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I am writing to provide a brief update on the "Squash It!" Campaign to Prevent Youth
Violence. "Squash It!" is a phrase used by inner-city youths in Los Angeles, New York
City, Chicago, Miami, Boston, and other urban centers to signal decisions to disengage from
confrontations. The Campaign’s goal is to use this phrase and an accompanying hand gesture
to promote a social norm that says it’s cool and smart to walk away from potentially violent
confrontations. The hand gesture—a stylized "T" based on the timeout signal in sports—is
formed by bringing the palm of a flat hand down onto a vertical clenched fist.

Here is a brief update on recent developments in the Campaign:

1. Fox Broadcasting’s "South Central" became the first network
series to incorporate the "Squash It!" message (both the phrase
and the hand gesture) in a special one-hour episode called
"Gun," which aired on May 24. The producers also tagged the
episode with a PSA featuring series star Larenz Tate. Attached
is Fox Broadcasting’s press release announcing the network’s
involvement in "Squash It!" Several additional prime time
episodes incorporating the "Squash It!" message are currently in
development, and several network series will feature the
Campaign’s "Squash It!" poster on a regular basis. Attached is
a miniature of the 16" x 20" poster (available on request).

2. Coach Nolan Richardson of the Arkansas Razorbacks was
featured in the first public service announcement produced by
the Campaign. Videotaped on the Fayetteville, Arkansas
campus of the 1994 NCAA basketball champions, the PSA was
distributed by satellite to all local television stations on July 15
by the National Association of Broadcasters (NAB). The PSA
contains an animated "Squash It!" logo created for the campaign
by ABC, with news footage provided by NBC. CBS and MTV
have offered to help edit future PSA’s. Here is the text of
Coach Richardson’s message: "When you’re on the court, you
know what the other side’s got, and you know what your team’s

677 Huntington Avenue, Boston, Massachusetts 02115 Tel. (617) 432-1038



got to do. But when you’re on the street, you don’t know what
the other side has. A fight can be fatal. It’s time to come
together and stop the violence. So, if you’re on the street, and
the tension is rising, stay in control. Tell the other side, ‘It’s
not worth it, let’s squash it.”"

3. Coach John Thompson of the Georgetown Hoyas is featured in
the Campaign’s second PSA, which was distributed by satellite
to all local television stations by the NAB on September 12, and
subsequently distributed by Fox Broadcasting to its affiliate
stations. Here is the text of Coach Thompson’s message:
"Some people say it’s not cool to walk away from a street fight.
I say they’re wrong. It’s too easy to fight. It takes more heart,
more self control, more self-respect, to say I'm not going to
fight. It takes a strong person to have the guts to walk away.
So, if you’re in a tense situation, and the temperature’s rising,
chill, use your mind, and be strong. Tell the other side, ‘It’s
not worth it, let’s squash it.” And walk away."

4. Ken Norton, Jr. of the San Francisco 49’ers is featured in a
PSA incorporating the "Squash It!" message produced by Fox
Broadcasting as part of its "Under the Helmet" anti-violence
campaign. Norton’s message will air in prime time on the Fox
Network.

5. President Clinton, in the March 26 TV Guide, urged the
entertainment industry to get behind the "Squash It!" Campaign.
Attached is a copy of the President’s remarks.

6. On October 18, Kansas City kicked-off a large-scale,
community-based "Squash It!" Campaign with three
components: a) a local media blitz, involving television, radio,
movie theatres, billboards, posters and T-shirts with the "Squash
It!" message; b) community projects and activities that offer
positive alternatives to violence; ¢) a youth empowerment
strategy that gives inner-city youths creative control over the
media campaign. Attached are two articles on the Kansas City
project.

7. The Campaign has received $1.15 million in grant support from the Joyce
Foundation, the Metropolitan Life Foundation and the Max Factor Family
Foundation.

Thank you for your interest and support of the "Squash It!" Campaign.



SQUASH IT!

by Jay Winsten

arnvard’'s School of Public Health has
announced a major new campaign that
aims to prevent youth violence by pro-
moting the idea that it's cool to walk
away from confrontations without
recourse 1o violence. [ write to ask you
to participate in the campaign by occa-
sionally using the phrase “Squash It"" to

« -Signal decisions to disengage from con-
frontations.

