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MISSISSIPPI OFFICE OF HIGHWAY SAFETY (MOHS)  
DRIVE SOBER OR GET PULLED OVER, LABOR DAY, 2013

MEDIA CAMPAIGN SUMMARY

REPORT:  Mississippi Office of Highway Safety (MOHS) Drive Sober or Get Pulled Over Campaign,  
Labor Day, 2013
          
 
ENFORCEMENT PERIOD:  August 16 – September 2, 2013

PAID AND EARNED MEDIA CAMPAIGN PERIOD:  August 19 – September 2, 2013 (two-
week paid media flight)

MARKETS:  All Mississippi markets; statewide.  

PRIMARY TARGET AUDIENCE:  The primary target audience was males age 18-34 in 
Mississippi utilizing Arbitron and Neilsen resources by our media planning department.
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MEDIA:  The Drive Sober or Get Pulled Over Campaign for Labor Day, 2013, included television 
(network and cable), radio, print, outdoor/billboard and online media. 

Working with MOHS in conjunction with feedback from the National Highway Transportation Safety 
Administration (NHTSA), a media plan was developed for approval and placement. Additionally, 
we were able to successfully negotiate a high number of bonus spots on network television, cable 
television and radio. 

Specifically, the media plan included network television in the following markets with the following 
results per market:
						    
MEDIA MARKET (DMA)     GROSS RATING POINTS (GRPs)     # OF PAID SPOTS     # OF BONUS SPOTS
Biloxi-Gulfport				    352			       146			      123
Columbus/Tupelo/West Point		  286			       136			      95
Greenwood/Greenville			   375			       82			       45
Hattiesburg/Laurel				    291			       82			       100
Jackson					     290			       149			      172
Meridian					     240			       121			      49

The media plan for cable television included the following markets with the following results per market:

MEDIA MARKET (DMA)     GROSS RATING POINTS (GRPS)     # OF PAID SPOTS     # OF BONUS SPOTS
Biloxi/Gulfport				    138			        63			       72
Columbus/Tupelo/West Point		  109			        70			       51
Greenwood/Greenville			   0			        0			       0
Hattiesburg/Laurel				    56			        28			       27
Jackson					     137			        65			       28
Meridian					     59			        23			       21
DeSoto County				    181			        186			      192

The media plan for radio included the following markets with the following results per market:

MEDIA MARKET (DMA)		  # OF PAID SPOTS		  # OF BONUS SPOTS
Statewide Radio*				    3,564				    978
Biloxi/Gulfport				    252				    227	
Columbus/Tupelo/West Point		  396				    222
Greenville/Greenwood			   99				    55
Hattiesburg/Laurel				    208				    161
Jackson					     381				    150
Meridian					     132				    44
DeSoto County				    33 				    0

* Statewide Radio included News Mississippi with 66 affiliates across the state, and SuperTalk 
Mississippi which includes 10 FM news talk affiliates across the state. Those 66 stations included 
in News Mississippi are not news talk formats—they are hometown radio stations (in a variety of 
formats) that are part of the News Mississippi network meaning that News Mississippi provides brief 
news updates at the top and bottom of each hour on each station. Statewide radio also included ads 
on collegiate sports radio network (football) advertising for Jackson State University, Mississippi State 
University, the University of Mississippi and the University of Southern Mississippi broadcasts.
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The media plan for online media included the following components:

•	 Search ReTargeting
•	 Facebook Exchange 
•	 Demographic Targeting

These online media strategies targeted 18-34 year-old males in Mississippi. 

Results of the online campaign included the following:

Impressions:  4,880,081

Visits:  5,180
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MEDIA ACTIVITY THIS PERIOD IN SUPPORT OF LABOR 
DAY, 2013, DRIVE SOBER OR GET PULLED OVER CAMPAIGN
 

PAID MEDIA

Approximate funds spent on paid media this reporting period:

TOTAL	      TV ADS	           RADIO ADS	  PRINT ADS	      BILLBOARDS      OTHER (ONLINE)
$324,827.07	     $151,902.65      $72,280.90 	  $22,468.52 	     $43,175.00        $35,000.00
 
Approximate numbers of paid advertisements broadcast this reporting period:

TV spots:  1,151	 Radio spots: 5,065        Print ads: 37        Billboards: 33     

Movie Screenings: N/A                    Internet:  4,880,081 impressions, 5180 visits        Other:  N/A
 

EARNED MEDIA
 
Press conferences held this month: 1    
TV/Radio/Print news stories aired this month:  70            Earned Media Value $87,710

Other (specify):
 
