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Preface

This report documents the process and outcomes of an innovative (pilot) drug information
campaign conducted by the Merscy Drug Training and Information Centre between June and
August 1993 and funded by the Merscy Regional Health Authority. Aimed at young pcople
involved in the ‘dance’ club ‘scene’ in Liverpool, it employed consumer outlets and forms of
communication within the culture to convey harm reduction messages concerning the usc of
‘dance’ drugs. The campaign was highly cffective in reaching a range ol cluly goers and drag
uscrs, received a high level of target audience approval and succeeded nob only in tmproving
and reinforcing drug knowledge among the targel group but also a certain degree ol behaviour
change. It - provides an important basis [or developing consumer culture-based maodels of
health promotion.
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Backgreund

Ecstasy use in Britain: a popular youth culturc

The usc of Ecstasy (MDMA) among a small group of pcoplc in the fashion, media and music
industries in this country was reported in a magazine called The Face' in 1985 (Nasmyth,
1985). Scizurcs of the drug by police stcadily increased (rom this time and 1987 saw the [irst
evidence that MDMA was being manulacturcd in Britain and the first widespread use of the
drug in major cities (Redhead, 1993). Mainstream media coverage ol the 'Evil of Ecstasy'
made its public debut in 1988 (The Sun, 1988). The context of its usc was at the root of
public concern: the illicit nature, nuisance value and potentially subversive nature of large
numbers of young people gathering together to dance (o 'house' music for long periods under
the influence of stimulant and psychedelic drugs at 'Acid house' partics held in warchouscs,
fields and clubs soon led (o official surveillance and lcgislation. However, instcad ol curbing
the phenomenon, the Licensing Act, 1988 and the Entertainments (Increascd 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 elfects of Ecslasy,
dubbed the 'hug ' or 'love' drug, had becn central to defining the initial culturc. A genceral
feeling of well-being, conlidence, heightened sensations, love towards onc's [cllow human
beings and the ability to dance energetically not only played an important role in determining
the kind of social interaction associated with this phenomenon but also in making it an attractive
leisurc option. Widespread media coverage, although much ol it was alarmist, made a
considerable contribution to phenomenon’s high profile. Popular youth culture - [rom
nightclubs and fashion retail outlets, to youth TV, style magazines and even thc [ootball
lerraces - was [looded and ‘rave’ became big business. By 1992, cven magazines for young
lcenagers bore the signs of its popularity. While obviously cager (o avoid appearing O
condone drug use in any way, ‘SMASH HITS’ magazine advertised “8 pages of Rave stull
inside” on an Oclober cover (‘SMASH HITS’, 1992). Entitled “Get Sorted”, this picce
cmployed the language associated with a now mainstrcam popular youth culture. Language,
however, with obvious drug connolations.

Despite perennial warnings of its 'short-lived phase' nature, the summer ol 1993 saw little
sign of decline in what was now the ‘dance drug’ phenomenon. The music, the dress stylcs,
the associated cultures and the groups of young people involved have diversilicd 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 Tace', TD', 'Scleet' and a growing number of others.
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has also expanded. Dilated eye pupils and a locked or grinding jaw, thc obvious visible
cllects of Ecstasy, have reputedly become less cvident in the wide range of venucs playing
ever-changing varieties of 'Housc' and associated music. This can partly be explained by the
decrease in the MDMA content of tablets sold as Ecstasy which accompanicd the increasc in
demand, but also underlines the diversification ol drug markets in this context - o include more
powerful psychedelic drugs, barbiturates and rock cocaine.

Despile a number of dcaths ascribed o Ecstasy usc (Henry, 1992), an incrcasing awarcness of
the lack of knowledge of its long term elfects, evidence of acute and chronic cffects of
sustained heavy use, the popularity of thc experience once associated with its usc in this youth
Icisure sctling would appear to have survived. While it is impossiblc o demonstrate in
quantitative terms, it is undeniable that the phenomenon appears to have [unctioned as a
promoter of the association between illegal drug use and leisure and/or [ashion in the minds of
young pecople. Supply would appecar 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 cveryday messages connccling young people wilh the usc of illegal drugs
contrasts sharply with the dearth of large scale national quantitative data, however. The
precise nature and scale ol the phenomenon remains largely at the level of guesstimate. The
task of gaining an overall picture of drug use has been described as  "piccing together a
Jigsaw with most of the pieces missing" (ISDD, 1992). The recently published results ol a
household survey on illegal drug use in four citics conducted in Glasgow, Bradford,
Nottingham and the London Borough of Lewisham (a rare study of its kind), found that, in a
main sample 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 ratc: [rom 32% in Bradlord to 52% in Glasgow. The
study’s conclusion that Ecstasy is “clearly a young person’s drug” was based on [igures
which demonstrated that 6-10% of the booster sample had uscd non-opiates, notably
amphctamine, LSD and ccstasy, comparcd with only 2-5% ol thc main sample.  Main f(indings
from the 1992 British Crime Survey (Mott and Mirrlecs-Black, 1993) suggested that 28% ol
young people 16-29 years old had tried an illegal drug, hallucinogenic mushrooms or gluc.
Roughly one in ten 16-19 year olds had tried Ecslasy or amphetamines and 8% LSD, roughly
double the figures found in national surveys of similar age groups conducled ten years ago
(ISDD 1986).
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Responscs [rom drug services

The 'dance drug' phenomenon emerged in a post-AIDS cra. Much of drug policy and scrvice
provision in the late 1980s had developed in responsc Lo the thrcal to public health posed by the
discovery that injecting drug users had contracted the virus and that not only the sharing ol
injecting equipment but also heterosexual intercourse were lransmission routes. The resulling
predominantly funding-led responsc of drug services to HIV/AIDS has been described
elsewhere (Donoghoe et al, 1992; Etlorre, 1990; MacGregor et al, 1991; O'Hare et al, 1992;
Stimson, 1990). In summary, key developments involved an cmphasis upon
'user(riendliness', multi-agency work and making contact with drug users through the use of
outreach and detached work, needle and syringe exchanges and the '[lexible prescribing' of
maintenance drugs such as methadone (a heroin substitute). A shill towards community based
services begun by the Central Funding Initiative - a government [unding initiative responsiblc
for a major growth in drug services during the late 1980°s - was also consolidated. Safer
and/or controlled drug use received official acceplance as an approprialce trcatment goal.

The increased acceplability of harm reduction responses o drug usc had both adverse and
beneficial consequences [or responding (o the ‘dance drug’ phenomenon Adverse in the sensc
that it was part and parcel of drug service provision geared primarily to the necds 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). Bencficial in that those agencies
which did respond actively were able (o do so from a harm reduction perspective.

A key development among some of the morc innovalive approaches o HI'V prevention was a
rc-cvaluation of the business ol communication. Communication techniques which had long
cnjoyed widespread use in the commercial world, such as the need o largel specific groups of
people with messages characteristic ol and appropriate Lo their specific lilestyle, gained wider
(il limited) acceptancc (Mugford, 1992; Gilman, 1989; Linncll, 1993). The idca that, in a
complex modern socicly involving many ‘lifcstyles’, not only will diffcrent messages not be
appropriate to different groups bul that some messages will be well received by one group but
poorly received by others, has been [urther developed in the context of reducing the harms ol
Ecstasy and other ‘dance drug’ use.
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Harm reduction and the use of Ecslasy and other ‘dance drugs’

The North West of England has been widely rccognised, in empirical terms and academic
accounts (Redhead, op.cit.), as one of the key carly centres of the ‘dance drug’ phenomenon.
Perhaps not surprisingly, the most prominent responses [rom drug agencics also came [rom
that area. During the early 1990s, the Mersey Drug Training and Information Centre (MDTIC)
in Liverpool and the Lifeline Project in Manchester conducted high prolile harm reduction
campaigns. Both, in different ways, developed innovative and successful approaches to
communicating with their target group ol drug users. Familiarity with the cultural codes, key
personncl and sites of the ‘dance drug’ scenes in these locations [ormed an essential basis Lo
both the production and distribution of ‘Chill Out’ and ‘Kecep Chillin’ in Liverpool and the
‘Peanut Pete’ series of cartoon-style leaflets and a range of other related materials in
Manchester. In the (initially total) abscnce of phammacological rescarch on the use of Ecstasy in
this sctting, this obscrvation of what was cssentially a mass experiment also provided an
important basis for identifying the potential harms arising from the Torm ol drug use in
qucstion.

Early rescarch documentation of the ‘dance drug’ phenomenon within the cstablished drugs
field came {rom The Mersey region (Ncewcombe, 1991). It suggestion that large numbers of
young people within the region were involved. A survey ol drug use among 1,000 drug
offenders and drug agency clients conducted in 1989/90 had already concluded that usc 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
tecenagers were involved in the ‘dance drug’ scene.