The phrase “Squash it!"" is already an integral
part of urban street life. Focus groups conduct-
ed by Harvard with tough kids from rough
neighborhoods, yielded these findings:

Involvement with guns and violence has
become normative social behavior within cur-
rent street culture, independent of gangs and
drugs. When teenagers from different neighbor-
hoods cross paths. a highly-charged confronta-
tion is expected to result if one even looks at
another the wrong way—a confrontation that
can rapidly escalate. Despite this social expecta-
tion. these kids sometimes make decisions to
walk away from confrontations and accomplish
this without losing face.

When two groups from different neighbor-
hoods encounter each other, the following sce-
nario sometimes unfolds: Through body lan-
guage and speech. each group establishes that it
is willing and able to fight. Meanwhile, the
leader on one side makes a silent calculation:
He doesnt know what weapons the other side
has, and whoever loses is coming back tomor-
row (“what goes around. comes around”). He
declares, "It aint worth it. Let's squash it"" and
the tvo sides disengage. The phrase “squash it”
arose spontaneously and repeatedly in Boston
focus groups; subsequently, others have told us
that the phrase is part of street talk in New York
City, Chicago. Kansas City and Los Angeles.

The “Squash It Campaign seeks to build on
this positive aspect of street life by reinforcing
and validating decisions to disengage from
potentially violent confrontations. Our goal is to
make this a more prominent part of street cul-
ture—and. more broadly, of American life.

We have combined the phrase “Squash It
with a hand gesture to provide a non-verbal
cue. The gesture is a modification of the time-
out (“T") sign from sports, but the vertical par
of the “T" is formed by 2 clenched fist (held so
that the line of knuckles forms a vertical line).
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The horizontal part of the “T" is formed by a
flat hand: the palm of the flat hand comes
down hard on the fist. The gesture tested very
strongly in focus groups: the sound made by
the hands was part of the appeul. Teenagers
reported that the gesture “says I choose to
block my fist...It's a great defensive posture for
Tai Chi."

We view the "Squash It'"" Campaign as a
complement to gun control, strict enforcement
of criminal laws, educational reform, jobs cre-
ation and other essential
approaches to violence pre-

vention. It is designed

to reinforce the \\
impact of school-based

programs on conflict resolu-
tion that are being intro-
duced across the country.

A successful media cam-
paign. though. depends
on frequent repetition of a simple
message that masks underlying complexity.
This same perspective has guided Harvard's
Designated Driver Campaign since 1988, which
promotes a social norm that the driver doesn't
drink. lends social legitimacy to the non-drink-
ing role, encourages people to plan ahead, etc.
Likewise. “Squash It!" grants social sanction to
decisions to walk away from confrontations by
promoting a shift in social norms and expecta-
tions. Popular culture can play a powerful role
in shaping such norms, and can do so without
depending on solutions to deeper problems
such as the breakdown of the family.

As television writers and producers, you can
make an important contribution by occasionally
using the phrase "Squash It"" and the hand ges-
ture, or by finding other ways to communicate
that it'’s cool and smart to walk away from a
confrontation without a fight.

The cumulative effect of an occasional line or
two of dialogue, reinforced over time, can be
very considerable, as was demonstrated with
the Designated Driver Campaign in which you
played a central role. Three years into that cam-
paign. the term ~designated driver” was in the
dictionary. 40 percent of Americans had senved

Jay Winsten directs the
Center for Health
Communication at the
Harvard University School of
Public Heafth. He was the
architect of the Designated
Driver Campaign.

The "Squash It!” Campaign
is supported by grants
from the Joyce Foundation

as designated drivers, and the incidence of in Chicago and the Max
drunk driving fatalities was dropping sharply. Factor Famity Foundation
’ in Los Angeles.

With your help. we hope to repeat this success
with “Squash It!".
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Borrowing the methods of product placement, a

campaign asks young people to avoid violence.

N ambitious effort to encourage
Ayoung people to avoid vio-
lence, particularly gun-relat-

ed violence, is turning to the meth-

ods of Madison Avenue to help
achieve its aims.