Bonus TV ads:  1,005   Value: $99,604   

Bonus Radio ads:  1,837   Value: $25,596  

Bonus Outdoor boards:   N/A
 
Other:  N/A

Name of person submitting this report: Quinton Dickerson
Phone: 601-856-1544		  e-mail: Quinton@Frontier.ms 
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POST BUY MEDIA REPORT:

Post Media Buy Report

Advertiser: Mississippi Office of Highway Safety Flight Dates: August 13 - September 2, 2013

Campaign: Drive Sober or Get Pulled Over Target Demo: Males 18-34

 
 

Value of Ads Placed:

MDPS Net (Actual) Campaign Cost:

Negotiated Discount:

Value of PSA (Bonus or Free) Ads:

Total Added Value for MDPS:

Total Number of Paid Ads:

Total Number of PSA (Bonus or Free) Ads:

Total Number of Ads:

6,286                

2,842                

9,128                

125,200.00$    

361,961.52$    

324,827.07$    

37,134.45$      

162,334.45$    

Report Date: 9/25/13 Page 99
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Post Media Buy Report

Advertiser: Mississippi Office of Highway Safety Flight Dates: August 13 - September 2, 2013

Campaign: Drive Sober or Get Pulled Over Target Demo: Males 18-34

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis 

(Southaven) Statewide
Total Gross 

Budget

Broadcast TV 38,259.00$         20,350.00$         14,955.00$         15,255.00$         49,775.00$         20,530.00$         159,124.00$      

Cable TV 9,503.00$           2,008.00$           1,240.00$           7,052.00$           862.00$              4,128.00$           24,793.00$         

Radio 9,216.00$           9,933.00$           1,980.00$           7,948.00$           13,871.00$         3,773.00$           1,440.00$           37,400.00$         85,561.00$         

Outdoor 8,400.00$           3,900.00$           1,750.00$           3,200.00$           21,675.00$         800.00$              3,450.00$           43,175.00$         

Newspaper 2,973.60$           3,623.55$           2,576.07$           1,779.75$           6,495.46$           1,406.79$           4,054.38$           22,909.60$         

Online 35,000.00$         35,000.00$         

Total 370,562.60$      

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis 

(Southaven) Statewide
Total Gross 

Actual
Actual Net 

Amount Paid

Broadcast TV 38,259.00$         20,150.00$         12,155.00$         13,840.00$         49,775.00$         20,390.00$         154,569.00$      131,383.65$      

Cable TV 9,303.00$           2,008.00$           1,035.00$           6,922.00$           832.00$              4,040.00$           24,140.00$         20,519.00$         

Radio 9,216.00$           9,933.00$           1,980.00$           6,463.00$           13,859.00$         3,773.00$           1,485.00$           35,900.00$         82,609.00$         72,280.90$         

Outdoor 8,400.00$           3,900.00$           1,750.00$           3,200.00$           21,675.00$         800.00$              3,450.00$           43,175.00$         43,175.00$         

Newspaper 2,973.60$           3,729.42$           1,387.28$           2,142.00$           6,158.10$           1,498.77$           4,579.35$           22,468.52$         22,468.52$         

Online 35,000.00$         35,000.00$         35,000.00$         

Total 361,961.52$      324,827.07$      

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis (NMS, 

Southaven) Statewide
Total No. of Paid 

Ads

Broadcast TV 146 136 82 82 149 121 0 716

Cable TV 63 70 28 65 23 186 435

Radio* 252 396 99 208 381 132 33 3,564 5,065

Outdoor 5 4 2 2 14 1 5 33

Newspaper** 2 9 4 2 11 2 7 37

Total 6,286

** Newspaper placement included all Dailies & student newspapers serving college campuses.

Gross Advertising Budget by TV DMA

Actual Advertising Expenditure by TV DMA

Number of Paid Ads by TV DMA

Budget Summary

* Radio placement included JSU, MSU, UM & USM Collegiate Sports  & MS Radio News statewide networks. 

