. Selling or giving small amounts 
or drugs for no pmfil lo a rric11d is als<, classed as supply. 

'WHOOPSA' 

Ketaminc, barbiturate, dog worming tablets, LSD, aspirin, MDA, fish tank tablets, speed, cold 

capsules, MDMA. All sold As E's. Do you know what you arc buying? 

'WEDNES' 

Too many drugs, too often, can lead to problems. These may include tiredness, depression, 

weight loss, mood swings and occasionally paranoia. During the week it is important to 

recharge your body and mind. Eat regularly, drink non-alcoholic fluids to ilush out your 

system, sleep and look after yourself. Get the most out of your weekend. 
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'PUSHING UP' 

Ecstasy has been associated wilh a number of deaths. Experts believe Ecslasy induced 

heatstroke may have been the cause. Whilst using Ecstasy, you should lake regular rcsL<;, wear 
lightweight clothes and drink waler regularly. If someone is taken ill, gel help from a person 
who knows first aid. In an emergency, call an ambulance and lcll the medics whal lhc person 

has taken. This could save their life! 

'FRESHASA' 
Drugs can sometimes make you feel horny. The contraceptive pill is effective in preventing 
unplanned pregnancy. To protect against HIV and other transmitted diseases, use a condom 

correctly every time you have sex. Protect yourself. Don 'l rely on your partner - lhey may be 
relying on you. 

'GIVE ME YOUR ANSWER' 
Ecstasy may cause your periods ,to become heavier, irregular or even stop. This may be causcc.1
by the drug or by other factors like lack of focxl or sleep or because of increased exercise. 

There is little evidence to suggest that Ecstasy interferes with the working of the contraceptive 

pill. However, Ecstasy bought on the street may contain olher substances lhal may decrease lhe 
effectiveness of the pill, so use condoms for added proteclion. There is liule information aboul 

how Ecstasy affects the unborn child. many women who use Ecslasy have had trouble-free 

pregnancies. However, using any drug increases the chance of problems arising, either during 
your pregnancy or with the development of your baby. 

2 CLOTHING SWING TICKETS (2,000 distributed) 
Ketamine, barbiturate, dog worming tablets, LSD, aspirin, MDA, fish tank tablet<;, speed, cold 

capsules, MDMA. All sold as E's. 

J. MATCHES (2,000 distributed)
Drugs and dancing. Water yourself. A void heatstroke.

� SPECIAL 'DAISY MIX' TAPE CASES' 1,000 distributed) 
'DAISY CHAIN' mix: Drugs and dancing. Water yourself. A void heatstroke. 
'FRESHASA' mix: DJs mix, drugs don't 

� RECORD BAGS {5,000 distributed) 
Don't mix drugs. Leave the mixing to the DJ. 

§ PRODUCTS PROMOTING THE CA MPLlliltl
T SHIRTS ( 100 distributed)
POSTERS (500 distributcc.1)
STICKERS (2,000 distribulcd) No message (olhcr than advice number) 
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APPENDIX 5 

DISTRIBUTION OUTLETS 

l SHOPS

3-Bcal, Groover, Wcsl Side, Grin, Smilh & Wcslwouu, Mc.:Kcnzics, Oulrngcous,

Canvash, Stompin'', Roupa, Drcd, kon, The Liverpool Palace and Quiggins (lhc taller lwo

involve a range of businesses serving young consumers).

2 CAFES/BARS 

Baa Bar, Cafe Bar, Cafe Tabac, Doorsteps. 

;i CLUBS 

'Cream' al 'Nation' and 'Voodoo' al lhc 'Mardi Gras'. 
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APPENDIX 6 

DAISY - MEDIA COVERAGE 

Liverpool Echo 25 June Artidc and pit:Lurc. Hcudli11c - 'Stay S£�/'c-Takc a T1JJ 

Fronz Daisy' 

Merscymart 1 July Article and picture. Headline - 'Daisy the Cow Heads 

City Drug Campaign' 

DJ Magazine 15-28 �uly Article and colour pictures - 'Eye catching art work' 

Radio City 17 July Feature on Pcz Tellet show. Two minute interview 

and competition - 'whoopsa' t-shirls as prizes 

Liverpool Echo 19 July Article. Headline - 'Campaign to fight drugs menace 

in clubs' 

The Face August Article and pictures - 'Full null'ksfor innovative 

(Pub 21 July) marketing to the MDTIC' 

IJ 
Mixmag August Article and pictures - 'A drug infomwtion campaign 

(Pub 20 July) that's clever? Can it be? Not 'arf'. 

