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The Ad Council’s mission is to convene the best storytellers to
educate, unite and uplift—by opening hearts, inspiring action
and accelerating change. We won’t stop until we live in a
society where every single person can thrive.
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Drug-Impaired Driving
Prevention Campaign



Campaign Objective

To get young men ages 18-34 to doubt the
claim that it’s safe to drive after consuming
marijuana. 

By planting that seed of doubt and encouraging
our audience to recognize the risk of driving
impaired by marijuana, we remind our target
audience that if you feel different, you drive
different.

Target
Men ages 18 to 34

Young Independents (ages 18 – 25)
Maturing Millennials (ages 26 – 34)

Call-to-Action
If you feel different, you drive different.

Don’t drive high.



Main Issue Points

Marijuana has become
increasingly available

Increase in cannabis-
impaired driving

Public perception
doesn’t match the

dangers



But We Know



Target Research &
Insights



Key
Learning

Diverse applications, to
be used in a variety of
settings: bond, relax.
Gives sense of control you
don’t get with alcohol.

Knowledgeable about the
various forms an strains,
feel educated.

Believe certain activities
are “not ok” to do high:
working, child care).

Unfortunatley driving isn’t
one. 

Overconfidence due to
perceived low risk, short
drives or belief they won’t
“get caught.”

Want to be told the real
consequences and
dangers directly and
succinctly but just being
illegal isn’t enough of a
deterrent.



Break down the target’s justifications, educate drivers on
the consequences of dirving high, and be direct with them,
all while ensuring we are squarely focused on addressing
driving high, not cannabis use. 

Our  Cha l lenge



Strategy 





Creative



NHTSA’s Traffic Safety
Marketing

https://www.trafficsafetymarketing.gov/

Access Social Norming

https://www.trafficsafetymarketing.gov/safety-topics/drug-impaired-driving


Engaging Media



Research prospective partners
Understand prospective partner’s audience, their business goals, social impact
efforts they care about and are currently or have supported in the past. 

Highlight audience relevance and key seasonality 
Emphasize how your issue is relevant to their audience while also articulating how it
may be pertinent to current events, seasonal trends or local happenings.

Emphasize Community Benefit
Clearly explain how the campaign benefits the community and is aligned with the
partner’s social impact interests and/or goals.

Elements of a Strong Pitch



Elements of a Strong Pitch

Reinforce How the Relationship is Mutually Beneficial
Demonstrating examples of how your proposed partnership is mutually beneficial
fosters trust and potential for long-term collaborative opportunities.

Provide Easily Accessible Assets and a Clear Ask
Ensure creative materials meet technical specs and are easy for media partners to
use and share. Additionally, create a concise email pitch that summarizes your
campaign, call to action and what it is you’d like the media partner to do. 



Donated Media and Beyond

Media provides
support/placement without
payment (TV spot, OOH,

print, radio)

Website, social, blogs,
email/newsletters

Local news coverage,
influencer mentions, word-

of-mouth



Donated Media and Beyond

Think outside the box and be creative:
Bathrooms
Bars
Cannabis shops or surrounding stores
Sporting or music venues 
Gyms



Media Basics




















