
Video Graphics for learning (VGL) is a company, specialising 
in innovative teaching through the medium of video, 
graphics, sound and interactivity. 

VGL are creating a product to eduacte children and young 
adults on the effects of alcohol in the body and the 
dangers of drinking too much.  

“The average amount of alcohol consumed per week by 
11-15 year olds doubled between 1990 and 2000” (conrod, 
2006). This fact alone displays a need for alcohol awareness 
amoungst young people.   
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Binge drinking in Britain is a growing concern for the 
government, who are actively trying to curve it.
"Young people will say to you 'We have a lot of education 
about drugs, but not enough information about alcohol.' 
"Information means they can make choices, so I think 
education and prevention is going to be a big part of our 
policy." (Blears, 2007)

Target 
Audience

The graph below shows the preferred learning styles by age 
group as carried out by learning-styles-online.com. Visual 
learning is not the top preferred style but is high with, up to 
16 year olds. 

Existing products come in the form of videos, websites, 
interactive quizzes, games and animations. After analysing 
videos issued by the NHS resource center; ‘Under The 
Influence’ (1995), ‘Carrying The Can’ (2004) and ‘Alcohol In 
The Dock’ (1994), a conclusion was made that they were not 
up to speed with current day youth culture. The filming 
style, acting and storylines were dated, making it hard for 
impressionable 12-16 year olds to relate to.

Some of the top existing alcohol and drug related websites, 
such as ‘Talk To Frank’ and ‘Get Your Head Round It’ have an 
exceedingly high level of appealing interface design and 
interactivity in order to keep the user interested and exited 
about what they are learning. This is essential when attempt-

ing to engage someone on a topic they may 
have no personal interest in. 

The ongoing battle to reduce binge drinking and raise 
awareness amongst youth, supported by the govern-
ment, NHS, charities and various other groups is a huge 
driver for innovation. Liberal Democrat Health spokes-
man Steve Webb said: 

'Clearly, the government haven't got to grips 
with binge drinking among young people. This 
is a belated recognition of a 
large and growing social and 
health problem and it is a deep 
seated one. Advertising campaigns 
alone are not going to solve it’. 
(Webb, 2007)

 Webb’s statement suggests other 
solutions are needed and getting to the 
root of the problem is the key. Ms Blears 
told Radio 4's program: 

"Young people will say to you ‘We have a 
lot of education about drugs, but not 
enough information about alcohol.' 
(Blears, 2007)

Marketing Abroad

The 2007 National Survey 
on Drug Use and Health 
estimates there are 11 
million underage drinkers 
in the United States. Nearly 
7.2 million are considered 
binge drinkers, typically 
meaning they drank more 
than five drinks on 
occasion. (Partington, 2007)

 

The BIIAB level 1 certificate 
in Alcohol Awareness was the 

basis for the content structure.

The content medium and delivery 
style was decided upon as a result of 

research and prototyping with external 
clients. 

A wide range of media has been 
applied to create the product to 
maximise scope for learning. This was 
possible with the diverse range of 
software skills in VGL.     

To create a product that will educate 12-16 year olds on 
alcohol awareness.

To apply innovational teaching methods and 
styles in a different way to existing ones. 

To convert a paper based learning pack into a visual and 
interactive DVD-ROM.

To make the product as user friendly as possible, to best 
engage the target audience. 

To combine a wide range of mixed media, in order to 
create a complete product.

To adopt similar visual and musical styles to that of 
popular television and music, in order to relate and 
retain interest with the target audience.   
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The Morning After
A VGL Product on Alcohol Awareness

James Baudouy, Daniel Cohen, Thomas Dring, Jack Webb 

Marketing will largely take place on the internet in the 
form of a website offering the service and displaying 
existing work. 

The service will mainly be aimed at organizations who 
commission alcohol and drug awareness projects, these 
will include The Portman Group, The BII, NHS and other 
government organizations such as schools. 

Alcohol awareness 
campaign

Creative filming 
techniques

Educational
concepts

Itergration of film 
and graphics 

Shock tactics

Footage sped-up in areas 
to generate fast 
flowing/styleised video 
content. 

Relating to 
target audience

Producer of service (me) 
is near to the age of 
target audience (13-18 
yera olds).

Use appropriate 
(interesting) content for 
target audience to relate 
to.

Primary research into 
what visual content 
would intrest target 
audience the most.

To expand on visual 
content generating 
further intrest with 
target audience. 

Compositing grahics 
over film to allow room 
for interactivity. 

‘Stealth’ Learning

Content to not be ‘preachy’ 
but effectively get the point 
across

Filming styles similar to 
that of popular, current 
programmes to generate 
intrest with audience. 

First person Point of 
View (POV) to add 
realism/involvment.

‘Stealth’ learning 
though educational 
content of footage

Idea to stem from

Point to cover

Point discussed

KEY

The product adopts innova-
tional teaching methods 
through; appealing visual 
content and sounds, current 
popular filming techniques 
and a high level of interactiv-
ity. 

Posotive feedback on the 
creative and innovational 
processes used in ‘The 
Morning After’  has been 
given by external clients, The 
British Instatute of Inn 
keping (BII) 

“The talent was fantastic, 
the talent was fantastic” 

Cathie Smith, (BII)

  