The Center for Health Communi-
cations at the Harvard School of
Public Health is sponsoring a cam-
paign to persuade youth to shun con-
flicts before they escalate into vio-
lent confrontations. The campaign is
cailed ‘‘Squash it,”" after a term al-
ready popular among youth in inner-
city neighborhoods when they deter-
mine they can withdraw from a po-
tentially perilous incident without
losing face.

In addition to traditional tactics
like public service announcements,
the public health school is adapting
the advertising practice of product
placement, whereby marketers ar-
range for their brands to make iden-
tifiable appearances in films, televi-
sion series, video games and other
media. “Squash it is being treated
as if it were a soft drink or a soap,
with one difference: Advertisers pay
to have their products placed, while
the **Squash it” project is depending
on the kindness of script writers and
producers to disseminate its mes-
 sage without charge.

[ J

During tonight's episode of the sit-
com ‘“‘Living Single,” at 8:30, East-
ern and Pacific times, on the Fox
neiwork, characters will pass .a
*‘Squash it poster, which remains
visible for a moment. '

“There are a half-dozen prime-
time weekly series saying they’re
going 1o develop an episode incorpo-
rating the ‘Squash it’ message,” said
Dr. Jay A. Winsten, director of the
public health school in Boston.

‘“The goal of using a form of prod-
uct placement is to promote the so-
cial acceptability of walking away
from a fight,” he added. “We want to
see whether we can induce, over the
next three years, a shift in atti-
tudes.”

Dr. Winsten is no novice at bor-
rowing strategies from the realm of
sponsored communications to ad-
dress societal problems. He was the
architect of the Designated Driver

Campaign to substitute sober driv-
ers for drinking ones to help reduce
automobile accidents. That project,
which also employed product-place-
ment techniques, was one of the
most successful behavior modifica-
tion drives of the 1980’s, as movies
and.- television programs presented
designated-driving messages.

“I must admit 1 was surprised at

how successful Jay was,"” said Grant
Tinker, the Hollywood producer,
‘‘even with people who initially want-
ed to send him away."

Mr. Tinker, who was involved in
the Designated Driver Campaign,
praised Dr. Winsten for "*his person-
ality, his suasion, his persistence and
his ability to get inside the guard
that's sometimes there’’ among
“people who control the editorial
side’’ of the entertainment industry.

°

Still, the ‘*‘Squash it"' program
raises the same concerns that Dr.
Winsten’s previous campaign did:
the propriety of proselytizing in en-
tertainment media.

“People turn on the television Lo
be entertained,” said Charles Rosin,
executive producer of ‘‘Beverly Hills
90210, the hit Fox series aimed at a
youthful audience. “They do not ex-
pect to be given a civics lesson.”

Mr. Tinker agreed that “your pri-
mary mission" is entertainment pro-
gramming,” adding, ‘“There should
be a purity that relates to the kinds
of stories you tell."”

Both executives, however, en-
dorsed taking sides if it could be
done in a low-key manner and the
issue was particularly significant.

“1 can rationalize it very easily if

we all can agree it's worthwhile,”

Mr. Tinker said, ‘‘and it's reasonably
subtle.”’

" “The trick is not to do it intrusive-
ly,” he added. ‘It never should be
done if the tail of the message is
wagging the dog of the show.”

Mr. Rosin said it was possible to
tell proactive social stories and not
preach, be didactic or reduce the
entertainment quotient’' if *‘the mes-
sages coming through are organic o
what the characters do and are not
shoehorned in."”

Indeed, he added, he plans an epi-
sode of *‘Beverly Hills 90210"" in Feb-
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Hurvard School of Public Health
As part of a campaign to prevent
violence, a poster will appear in a
scerie of tonight'’s episode of “Liv-
ing Single” on the Fox network.

ruary or March that might involve
‘*something like trouble breaking out
among people trying to get in at the
door”’ of an after-hours club that the
series characters f{requent, *and
‘Squash it’ would be a valid way to
cool things off, to tell people, ‘Chill
out, let’s not escalate it." "
[ J

Dr. Winsten desoribed himself as
keenly cognizant of the pitfails inher-
ent in adopting entertainment vehi-
cles for social engineering.

“This approach is only for a mes-
sage with a broad social consensus
where there is no ‘other side,’ ' he
said.

“If we tried to organize the Holly-
wood creative community around
one side or the other on an issue like
abortion,” he added, it would be
inappropriate."”

