
{ 31 }

BUCKS LIVING • OCTOBER 2008 

By Dava Guerin

>

That’s the slogan for an innovative, new social norms 
marketing campaign that CB Cares calls, Reality Rules.

he New York Time Magazine called social norms marketing “one of the most significant ideas 

of 2001.” Essentially, the premise is that people are influenced by their perceptions of what is 

normal, often dictated by their peers. The problem is that many times they misperceive the 

typical behaviors of their peers, and form conclusions based upon inaccurate perceptions. So, what 

social norms marketing tries to do is educate people about what the reality of their peer groups’ 

behavior is, thereby, helping them adjust their behaviors accordingly.>>>

don’t feed the 

Left to right: Jerry McGowan (kneeling), Natalie Rube, Tristen Powell, 
Brianna Kozior, Sarah Canavan, Colleen Neuman (kneeling)

Wild LifeW Wep
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One of the most successful examples of social norms marketing has 

its roots right here in Central Bucks County. It’s called, Reality Rules, 

and is considered a model for helping promote positive images of 

Central Bucks teens, by making students aware of the misconceptions 

of underage drinking among their peers. The goal of the program is 

simple: to empower young people by promoting positive behavior, 

responsibility and social commitment. And from all accounts, it is lit-

erally changing students’ lives, not just through its catchy slogan, but 

by giving them information that will help them make intelligent and 

permanent life choices.

It seems like every day in local newspapers, television shows, and 

even on new media like YouTube, teens can be seen with bottles of 

beer in their hands, partying with their friends, and often times, clearly 

out of control. In a 2005 survey conducted by the Centers for Dis-

ease Control and Prevention, it was reported that 74.3 percent of high 

school students nationwide have had one or more drinks of alcohol 

during their lifetime. While that number is down from the 78.2 figure 

reported in a similar study conducted in 2001, the problem of underage 

drinking is still an issue for teens across the country. While many of 

these studies point to the need for an open dialogue between parents 

and their children to curb the problem, nevertheless, young people are 

often influenced more by their peers than their parents.  

But something different was happening with teens in Central Bucks 

County, that didn’t seem to fit the national profile of teen’s out-of-

control with alcohol.  

The non-profit organization called, CB Cares, which was started 

nearly twelve years ago by Richard Reif, Doylestown Hospital’s CEO, 

along with the Central Bucks School District and other local profes-

sionals, created Reality Rules to showcase what was really going on 

with local teens and drinking. With significant support from the Fred 

Beans Family of Dealerships, CB Cares has been able to follow through 

on bringing these important initiatives to students in the Central 

Bucks community.

In fact, through a survey conducted by CB Cares, which polled 

4,500 local high school students, it was revealed that in fact, two out of 

WILD LIFE (cont’d)

CB Cares executive director, Kimberly Cambra conducts a focus group with the Street Team to 
select promotional merchandise that will communicate the message about Reality Rules.

MISSION:
To serve as the “community catalyst” in 
building upon the community’s assets and 
strengths by engaging, empowering, and 
linking the various community sectors through 
programs, resources and activities to create 
a healthier community—one with positive at-
titudes, behaviors and values. 

PrOgraMS:
All programs are based on the 40 Assets 
philosophy, developed by the Search Institute 
in Minneapolis. This research-based framework 
identifies 40 critical factors for young people’s 
development: the more assets a child pos-
sesses, the more likely he/she will become a 
caring, competent and responsible adult. 

