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executive
       summary

The LTUTOC Story
Fall 2012 marks the beginning of one of the most exciting ventures in LessThanUThink (LTUT) history - a 
nationwide expansion! LessThanUThink-Orange County is a collaborative effort between the County of 
Orange Health Care Agency, Alcohol & Drug Education & Prevention Team (ADEPT) and the Capstone Agency 
team at The University of Alabama -- known collectively as LTUTOC. Grounded in rigorous formative research, 
utilizing technology and social marketing techniques and using humor to persuade students to moderate 
their consumption of alcohol, the LTUT campaign is a great fit for the more than 300,000 students attending 
Orange County community colleges. Led by ADEPT Health Educator Laura Buscemi-Beebe, coordinator of the 
Community Colleges Initiative, the Orange County Initiative was supported by a five-member team from Capstone 
Agency working in collaboration with the Student Health and Wellness Center at The University of Alabama.  A 
group of dedicated Santiago Canyon College staff and students became the face and voice of the 
LessThanUThink campaign and were instrumental in its successful implementation.  

The LTUTOC team hosted the following events to increase awareness of the LessThanUThink campaign and its 
message:

SWAG walks 
Happy Hour events

Poster events 
A halloween-themed Fall Fest event

Surveys Indicated the Following Results after Campaign Implementation:
•	 5.30% increase in agreement with the statement: “People become harder to get along with after they 

have had a few drinks.”
•	 7.50% increase in agreement with the statement: “Drinking alcohol makes a bad impression on others.”
•	 6.0% decrease in agreement with the statement: “Drinking alcohol makes people more friendly.”
•	 5.50% increase in agreement with the statement: “When drinking alcohol, people are more apt to insult and 

make fun of others.”
•	 7.1% increase in agreement with the statement: “When drinking alcohol, people do not feel in control of their 

behavior; they are apt to do something they do not want to do.”
•	 3.90% increase in agreement with the statement: “When drinking alcohol, people are more apt to be taken 

advantage of by others.”
•	 3.30% decrease in agreement with the statement: “Having a few drinks of alcohol is a nice way to enjoy the 

holidays.”
•	 3.80% decrease in agreement with the statement: “It’s fun to watch others act silly when they are drinking 

alcohol.”
•	 9.40% decrease in agreement with the statement: “Drinking alcohol allows people to be in any mood they 

want to be.”
•	 7.70% decrease in agreement with the statement: “People get in better moods after a few drinks of alcohol.”
•	 5.0% increase in the choice “strongly disapprove” with the question: “Do you disapprove of people (who are 
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•	 4.70% increase in the choice “great risk” with the question: “How much do you think people risk harming themselves 
(physically or in other ways), if they have five or more drinks once or twice each weekend?”

•	 2.40% increase in the choice “great risk” with the question: “How much do you think people risk harming themselves 
(physically or in other ways), if they take four or five drinks nearly every day?”

•	 37.10% increase in familiarity with the LessThanUThink campaign.
•	 13.70% increase in the choices “very effective” and “effective” with the question: “Compared to other anti-binge drinking    

campaigns, how effective was the LessThanUThink campaign?”
•	 6.90% increase in the choices “strongly agree” and “agree” with the statement: “I am more likely to think about the    

negative social consequences of binge drinking as a result of the LessThanUThink campaign.”
•	 4.50% increase in the choice “agree” with the statement: “I am more familiar with the definition of binge drinking as a 

result of the LessThanUThink campaign.”



AWARENESS OBJECTIVE

To increase awareness of the undesired results, situations and consequences associated with the overconsumption of 

alcohol among students at Santiago Canyon by 5 percent by December 1, 2012.

Strategy 1 Disseminate information about the negative social consequences of binge drinking on campus.

Tact ic 1  Strategically place posters that portray the LTUT message in high traffic areas on campus.

Strategy 2 Use social media to raise awareness of the LTUT lifestyle and campaign initiatives.