A growing number of calls to the MDTIC also indicated the necd for information on the clfccts
and hazards associated with the use of Ecstasy and other ‘dancc drugs’. In response, the
Merscy Regional Health Authority commissioned an information campaign aimed at Ecstasy
users in- September 1991. Those responsible (or the campaign (McDermott ct 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 elfects of the various drugs commonly used on the
club scenc.
2 To cnable club-goers to identily potential problems that might arise, and help them to

deal with them effcctivcely.

3 To alert them to hazards associated with the sct and sctting in which the drug may be
used.




4 To cstablish standards for safer, more responsible drug use within the subculturc.

5 To give drug users a contact point for [urther information from a source they can
trust should problems arise.

It was then decided to use the methods and networks used lor transmitting information within
the culture - flyers, magazince articles and word of mouth.

The leaflet ‘Chill Out - A Raver’s Guide’ contained basic information about the three main
drugs then used on the club scene - Ecstasy, LSD and amphetaminc. Rescmbling the flyers
uscd to advertise cvents 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 magazine popular with the campaign’s
intended audience - which created a great deal of reader response (McDermott el al, op. cit:
237). Over the following six months, other British magazines aimed at this audience carried
similar articles which often made reference to ‘Chill Oul’ and Lilcline’s ‘Peanut Pele’
campaign.

The leaflet also, however, received adverse coverage - first in the local (Liverpool Echo,
1992a) and then 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 (or the campaign
from Liverpool’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 (McDermott et al, op.cil.).

While reader response to both sympathetic coverage in youth style magazines and adverse
tabloid coverage indicated both perceived need and support for the campaign, an evaluation of
the campaign (Matthews, 1992) indicaicd its success in other  terms. Qut of 53 respondents,
62% initially thought *Chill Out’ was advertising a ‘rave’ or club, 75% had kept the lcallet,
79% had shown it to another person and 85% [elt it would help people avoid drug problems.
The ‘DAISY’ campaign was devcloped as a mcans of building on the carlicr success of “Chill
Out’ at communicating with its intended audience.
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The ‘DAISY’ campaign

The importance of being familiar with and utilising the culture of any given form of drug usc
has most rccently been rccognised as an important component ol clficient harm reduction
campaigns in the context of the ‘Chill Out’ campaign in Merscyside (McDermolt ct 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 desctibe the importance of communicating health messages in a way
which is credible to the target audience and indicatcs obvious knowledge of the ‘scenc’ in
question. In the former, it was felt that:

“The best method of affecting a positive influence upon this group of recreational or
non-dependent drug users would be Lo seek (o facilitate the emergence of a sct of
subcultural rituals and norms aimed at minimising the potential for drug-related harm”
(McDermottet al, op. cit: 233).

However, although the campaigns in the Mecrsey and North West rcgions placed a similar
emphasis upon the importance of targeting drug cultures, they differed in thc way in which
they achieved ‘source credibility’ and effective ‘culturally-specific communication.’

‘Peanut Pete’ materials produced by Lifeline proved a highly effective 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 (ext
graphically illustrated to the rcader that the communicators knew a great deal about the
components of ‘dance drug’ culturc -from clothes style, the codes of behaviour appropriate to
diffcrent scttings, ‘in” phrascs and idioms, changes in the ‘scenc’.

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 itsell - the [lyer. Flyers arc widely collected by club-goers and
deemed by some to be an art form. This was bornc out by the inclusion of ‘Chill Out’ in an
evaluation of ‘dance drug’ information materials produced by the Lifelinc agency (Henderson,
1993). These approaches represent a dilferent way of addressing a specific target group. It
involves speaking to them as consumers, not only of drugs but of clothes, music, leisurc
aclivities and identties.

Consumerism plays a major role shaping the everyday social world in the 1990s, [orming
desires, aspirations, world views and identities. This is particularly true [or young people,

9
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surrounded as they are by highly complex media, video, graphics, advertising as well as  the
transformation of public scrvices, non-working activilics and cven history - in the shape of
the heritage industry into consumer commoditics of some kind. In a world in which shopping
is a mainstream leisurc activity, successfully competing with church for leisure time, young
people are especially accustomed to being addressed as consumers. More and more complex
advertising techniques fill the everyday landscape of the street, the magazine, the TV screen
and invite aclive viewing by keeping the potential consumer guessing as to which product -
cigarettes, colfec, beer - increasingly complex images arc sclling. The marketing and
advertising worlds have been adept at picking up on social change and shilts in popular
aspirations and these techniques reflect some conflidence in not only the ability  of target
audiences to understand them but also to want (o actively participatc in dcciphering them (1)
(ILannon and Cooper, 1983).

It was dccided o build upon the previous work of  “Chill Oul’ by conducling a credible and
clfective campaign that was part and parcel of the culture. The campaign would serve as a pilot
project for a maodel of communication which would, entail a rmge of consumer products
rcadily identifiable with the culture, usc venucs and oullcts which form the basis of
consumerism surrounding the culturc and cmploy the techniques of modern-day consumer
advertising (Hastings and Haywood, 1991) - tcchniques which spcak to pcople as consumers
with the ability to make choices and as individuals well versed in deciphering and decoding the
complex myriad of messages circulating in the 1990’s.

Aims
1 To provide balanced information about drugs to young club-goers in a collectible and
culturally-recognisablc way.
2 To appraisc the efficiency of this method of communicaling with the targel group.

Objcctives

1 To communicate drug information Lo young pcople 15 - 25 ycars old involved in a
popular youth (drug) culture via the techniques and languages of consumer culture.

2 To reach as wide a range of young people within the target group as possible: in terms
of age, class and cthnic background, gendcr, geographical location, non-usc of illegal

(1) Scc for example reports from the Market Rescarch Socicty, [rom the Advertising Rescarch Unit, Dept. of

Marketing, University of Strathclyde, Publications List and the advertising magazine ‘Campaign’

10
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drugs through to regular and heavy use and type of club ‘scenc’.

3 To communicatc drug information which will enhancc the drug knowledge ol young
people involved in the ‘dance’ club ‘scene’ in Liverpool, cither by communicating ncw
facts or functioning as a reminder.

4 To document the process of developing and conducting the campaign and cvaluale
largel audicnce responsc.

The campaign process

A range of potential harms and concerns have arisen in rclation to the use of ‘dance’ drugs in
recent years. The MDTIC team considered, on the basis of informal [eedback from workers
and participants in the scene, as well as research evidence, that the [ollowing should be
addressed by any harm reduction campaign targeting this group:

i The lack of knowledge, among some uscrs, that Fcstasy is a Class A drug

it~ The range of substances currently sold as Ecstasy

iii.  The effects of the Ecstasy on the female reproductive system

iv. The disinhibitory effects of drugs and the need for safer sex

v The adverse effects of hcavy drug usc

vi  The potential ‘heatstroke’ elfccts of Ecstasy and the how Lo avoid and respond (o them
vii  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 attuncd to Liverpool’s club culture. This process involved delining an image
with a range of alrcady well cstablished mcanings which could be utilised (o illustralc and give
somc coherence Lo the harm reduction messages. Two distinctive logos were devised - a daisy
and ‘Daisy thc Cow’ - and a visual style thus cstablished. ‘Daisyisms’, or meanings and
connotations already associated with the word ‘Daisy’ - such as ‘Chain’, ‘Whoopsa’, ‘Pushing
up’, Freshsasa’, and ‘Give mc your answer do’ - were then used as a mcans of attracling
attention, inviting the vicwer to cngage with thc campaign and illustrating the content of
specific health messages. In  keeping with 1990s advertising techniques, however, the
‘DAISY’ part of the catchphrase was significd visually (Sce Appendix 7 for examples). Bricf
and simple hcalth messages were placed on a number of products identifiable with club culturc
- flyers, swing tickets on clothes, record carricr bags, matches and cassctle covers. Poslers,
stickers and T-shirts were also distributed to promote the campaign. As a further means of
sustaining the intcrest of the target group and inviting their engagement, the first of cight
flycrs, rclcascd on a weekly  basis over cight wecks (CDAISY CHAIN’) carried no health
message at all. Finally, since a range of distribution outlets was also considercd an important

11
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clement of the campaign’s impact, Liverpool’s club-related retail oullets, club promolters, bars
and entreprencurs linked with club culture were cnlisled o distribule the products (Scc
Appendix 4 for details of campaign content and distribution sizc and Appendix 5 for list of
distribution outlets).