Select September Article and pictures - 'Do have a cow, man!' ... party-

(Pub2 Aug) pooping drug advice needn't /urn up wearing a 

white coat and wagging a finger in your face' 

Just Seventeen 18August Article and colour pictures - 'The Mersey Drug 

Training and /nfonnation Centre have come up with a 

dead cool way of getting out reliable infomzation .. ' 

Mixmag January Brief comment and picture - ' Smart! Genius!' 

(Pub 20 Dec) 

;" 
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APPENDIX 7 

MEDIA COVERAGE 

DJ MAGAZINE 15 JULY 1993 
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J of lh� monlh lhe frond hr duh nighh on lhe 
rhornes c.onlinuos, h,JI whul de you call llie furi�·f· 
vars.1on2 Bont,ou Gou I uol On WP.dno5doys al 

Jd1t Club, ; ample Pier • Andrew Wealherall hai 
• opened a �•H:!kly cluh of lu!o owr BtllH'o Sonic 
Happy J□J(, Cruc1f1J( Lnno London SE I every 

, £5 In, ond nO u1Jes.l 11�1 • The pyjtuna purt..v 
ed for London ea,lier lh1.s ,ear and cancelled after 

19ic doalh of DJ Ali Cooke i, now ro,chodulod al a 
ry hou,o m Iha Midland, an Aug 15 Detail, on 
449474 • Nottingham', Venuoiha, opened a 

member' 1 bar al 19 Slaney SI, operating OJ a 
bar early ovenlng and club auembly painl iii/ mid. 
Meanwhile, Happy Hau•• in Lang Row Wo1I is a new 24-

:afe for party people who reluie lo cafl ii a day (or night) • 
..-Jng on 

I 
from 1011 month', '11par1 an London awingbeat 
Bounced Baokl 1<101 OJ Digger and friend, bock 
at legend, o•ery Wednesday • Club wars: we 
all puah for clubland's bouncer, to treat u1 with 
ma<• ,.,peel, .a why two CS tear 901 alack, at 
London'• Saul Kitchen on canl8Cutive _k,1 
Serlau, stupidity - no wonder security get heavy! 

Full mark.t for innavative 
monleting lo the Mersey 

Drug Training and 
Information Cenlre. 
Convinced !here wara 

b.tter way, la g•I drug 
1afety meH0ge1 ocrou, 
lh•y have praHnted 

the u1ual info -haw lo 
holp 1orneone having a 

bad trip, wamiflvt about loko Et like ffth 
tank cop1ula1 • an a dai,y chan of Ryen, 

record .-,. bag, (ol,oYO/, ,�ckon, T1 
and owing lab.la on the "'9rdrandlM In 

clalh11 thap• (obo .. lolt/, If thb pilot od,e..,. won.1, they hope ta pre...,, 
,ale ... info In a tlmilar wvy -nd !he Norll,.wo11, Wat<h out for an 
autumn ••hibit\on. Their dn,g, lrHphone ;,,la line It an 0800 838909 

smith's and mighty 
f\ 1itw daJ,1 in our clubl � summtt ... or perllapo noL Anyo"" who wa.t 
nilrc� fronJ llttpl,_ nlgh1& worrylna wh,,1hcr 10 continue pur:<11ing 
either the workwcu lhln or rc!Jwenled SC\-enlies tlyk (or 10 drop thtm 
both} cooW dl\:alll away once Smhh'1 hil th< shapi. Ptovidlng 1hc perfoct 
compron,1.., bcl"""'n the two, Smith'• Is the brand of cb.sk American 

