DRY JANUARY
USING THE

THEORY OF /
PLANNED
DRY JANUARY BEHAVI%

/




WHAT IS DRY JANUARY?

According to Alcohol Change UK in 2017 an estimated 586,780 people are dependent
drinkers. Where only 18% are receiving freatment.

Alcohol Misuse is the biggest risk factor for death and ill-health between 15-49 year olds in the
UK.

Dry January is a campaign run by a leading UK alcohol charity, Alcohol Change UK which was
founded in 2011.

The campaign has got more and more popular each year.
Going Alcohol free for the whole month of January.
Some sign up to raise money for charity.

Others do it for their own mental health and well being.
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better in yourse

Other positives include:

Loosing weight
Having a better nights sleep

More energy

Saving money

WARNING!

Side effects may include:

Better skin
Losing weight
Sleeping better
Saving money
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According to Solent Journalism in 2017

49% of people lost weight
62% of people had a better nights sleep

/9% of people saved money




THEORY OF PLANNED BEHAVIOUR

TPB was proposed by Azjen (1989) Theory of

Helps us to understand how humans can change their Planned Behavior
behaviour.

Behaviour is controlled by intentions which are o
influenced by three factors: Surfmfe

- Behavioural Attitudes

- Subjective norms

- Perceived behavioural concerns Perceived
Behavioral

In order to change behaviour you need to change Cantrd
aftitude fowards a behaviour
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the plant

Many people drink for different reasons.
If however someone is looking at partaking in Dry January, there is a reason for this.

The “Dry January” Campaign focusses on the benefits of giving up drinking alcohol for a
month.

It provides information regarding the detrimental effects alcohol can have on your body.
The campaign attempts to change your knowledge, beliefs and attitudes on drinkina
Once a persons attitude and perception has changed then they can change ther

There have been many studies which use these model in their health campaigns. - -



Temporary abstine
changes in attitudes and reductions |
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Organisations run campaigns that challenge people to give up alcohol for a

In 2013 ‘Dry January' was run to change the drinking culture through ‘social contagion’
whereby healthy changes in beliefs and behaviour among a sub group of people spread
through the population.

In 2015 Public Health England joined with Alcohol Concern who had a budget of £500 }z
S

for the ‘Dry January’ campaign. This included radio, press, social media, and partnersgis
with employers.

The aim was to increase the participation of ‘Dry January' and to support partichoc
encouragement and maintain the beneficial impact of ‘Dry January’.
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The second, interviewed adult drinkers in the general pc
February 2015 and 2016. Regarding their awareness of ‘Dry January' and
aftempted to abstain during January.

The third asked applicants who registered before the 6™ January 2015 to complete a baseline
survey. 13 277 people did so. A one month follow up was completed by 2499 participants and
1591 participants completed the 6 month follow up survey.

The survey was to assess alcohol consumption using the Alcohol Use Disorders Identificatiop
Test (AUDIT) and Drink Refusal Self Efficacy (DRSE) was assessed in three domains, socic
settings when others are drinking. Emotion regulation and opportunistic drinking./
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RESULTS

After the campaign in 2015 ‘Dry January’
saw an increase in registrations from just
4000 in 2013 to nearly 60 000 in 2016.

The second source showed many people
take part in ‘Dry January' without signing
up. It was estimated that 2million adults in
England tried not to drink in January. The
Awareness of the campaign was 64% in
2015 and 78% in 2016.

The third source showed that 62% were
successful in completing the challenge.
92% reported they would take part in the
challenge again.




The results show that the increase ir
likely to be due to the increase in the advertising it
also shows that ‘social contagion’ has been an
important part if the growth of the campaign .

Therefore we can see that if people want to change
their behaviour towards drinking, by being given @
tool/challenge with all the relevant information that
this will then change their attitudes towards drinking
resulting in a change of behaviour.
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period of abstinence and sec
affects subsequent alcohol consumption.

857 British participants (24?2 men and 608 women).
Baseline questionnaire was answered followed by questionnaire after 1 month and 6 mon

The results showed that participants who drank less in the December were more succ
during the ‘Dry January' It also showed that participants reduced the amount of a
intake regardless of whether they successful completed the challenge or not.

We can therefore suggest that when people partake in a challenge such a
‘Dry January’ their behaviour changes towards having a healthier
outlook on drinking. . -



However

The model can be extremely successful when working with a campc
As The prediction is the participants wants to already make the change to their behaviou

By providing the campaign of ‘Dry January' and giving the participants the negative effects
of drinking and also offering a service where they will send encouraging messages and

support throughout the month.

They are able to have an impact on changing the participants knowledge,
beliefs and afttitudes. Which in return will have an effect on their behaviour
around drinking.




References
Coghlan, A. (n.d.). Our liver vacation: Is a dry January really worth it? New Scientist. Retrieved March 23, 2021, from https://www.newscientist.com/article/mg22129502-600-our-liver-vacation-is-a-dry-
january-really-worth-it/?ignored=irrelevant#.U7J7jrEylws
Conner, M. (2001). Health Behaviors. International Encyclopedia of the Social & Behavioral Sciences, 6506-6512. https://doi.org/10.1016/b0-08-043076-7/03871-7
de Visser, R. O., Robinson, E., & Bond, R. (2016). Voluntary temporary abstinence from alcohol during “Dry January” and subsequent alcohol use.. Health Psychology, 35(3), 281-289.
https://doi.org/10.1037/hea0000297
de Visser, R. O., Robinson, E., Smith, T., Cass, G., & Walmsley, M. (2017). The growth of “Dry January”: promoting participation and the benefits of participation. European Journal of Public Health,
27(5), 929-931. https://doi.org/10.1093/eurpub/ckx124
Dry January: 5 ways to make it a success | BMI Healthcare UK. (n.d.). Www.bmihealthcare.co.uk. Retrieved March 22, 2021, from https://www.bmihealthcare.co.uk/health-matters/health-and-
wellbeing/dry-january#gdpr-out
Electric Putty. (2017). Alcohol Change UK. https://alcoholchange.org.uk
Goodall, K. (2017, February 1). Dry January campaign comes to an end. Https://Www.solentjournalism.co.uk. https://www.solentjournalism.co.uk/dry-january-campaign-comes-to-an-end/
Lienard, S. (2019). Dry January: What are the benefits and drawbacks? BBC Good Food. https://www.bbcgoodfood.com/howto/guide/dry-january-benefits-drawbacks

Theory of Reasoned Action/Planned Behavior - Rural Health Promotion and Disease Prevention Toolkit. (n.d.). Www.ruralhealthinfo.org. Retrieved March 23, 2021, from

https://www.ruralhealthinfo.org/toolkits/health-promotion/2/theories-and-models/reasoned-action#:~:text=The%20Theory%200f%20Reasoned%20Action/Planned%20Be
WHY YOU SHOULD TAKE PART IN DRY JANUARY. (2020, January 11). ALCOHOL AWARENESS. https://alcoholcampaign.org/2020/01/11/why-you-should-take-pa
(2021a). Wp.com. https://i0.wp.com/xbyka.com/wp-content/uploads/2020/01/dry-january-stopbord.png?resize=607%2C419&ssl=1

(2021b). Healthcommcapacity.org. https://healthcommcapacity.org/wp-content/uploads/2014/03/Theory-of-Planned-Behavior-Chart.jpg

(2021c). Netclipart.com. https://www.netclipart.com/pp/m/10-107215_region-stop-alcohol-under-ill-effects-of-alcoholism.png