The campaign was launched at a popular club night in the city centre - ‘Cream’ at ‘Nation’
nightclub - on Saturday 19 June. This primarily involved a specific ‘DAISY’ *zone’ insidc
the club in which ‘DAISY’ posters adomed the walls, ‘DAISY’ malches and the initial [ycr
was available on a sland, it was possible to obtain a painled ‘DAISY’ tatloo and be
photographed in a ‘DAISY’ landscape (See Appendix 7) by alocal photographer well known
in the ‘scenc’ and a regular contributor to ‘The Face’ magazinc. Bar stall worec ‘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 cvaluation questionnaires, 3,000 in total,
were distributed in the same outlets over a [urther 4-weck period, commencing a month later.
An exhibition of photographs of the campaign was held at the Open Eye Gallery in the city
centre from Wednesday 10 and Saturday 27 November. Composed ol 32 photographs
illustrating the range of ‘DAISY’ products, it provided a [urther outlet (or drug information
materials as well for raising awareness of the campaign and [or [ecdback. Media coverage of
the campaign in relevant youth style magazines was actively and successf(ully courted (See
Appendix 7 for examples). The inclusion of a freephone advice number on all ‘DAISY’
products, also contributed an advice element to the campaign.

12
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Aim and objectives of the evaluation
Aim

1 To establish the elfectivencss of the campaign as a means ol communicaling with the
target group.

Objcclives
| To establish the effectivity of distiibution outlets in reaching the tarpel proup.
2 To determine awarencss of the campaign among the target group.

3 To determine the credibility of the diflerent components of the campaign - design,
format, hcalth messages and distribution outlets - among the target group.

4 To establish the elfectivity of the campaign in improving drug-related health
knowledge among the target audiencc.

5 To ascertain the eflectivity of the campaign in rcinforcing or rencwing drug-related
knowledge among the target audicnce.

6 To assess the ‘collectability’ of ‘DAISY’ products and its possiblc role as an enhancer
of the overall effectivity of the campaign.

Method

The evaluation methodology consciously reflected the campaign’s overall cmphasis upon the
mecthods, structures and forms of communication ol consumer culturc. Just as consumer
questionnaires are sometimes to be found with consumer products (such as domestic electrical
goods), so ‘DAISY’ questionnaires were o be found where ‘DAISY’ products had becn
previously. The questionnairc  was bricl and to the point, using simplc and straightforward
language, distinctive and colourful design and the two campaign logos (See Appendix 1).

Additionally, just as market research companies employ focus group lesting to evaluate
consumer opinion of consumer products, so the technique was uscd 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 was considered suitable not least since they are situated
geographically in the heart of Liverpool cily centre's youth culturc ‘enlerprisc zone’. An
original plan to conduct up to ten focus groups compriscd ol carefully sclected cross- sections
of the target audience was shelved due to lack of resources. In the event, threc [ocus groups,

13
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with a total of twelve participants (75% female, 25% malc), were conducled t(wo months after
the end of the campaign. A third responded (0 an invilation to participate by (clephoning
MDTIC included in the evaluation questionnairc, the remainder through snowballing rom
contacts approached in ‘DAISY’ campaign oullets (For a breakdown of [ocus group
participants see Appendix 3).

Sample

A total of 105 young people (59 young men, 38 young mcn) participated, 12 in the focus
groups, 93 via qucstionnairc.

The gquestionnaire

93 questionnaires were returncd. This 3% rcturn rate was slightly higher than the 1-2% morce
usual in comparable consumer consultation exercises. 29 (31%) were [rom young women and
56 (60%) were from young men. A further eight (9%) did not specily their sex. Age ranged
from 13-37 years, with a mcan agc ol 21.5 ycars. (See Figure 1). Respondents lived in a wide
range of locations in the Merscy region. 47% dcemonstrated drug taking, music and clothing
tastes and [requented city centre nightclubs which placed them, with obvious variations, within
the main target group of recreational drug uscrs. A [urther 21% werc clearly involved in the
drug, music and club scenes popular with younger teenagers, a promincnt venue for which is
located in Wirral. 8% indicated their involvement in the gay club/drug sccne, cspecially in
Manchester, a further 8% were clearly 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 [our (4%) reported using only alcohol and cannabis. Seven of thesc
12 respondents (58%) were between the ages of 15 and 17 ycars and female. Cannabis was
the most widely and frequently uscd illegal drug among the sample, with 45% rcporting 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 usc ol amphetaminc sulphatc was
reported by 29% of the sample, leaving Ecstasy at the bottom of the league with 26% reporting
occasional use and 25% weekly use. 15% also reported occasional usc 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 reported form of drug use among young women
(38%), [ollowed by weekly alcohol usc and occasional amphctamine use (both 34%).
However, frequent alcohol use was reported by a [urther 31% of young women, [ollowed by
frequent Ecstasy use (21%) (See Figure 6) .

14
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Sample by age and gender
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Figure 3
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Main findings

A. The questionnaire

(1) Effectivity of ‘DAISY’ distribution

NUMBER OF MESSAGES SEEN BY SAMPLE

58% of the sample reported having seen seven or more of the [iftcen messages which
comprised the DAISY campaign. 32% had seen ten messages or morc and 3% had secn them
all. 18% had secn three messages or less.

82% ‘CHAIN’ FLYER 53% MATCLHES

69% ‘WHOOPSA’ FLY ER 50% POSTERS

66% ‘FRESHASA’ FLYER 49% STICKERS

61% ‘“WEDNES’ FLYER 43% T SHIRTS

58% ‘PUSHING UP’ FLYER 43% ‘GIVE ME YOUR ANSWER’ FLLYER
57% ‘BAD’ FLYER 30% RECORD CARRIER BAGS

56% ‘IN A’ FLYER 20% TAPES

NUMBER OF OUTLETS IN WHICH ‘DAISY’ PRODUCTS WERE SEEN BY SAMPLE
Eight main types of distribution outlets werc employed: relevant clothes shops, records shops,
nightclubs, calcs, bars, newspapers, radio/TV and magazines. 31% ol the samplc reported
seeing DAISY products in five or morc outlets, 33% in less than three outlets.

No. of outlets % of samplc

1 11%
2 22%
3 19%
4 17%
5 15%
6 0%
7 O%
8 1%

18




"

el gl Sl Sl Jee

MOST REPORTED DISTRIBUTION SOURCES
The following represents the percentage of respondents who  reported sceing ‘DAISY’
products in specific outlets:

Clothes shop  74%

Record shop  74% Magazines  30%
Bar 48% Newspaper  10%
Nightclub 47% Radio/TV 5%
Cafc 38% Other 2%

Of respondents who specified a magazine as a ‘DAISY’ campaign information source, 31%
rcferenced “MIXMAG®, 27% ‘THE TACIY, 19% DI, 8% ‘LScene’ and 4% ‘Just 17°.
‘Other’ sources were [riends in all cases. Interestingly, the January 1994 issue of *“MIXMACG?
magazine, in its revue list ol interesting cvents/outcomes of 1993 listed the *DAISY* campaign
as number 73.

(2) Target audience approval

INFORMATION

60% of the sample responded o this question. Of thosc who responded, 90% werc
uncquivocal in their approval of the information. Approval ol the information was often
cxpressed briclly (“Very good”, “cxcellent”, “cool” clc). However, longer responses praiscd
the campaign’s conciseness and ils harm reduction approach. The [ollowing werc Lypical
responses:

“Informative, necessary and useful” 17 ycar old male

“Excellent, responsible, probably life-saving” 20 year old malc

“Well communicated, doesn’t preach” 22 year old male

“Good information, easy to understand” 20 ycar old malc

“Straight to the point, helpful” 15 year old female

“Very organised and userfriendly. Enjoyable to read” 19 year old [emalc
“Clearly stated, simple but positive messages” 24 year old female

The remaining 10% gavce responses which cither expressed obvious disapproval:
“Designed for the richer type of raver, not the younger, more poorer where the info is more

needed” 26 ycar old malc
“Tell people things they don’t know already” 22 year old male
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“Nothing I didn’t know” 16 year old [cmale
or more qualified responses:

“Give more details” 18 year old male

“I’s a bit subtle” 22 year old male

“Know it already” 23 year old [ecmale

“It makes you more aware but also makes drugs more likely 10 take’
“Well gay!!!” 18 year old malc

18 year old malce

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 grealer willingness or
inclination to comment on the design than the information. 95% ol (hose who did, expressed
approval largely in terms of its eyccatching quality. The {ollowing were typical responses:

“Catchy. Grabs the eyes of those it’s marketed at” 20 year old [emale
“Good idea, fun” 18 year old female

“Original, liked it” 18 year old male

“Very groovy and eyecatching” 17 year old malc

“Well done. Like a club’s flyer” 20 ycar old malc

Strong disapproval was expressed by only one respondent:

“Was crap. You want to change the design” 22 ycar old malc

DISTRIBUTION

57% responded to this question. Of these 5% [clt it was not widcly available cnough,
suggesting, for instance, that more should be available through nightclubs and “all around
Merseyside”. The remainder indicated that the choice of distribution outlets had been
approprialc.

“Easy access ” 18 year old male

“Seemingly everywhere” 30 year old male

“All the right places were chosen” 20 ycar old male

“Most places people consume goods and pleasure” 30 ycar old malc
“Widely available to youth culture” 24 year old female

“Everywhere I went” 22 ycar old [emalc

“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% ol these kept more than two
products, 10% kept two and 20% kept only onc product. Flyers were kept in 68% of cascs but
there was no clear indication of a particular favourite. Respondents were not dircelly asked the
question but 9% offered the information that they had put the (lyers on their wall.