worl<war (founded In Brooklyn by lhe Boabnack 
family in 1906) that any London Sevmtleo 10111 boy 
will tatify wa th, label thal !'artified the return of 
the nraJabt-1.eaod trouser. When the 197S main
stream wa llill domping • around on platforms, 
with their 1ro111a 12gs, eolian and lapels Oapping 
uncontrollably in the breeze, otben bepn 10 adopt 
plastic 1111dals lDd Haw.iian beach abirtri matthed 
with either peaed ,Irides or a rme pair of Smith'• 
aupenter Jeana (strictly bladt, green or IJurvundy 
drill with the dlstlnctlve heavy white stitching). It 
wu guoran1eed ID him beads - the """"mble 
aiuaed nearly u much pubUc walking in10 lamp
poltl a pllllk would do• couple ofysn later, and 
In fact many punb borrowed from thia ,oul boy 
look. Not only that, but the actual obtaining or 
aenuine Smith'• wu an edven1un: in ir,elf, in
volvina a trip ta the lilr end of the King's Road ID 
about the only stodtln, Joanna', Tent. A return for 
the Smith's label .,.. scen1ed Jut ,wnmer when 
llmiled numben of lhe ariainal carpent"'11 began 
llll'faclaa in Keminaton Market. Although 1his 
botch qulckly ran dry, aood news bu come lhi• 

J ysr in the form of the label'• revival by• Greek 
� company which bu boughl the rights 10 the name 
J (from 1he founder's great-jp'1111dsonl) and is intro-

t 
ducing I whole range of new styles bearing the 
fabled lo&o. At the Duffer of S1 Geo,ie (1 new
llCbool Smith'• stockilll), aid-time soul patroller 

f Barrie Sharpe commenta: "I remember Smith's in 
London's club& ""' llnl lime IOUDd - we bad ID 

J have it. It', popular again because its siVUIII • aood, 

1 
modmi lwisl to workwear wbidi I don't think the 
othen have bothered with." People, watch out for 
the plastic sandals revival Mar• 117,bsr,r 
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0 rpnlseraolthePlloern 
Fest!vBlhaw _,...ttt to 
quash rm,ours af e I\Jkcale 

�DI on lhe Satwday nllht of lhe lhrae
day musk: bash on � MnU>n 
Airfield, S1ralfonkloAvon. SpeetJlatlcn 
was ha?)' and sensatlonel Ille morning 
an« the ellae,,d uprlslf'II before. with 
talk or miwer, lnMllle1und police. In 
an ofllclal statement from lhe Mean 
Flddler Organisation prepered en the 
SUnday, ID1 "Incident" was described 
lhus: • About 30 nontlcket./loldlng 
troublemakers brol<e Into the site and 
tried to Incite a number al fl!otlvalj!oela 
to disobey lhe noise requlremer,ta laid 
down 1n lhe 11cen11rc aeeement The 
securtty staff attended the Incident.· 

Local police did notlnb!lrw,ne, 
leaving t he  le&Clval security staff to 

Do have a cow, manl 

■"K■lamlne, � dol 
wonnna....-. LSD, lloh 1M!1 
le biota, ■peed,-�IN. . .al 
told•• Emlmy, Do youltnowwhot 
r,M1 .. buylr\gr Hoovylhlt. But 
part-,.1)ooplng drulfodvlco 
n<>odn't tum up 
wem1nl a whlta 
coat...i 
Wlli:uJ]nl 
ollng1< In 
)<oU1'fiXlo. 
ThoM°'"y 
DnrCT"nilnllla 
And 
Information 
Cenlnll 
cumntly 

4SELECT 

"polioa"the�--
0nell8CUll>'e,,a, RldWdCan. 27. 
--lnlhe-.n121-
racpedhoepllal-.Of-
21,lllnot __ ,_OI'..,_,

_,,qlnd,blA __ _ 
tos.loctd_Ulal_,_ 
(tlel,et--«J llllrd_ ,,..,,.� 
wltha-t.Ol'-.nl 
�nlno olhr;l,0$.S.,-.-� 
lhatherfllands --IUndrC 20 
matnta-l'lomlhe llCIUII..,_ 
-• and wen, not- In l. 

The Pho<!nl< stMomonl P"OU'l to 
aay lhat: "The lndd■nt WIii � 
under conlllll lnlflmllllY, e rllll■ction <JI 
the profaaslonal nlll!Jle In- the 
ewinthubeen orp,INd",-. 
lhal • ltllfflc C�IJon w, � II a 
mlnln\on1, 11,e-.., iorCI" al a.-

atllmptllWID..._._,._ 
tlme'wtt111....-, ..... 
dlllloemHI-IIIWII_,. 