Report Date: 9/25/13 Page 100
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Post Media Buy Report

Advertiser: Mississippi Office of Highway Safety Flight Dates: August 13 - September 2, 2013

Campaign: Drive Sober or Get Pulled Over Target Demo: Males 18-34

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis (NMS, 

Southaven) Statewide
Total No. of PSA 

Ads Received

Broadcast TV 123 95 45 100 172 79 614

Cable TV 72 51 27 28 21 192 391

Radio* 227 222 55 161 150 44 978 1,837

Total 2,842

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis 

(Southaven) Statewide
Total Value of 

PSA Ads

Broadcast TV 21,525.00$         9,500.00$           3,375.00$           10,000.00$         25,800.00$         5,925.00$           76,125.00$         

Cable TV 3,600.00$           2,008.00$           1,033.00$           3,164.00$           832.00$              4,040.00$           8,802.00$           23,479.00$         

Radio 8,172.00$           5,550.00$           1,100.00$           4,830.00$           4,800.00$           1,144.00$           25,596.00$         

Total 33,297.00$         17,058.00$         4,475.00$           15,863.00$         33,764.00$         7,901.00$           4,040.00$           8,802.00$           125,200.00$      

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis (NMS, 

Southaven)
Avg Men 18-34 
GRPs/Market

Broadcast TV 351.6 285.8 374.8 291.0 289.6 240.3 305.5

Cable TV 138.1 108.5 55.7 137.1 58.6 180.6 113.1

Total 489.7 394.3 374.8 346.7 426.7 298.9 180.6 418.6

Value Added Summary
Number of PSA (Bonus or Free) Ads Received by TV DMA

Value of PSA (Bonus or Free) Ads Received by TV DMA

TV Rating Points by Market by TV DMA

* Radio placement included JSU, MSU, UM & USM Collegiate Sports  & MS Radio News statewide networks. 

Report Date: 9/25/13 Page 101
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Post Media Buy Report

Advertiser: Mississippi Office of Highway Safety Flight Dates: August 13 - September 2, 2013

Campaign: Drive Sober or Get Pulled Over Target Demo: Males 18-34

Biloxi-Gulfport
Columbus-

Tupelo
Greenwood- 

Greenville
Hattiesburg- 

Laurel Jackson Meridian
Memphis (NMS, 

Southaven) Statewide
Total No. of  Ads 

Received
Total No. of Paid 
+ PSAs Received

TV: Paid 146 136 82 82 149 121 716 54%

TV: PSAs 123 95 45 100 172 79 614 46%

1,330

Cable: Paid 63 70 28 65 23 186 435 53%

Cable: PSAs 72 51 27 28 21 192 391 47%

826

Radio: Paid 252 396 99 208 381 132 33 3,564 5,065 73%

Radio: PSAs 227 222 55 161 150 44 978 1,837 27%

6,902

Total Paid 461 602 181 318 595 276 219 3,564 6,216

Total PSAs 422 368 100 288 350 144 192 978 2,842

GRAND TOTAL 883 970 281 606 945 420 411 4,542 9,058

TV: Paid TV: PSAs Cable: Paid Cable: PSAs Radio: Paid Radio:PSAs

54% 46% 53% 47% 73% 27%

Overview of Paid Ads - PSAs (Free/Bonus) By TV DMA

54% 

46% 

TV: Paid

TV: PSAs

53% 
47% 

Cable: Paid

Cable: PSAs

73% 

27% 

Radio: Paid

Radio:PSAs

Report Date: 9/25/13 Page 102
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OVERVIEW OF CREATIVE STRATEGY AND  
MESSAGES FOR MEDIA:

The advertising messaging for the 2013 Drive Sober or Get Pulled Over Labor Day Campaign was 
comprised of several forms of advertising including television, radio, outdoor/billboard, newspaper 
and online advertising. The following information summarizes the creative strategy and details behind 
each form of advertising used in the campaign. 

The TV and radio ads utilized for the 2013 Drive Sober or Get Pulled Over Labor Day Campaign 
were produced by a different ad agency and were used from a previous campaign.

The message in the 30-second TV commercial focused on the high financial cost of getting a DUI. 
Using real dollar amounts and expenses an offender will incur, the ad shows how quickly a DUI can 
add up to about $10,000 in costs (including court costs, bail, attorney fees, towing and impounding 
fees, alcohol safety class, license and reinstatement hearing, etc.) 

The message encourages the viewer to get a designated driver to avoid getting a DUI so the viewer 
will never have to pay these high financial costs. The spot targeted all ethnicities of young male 
drivers who often feel they are invincible and believe that all rules apply except to them without 
consequences. The ad clearly shows how there are serious financial consequences to drinking  
and driving.

For the radio ad, the message in the 30-second commercial mirrors the audio message from the 
TV ad which highlights the high financial costs to getting a DUI. The radio ad also includes a call to 
action for the listener to learn more about the issue on Facebook @msdrivesober. 

In addition to television and radio commercials, which ran statewide for the campaign period, 
Frontier Strategies developed and produced a newspaper advertisement and utilized web banner 
ads and billboard designs that were run in a well-planned campaign.