Tact ic 1  Send pictures and information to Capstone Agency to be shared on the primary LTUT social media                                                                                                                                            

               accounts.

Tact ic 2  Write blog posts relating to campus LTUT events to be published on LTUTOC.org.

Strategy 3 Use on-campus events to increase awareness of the negative social consequences associated with                                                                                                                                             

                  binge drinking.

Tact ic 1  Create information tables in high traffic areas on campus to promote LTUT.

Tact ic 2  Host engaging on-campus events that promote LTUT.

Tact ic 3  Have LTUT involved in campus events, such as the Lady Hawk soccer games.

ATTITUDE OBJECTIVE

To increase the number of students at Santiago Canyon who will associate the overconsumption of alcohol with 

negative social and physical consequences and consider monitoring their drinking habits by 5 percent by December 

1, 2012.

Strategy 1 Interact with students at on-campus events.

Tact ic 1  Engage in conversation with students about LTUT’s message at each event.

Tact ic 2  Distribute promotional items that direct students to visit LTUT’s website and social media platforms.

Tact ic 3  Encourage students to interact with LTUT by using the #LTUTOC hashtag. 
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SWAG Walks: The team held several SWAG walks throughout Santiago Canyon’s campus.  LTUTOC distributed the 
following LTUT promotional items to students: 600 glasses, 200 frisbees, 250 koozies and LTUT printed materials 
(binge drinking definition cards and LTUT social media cards, for example).
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Poster Events: LTUTOC team members posted the set of LTUT campaign posters on buildings throughout campus, 
encouraging students to snap pictures of themselves with the posters.

Happy Hour at Strenger Plaza: The LTUTOC team held an awareness event at Strenger Plaza on Santiago Canyon 
College’s campus.  Students discussed with their peers the calories students may not realize they are consuming on 
a night-out drinking.  The team also gave 400 sunglasses and 300 frisbees to students to increase awareness of the 
LTUT campaign.
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Fall Fest at Strenger Plaza: LTUTOC team members used the theme “You think you won’t get a jelly belly!” to 
discuss the calories students may not have realized they are consuming on a night out drinking.
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LessThanUThink TWITTER
www.twitter.com/ltuthink

Purpose
Twitter was used by the LTUT team to promote awareness of the campaign on Santiago Canyon College’s campus 
and encourage students to attend LTUTOC events.  The team also tweeted relevant information and facts that would 
reach the target audience. Tweets featured the hashtag #LTUTOC to eliminate confusion with #LTUTUA tweets for the 
campus of The University of Alabama.

Posts
Below are examples of tweets posted to @LTUThink to promote interaction and engagement on SCC’s campus.



The LTUTOC team also gave out LessThanUThink social media cards to provide an easy way for students to engage 
with the campaign through social media.
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SUBSCRIBE

LIKE

@LTUTHINK

LessThanUThin

k

LTUTHINK And you couldn’t. Until now. It takes LessThanUThink.org

FOLLOW
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@LTUTHINK

LessThanUThin

k

LTUTHINK And you couldn’t. Until now. It takes LessThanUThink.org

FOLLOW

SUBSCRIBE

LIKE

@LTUTHINK

LessThanUThin

k

LTUTHINK And you couldn’t. Until now. It takes LessThanUThink.org

FOLLOW

SUBSCRIBE

LIKE

@LTUTHINK

LessThanUThin

k

LTUTHINK And you couldn’t. Until now. It takes LessThanUThink.org

These social media cards were created to direct and engage students in our Twitter, Facebook, and YouTube pages.
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LessThanUThink FACEBOOK
www.facebook.com/lessthanuthink

Purpose
The LessThanUThink Facebook page was a way for LTUTOC to archive its experience with the campaign.  Pictures of 
events were posted in albums highlighting the LTUTOC team’s work at Santiago Canyon College.  Students at SCC 
were encouraged to “like” the LessThanUThink Facebook page via the social media cards the LTUTOC team handed 
out at events.  The team was also encouraged to “like,” “share,” and comment on the photos to increase awareness of 
LTUTOC.