% of sample

68%
33%
19%
16%
14%
12%

7%

Typc of DAISY product kept

flycrs

matchces

stickers

T shirts

poslers

lapcs

record bag

(3) Impact of ‘DAISY’ health messages

IMPROVEMENT IN DRUG KNOWLEDGE
Asked if they had learned anything about drugs which they did not already know, 29% of the
samplc reported having donc so, ol whom 54% were [cmale. This higher reporting of

improvement in drug knowledge among young women was particularly signilicant given the
gender bias of the sample as a whole. 45% of young women rcported improvement 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 wecre also more likely (o give a more specific
response to the question but where young men also specified, therc was little gender difference
in responses except that the products used o make Ecstasy and scx were only mentioned by

young men.
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Area of drug knowledge improvement cited % sample
General facts 5%
General dangers 2%
Fake products 3%
Drug-related sexual risk 1%
Walter yoursell 2%
What to do if loss of control 1%
Effects on women’s health 1%
Emergency 2%
Law 1%
Producls used to manulacture Nestasy 1%
How to avoid overdose 1%
Unspcecilicd ‘DAISY’ product 4%
Unspecified learning 5%

REINFORCEMENT/REMINDER 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 rcmembercd.

Previous knowledge remembered % of samplc
Ecstlasy legal status |
Lower/less frequent dosage 2
Dehydration/overhcating 5
Look after during week |
Fake products 4
Drug-related scxual risk 1
Yes but not specified 10
BEHAVIOUR CHANGE

39% reported having adapted their drug taking bchaviour as a result of the campaign, 81%
were male. The proportionately higher numbers of young women who used no illegal drugs or
only occasionally used cannabis, togethcr with the sample bias, possibly accounts [or this high
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male figure in part. Once again, types ol behaviour change werc oflen not specilied. Drinking
more fluids and non-alcoholic beverages while under the influcnce of drugs was the most often
cited at 31% of cases and not mixing drugs was next at 19% .

B. The [ocus groups

Approval of the overall campaign was generally high among all age groups and both young
men and young women. [t was generally considered well conducted, necessary and cflective:

“It was good because it was in always in your face. Because it was really different and the
graphics were really strong and bright. It was like different and made you pick it up and read
it.” 26 yecar old [emalc fashion designer

“It is almost like a fun campaign because it is not too serious. On the backs of 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, informing them. The way someone would explain it their
mates maybe” 23 ycar old male unemployed

“A nice mix. A serious message on the back and a buzz on the front.” 19 ycar old malc part-
time student

“It was young, something that people would go ‘What'’s is this talking about?’ A trendy thing.”
23 year old femalc shop assistant/mother

“It was definitely the [irst 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 [emalc designer

“It’s great. Straight up. Just what we needed to hear.” 15 ycar old [cmalc school student

The method of giving information was generally seen as an clfective onc, appropriate to the
target audience. Comments indicated that the concept of bricl messages relcased over time with
a coordinating logo and introduccd with no identifying text was successlul in gaining the
attention and active engagement of the target audience:

“When it [irst appeared it was like, everyone was like ‘What's that?’ Cos it was like
everywhere and when you started reading the information, when it started appearing, it all

started connecting up.” 24 ycar old [emale [emale 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. I found a lot of people did that.
It was like ,*“What is that ‘DAISY’?’* 19 ycar old malc 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 was and what it stood for, you
Jjust knew, you know what I mean?” 35 year old male unemployed

“I think it worked because everyone I know knows what it is” 23 ycar old male uncmployed

Again the eyecatching quality of the products, a combination of the bright colours, the logos
and catchphrases were mentioned as important (actors in bringing thc hcalth messages to the
respondent’s attention. More delailed targetl group responsc Lo the campaign design not only
demonstrated a degrec ol curiosity but active attempts to ‘make sensc’ of it. Some respondents
still felt the need to see some literal connection between the ‘DAISY” logos and drugs but could
sce none at the time of interview. This was given as the rcason for an ultimale critique of the
campaign by onc respondent:

‘It wasn’t immediate enough. I couldn’t work it out” 23 yecar old male uncmployed
Like a number of other respondents, this young man associatled the logo with nature:

“It did look as though it was to do with swmmer and natural things. Nature with the cows and
Jlowers and daisy things. I didn’t associate it with taking chemicals at all. It did have your
name and address on the back so I did gain some information 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’ [lower and cow:

‘The cow was striking in a very weird way and with the daisy it was just nice and [riendly”
24 old [emale designer

Howecever, the majority of these respondents concluded that Titeral meanings were unimportant:

“It’s just to stick in your mind and stuff like that. The cow stuck in your mind because it was
so silly” 26 year old femalc lashion designer

“ I think it made you turn 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 ycar old [emale club promoler

This process of deciphering clearly held the interest of some respondents and played an
important role in ensuring that the health message was rcad and re-read:

“”Some of them were obvious but others weren’t. After reading the back you would look at the
Jront and think ‘Oh yeah’. You are constantly flipping it over.”” 19 ycar old part-time student

It was also evident from comments that the aim of capitalising on the role of collecting (lyers
and other objecls within the club culture by designing products which resembled them was
achieved:

“I’ve got loads of stickers on my fridge and loads of matches” 22 ycar old [emalc hotel worker

“I would go for these more because the front is untouched and all the information is on the
back. You can use the front to put on the wall” 23 year old malc uncmployed

One context for this was somewhal unpredictablc:

‘I sent them to Walton prison - they’ve got them up on the walls” 31 ycar old female
unemployed

It was notable that all those who singled out the clothes labels for comment were young
women:

“The clothes, they (the swing lickels) make the clothes look really good” 15 ycar old school
student

“I like the way the labels were made big as well. It wasn’t like a little dingy label you just rip
off and once you’ve got your jumper home you just lash it. It was like really striking’ 23 ycar
old [emale hotel worker

The majority of respondents expressed the opinion that the distribution outlets used in
campaign were elfective ones [or reaching the target audicnce:

“They are in all the right places. You just pick them up and read them when you get home”
15 year old femalc 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 ycar old
designer

25




A number of other suggestions [or additional outlets were made, cspecially, “foilet doors”.

Two months after the campaign had finished, respondents werc still able (o recall the campaign
and specific messages:

“I remember seeing them because I was walking through the club and saw Duisies and cows
and that and thought ‘What is going on here?’” 19 ycar old malc part-time student

Once again, the message concerning the risks of dehydration and heatstroke and the need to
drink fluids was the most frequently rccalled. The slogan ‘Whoopsa’ was the most widcly
recalled. Onc young woman also recalled:

“The one about sex really stood out because no-one had even attempted 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 vicw that other groups of drug uscrs should be targeted
with drug information, in particular young tccnagers, who they [clt (o be at the most risk [rom
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 ycar old
unemployed male

However, the participation of the three younger school students, a quarter ol the [ocus group
sample, by responding Lo the questionnaire suggests that this was not an cntircly accuratce
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. |
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 [emale school student

The majority of other participants felt that they were older, more experienced drug uscrs and
considered the value of the campaign to have becen its 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 ycar old malc
unemployed
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The campaign was also successful in raising awareness ol the cxistence of MDTIC as a
credible source of drugs information and advice. One to be distinguished [tom the predominant
view or image of drug agencies:

“If I need any specific information now that I know you are around then I would come here -
but I wouldn’t go anywhere else. I wouldn’t dare.” 24 ycar old [emale designer
This rcluctance o approach drug agencics was clcarly described by this respondent:

“If they get seen walking into a drugs clinic, automatically they’re either on smack or whatever,
but the likes of what you are doing they can please themselves whether, you know, they realise
they’re in a bad way, they can go can’t they. What you are doing is just rigli, you've not
pushing too much on people. . .A lot of people are paranoid, like the girl who was coming with
me. She wouldn’t come because she thought she’d panic to death, thinking, ‘Who was going
1o be there’ and ‘Will they be looking at me?’ and all that...I've got two kids myself and like 1
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 fclt
reassured by the existence of MDTIC as an agency, they were cynical about the effeclivity 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 anybody, 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 {ollowing:

“We’d just had a big phone bill and I didn’t realise the advice number was a freephone
number” 31 year old female unemployed

“I thought some of it was a bit cryptic to be honest” 35 ycar old malc uncmployed

“I thought it was bad timing done over the summer because people, students, 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 old part-time student

“I’d rather see it (drug information) in the newspapers. It’s all sensationalised. You don’( get
much information that you don’t already know. It’s not 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 the campaign

All ‘DAISY’ products, including the evaluation questionnaire, carried a Freephone telephone
number. The number of calls for advice or information resulting from the campaign belween

June 21 1993 and October 31 1993 were as [ollows:

TOTAL 28 calls BY REGIONAL HEALTH AUTHORITY

Mule {4 Mersey 7

Female 10 NE Thames 4

Unknown 1 Yorkshire 2
S Western 2

AGE Northern 1

13-14 5 Trent 1

19-27 7 East Anglia |

28-30 -7 NW Thames 1

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

Bricf interviews were conducted with [ive personnel from participating businesses. All were
male, four were in clothes shops and one a record shop. They were asked why they took part
in the campaign, their opinion of it, what kind of response they reccived from their customers
and whether they would consider participating in a {uture (similar) campaign.