Phoenix Featlvah the Merseyside drug Info 
campaign goes for the 'jolt( option Reeves and 
Mortimer'• triumphant TV ..tum Get Into Senser 

I :.,u:_::.:.■::.,:� 
___ ,,,,_ .,,,,�. 

__, H-.rMlhll '25.000 '.....it 
... ,.,.... ............ -..
----.---..... 
-----"---.. _, ___ ........ ___ 
______ ..,......,....
IDll?Md.,._._. __ 
-.... ..., 
·---··---
-··-·----
llllllf■ ....... M-�-

fli/-----·----
-----...... --lhll 
-·--.. ---. 
---·•,w,te'when 

• ----� ancllhelron 
, __________ _ 

....................... up 
lo �clllllo llldllalawllll lnlo 
- IM dn,p/lu,mlneu problem,! 
...... -..,.etyandtlla 
--dogwormlnllml1<1p 
......... c.ma,i,ap.
............ -.. ...u., 
...... ....-...i--.
-.,lelelhe multknadla ......... 
T....,._ 0800 838909 lormon 
..... nllllOfflll...._ lr,Ml'relnthe 
---....... -up. 
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,\XJ Rose paid Ihe 
slale or 
W1sconc;1r1 
$ 7 ,OOl'J ,n b.io 

ll1c1t llw h,11ldls 
d1dr1'1 com� 
kriock1ng on his 
clovr * lyle 

lovetl tricked tans h·1 lfllroducrng 

new wifo, Julia lloberls. on stage 
during a concert in Chicago II 

turned oul lo be a bloke ,n drag ;,, 
Danoii MJnOIIUO migh1 give up her oop 
career when she marries former 
HofTl6 And Away star JYIIM 
McMa�en •n December, Fingers 
crossed, huh? * Carter USM have 
wrillen a song called Lenny & 

Tenmce, which is a mickey take of 
LIIIIDV Kravitl and Ttrente li'Mll D' Arlry 

* Slone Roses are ralell&ing their 
llral single tor three yaarB In 
Oclobaf * Kris Kross, both aged 

wo1h S5 mjlion each * Ri'Jlf' 
Phoenix and llrBW B11mmore are lo 
alar In a scieoce llc\ion thnllar called 
The Billck Whip * Andrll Agassl has 
ranen out with pal Barllra i!lrelsud 
because she Minda him C100 worth 
of red roses every morning 
* Shar111 Slone and Tom Cl'lllse will 
appear on Good Mommg with Anne 
and Nick during October for a flat 
lee ol £150 * NIOllll Campbell. Cindy 
&rawlord and Cllld11 Sclllller are 
negotiating to star in a film about 

high fashion 
* Jean·Clau�e 
VM DalllfflB ruined 
his tough ,mage 
by admitting his 
lather taught him 
flower arranging 
when he was a 
boy, Oh dear 

0,. 

ISY 

nt,,r111c1\ 0•1 Q!'I 

,•;;\let• (otall',' 
h1/,Hr•• ,irJs :,,,, 11',P 
t)C. ;,n,nw,f1l 111,n� 

Centre •1ave come up 
with a dead cool w,:1�· 
ol geU1ng oul rehal.Jle 
and rei3ltSltc mlo 
Daisy flyers gi,.-er, out 
,n cl'JbS across 

1nformalion 
thal doesn't 

sound like 11 's 
come ham a 

dlllorenl OIM()I. 
UnlortllNII ly. 

tho,;an;pa,gnts 
l>al)edoolyln 

M 11Ut,'&id , bOt o 
t, 110 I no Is open 

to 8'/e,yone (ring 
0800 838909), To be 

sussed is a must 

II you're loud and proud 
enough to show your 
undies on the outles, 
than you'll realise these 
new "Love II" vests and 
i<nlel<or& l,om /lt1iOt1l Md 
AJ,son are really saying 
somelhIng. Available in 
either black or while, al 
£15 and £20.50 
respectively. they're 
detin,tely on the pricey 
side tor smalls. But we 
reckon they're the sor1 
of undies-with-attitude 
fashion ststament worth 
saving up tor. 