insights
LessThanUThink FACEBOOK

www.facebook.com/lessthanuthink
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This graph shows the demographics reached through Facebook during Santiago Canyon  College’s 
implementation.  It is important to note that the campaign’s Facebook page is reaching 
LessThanUThink’s target audience -- college students, ages 18 - 24 years old.
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This is a day by day breakdown of the Facebook impressions, or opportunities, for a given individual to be 
exposed to the messages throughout the active campaign period, October 25, 2012 - November 12, 2012. 
It also includes the total of roughly 23 thousand impressions made by 8,400 individuals.



insights

This graph shows the total number of people that are reached by the LTUTOC message on a daily 
basis. This measure is different from impressions because it represents individuals that 
have interacted in some measurable way (like, share, etc.), ensuring that they were ex-
posed to the message.

29.2%
increase in new likes on 
Facebook since the 
initiation of the campaign.

On event days, there is an average of 

individuals that had the opportunity of 
being exposed to the LTUTOC message.

486,272
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LessThanUThink BLOG
www.ltutoc.org
The LessThanUThink blog consists of posts written by LTUT students promoting a life of moderation, as well as 
updating the campaign’s events and goals to readers. 

BLOG EXAMPLE:

LTUTOC
blog
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LTUTOC’s team initiatives gained attention from the Santiago Canyon College newspaper, Hawk Talk, in 
November.
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The LTUT campaign is designed to educate students on the definition of binge drinking as well as increase student 

awareness of the negative social consequences that result from engaging in the practice of binge drinking.  In order 

to measure the attitude and beliefs about alcohol consumption, a sub-set of questions were taken from the Alcohol 

Expectancies Questionnaire-Adolescent (AEQ-A) instrument, the Monitoring the Future survey, and the National 

Household Drug Use survey.  Specifically, questions 24 and 25 are considered by the research literature to be among 

the core standards for measuring beliefs and attitudes pertaining to alcohol use.  It is recommended that these two 

questions be referenced as indicators in determining the outcomes of the campaign.  Also, question 7 is a good 

reference to assess the outcomes related to negative social consequences.

The results for Santiago Canyon College signify that the goals of the campaign were successfully achieved. There 

was a 5% increase in the number of students, between the pre-test and the post-test results, who believe that when 

drinking alcohol, people do not feel in control of their behavior; they are apt to do something they do not want to do 

(survey question 7).  Survey question 24d indicated a positive shift in the students’ attitudes and beliefs related to the 

practice of binge drinking with a 5% increase in the number of students who strongly disapprove of having 5 or more 

drinks once or twice every weekend. There was approximately a 5% increase in the number of students who believe 

there is a slight risk of harming themselves when consuming 1-2 drinks of an alcoholic beverage (beer, wine, liquor -- 

survey question 25a). 

RESEARCH- Please refer to page 22 for survey measures and overview

Lastly, there was approximately a 5% increase in students 

who believe there is a great risk in harming themselves 

from consuming five or more drinks once or twice each 

weekend demonstrating a shift in the belief that they are at 

a greater risk of harm when engaging in the

practice of binge drinking (survey question 25d).

The measurement levels for each objective were 

selected to be 5% based on previous campaign 

implementations and, realistically, what could be 

expected over a four week campaign.  When The 

University of Alabama implemented its campaign, 

it had a 10% goal, but the campaign lasted an 

additional two weeks.  The campaign made a positive 

movement in the awareness and attitudes, but did 

not reach the 10% goal consistently across the 

board for all metrics.  This goal was set as a realistic 

measurement change.
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thank
you

Santiago Canyon Student Health and Wellness Center
Beth Hoffman, Coordinator 
Dr. Melissa Campitelli-Smith

Diane Vincent

Faculty/Staff and Administration
Juan Vázquez - Campus President

Dr. John Hernandez - Student Services Vice President
Aracely Mora, Vice President of Academic Affairs