All five were sympathetic (o the aims of the campaign, strongly approved of the coneept, the
information and design, felt the need for such an initiative, were plecascd lo be able (o

participate and were keen to participate in any future campaign. The [ollowing reflect their
responses as a whole:

“I 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 information as opposed 1o
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 cammpaign went on I saw people
recognising new flyers, picking them up and making positive comments about them."

Men'’s clothes shop salesperson

“I took part in the campaign because most 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, how to combat difficult drug situations and basically
look after yourself...I 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. I think the way the information was
presented was very important and our customers seemed very impressed when they read the

flyers. I didn’t get any negative reactions from people”  Mcen’s clothes 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 printed in the newspapers. I think
it’s important to make them more aware of what's being sold and the effects of things. Rather
than force information on them I thought the approach of the campaign was good. The
information was available in the shop and if people wanted to take it, then it was entirely their
decision...The flyers were very popular with our customers. They were taken as quickly as the
other flyers advertising clubs and events. I think that’s because people wanted drug
information and also due to the trend for collecting flyers”

Record shop owner.

“I think taking part in it showed the human side to the business markelt. It showed we feel
responsible to inform people, especially young people, about the effects of drugs. I don’t think
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laking part in the campaign would damage the profile of the shop, it just shows 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 advertisements. She
said she’d been keeping her eyes open around the shops to spot the latest instalment 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, informative and up-to-date way. I know I found out a lot of
things from the flyers which I didn’t know before. I actually thought I knew quite a lot about
drugs...” Clothes shop owner.

Exhibition comments
A cross scction:

“Smart and practical - not condescending at all!

“Brilliant, give us more”

“Don’t preach, do it like ‘DAISY’!”

“Excellent, informative and fun”

“Original, good design and not patronising!”

“It’s like, grab a gaggles of trendy geese, give ‘em a throwaway camera and whoopsouiside
your head, you have ‘The Face’ by wankers. A lot of media wank!”

“’DAISY” are ace Chill Owt!!!”

“Posers!”

“Cheaper than a £15 weekend. Very encouraging - more please”

“Whoopsaturdy! Stinks like shit”

“Fab man!”’

“It’s sad our culture has come 1o this - E”

“A marketing exercise that personally I think you only understand if you are ‘in’ - inunersed in

the whole ‘E’ culture and like it. Lost on me mate (nicely printed tho’)”
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Summary of findings

1. Success at rcaching the target group

1.1 The evaluation as a whole suggests that a number of sub-sectors of the target group were
rcachcd by thc campaign. 47% of those responding by questionnaire reported lilestyles
corresponding to the primary targel group - participation in the main Liverpool cily centre
‘dance’ club scene. However, a [urther 37% were involved in ‘dance’ music, drug and club
scencs located predominantly outside the city centre.

1.2 The campaign was successful in rcaching a range of club-gocers, from young lecnagers
becoming involved in the scene but not yet rcporting usce of Class A drugs (12%), through
occasional use of ‘dance drugs’ o weckly use (See pp.14-17).

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

among the 20-25 years age group. It also succeeded in rcaching young club-goers [tom a
range of residential areas of the Mersey region.

2. Degree of target group exposure

2.1 31% of qucstionnaire respondents rcported seeing ‘DAISY’ products in five or morc of

seven types of outlet (See p.18). This indicator of a high dcgree of cxposurc was confirmed
both by [ocus group participants 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 questionnairc respondents reported sceing seven or more of the fiflcen ‘“DAISY?
hecalth messages. 32% reported sccing len or more. Focus group participants also suggested a
high level of target group cxposure.

3. The role of ‘DAISY’ distribution outlets in the overall effentity of the campaign

3.1 The majority of respondents of all kinds were of the opinion that the selected distribution
outlets were effective ones. Personnel {rom participating businesses confirmed the view of
other respondents and, interestingly, felt that their participation in the campaign was in no way
dctrimental to business - a further indicator of the success of the campaign’s overall approach.

3.2 Clothes and record shops were most frequently reported by questionnaire respondents
(both 74%) as oullets for accessing ‘DAISY’ products. This was confirmed by the focus
groups. However, the launch of the campaign at an inner city club night also [igured highly in
focus group discussions and the flyer distributed on this night - ‘CHAIN’ (See Appendix 4) -
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was 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 awarcncess of the campaign.

4.1 90% of questionnaire respondents, the majority of focus proup participants and Feedback
{rom participaling busincsses all suggest a high level ol approval ol the campaign as a wholce -
the information given, the stylc and outlets via which it was communicaled and its fulfilment of
a perceived information necd. High among other suggested outlets [or similar messages
appropriale lo the target group werc “toilet doors”.

4.2 The ham reduction approach was clcarly apprecialed and contributed to both the
campaign’s credibility and a perception of MDTIC as a credible source ol drug information and
an exception from otherwisc ncgative images of drug agencics. A perecived lack of moralising
was cited by a majority of respondents in their appraisal of thc campaign.

4.3 The form in which the information was communicated also received high target audience
approval. The bright colours, logos and catchphrascs, as well as the range ol 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 important role in enhancing the
degree of exposure among the target group achieved (eg 43% of the qucstionnairc sample
reported seeing ‘DAISY’ T shirts and this was the lowest reported level [or this type of
product.) A high level of integration of the health messages into the target ‘dance drug’ culturc
would appear to have been achieved.

4.4 Criticism of the campaign was largely bascd upon the lack of distribution beyond the city
centrc, a perceived lack of literal conncction betwecn the ‘DAISY’ logos and drugs and a
perecived limitation of its appeal to a ‘rendy/posey’ audience. The latter would appear to have
been enhanted by an exhibition of photographs of the campaign taken by a local photographer
(who contributes regularly to the stylc magazinc ‘The Face’) at a city centre art gallery.

5. The 1olc of ‘consumer participation’ in the overall elfectivily of the campaign

5.1 The use of modern advertising techniques, whereby logos, catchphrases and the gradual
unfolding of a campaign from mysterious bcginnings engage the attention of the viewer and
require them to decipher, construct and connect meanings, were a clcarly success(ul component

of the campaign. Both the focus groups and feedback [rom participating business pcrsonnel
indicated obvious signs of this type of active participation.

5.2 The attempt to mimic and utilise a key {eaturc of components of the target culturc - their
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collectibility - appears Lo have enjoyed a considerable level of success. 70% ol questionnaire
respondents had kept more than two ‘DAISY’ products. Focus groups and {ecdback [tom
participating business outlets suggested a higher incidence of ‘DAISY’ collecling and also
pointed to the popularity of the matches - to the cxient that customers were rclurning to
businesses and asking [or more.

5.3  The fact that the ‘DAISY’ campaign successlully locked into the targel culture’s
‘collecting’ cthic and itscll became worthy of collecting, clearly contributed o the campaign’s
success in achicving a considerable degrec ol exposure and approval among the larget group.
The degree to which this further enhanced thc communication of hcalth messages is morc
dilficult to ascertain in concrelc terms. There was some cvidence that a combination of the
process of deciphering thc campaign and continued presence of thc messages in a ‘DAISY’
collection contributed to multiple exposure to cach message (See pp.25). The [act that the
messages were not instantly disposed of but maintained a rcasonable shelf life on a wall, on a
fridge door, album or match book collection, also indicatcs a higher possibility of further
exposure to those messages. A further indicator is the degrec of impact of ‘DAISY’ messages
below.

6. Impact of ‘DAISY’ messages

6.1 Given that findings are bascd on data collccted onc month (the questionnaire) and two
months (the focus groups) after the end of thc campaign, respondents displayed a high level of
awarcness and recall of campaign messagcs.

6.2 Thc most frequently recalled message related o reducing the  ‘hecatstroke’ cffects of
Ecslasy use. This message was [catured on two ‘DAISY’ products: the matches (scen by 53%
of the questionnaire sample) and the ‘PUSIIING UP” flyer (scen by S8% of the questionnaire
samplc).