Available from 
American CIBll&lcs, Old 
Compton Street, London 
Wt. or by mall order on 
071-275 7033. 
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Don't Mix Drugs. Leave he Mixing To Th DJ 
A ORUO nfo aon,palgn II\Ql'1clovo(I C.V, II bo1 Nol 'ar1, A "'1W Info dtlvo In, .. Nortl1 
EaSl lo mcol.clo- ond m11 o itllo mllO, You won·1 nnd ony Otug, Kil prooeh••Q 1"110 
No, lho Mo,..,ysldo Drug Traln!n\J And h1101motlon Cemro'• n!IA<k como, ormOd with 
o Dnyglo Dolty ond n aow, flooting nrouod an llyort, lll.bal•. rooOld 01uTla, bogs, 
1nnlchOJ Ond COHOllO CO"°'l Uta ColO<KIUI lm1190<YgoH lw)dlnCIMdWllhlOCnohnrd 
Jacta and UMlh.11 ndvfco obout drug• And ui-o, '° 'Oon'I MJJ Ofuoo.. Lotav� Tho 
MWng To 'TM OJ' de<I.,.,, lho &1ogon on or,o corTlo< bog. 'Wolor Yo-. Allolcl 
MoalSUOlco' IUM I .. 11<\o """ lo. doloy on • - of ,.,.IC,hOL A ortolghlf-llfd. 
m4Jlo,of 1601 and rousultng. And �\olr 1� llalpllno nurnbof 11 OtlOO 8381109. 

UNITED 

KINGDOM 

QUIT■ how -• 
....,_, .._ ..
llllolallhll
ta ..,,_..., "'" .. 
Tbla monlt. lean. 

' 
J• Y,J. 
,,._, 

r 
I 

The Sweetest Pit 
OlD ochool tnlno ... moy bo CNteplng IMlcll 
Into popul1t11y but II'• � nJc,e to have 
aomelhlng • lllllo bit dllferenl, PO, of Nell 
8trea1. Coftnt Garden, are now ■toe.king ■ 
o.oal aUo.m1Uvo to lhe ordfnary ,,.lnar, 
eapeclallv '°" oummo,. o..ione<1 t,y A...,., 
who mo�• fnnovat11n1 -i- HIio U.. Nbb<tr• 
1ol•d boot, th• pllm1.olla 1re 01Ued 
'orth■pNdto', be-caua• not o.nJr 1ro lMY nlc» 
Co lool< al but ON oolncfd•ntaltv -m•ly 
comfottal>lo. TheNllllffllOlle-OllterOffglnof 
dulgn.o .,. avallabl• ••ctu1lvelyfrom Pit from 
Avguol. 
PNIU,,_IIMtl 

.,,.,_ on: 071 llf 90'4 Df 071 840 44IOO 

101 siren 

..... --· 
Chtlo froM Kinky 
-----.... ----�
........ w_....,.._.,._ 
--llr9NY-•bar----l.-
• - - ..... - - - -"ID" 
-- ,_,.. __ ... .,..t,OJ-.. 
-'w-1oo._i�dlelrto.dle--l\lo 
___ IIMt._lft',...,....,.. __ . 
-n.•-lft'--.... --
... ...,. ...... ,_, .... ...._ ._ _ _....,.
�-... -·----
... jUIC-....tobeuplortd. 
""'--•-................ --........., 

lllo _lll_lo_O<I Tlle........, ........... 
� - -.·..,.-. Alt-, -- .., 
l'r1dlJ'I 11 Ille U•MlnlalrJ nlglll IIHI of "1ltol, with Ille 
-•f-OtThe ___ lllo'-" 
_ .. _....,. _ _..lllleJudln-ond 
AndVW•-de--.11-kldrMllflrn. 
Oonl!mc• 
CMIUll,-lllod,�IW11. 
Ta11Ge1ffl0110 

REMl:JdBm !ho �. ilnpM- IIIG. <Pl• fnlnlr/y. 
ec.man P'V" w,u, Eloclnbo 101? Whill '-1ecf IO hot? 
Woll, a .. Roy�"'1ln11-.1umod ,c,wllhSpoakylota 
IIJll1'°G11'11101ty�k-1'otluotlon',oriQlnlJv
l>/ Thtollbiog GMIIO, 11141 W hal wonled IO ,_., fa, a 
Voocflonyoora. 
•f ,.,,nlod lo do lhio !n«from-1 ""' M1Q In ll«1in,' 

tho .. yo. 'I lif..Uod 10..,....... n,y-.cko, wNcn ls OO<A. v.\th 
lltlt ...W10C1Q willl-•lfarl00�. 