Syed Rizvi - Associate Dean of Student Support Services
Diana Casares - Student Life and Leadership Coordinator

Ann Dang - Counselor/Instructor
  Lacy Hedenberg - Counselor/Instructor

LTUT Student Leadership Team
Jeffery Foreman - ASG, Vice President

Marina Meyer - ASG, Senator of Innovation & Sustainability
Jonathan Lee - ASG, Vice President

Rachel Bulosan - ASG President, Region 8 Student Senate 
Vice Chair

Elvira Maldonado - ASG, Commissioner

17



Pre-/Post-Test Supporting Faculty
Rita Higgins

Dr. Melinda Womack
Robert Houska

Georgia Summers
Dr. Regina Lamourelle

Additional support from Associated Student Government
Jason Wayne - ASG, Senator of Safety & Emergency

Carmen Herrera - ASG, Treasurer
Caitlin Tassos - ASG, Director of Journalism (Content)

Shariq Khanani - ASG, Commissioner
Fabiola Padilla - ASG, Senator of Academics

Chris Carrasco - ASG, Commissioner

Inter-Club Council
Han Trinh

Andrei Bilog
Chistina Hjanabi
Bianca Figueras
Laura Sanchez

Thank you Santiago Canyon College
Inter-Club Council

Associated Student Government
Student Health and Wellness Center

ASG Commissioners
Administration

Hawk Bookstore
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What is  
LessThanUThink?
• LessThanUThink (LTUT) is a student-generated anti-binge drinking  

campaign created by advertising and public relations students at The University  
of Alabama and managed through the student-run firm, The Capstone Agency. 

THE CAMPAIGN FOCUSES ON COLLEGE CAMPUSES AND REACHES STUDENTS...
• With humorous messages.
• By emphasizing the negative social consequences of binge drinking. 

ORIGINAL FUNDING
LTUT first received funding for a Fall 2010 campaign at The University of Alabama by The Century Council (TCC). The 
campaign has since received funding for a statewide spring break 2012 implementation, which focused on major 
universities in Alabama, from both TCC and the National Alcohol Beverage Control Association (NABCA) on behalf of 
the Alabama ABC Board.

3-6 WEEK FALL 2010 CAMPAIGN IMPLEMENTATION
• This six week campaign focused on a back to school initiative in fall during September from mid October.  

THE CAMPAIGN WAS IMPLEMENTED THROUGH:
• Social media (Twitter, Facebook, YouTube)
• LessThanUThink.org
• Media outlets (The Crimson White, WVUA)
• Promotional events 

SURVEYS INDICATED THE FOLLOWING RESULTS:
• Awarness of the definition of binge drinking increased from 7 percent to 29.5 percent
• 42.7 percent of students said they were aware of the definition of binge drinking as a direct result of 

LessThanUThink
• More than 70 percent of students were familiar with the LTUT campaign
• The 2010 LTUT campaign received 32 national, regional and local advertising and public relations awards.
• Due to the success of this phase of the campaign, the LTUT team received additional funding for further 

implementation.

To keep discussion of LTUT going between the Fall 2010 and Spring 2012 implementation, the team carried the 
campaign through the 2011 football season. The football initiatives including the Rising Tide Tailgate, LTUT stickers 
and yellowhammers, and the #GetShaq2UA social media campaign.

#GetShaq2UA CAMPAIGN
• In 2011 Shaquille O’Neal partnered with TCC to fight binge drinking. Shaq had recently completed film school and 

worked with college students across the country to produce public service announcements addressing binge 
drinking. 

• On Oct. 19, the LTUT team launched a social media campaign “#GetShaq2UA” to convince Shaq to visit UA to film 
a PSA. 

• After the 16-day guerilla marketing campaign, Shaq tweeted “@LTUThink --- I’m coming to ‘Bama to tape the spot 
re:binge drinking but not til 2012. Will u wait 4 me?” on Nov. 2. The answer was “Yes!”