YouTh PRoGRAMS

aNtI-Drug SkatE Park EvENt
The annual Anti-Drug Skate Park Event 
provides an opportunity to present an anti-
drug message to visitors. Typically, the event 
occurs during the month of october in 
conjunction with Red Ribbon Week, a nation-
ally recognized initiative whereby individuals 
and communities unite to take a visible stand 
against drugs. Along with community partners, 
most importantly the Central Bucks Family 
YMCA, CB Cares offers a free day of skate-
boarding and refreshments as the music of 
local teen bands provide the backdrop to an 
electrifying atmosphere. In return, the youth 
must listen to guest speakers on topics of 
alcohol, tobacco and other drugs (AToD).

thE BOOMEraNg YOuth
rEcOgNItION aWarD
”What goes around, comes around”
This youth recognition award, now in its 4th 
year, was created to recognize students in 
the Central Bucks School District (one from 
elementary, middle, and high school) for living 
by a monthly asset. The 40 Assets are positive 
experiences, behaviors, and personal qualities 
that all youth need to possess, in order to be 
responsible, caring, and strong in the face of 
peer pressures and other life challenges.

YOuth 2 cOMMuNItY artS PrO-
graM (Y2c)
Y2c provides Central Bucks youth with an 
opportunity to showcase their talent and dedi-
cation to the arts. Featuring visual, performing 

and culinary arts, the Y2C committee is 
responsible for the planning, orchestration, 
management and execution of the entire 
series. The committee is made up of youth 
with support from adult advisors and com-
munity leaders recruited to assist Y2C and 
to promote an intergenerational approach.

MLk DaY OF SErvIcE 
The Martin Luther King Day of Service, 
promoted nationally as “A Day oN, Not a Day 
off,” has been one of CB Cares’ signature 
events for many years. Because of the 
overwhelming community support for MLK 
Day, CB Cares last year launched a Spring 
and Fall Day of Service. This community 
initiative supports youth and provides posi-
tive interactions between children and adults 
in the community. 

MINI-BuSINESS WOrLD
high school students are presented with 
the opportunity to experience the world of 
business decision-making, team building, 
sales, marketing, and management through 
the analysis of six “mock” quarters of pro-
duction and financial reports. Students 
learn from local business leaders who em-
phasize the value of teamwork, negotiations, 
and diplomacy and most importantly, stress 
the importance of our youth for the future of 
our community.    

hEaLthIEr cOMMuNItY 
cONNEctIONS
A mini-grant opportunity for all schools in 
the Central Bucks School District to provide 
one or more educational programs for stu-
dents that focuses on building healthy and 
responsible choices amongst our youth. 
This program demonstrates how schools 
and communities can work together to 
develop positive attitudes and behaviors.

SaFE tEEN DrIvINg PrOgraM
The goal of CB Cares' Safe Teen Driving 
initiative is to provide our parents and teens 
with the resources to become safer teen 
drivers. Driving fatalities continue to be 
the number one cause of death for teens 
between the ages of 16 and 19. To help 
reduce this tragic number of fatalities, 
CB Cares has approached this problem in 
several different ways: an evening com-
munity presentation featuring author and 

speaker, Timothy Smith, who spoke on the 
topic "Crashproof Your Kids," the creation 
of the Parent/Teen Safe Driving Contract in 
partnership with the Fred Beans Family of 
Dealerships, and two roundtable discussions 
which included representatives from law en-
forcement, driving industry experts, elected 
officials, and teens. CB Cares continues 
to plan for future collaborative community 
discussions on this crucial topic.

FaMILY PrOgraMS

guIDINg gOOD chOIcES
A motivational program for parents of 
children in grades 4 through 8 designed 
to teach parents the knowledge and skills 
needed to reduce their children’s risk of 
drug use while improving parent-child rela-
tionships and family bonds.

ParENt EDucatION WOrkShOPS
CB Cares offers home and School As-
sociations, school counselors, and other 
community organizations a selection of 
parent education programs, ranging from 
drug and alcohol issues, to stress reduction 
in the family, discipline, backpack safety, 
homework tips, etc. These offerings are 45 
minutes to an hour in length and are pre-
sented by professionals and agencies from 
the community. Sessions can take place at 
hAS meetings or other times of the day. A 
nominal fee is charged for these programs.

cBtv ParENt cONNEctIONS
CB Cares and CBSD partner to provide 
parent education programs on Comcast 
Channel 27. These half-hour programs are 
on such topics as establishing good eating 
habits, homework strategies and everyday 
parenting issues. The program is aired 
on this local cable station several times 
throughout the week. 