6.3 29% of the questionnairc samplc reported improvement in drug knowledge resulting (tom
the campaign. Young women were more likely to report 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 thc questionnairc sample rcported being reminded of drug information they had

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

6.5 Although behaviour change was not among the aims and objeclives ol the campaign, 39%
of the questionnaire sample reportcd adapling their drug laking behaviour. Drinking morc
fTuids and non-alcoholic beverages while under the influence of drugs was the most frequently
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 information among the target group but achieved a low level of responsc o the [reephone
advice number included in all ‘DAISY” products. The latter, however, was an additional part of
the campaign and was not  an unexpected 1esult -the “Chill Qut’ campaugn recerved o
comparable responsc at this level.
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Conclusions

1. Given both that most existing evidence suggests 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 {rom young men via questionnaires was somewhat surprising. This was perhaps duc
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 malc customers. Howcever, it was also truc
that young women were both almost cxclusively 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. [t would thercfore be important to consider both
factors in the planning of any [uture campaigns of this kind.

2. The collectibility of both certain components of (he culture in question and ‘DAISY’
products clearly played an important role in the overall clfectivity of the campuign. However,
given that there were cight types of lyer and only onc type of match product, the Tact that 33%
ol the questionnaire sample had kept ‘DAISY’ matches as compared to 68% who had rclained
‘DAISY’ flyers also suggests that simple [unctionality 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 Lo report seeing a ‘DAISY’
product reported seeing the ‘CHAIN’ flyer - the introductory ‘DAISY’ [lyer distributed at the
campaign’s launch in a city centre club, with no health message - suggests two things. Firstly,
that the broad range ol methods employed [or intcgrating the campaign into the club night
succecded 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 profilc of thc ‘DAISY’ logo on the night but lack of immediatc information as to the
aim of the campaign was a highly cflcctive mecans of gaining the cngagement of the target
audience and laying the [oundation upon which to build the successful future communication
of health messages.

4. Criticism of the campaign on the basis of its ‘trendy/posey’ 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 preciscly the kind of criticism sometimes levelled at the target
culture. Some adverse comments - cg “Whoopsoutside my head’ and “Whoopsaturdy” - at
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 rale among the questionnaire sample
was indicative of the fact that this drug now jostles with a range of drugs availablc 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 busincsscs which participated in the campaign by providing distribution outlets
approved highly of the campaign and saw no detrimental ellccts 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 [ulfilling its aims and objectives. Its success
in integrating health messages within the culture played an important role in achieving a
considerable level of exposurc and approval among the target group. Perception of the
information as balanced, practical and nccessary and of the style of communication as [un,
collectible and culturally recognisable would appear to have contributed to the achicvement of
(the secondary goals of) improvement in or rcinforcement of drug knowledge and ol (the
unexpectled outcome of) behaviour change among the target group. As a pilot, the campaign
and its evaluation provides a useful basis [or 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 2

FOCUS GROUP TOPIC GUIDE

INTRODUCTION

Bricl aims of the discussion. Each member ol the group identifics themscll for voice cheek on
tapc. (NB Accompanying cheek-sheet giving age, gender, arca of Mersey region resident,
occupation and drug use (o be compleled).

GENERAL RESPONSE TO ‘DAISY”

Probe on: The whole concept in gencral: appropriateness of design, formats, distribution,
messages. An initial trawl, note themes for lurther discussion.

‘DAISY’: VIEWED AS.A WHOLE

Probe on: If this was the casc, at what point realised. Extent of penclration ol and
identification with (he campaign.

‘DAISY’: THE DESIGN

Probe on: The campaign as a whole - attracted attention? Credible? Colours? Minimal
messages? Collectibility? Anything clsc?

‘DAISY’: THE DISTRIBUTION

Probe on: In the right places?

‘DAISY’: THE CONTENT

Probe on: Appropriate? Right amounts?

‘DAISY’: THE MESSAGES

Probe on: Views of favourite/most appropriate/ most memorable and reasons determining this.
What remembered, learned anything? Reminded of previous knowlcdge?

Any messages which are needed but were omitted?
Behaviour change?
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APPENDIX 3

BREAKDOWN OF FOCUS GROUPS

GROUP ONE GROUP TWO

All female: : 24 yeur old female designer

15 year old x 3 school studenls 26 year old [emale fashion designer
31 year old unemployed 26 ycar old male ¢lub promoter

22 year old hotel worker 35 yewr old male unemployed
GROUP THREE

23 year old shop assistant/mother
23 year old male unemployed
19 year old part-time student/part-time club artist

Group 1 drug use

B Alcohol

# Amphetamine

Cigareltles
=4 Cocaine
Q @ [ Ecstasy
Daily Monthly ™ -
Weaekly Occasionally
Ed ‘Others

Cannabis
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Group 2 drug use

7

Daily Weekly Monthigccasionally

Group 3 drug use

Daily

B Aicohol

Amphetamine

%] Cannabis

Cigaretius
B cocaine
@% Ecstasy
2% .sD

1 Other

M Aicohot
77 Amphetamine

i Cannabis
[Z] cigarettes
B cocaine
%% Ecstasy
7] LSD
Other
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APPENDIX 4
CAMPAIGN PRODUCTS, MESSAGES AND QUANTITY DISTRIBUTED
All products carricd a frecphonc advice number: MDTIC ‘93 TEL: 0800 838909

1 FLYERS (3,000 of each distributed)

‘CHAIN’
No message (other than advice number)

‘INA’

Taking drugs can make some peoplc feel panicky. You can help them by doing the [ollowing
things:

-take them to a quict place, where they [cel comfortable

-reassure them that they are experiencing the effects of a drug that will wear ol 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 thc same

penalties. It is illegal to possess or supply to another person. Selling or giving small amounts
ol drugs lor no profit to a friend is also elassed as supply.

‘WHOOPSA’
Ketamine, barbiturate, dog worming tablcts, LSD, aspirin, MDA, [ish tank tablcts, spced, cold
capsules, MDMA. All sold As E’s. Do you know whalt you arc buying?

‘WEDNES’

Too many drugs, too often, can lecad to problems. These may include tiredness, depression,
weight loss, mood swings and occasionally paranoia. During the week it is important (o
recharge your body and mind. Eat regularly, drink non-alcoholic fluids to [lush out your
system, sleep and look after yourself. Get the most out ol your weekend.
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‘PUSHING UP’

Ecslasy has been associated with a number of deaths. Experts belicve Ecstasy induced
heatstroke may have been the cause. Whilst using Ecstasy, you should lake rcgular rests, wear
lightweight clothes and drink waler regularly. If someonc is taken ill, get help from a person
who knows [irst aid. In an emergency, call an ambulance and tcll the medics whalt the person
has taken. This could save their life!

‘FRESHASA’
Drugs can sometimes make you feel horny. The contraccptive pill is eflective in preventing
unplanned pregnancy. To protect against HIV and other transmitted diseases, use a condom
correctly every time you have sex. Protect yoursell. Don’t rely on your partner - they may be
relying on you.

‘GIVE ME YOUR ANSWER’

Ecstasy may cause your periods to become heavicr, irregular or even stop. This may be caused
by the drug or by other factors like lack of food or slecp or because ol increased excercise.
There is littic evidence (o suggest that Ecslasy interferes with the working of the contraceptive
pill. However, Ecstasy bought on the street may contain other substances that may decreasc the
cffectiveness of the pill, so use condoms for added protection. There is little information aboul
how Ecstasy alfects the unborn child. many women who use Ecslasy have had trouble-{rce
pregnancies. However, using any drug increases the chance of problems arising, cither 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 tablets, specd, cold
capsules, MDMA. All sold as E’s.

3 MATCHES (2,000 distributed)
Drugs and dancing. Water yoursclf. Avoid hcatstroke.

4 SPECIAL *DAISY MIX’ TAPE CASES 1,000 distributed)
‘DAISY CHAIN’ mix: Drugs and dancing. Water yourself. Avoid heatstrokc.
‘FRESHASA’ mix: DJs mix, drugs don’t

5 RECORD BAGS (5,000 distributed)
Don’t mix drugs. Leave the mixing to the D1J.

6 PRODU PRO THE CAMPAIG

T SHIRTS (100 distributcd)

POSTERS (500 distributed)

STICKERS (2,000 distributed) No message (other than advice number)
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APPENDIX 5§

DISTRIBUTION OUTLETS

1 SHOPS

3-Bcat, Groover, West Side, Grin, Smith & Westwood, McKenzics, OQulrageous,
Carwash, Stompin"”, Roupa, Dred, Icon, The Liverpool Palace and Quiggins (the latter two
involve a range of businesses serving young consumers).

2 CAFES/BA

Baa Bar, Cale Bar, Cale Tabac, Doorsteps.

3 CLUBS

‘Cream’ at ‘Nation’ and ‘Voodoo’ at the ‘Mardi Gras’.
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Liverpool Echo

Merseymart

DJ Magazine

Radio City

Liverpool Echo

The Face

Mixmag

Select

Just Seventeen

Mixmag

APPENDIX 6

DAISY - MEDIA COVERAGE

25 Junc

1 July

15-28 July

17 July

19 July

August

(Pub 21 July)

August
(Pub 20 July)

September
(Pub 2 Aug)

18 August

January
(Pub 20 Dec)

Article and picture. Headline - “Stay Safe-Take a Tip
From Daisy’

Article and picturc. Headline - ‘Daisy the Cow Heads
City Drug Campaign’

Article and colour picturces - ‘Eye catching art work’

Feature on Pez Tellet show. Two minute interview
and competition - ‘whoopsa’ t-shirls as prizes

Article. Headlinc - ‘Campaign to fight drugs menace
in clubs’

Article and pictures - ‘Full marks for innovative
marketing to the MDTIC’

Article and pictures - ‘A drug information campaign
that’s clever? Can it be? Not ‘arf’.