• Shaq kept his promise and visited UA on April 6, 2012 to shoot the PSA.
• The PSA was launched in Fall 2012.

background
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2012 SPRING BREAK CAMPAIGN
• Due to the success of the 2010 campaign, TCC and NABCA on behalf of the Alabama ABC Board granted an 

additional grant for the spring break 2012 campaign. 
• The spring break 2012 campaign was implemented statewide at six universities in Alabama including; Alabama 

State University, Auburn University, The University of Alabama, The University of Alabama at Birmingham, The 
University of South Alabama and Troy University. 

• The campaign kicked off on college campuses the week prior to spring break and continued during spring break 
on the Alabama Gulf Coast. 

• The LTUT executive leadership team worked with ABC stores and members of the Responsible Vendors Program 
in Gulf Shores and Orange Beach, Ala. to promote the campaign. 

NATIONAL COLLEGIATE ALCOHOL AWARENESS WEEK CAMPAIGN
• An emphasis during National Collegiate Alcohol Awareness Week allowed for a short-term focused awareness of 

the issue of binge drinking.
• The LTUT Campaign contrasts with the “traditional” fear based approaches.
• Edgy, attention getting events and messaging engages students in a conversation on campuses as well as at the 

point of consumption.

CAMPAIGN FUNDERS
     THE CENTURY COUNCIL
• TCC was founded in 1991.
• TCC is a leader in the fight against drunk driving and underage drinking. It promotes responsible decision-making 

regarding the consumption of alcoholic beverages. 

NATIONAL ALCOHOL BEVERAGE CONTROL ASSOCIATION
• The NABCA was founded in 1938 and controls the distribution of alcohol within jurisdiction’s borders belonging to 

the Control State Systems.
• The NABCA provides information on resources, research, relationships and policy relating to the management of 

beverage control. 
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research

RESEARCH OVERVIEW
Pre- and post-campaign research was conducted to highlight the effectiveness of the implementation.

QUANTITATIVE DATA COLLECTION 

1. People are more apt to break and destroy things when they are drinking alcohol. 

Pre-test Post-test
True 91.6% 92.4%
False 8.4% 7.6%

 

2. People become harder to get along with after they have a few drinks of alcohol.  

Pre-test Post-test
True 45.7%  51.0% 
False 54.3%  49.0%

 

3. Drinking alcohol makes a bad impression on others.  

Pre-test Post-test
True 54.9% 62.4% 
False  45.1% 37.6%

4. Parties are not as much fun if people are drinking alcohol. 

Pre-test Post-test
True 25.1% 30.0% 
False 74.9% 70.0%

5. Drinking alcohol makes people more friendly.

Pre-test Post-test
True 69.1% 63.1% 
False 30.9% 36.9%

6. When drinking alcohol, people are more apt to insult and make fun of others.  

Pre-test Post-test
True 82.7% 88.2%  
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7. When drinking alcohol, people do not feel in control of their behavior; they are apt to do something they do not     
want to do.  

Pre-test Post-test
True 75.8% 82.9% 
False 24.2% 17.1%

8. Drinking alcohol is O.K. because it allows people to join in with others who are having fun.  

Pre-test Post-test
True 34.8% 33.5% 
False  65.2% 66.5%

9. People drink alcohol because it gives them a neat, thrilling, high feeling.  

Pre-test Post-test
True 73.8%  77.6% 
False 26.2% 22.4%

10. Alcohol increase arousal; it makes people feel stronger and more powerful and makes it easier to fight. 

Pre-test Post-test
True 76.0% 81.0% 
False 24.0% 19.0%
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11. After a few alcoholic drinks, people are less aware of what is going on around them.  