ParENt raP
This program is an informal discussion 
group hosted by Dr. Barry Ginsberg, Psy-
chologist, CB Cares staff member and 
a representative from a local police depart-
ment. Parents are encouraged to share 
their experiences or concerns as they learn 
from other parents and professionals.

::: CB CARES oVERVIEW



{ 34 }

BUCKS LIVING • OCTOBER 2008 

{ 35 }

BUCKS LIVING • OCTOBER 2008 

three teens do not drink alcohol whatsoever. Yet, when they were asked 

about the prevalence of drinking among their peers, they overwhelm-

ingly said they thought all of the students were involved in some form 

of drinking during and after school and on the weekend. 

So, CB Cares decided to try a new approach to communicate the 

positive message gleaned from the research, and incorporate social 

norms marketing to have a meaningful impact on students from three 

Central Bucks high schools.

“We were fortunate to have our board president, Steve McComas, 

introduce us to this concept, and we had some excellent training in 

social norms marketing,” said Kimberly L. Cambra, CB Cares’ execu-

tive director. “What we found was that while our students were making 

good choices, they thought their peers were doing the opposite. And 

because we obtained first-hand data from the students via the survey, 

it was clear to us that their alcohol use was actually less than the per-

ceived use. Armed with this data, we knew that a social norms mar-

keting campaign was a perfect strategy to fix the problem,” she said. 

 According to McComas, the success of the campaign is “that our 

youth are being presented a positive message from their peers regarding 

not participating in underage drinking. It is a 

long term message that CB Cares will continue 

to present to youth and parents—everyone is 

not doing it.”

The first step for Cambra and her team 

was to put the program in place, and the title, 

Reality Rules, seemed to encapsulate the theme 

perfectly, according to Cambra. “Once we 

decided on the overall concept, we conducted 

student focus groups to not only get their buy-in but to also help us 

design promotional materials that the kids could relate to and would 

have impact.”

Cambra and CB Cares community mobilizer, Stacey Mulholland, 

analyzed the feedback from three student focus groups, and decided 

that the theme, “Don’t Feed the Wild Life, 2 Out of 3 Central Bucks 

Teens Don’t Drink,” would be an intriguing theme for the campaign, 

and would resonate with the students.

How They 
Spread the Word 

Having a stellar marketing background, Cambra, 45, 

decided to use her creative skills to build the social norms 

marketing campaign through a three phase roll-out. This effort, 

though, could not be achieved without student “Street Teams,” who 

were willing to give 110 percent to the effort. 

That meant that they had to volunteer their 

time to distribute Reality Rules materials, talk 

up the program to their friends, not touch a 

drop of alcohol, and avoid bad choices, even on 

the weekends! 

The campaign graphics, according to 

Cambra, were “eye-catching,” and featured 

the circle with the slash running through it to 

reinforce the slogan, “Don’t Feed the Wild Life.” Once the CB Cares 

team approved the logo, the next step was creating merchandise that 

would be practical, meaningful for students, and could easily be rep-

Street Team goes to work positioning 
"Don't Feed" magnets on the lockers
throughout the school as a part of the 
initial roll out of the "Don't Feed
the Wild Life" campaign.

“through a survey which polled 4,500 local high school students, 
it was revealed that in fact, two out of three teens do not drink 

alcohol whatsoever. Yet, when they were asked about the prevalence 
of drinking among their peers, they overwhelmingly said they 

thought all of the students were involved in some form of drinking 
during and after school and on the weekend.” 

WILD LIFE (cont’d)

Go out and play!   
We’ll stay home and clean up.

Life made easy.   Home.   Of�ce.   Commercial.    610.941.9600

Elite provides  
the highest quality 
in cleaning services. 