Article and pictures - ‘Do have a cow, man!’ ...party-
pooping drug advice needn't turn up wearing a

white coal and wagging a finger in your face’

Article and colour pictures - ‘The Mersey Drug
Training and Information Centre have come up with a

dead cool way of getting out reliable information..’

Briel comment and picture - * Smart! Genius!’
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APPENDIX 7

MEDIA COVERAGE

> ( Af,"
f
N )
GIVE ME
YOUR
ANSWER

DJMAGAZINE 15 JULY 1993
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1 of lne manth the trond far club niglts on the
Thames canlinuos, bt what 2c you call the funky-
version? Bontas Gonleol On Wednesdays al
acht Club, Temple Piar o Andrew Weatherall has
opened a weekly club of lus owr Babro Sonic
Happy Jax, Crucfix Llare londen SEI1 every
¢ £5n, and nd guest hst @ The pyjaia puarty
ad lor London eatlier lhis year and cancalled aller
1gic death of D Ali Cooke is now rescheduled at a
ry house in the Midlonds on Aug 15 Deails on
449474 o Nottingham's Venus‘has opened a
member's bar ot 19 Stoney SI, operating as a
bar early evening and club assembly point lill mid-

Meanwhile, Happy House in Lang Row Wast is 0 new 24-

zafe {or party people who seluse to call it a day {or night) o
ving on from last month’s report on london ewingbeat
Bounoed Baok| sees DJ Digger and friends back
at Legends every Wednesday @ Club wars: we
aolt push for clubland’s bouncers 1o Ireal us with
mote respect, so why two CS fear gos aftacks at
london’s Saul Kitchen on conseculive weeks?
Serlaus stupidity - no wonder security get heavy!

) Full marks for innavative

4 morketing to the Mersey

Drug Training and ? Q
Information Centre. 8 )
Convinced there wers

beter ways la get drug i -5
)
safety messages across, P, )
%,
they have presented -/ Od. ¢

the usual info = haw to
help having a

bad Irip, wamings about toke Es like Rsh
lank capsules = an a daisy chain of flyers,
rucord carrier bags (chove), stckers, Ts
and swing labels on Ihe merchandise in
clothes shops (above Ieh). If thia pilol scheme works, they hope to present
safe sex info In @ dmior way around the North-west, Watch out for an
autumn exhibition. Their drugs freephane infa line |+ on 0800 838909

smith’s and mighty

A 1w sight in our clubs this summes... or perhaps not. Anyors who was
suffering from slecpless nights wareying whether to continue pursuing
cither the workwear thiny or reinvenied Seventies style (o to deop them
both) could Srean away once Smith's hit the shops. Providing the perfect
compramise hetween the two, Smith's is the brand of clmaic American
workwear (founded in Brooklyn by the Bashnack
famlly in 1906) that any London Sevesnties soul boy
will bestify was the label that fartibed the return of
the straigbt-legged trouser. When the 1975 main-
stream was still clomping around on platforms,
with their trouser legs, collirs and lapels flapping
uncontrollshly in the breeze, others began to adopt
ploanic sandals and Hawaiian beach shirts matched
with either pegged strides or a fine pair of Smith's
carpenter Jeans (strictly blsck, green or burgundy
drill with the dlstinctive heavy white stitching). [t
waa guaranteed to fumn beads ~ the ensemble
caused pearly as much public welking into lamp-
posts as punk would do & couple of years later, and
{n fact many punka burrowed from this soul boy
loak. Not only that, but the actual obtainlag of
geauine Smith's was an edventure in itself, in-
volving a trip to the far end of the King's Road to
about the only stockist, Joaana's Tent. A return for
the Smith's label was scented last summer when
limited numbers of the original carpenters began
surfacing in Kensington Market. Although this
betch quickly ran dry, good news has come this
year in the form of the label's revival by a Greek
compeny which has bought the rights o the name
(from the founder's great-grandsaonl) and is intro-
duding s whole range of new styles bearing the
fabled logo. At the Duffer of St George (¢ new-
school Smith’s stockist), old-time soul patroller
Barrie Sharpe comments: “I remember Smith’s in
London’s clubs the first time round - we bad to
have it. It’s popular again because its giving a good,
moderp twist to workwear which 1 don’t think the
others have bothered with." People, watch out for
the plastic sandals revival. Mark Webster

THE FACE/ 128

THE FACE AUGUST 1993
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Helptul Phoenlx
socurty chap
remmes sovorel
fog from atlegen
fracas w,

ILIZED

Ty

o rganisers of the Phoenix
Featival heve been swift to
quash numours of 8 fulscale
riot on the Satuday night of the three-
day music bash on Long Marston
Alrfield, SuatiordonAvon. Speculation
was hazy and sensationat the moming
after the eliaged uprising before, with
talk of murder, travellers and police. in
an official statement from the Mean
Fddler Organisstion prepared on the
Sunday, an *incidem” was described
thus: “About 30 nonicket-holding
troublemakers broke Into the site and
tried to tncite 8 number of festivalgoers
1o disobey the nolse requirements laid
down In the licensing egreement. The
security staff attended the Incidant.”
Local police did notimervene,
leaving the festival security stafl to

Dohave a cow, man!

B “Ketamine, bartitsete, dog
worming tablets, LSD, fish tank
1ablots, speed, cold los...a8

Phoenlx Festival: the
campaign goes for the |

ﬁ Merseyside drug Info

* option Reeves and

Mortimer's tlumphant v Mum Qet Into Senser

RISING FROM
_THE CLASHES

I, it wouldn’t be a
|I wllhout aspot

of bother would it?

| *poioa” the dststrce Nenesives. & the main entrance rarely axceedsd

| One securlty guard, Richard Can. 27, (o Care N ofthen dhrection, *
was stabbed in the rbs. snd 73 psople WA s, N0 ONe hits any e7pTent,
required hos pital Tesme. Of Swse ond thei st wserce tat 25,000 “muske
21, It s not made ceer how or why they loving yourg peapie © had & ot Wne b
were nhsed, but one Sy caller oW no Gout et Bt tee gmlie
10 Select claimed that an nnawt o tom S &g of @Al Wy
(cket-hoiding) friend was hit by a pavd woun Y ince) poice bugivad - was A
with & besetal bat or e, SN0 thetr gim © bowe Do Row egsiare
neoded nina siRches. She aso as™ to 7 dnd oy weR FRwt CUare
that her friands were @anding 20 secived A the taces ?
metrea sway from the actual acuMe ¥ 9 Roern 8 © @ Shasd rest
ftsetf, and wers not mvolved in k. you. & noaie 1 e mald s Owt this

The Phoanic sintemen Is prowd o 18 not s tesDed In e Ry sy serse

say that: “The Incident was brought of e w0, aA 8 Pyenpdey cpevel g
under conuol a refh of -th cmtwxi Wgyde this
mepmfnslonalwemmh anuid @0 20rme WY 10 aminaing
event has been orgar SO * when

that *iraffic congastion was ept at a

mintmum, the overage wn@ih of Quewe

sold ne Ecatany, Do you know what
you ave buying?” Hoavy shh. But
pmwopmg drug advice

@ sk has soped and the iron

' gnam of te main sAe have been closed.

austubis fawh cerds gre baning up
In ¢hope, ciute and bars with tnfo
DO the dnge /Naminass problem, E

campiete the muitimedia pschage.
Telephone 0800 836909 for more

@on, nab some dalsios ¥ you're in the
area and evokd pumhing them up.