Pre-test Post-test
True 90.8% 92.4% 
False  9.2% 7.6%

12. When drinking alcohol, people are more apt to be taken advantage of by others.

Pre-test Post-test
True 90.0% 93.9%
False 10.0% 6.1%

13. People act like better friends after a few drinks of alcohol.  

Pre-test Post-test
True 57.9% 58.9% 
False 42.1% 41.1%

14. Most alcohol tastes terrible.

Pre-test Post-test
True 96.9% 96.6% 
False  3.1% 3.4%

15. People do stupid, strange, or silly things when they drink alcohol.  

Pre-test Post-test
True 96.9% 96.6% 
False  3.1% 3.4%

16. Having a few drinks of alcohol is a nice way to enjoy the holidays.  

Pre-test Post-test
True 64.1% 60.8% 
False 35.9% 39.2%

17. It’s fun to watch others act silly when they are drinking alcohol.  

Pre-test Post-test
True 69.6% 65.8% 
False 30.4% 34.3%
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18. People often have trouble remembering what they did while they were drinking alcohol.

Pre-test Post-test
True 85.2% 87.1% 
False 14.8% 12.9%

  

19. Alcoholic beverages make parties more fun.  

Pre-test Post-test
True 57.1% 53.2%
False 42.9%  46.8%

20. After drinking alcohol, a person may lose control and run into things.  

Pre-test Post-test
True 93.3% 91.6 % 
False  6.7% 8.4%

21. Drinking alcohol allows people to be in any mood they want to be.  

Pre-test Post-test
True 44.8% 35.4% 
False  55.2% 64.6%

22. People become loud and noisy when they drink.  

Pre-test Post-test
True 91.9% 93.5% 
False 8.1% 6.5%

23. People get in better moods after a few drinks of alcohol.  

Pre-test Post-test
True 62.1% 54.4% 
False 37.9% 45.6%

24. Do you disapprove of people (who are 18 or older) doing each of the following?
 a. Trying one or two drinks of an alcoholic beverages (beer, wine, liquor)

Pre-test Post-test
Don’t 78.0% 79.1% 

Disapprove 15.3% 14.4% 
Strongly Disapprove 6.7%  6.5%

 
25



 b. Taking one or two drinks nearly every day. 

Pre-test Post-test
Don’t 78.0% 15.6% 

Disapprove 15.3% 41.8% 
Strongly Disapprove 6.7% 42.6%

 
 c. Taking four or five drinks nearly every day. 

Pre-test Post-test
Don’t 3.1% 2.3% 

Disapprove  17.8%  18.3%
Strongly Disapprove 79.1% 79.5%

 d. Having five or more drinks once or twice every weekend.

Pre-test Post-test
Don’t 23.1% 20.5% 

Disapprove 34.0% 31.6% 
Strongly Disapprove  42.9% 47.9%

25. How much do you think people risk harming themselves (physically or in other ways), If they
 a. Try one or two drinks of an alcoholic beverage (beer, wine, liquor)

Pre-test Post-test
No Risk 44.3% 39.9%  

Slight Risk 42.9% 47.5%
Moderate Risk  9.7% 8.4%

Great Risk 3.1% 4.2%

 b. Take one or two drinks nearly every day 

Pre-test Post-test
No Risk 9.5% 5.7% 

Slight Risk 34.0% 35.7%
Moderate Risk 36.2% 38.4%

Great Risk 20.3% 20.2%
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 c. Take four or five drinks nearly every day

Pre-test Post-test
No Risk 0.8% 0.8%  

Slight Risk 5.3% 5.7%
Moderate Risk 21.7% 19.0%

Great Risk 72.1% 74.5%
 

 d. Have five or more drinks once or twice each weekend

Pre-test Post-test
No Risk 3.3% 0.8%  

Slight Risk 7.0% 8.0%
Moderate Risk 30.1% 27.0%

Great Risk 59.6% 64.3%

26. Which of the following correctly defines binge drinking? 
 a. Consumption of three or four drinks in a one hour period

Pre-test Post-test
26.2% 30.8%

 
 b. Consumption of four or five drinks in a two hour period

Pre-test Post-test
10.9% 12.2%

 c. Consumption of five or six drinks in a one hour period 

Pre-test Post-test
48.7% 48.7%

 d. Consumption of seven or nine drinks in a four hour period

Pre-test Post-test
14.2% 8.4%

27. Are you familiar with the LessThanUThink campaign?  

Pre-test Post-test
Yes 15.0% 52.1% 
No 85.0% 47.9%
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28. Compared to other anti-binge drinking campaigns, how effective was the LessThanUThink campaign?  