Our services  
range from house-
keeping schedules  
to home, office and 
commercial needs.
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licated on things such as clothing, key chains, posters, magnets, cafeteria 

tray liners and other premium items. “Once we saw the logo we knew we 

had a winner, and the students agreed,” Cambra said. “The next step was 

making the launch an intriguing, and somewhat mysterious process to 

create a sense of excitement and anticipation.”

The 135 Street Team members were selected from three Central Bucks 

High Schools, and represented a cross section of the student population. 

One primary requisite was that they had to commit to a minimum of vol-

unteer hours to the program, help disseminate the message to their peers 

and the community, wear the branded gear and distribute merchandise 

with the Don’t Feed the Wild Life message. Armed with the message, 

the materials and the drive, the Street Teams embarked on a phased-in 

launch that would leave their peers wondering if their schools and neigh-

borhoods had gone nuts!

“At the time we launched the campaign, I was a senior at CB West, and 

was also the intern at CB Cares, so I witnessed both the efforts that went 

into the program, as well as the reaction from the student body. The staff 

of CB Cares worked tirelessly in the weeks and months prior to launching 

the program, and when we did launch, it went smoothly and silently as 

planned,” said Sarah Canavan.

“Overall, I think people liked the campaign, did get the overall mes-

sage of what the Reality Rules program is trying to say: a lot fewer people 

drink than you think,” said Canavan. 

During the three phase approach, which kicked-off in February of this 

year, Cambra instructed the students to paint the Reality Rules logo on 

rocks, with only the first word of the slogan revealed, and then other 

items were distributed with the same word and logo on posters, flyers and 

tee-shirts. This visual teasing really created intrigue and “buzz” among 

the students. Gradually, over the next few months, the full slogan was 

revealed, and it appeared on magnets, buttons, tray liners, tote bags, 

hoodies, water bottles, key rings, postcards and even on print ads in the 

local media. Students were trying to guess what the words meant, and 

their curiosity peaked each time another one of the slogan’s content was 

revealed.

“Once we completed the full launch of the campaign, some of the stu-

dents questioned where we got the data from, because they thought it 

“Once we completed the full launch 
of the campaign, some of the students 
questioned where we got the data from, 
because they thought it was off track. 
and that was the point.”

WILD LIFE (cont’d)

Doylestown, PA 215.340.0547 www.keystone-landscape.com

Full Service Design & Build Company

• full service design/build
• maintenance
• irrigation systems
• landscape and security lighting
• drainage and storm water management

• member BBB
• member Bucks County Chamber of Commerce
• member ICPI
• EP Henry authorized contractor
• paver cleaning and sealing
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was off track. And that was the point. When we 

explained that the information came from their 

peers, they were very surprised. But, ultimately, 

it achieved our goal of engaging them in posi-

tive peer messaging,” Cambra added.

The 
Results

As most adults know, changing 

bad behaviors and altering misper-

ceptions can be daunting tasks, even 

for the most enlightened of individuals. So, 

for Reality Rules to become functionally sig-

nificant, a measurement tool would have to be 

put in place that could assess if student’s per-

ception about the drinking of his/her peers has 

been altered as a result of the campaign. CB 

Cares recognized that changing behaviors takes 

approximately two to three years, and could be 

measured by future surveys, as well as feedback 

from the Street Teams. “For me, members of 

the Street Teams showed great integrity and 

they knew the importance of their mission,” 

Cambra said. 

She added that the program’s impact will be 

felt for years to come in more direct ways as 

well. “After graduation, we will work with stu-

dents directly if they choose to become project 

leaders and help the next group of students 

learn to become empowered, confident young 

adults. That would be our greatest accomplish-

ment of all,” Cambra said. BL
_____________________________________

Dava Guerin lives in New Hope, PA.

“‘Members of the Street 
teams showed great integrity 

and they knew the impor-
tance of their mission,’ 

cambra said. 
‘the program’s impact will be 

felt for years to come in 
more direct ways as well.’”
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www.ninaathome.com

Nina at Home, LLC
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