Tioh. Fo1 The Smiell Of
o Aad Mortime?, 2 brand now

aughter, pathos and

lnally elevatus Vic
Reaves' smaller sidekick ta coutar
wistus, The Smell Of... bits aur
screens on Tuosday September 21,
the first time either Vic ur Bob have
been seen since thelrone-of
Weokenders dummy run in *92,
Inshder: alresily halling the new
surles as “thue best thing Vic and
Boh have done, Ever”,

Nothing (the Woeekanuders or By
Night Out, [t wil) bo on BBC2, as f
10 hivmmer the polnt heme.
(Channel 4 falled to "pick up the
option™ on Weekenders, hut are
menrlly repoating Big Night Out On

Touron August 21 at Spm, as if ta
lament tholr butter-fingered loss of
the new Morecambe & Wlsn..‘.:)
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A Rose paid the
| slate of
Wisconsin
$7.000 in back
taxes o onsyre
that the hailifls
didn’'t come
knrocking on lis
door * [yle
Lovell tncked tans by introducing
nevs wilo, Jillla fioberts. on stage
during a concert in Chicago It
turned eut to be a bloke in drag *
Dannii Minogue might give up her oop
career when she marries former
Home And Away star Jillan
McMakon in December. Fingers
crossed, huh? % Carler USM have
wrilten a song called Lenny &
Terence, which is a mickey take of
Lanny Kravitz and Terence freal D'Arby
* Stone Roses are releasing their
lirst single for thres years In
Octabar W Kris Kross, both aged
14, are the world's richest pop kida

with $5 mitlion each % River
Phoenix and Brew Barrymare are to
star In a science fiction thnlier called
The Black Whip % Andre Agassi has
fallen out with pal Barhra Siretsand
because she sands him £100 worth
of red roses every moming

% Sharon $lone and Tom CrAse wil
appear on Good Morming with A
and Ntk during October for a liat
fee ol £150 * Naomi Campbell, Cindy
Crawlord and Ciasdia Schilfer are
negotlaling to star in a film about
high fashion

% Joan-Claude
Van Damme ruined
his tough 1mage
by admitting his
_ father taught him
flower arranging
when he was a
boy. Oh dear

1 yon, thought the
anly way [0ae!
ninrmaton an

OSSIP

arugs weas lo
water tatally
heearrs ads by Ine
QU arnmeng fmnk
agan Tne
Mersey Drug
Travnng anel
informatian
Centre have zome up
with a dead cool way
of getting oul reliable
and realslic info
Daisy flyers. given cut
1n clubS across
Liverpoo!. contain
helptul
information
that doesn’t
sound like it's
come from a
dilfgrent glanc
Unloriunalaly.
the anspaign s
based only In
Marssyside, but a
traa hotling is open
10 everyone (ring
0800 838909). To be
sussed is a must.

gy TALK

If you're loud and proud
enough to show your
undies on the outles,
than you'll realise these
new “Love II" vests and
knlekers from Antont and
Ahson are really saying
something. Available in
ether black or white, at
£15 and €20.50
respectively, they're
definitely on the pricey
side for smalls. But we
reckon they're the sort
of undles-with-atiitude
fashion siatement worth
saving up for.

Avallable from
American Classics, Old
Complon Street, London
W1, or by mail order on
071-275 7033.
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Don’t Mix Drugs. Leave The Mixing To The DJ

A DRUG info campalgn that's clover? Can it be? Not ‘arl. A new Info drlve in Ihe Narth
Esn! 1a moal clovor and not a bitl mad, You woa't find any Dvuga Kif prosching horo
Na, tho Marsoyside Drug Training And information Countra's sitack comos armed with

OLD school treingie may be troeping back
Into popuiarity but it's ehways nice to have
something & lite bit ditterent. Pit, of Neas
Streot, Covent Garden, are now atooking @
coal allomalive to the ordinary trslner,

peociaily for . D d by Revco,
who mako Innovativo designs like the rubbor-
solod boot, the plimaclis are ocslled
‘orthapesedio’, because not anly are thoy nice
to look nt but sre colncidentally extramoly
comfortable. Th it [ d gh
d Iy trom Pli from

Auvgust.
Philitps Gant
@nquirtea on: 071 221 9014 or 071 240 4600

a Dayglo Dalay and 0 cow, Floating ataund on flyors, tnbols, rocord carrise baga. UNITED
B ihpcoourtulinasernigoal i KINGDOM
facts and usalul ndvico sbout dnige and sslor eox. 'Oan'l Mix Oruge. Laavo Tho
Mixing To The OJ' dociaros 1ho wogan on 0no carmier bag. ‘Walor Yoursel. Avoid QUITE hew Gean
Hostatroke' uns tho o net 10 & daisy on a book of matchos. All atraightforward, Molushy kesps on
mattor of fact and fing. And Ihair Leloph piieve nunbar 18 0800 838009, top cf ali hle ventuaes
] Is anyons's guoss.
7Py This monih Bean,
W= ' slong with Bernd &
Chiis from Rinky
s Ovprdoaa, opecw His atoet vemus Club tUrdted Kingdom:
. Rugted In Wendsworth, Sowth Landon, the lermar
| ly has @ ber b unth 2.30wn end
43”.‘ \ ¢ & dance Goense wntll Gem thet Besn expects to be
i extonded Uil 10em, As will es Ihe quality OJ Gnsgpe
» we've coma Lo expecl from the tris, the verue hes
Uwwe Betinct 670as: the ‘pap srt’, ‘soft pOmM' and ‘derk’
' reoens. The 'pop rt’ room festares large sowrdo enssis,
f 1he ‘eeflt pemn’ room has Deds, drepes and enogping
' /) pletforms whilet Lhe ‘Yark’ roam Ia cavernous and den-
] e just walting to be agpiored.
“The KSes e 1o S61 uD 8 naw quality chub and bwiabty,
. A 1ha Ides is aleo to tekg on The Niniairy, end the blg
%’ '-;Tf’f Londan one offs,” says Sean, Already tnalafed on
+ ! o Fridaye Is ihe ax-Ministry night Best ai British with the
] Your,, oo of Jon O The Plaased Wiammin end Mic Lovewr
* wiiist Rsturdere sea people tie Justin Rabartaen end
Andy Weatherall detiver. It should ba Kinds fun.
Do Prince
Chud U Buokhald Aned, Wamibward\, BW1L
Tek 081 877 0110
i 101 siren
REMEIMBER the gUaNQ. IMposioned and. quite (rankly,
s Goman srger with Blectnbe 1017 Wi happaned W0 her?
. . Yrof, Ellio Aay Marlin im back. teamed up with Spacky o @
/\'w\ Ol sty ack caed ¥ \graly
-/ by Throdbing Greatlo, Bhal she has wantad 10 1ecord for a
good ten yoan.
*1 mantet] 10 do Lhis Irack rom when | wea kving n Godin,”
The Sweetest Pil she says. 1 waned 10 combing vy voico, wivch is soul with

this wows 200 With Tvose a0BNPe rice. °
Bifha Ray emoed the track a yeas ago wiih Electribe 101 juet
before they spht up due o, YUP you guessed . “Derscral
ffererces ™ Thove folowed a ecupdle of lean monthe tor Bidke Rey
sponl “waning for majors 10 GOt Off thes lary ersee and gel o my
music.” Whon notting happenod Bifo Ray got on the phone hersel).
*l called AAS, Guerdla, The Grid, |ng 80 many poopla. Aot o1 poogsio all wanied
0 60 someihing and | thought this is betier than working lor major Wdels. poaplo
who don't ikg my musi,™

Allor hocking up with Guertis reecrds, sw Nossd Iho Spooky efum, adorod
and tho reat is history - one sacollent version of 'Perammaon’. 50 what's mat?
*1 WNGUD ba mdoasing an avidient EP orod\ by Tho Gdd in Seplember on
AS5." she says exsnody. “t have so many songe waly 1o be reconded, o I'm
ooking for & labe! Sor Chom, | have got some major label Interast tn the US, ) may
of may net SN with a Mg, | Jon't Wnow. Things ore QoNng 30 wod now.” Greal.
Andly Pomberton
'Pereamivn’ s releseed Augeet 16th on Quersia

an
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whoopsa

Smartl Whoopsa Dalsy Merseyside drugs
compsign that was daft and effectlive.
Cows on tha trantiine. Genlus|

74-

Rhumba Club!

the warp Ips
Warp's 'Artificial InteiSgence’ serles was
techno for the living room. And na one
did It better than Speedy J.

michael Jackson
Oh daor. But Michael stlll gnve us ane of tho best
viioos of W yaar with hs shamoloss cavariing with
Noomil Capbett for ‘in The Closet'. Starl

tartan army

Mnd bastardsl The Umbo mafla In
Qlesgow led the way and Michael
Kilkie took the hard party ethio to
Toronito to speciscular sfiect while
Soma's Dave Clarks (sbove) kept up
the tradition st Dance Europe.

e e B e e

He's big, he's tall, he's the DJ al the

mixmag live
You can call It shema/lesa sell-promo-
tion If you must but the Mixmag DJ
Tapes are up to Yolume 12 end no one
else can boast a seriee that Inciudes
everyone from Maby to Carl Cox to
Sasha 1a Maslers At Work,

81. dustbin

Tiwow it all away! Whisties, white gloves, messive nave
fiyers and... throw |t all away, It's finlehed.

i
é
é

stars at clubs
David Baddlel was backstage at Fantazla,
Sunday Timos editor Androw Noil appeared
ot the Minlstry Of Sound and Batty Boo was
caught (above) posing with Dava Besr at
Dance Europe.

dorrell's

A eneaky one it was too with Mr
BPM snaaking off to Parla to
mnake an honourable womnn of
the beautiiul Claudia.

L
flesh

Cor blimay! They're avery-
whare. Women eatripping off,
stripping down, it's nstural, No
one's complaining.
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