For the newspaper ad, Frontier Strategies designed and produced a black and white newspaper ad 
that re-emphasizes the high cost of a DUI (with similar messaging from the TV and radio ads). The 
newspaper ad clearly itemizes how much a DUI will cost, using the example of a receipt to show 
how it all adds up. The newspaper ad ran in 37 newspapers as part of the approved media plan.  

The following page is the sample of the newspaper ad that was used in the campaign:
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Get a Designated Driver.

Drive Sober or Get Pulled Over.

A message from the Mississippi Department of Public Safety.

MS Drive Sober
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For the web banner ads, Frontier Strategies used an online marketing and re-targeting campaign 
throughout the state. Using the nationally produced web banner ads from NHTSA (with the theme of 
“They’ll see you before you see them.), the following three ads were used as part of the online campaign: 
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For the outdoor billboard designs, Frontier Strategies utilized designs that were already created from 
previous Drive Sober or Get Pulled Over Campaigns. They were built around the theme of “What’s a 
DUI gonna’ cost?” to mirror the TV, radio and print ad messaging, and the theme of “Next time get 
a designated driver.” We placed 33 billboards across the state as part of the campaign, utilizing the 
following four designs:
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EARNED MEDIA:

As part of the overall Drive Sober or Get Pulled Over Campaign, a press conference was held on 
Friday, August 16, 2013 that generated earned media and news coverage to raise awareness of the 
need to stop impaired driving in Mississippi, and to alert the public about the increased level of law 
enforcement presence during the Labor Day blitz period. 

The press conference on August 16, 2013, was held at the Mississippi Department of Public Safe-
ty, Office of Highway Safety (MOHS) in Ridgeland, Mississippi. Speakers included Mississippi De-
partment of Public Safety (DPS) Commissioner Albert Santa Cruz; MOHS Office Director Shirley 
Thomas and Mrs. Etoile Frazier Patrick, a victim impact speaker with Mothers Against Drunk Driving 
(M.A.D.D.). She is the mother of John Michael Patrick, Jr., who was killed at the age of 19 in an alco-
hol-related motor vehicle crash. Mississippi Highway Patrol and local law enforcement officers were 
also on hand as part of the event. 

The following pages are media advisories, press releases and photos from the press conferences:



14

 

MEDIA ADVISORY 
CONTACT:  Twyla Jennings (601) 977-3723 tjennings@dps.ms.gov 
 

“Drive Sober or Get Pulled Over” Campaign Press Conference 
to be held in Ridgeland on Friday, August 16 at 10:00 A.M. 

  

Event will highlight the kickoff of Mississippi’s Campaign to Target Drunk Drivers 
 

(Ridgeland, Miss.)—On Friday, August 16, the Mississippi Department of Public Safety, Office of Highway 
Safety (MOHS) will hold a press conference in Ridgeland at its local Highway Safety Office to launch its 
“Drive Sober or Get Pulled Over” Labor Day Campaign to target drunk drivers in Mississippi.  

From August 16 through Labor Day, September 2, law enforcement will be out in force for a high-
visibility effort as part of the annual nationwide “Drive Sober or Get Pulled Over” crackdown on drunk 
driving.  In addition to a higher level of enforcement to stop drunk drivers, an advertising campaign will 
also be underway across the state to help deliver the “Drive Sober or Get Pulled Over” message.  

The following outlines details of the  MOHS “Drive Sober or Get Pulled Over” press conference: 

Event: State of Mississippi’s “Drive Sober or Get Pulled Over” Campaign Kickoff 

Date/Time: Friday, August 16 at 10:00 A.M. 

Location:   Mississippi Office of Highway Safety located at 1025 Northpark Drive in Ridgeland. 
Driving Directions: From downtown Jackson, take I-55 North to the County Line Road 
exit and go East. Stay on County Line Road going East until it runs out into Old Canton 
Road. Take a Left on Old Canton Road and follow it to Lake Harbour Drive. Then take a 
Left on Lake Harbour Drive and follow it to Northpark Drive. Take a Left on Northpark 
Drive and the MOHS Building will be on your left at 1025 Northpark Drive in Ridgeland.  

Speakers: Mississippi Department of Public Safety (DPS) Commissioner Albert Santa Cruz 
MOHS Office Director Shirley Thomas 
Mrs. Etoile Frazier Patrick, a victim impact speaker with Mothers Against Drunk Driving 
(M.A.D.D.). She is the mother of John Michael Patrick, Jr., who was killed at the age 
of 19 in an alcohol-related motor vehicle crash.                                                        
Mississippi Highway Patrol and local law enforcement officers will also be on hand as 
part of the event.  