Ollio Ray_ the 100 4 yoor 11QO "'lh Elocllibo 101 Joni 
bt'°"' 11,oy 11)111 up duo to. -,,.., 1C<1 VUKll<I 11. "l>MONI 
-·n-t-•couc,!oolloon-fa,81 Ray 
_. ...,ollltiQ lo< ma/on 10 IIOI on \l'Ni, It.')'.,.. ond got 1110 my 
muo.1e.·-""�iln0� lll'll<I R>ygo1on .,...,._"'"'""
., - RAS, -Tho Grid, I "'"V IO,,,.,,, pooplo,A lol orpoopo ....... ad 

todollOMOlhfngondltt,cugl,i'lhltlsbol1otthon�lormafo<lobtll.pooplo 
__ , ... my_,� 

Alloti-.ioupMUt°""""'nt<onlt, ll>OhqordlhoSpookyoft>urn,-H 
ond � .. - It hklory • CM l<C0 .. 11 - ol '...,_', So "111f1 n .. l? 

'I lllo<Acl bo noloo""v on .-,, EP p,oducod by Tho Grid In SoplGffll>o< on 
1145. • oho uyo rw:llocty. ·t hlvo ro1T111tl)'-Wllillng tobo i-. so rm 
lool<Y>9 toe a labolfo<dlom, I have gal -rnojor - --•-In U>e l/S, I ... .,. 
o, may rool ■Jgnwltlt I majo,, ldoni .,_, � MQOlnil IOwol ....... Gro•t. 
,,,,,,_,., 
·� ........................ .... 
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73. 75. 

whoopsa 
Smortl Whoop•• Deloy Merseyside drugs 
ca·mpolgn \ho\ was datl and elfoctlve. 7 4Cowa on tha frontllne. Ounlual ■ 

zammo 
Ha'a big, he'• \ell, ha'a Iha DJ al lhe 
Rhumba Clubl 

J 

J 
1 

77. stars at clubs

the warp lps 
Wa,p'1 'Ar1lflolal lntellgence' ..,., _ 
teohno ltlr lhl llvlng room. And IICI -
did II bettwtllan8peed)I J. 

David Baddie! waa baoketage at Fanlaala, 
Sunday Timu odllo, An� Nell appeanid 
et Ille Mlnl■try Of Sound - Betty Boo wa■ 
caught (above) poalng with Diva Be■r et 
Danae Europe. 

78. 
mlxmag llve 
You oan call II ■hlm■l■u aelf•promo
lfon II you muet but Iha Mbun■g DJ 
T- are up to Volume 12 and no on■ 
el9a can boMt a aartaa lhllt lnalude1 
everyone from Moby lo Carl Cox to 
Sasha lo Mo1lor■ Al Work, 

mlchael Jackson 
Oh door. Out Mkhool sUII gnve u■ orw, or tho b181 
vldooa of 111<1 roor with hit 1hnmolou covor11ng with 
NGOml C mpl,&11 fo, 'In Tho C'°11e1', S\nrl 

BO. 

tartan army 
Mnd ba.slnrdal Th Umbo mnnn In 
01■-gow led the -Y and Mlalulal 
Kllkll took th■ hard party elhlo lo 
Toronto to ep■ctaaule1 ellllOI whlle 
llcrnI'I Dave Clark■ (ebovel kepi up 
lhl tredlUon el Dance Europe, 

81. dustbin
TllroW It al away! Whl811n, White glovn, meallva n■va 
flyer■ and ... lllrow 11 all away, It'• llnlahad, 

79. 

dorren•s 

wedding 
A enaaky one It - too wllll Mr 
BPM ■naaklng off to Part■ to 
maka •n honoutablo womnn of 
1M beaulfful Claudia, 

82. 

flesh 
Cor bllm■yl They're ■vary
whara, Women ■tripping off, 
atrlpplng down, It'■ nature� No 
one'• complalnlng. 
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