Pre-test Post-test
Very 5.6% 14.1% 

Effective  23.7% 28.9%
About the Same 46.0% 41.4%

Not Effective 24.8% 15.6%

29. I am more likely to think about the negative social consequences of binge drinking as a result of the
     LessThanUThink campaign?

Pre-test Post-test
Strongly Agree 10.6% 16.3% 

Agree 22.8% 24.0%
Neutral 52.4% 49.0%
Disagree 5.6% 6.5% 

Strongly Disagree 8.6% 4.2%

30. I am more familiar with the definition of binge drinking as a result of the LessThanUThink campaign. 

Pre-test Post-test
Strongly Agree 8.4% 12.5% 

Agree 21.7% 26.2%
Neutral 47.6% 44.1%
Disagree 11.1% 11.4% 

Strongly Disagree 11.1% 5.7%

31. How do you usually describe yourself?     
 a. White

Pre-test Post-test
42.9% 47.1% 

 b. Black or African American 

Pre-test Post-test
0.8% 0.8%

 
 c. Hispanic or Latino/a Asian or Pacific Islander

Pre-test Post-test
44.8% 41.1%
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 e. Biracial or Multicultural

Pre-test Post-test
6.7% 5.7%

  f. Other

Pre-test Post-test
4.7% 5.3%

     

     32. What is your year in school?
 a. 1st year undergraduate

Pre-test Post-test
31.5% 31.9% 

 b. 2nd year undergraduate

Pre-test Post-test
32.3% 33.1%

 c. 3rd year undergraduate

Pre-test Post-test
17.8% 15.6% 

 
 d. 4th year undergraduate 

Pre-test Post-test
6.1% 5.7%

 e. 5th year undergraduate

Pre-test Post-test
0.8% 2.7%

 
  f. Graduate or professional

Pre-test Post-test
5.0% 3.0%
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 g. Not seeking a degree

Pre-test Post-test
1.9% 0.4%

 h. Other 

Pre-test Post-test
4.5%  7.6%

33. What is your gender? 

Pre-test Post-test
Female 73.5% 75.4%
Male 26.5% 23.6%

  

34. Are you a member of a social fraternity or sorority? (e.g. National Interfraternity Conference, National 
Panhellenic Conference, National Pan-Hellenic Council, National Association of Latino Fraternity 
Organizations)  

Pre-test Post-test
Yes 3.1% 2.3% 
No 96.9% 97.7%

 

35. Within the last 12 months, have you participated in organized college athletics at any of the following levels?
 a. Intramurals?

Pre-test Post-test
Yes 4.7% 7.6% 
No 95.3% 92.4%

 b. Club Sport?

Pre-test Post-test
Yes 8.0% 6.3% 
No 95.3% 93.7%

 c. Varsity?

Pre-test Post-test
Yes 8.3% 10.1% 
No 91.7%  89.9%
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36. How old are you? 
 a. 10-19
 

Pre-test Post-test
50.4% 48.3% 

 b. 20-29

Pre-test Post-test
42.3% 43.3%

 c. 30-39 

Pre-test Post-test
3.3% 5.3% 

 d. 40-49 

Pre-test Post-test
3.6% 3.0%

 e. 50-59 

Pre-test Post-test
0.3% 0.0%
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It takes LessThanUThink.org

facebook.com/LessThanUThink

twitter.com/LTUThink

youtube.com/LTUThink

pinterest.com/LTUThink