# # # 
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FOR IMMEDIATE RELEASE—August 16, 2013 
CONTACT:  Twyla Jennings (601) 977-3723 tjennings@dps.ms.gov 
 

“Drive Sober or Get Pulled Over” Campaign Launches  
Across Mississippi to Target Impaired Drivers  

 

(Ridgeland, Miss.)—Today, the Mississippi Department of Public Safety, Office of Highway Safety 
(MOHS) held a press conference at its office in Ridgeland to launch its “Drive Sober or Get Pulled Over” 
Labor Day Campaign to target impaired drivers in Mississippi.  

From August 16—September 2 (Labor Day), law enforcement will be out in force for a high-visibility 
effort as part of the annual nationwide “Drive Sober or Get Pulled Over” crackdown on impaired driving.  
In addition to a higher level of enforcement to stop impaired drivers, an advertising campaign will also 
be underway across the state to help deliver the “Drive Sober or Get Pulled Over” message.  

Speakers at the event included MOHS Office Director Shirley Thomas; Mississippi Highway Patrol Colonel 
Donnell Berry; Mississippi Department of Public Safety (DPS) Commissioner Albert Santa Cruz; and Mrs. 
Etoile Frazier Patrick, a victim impact speaker with Mothers Against Drunk Driving (M.A.D.D.). She is the 
mother of John Michael Patrick, Jr., who was killed at the age of 19 in an alcohol-related motor vehicle 
crash. The speakers were joined by several members of the Mississippi Highway Patrol and local law 
enforcement officers to show their support. 

DPS Commissioner Albert Santa Cruz stated, “Nearly 10,000 people in America are killed every year as a 
result of impaired driving. In Mississippi, 168 people lost their life in 2011 due to alcohol-related vehicle 
crashes. We have to get the message out loud and clear to stop impaired driving, and for people to 
always get a designated driver if they have been drinking. That’s why state and local law enforcement 
such as the Mississippi Highway Patrol, Sheriffs’ Departments, Municipal Law Enforcement agencies and 
others are banding together during this Drive Sober or Get Pulled Over campaign period now through 
Labor Day.” 

MOHS Office Director Shirley Thomas said, “The focus of the Drive Sober or Get Pulled Over campaign is 
to bring a higher level of visibility to stop impaired driving through an increased focus of law 
enforcement as well as a public awareness advertising campaign. The good news is, campaigns like Drive 
Sober or Get Pulled Over are effective in changing behavior to help stop impaired driving. Research 
shows that high-visibility campaigns and enforcement can reduce impaired driving fatalities by as much 
as 20%. In 2012, Mississippi recorded its lowest vehicle crash fatality rate since the 1950s at 582. But we 
can do even better with a clear message because our goal is to save lives. Law enforcement will be 
visible and vigilant, and people should know that if they drive drunk, they will be caught and arrested.”  

For more information about “Drive Sober or Get Pulled Over” visit the Facebook page at:  MS Drive Sober 

# # # 
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PHOTOS FROM AUGUST 16, 2013 DRIVE SOBER OR GET 
PULLED OVER CAMPAIGN KICKOFF PRESS CONFERENCE

Mrs. Etoile Frazier Patrick, a victim 
advocate speaker with M.A.D.D.

Mrs. Etoile Frazier Patrick, a victim advocate speaker 
with M.A.D.D.

DPS Commissioner Albert Santa Cruz

MHP Colonel Donnell Berry MOHS Office Director,  
Mrs. Shirley Thomas
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INTERVIEWS AND MEDIA MONITORING: 

INTERVIEWS:

In addition to interviews conducted immediately following the campaign kickoff press conference 
referenced earlier in this report, an additional interview was conducted as part of the public outreach 
of the campaign. Mrs. Etoile Frazier Patrick, a victim impact speaker with Mothers Against Drunk 
Driving (M.A.D.D.), and Lt. Johnny Polous with the Mississippi Department of Public Safety were 
interviewed live on August 21, 2013, on the J.T. Show on SuperTalk FM radio which airs on 10 FM 
stations across the state of Mississippi. 

MEDIA MONITORING:

As part of post-campaign analysis, we provided media monitoring with the following report of news 
stories generated by the earned media efforts of the Drive Sober or Get Pulled Over Campaign.

The following tables outline media monitoring including the media outlet, date, name, city, circulation 
and dollar value in ad equivalency. 
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Summary:
	
Total Story Count: 	 70

Total Nielsen Audience: 	 622,836

Total 30-Second Ad Equivalency: 	 $7,805

Total Calculated Ad Equivalency: 	 $17,540

Total Calculated Publicity Value: 	 $87,710

Total Word Count: 	 10,535