Nevertheless, Dr. Winsten said
that “‘for years, Hollywood has sent
implicitly powerful messages that in
America, violence is the first-choice
strategy for responding to interper-
sonal conflict.”

*The goal of ‘Squash it' is to alter
that equation,” he added.
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‘Squash It’ officially hits the KC streets

Campaign encourages teens
to walk off and reject violence.

By DONALD BRADLEY
Staff Writer

“Squash It” has enjoyed all the hype of a
preseason favorite. Now it’s time to play
ball.

The stop-the-violence campaign, which
will try to convince Kansas City youths that
it’s cool and smart to walk away from a fight,
officially began Tuesday with a rally at the
Little Theatre Downtown.

“It’s time to stop talking and put it out
there,” said Torrie McDonald, a senior at
Paseo Academy who has worked on the
project from its beginning nearly a year ago.

About 250 people, including Mayor
Emanuel Cleaver, members of the Partner-
ship For Children and about 100 young peo-
ple — some elementary age — attended the
event.

“I see all these little kids here today say-
ing, ‘Squash it,’ ” McDonald said after the
rally. *“They are why we're doing this. I think
it’s going t0 make things safer for them and
I'm proud of what we are trying to do.”

“Squash it” is street slang popular in Bos-
ton, New York, Chicago and Los Angeles. It
means: “Forget it; it's not worth it — let’s
squash it.” The phrase is accompanied by
the palm of a flat hand coming down on a
vertical fist.

Jay Winsten, director of Har-
vard University’'s Center for
Health Communication, believes
teen-agers will welcome a way to
avoid trouble if they can do so
without looking cowardly.

“When two groups meet on the
street; they don’t know what
weapons the other side has and
they know that whoever loses is
going to come back tomorrow,”
Winsten said.

Kansas City will be a national
model for the campaign.

“ think nearly all young people

in trouble are reachable. We have
to let them know we give a darn
about them,” said Winsten.
- The challenge to the *‘Squash
It” ‘message is the youth tenet that
only punks walk away from a
fight.

“But it’s the punks now who
start the fights and the smart guys
walk away,” Ramone McGlothen,

Squash it
7867

Do you have more questions
about the Squash It cam-
paign? Would you like to be
involved? Are you interested
in the campaign’s rap music?
Call 816/889-7827 and enter
7867.

a student at De La Salle Educa-
tion Center, told the rally.

Thirty-three school districts in
the Kansas City area are encour-
aged to participate. The “'Squash
It” message will soon appear on
buses, billboards, T-shirts and
public service announcements on
radio and television.

During a visit to Harvard in
July, Kansas City teen-agers made
spots that will run on MTV. The
phrase will also be worked into
scripts of network television
shows, such as “The Fresh Prince
of Bel Air.”

Janet Belle-Peek plans to make
good use of “Squash It.” She is
principal of L.M. Alcott Alterna-
tive School, 1809 Bunker, in the
Kansas City, Kan., School Dis-

trict. o -
“1 know most of the ““Squash it

talk is about violence in the
streets, but I need it here in this
school,” Belle-Peek said.

A key to the campaign strategy,
organizers stress, is providing
youths with an alternative 1o vio-
lence.

Already in the works is a plan to
enlist role models and provide
jobs, said William C. Nelson,
president and chief executive of-
ficer of Boatmen's First National
Bank. Plans also are under way to
open 30 Kansas City schools after
hours, on weekends and during
summer months for job training,
arts and crafts and sports.
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‘Squash It’ Program Takes a Preventive Approach to Teen Violence

This past spring, the majority
of adolescents in a national poll
said that it's almost impossible to
walk away from a fight. The prob-
lem, said Jay Winsten, is that
there's no “social norm that says it
is *cool and smart to walk away’
from an escalating confrontation.”

So Winsten, director of the
Center for Health Communication
at the School of Public Health,
has recruited Hollywood studios,
televisions networks, sports stars,
and musicians to help promote
this social norm. The “Squash It”
campaign to prevent youth vio-
lence kicked off Tuesday in
Kansas City, Mo. The campaign
includes both national media and
community-based components.

Winsten, who created and
directed the Center for Health

VEOLENCE

Logo by Sig Purwin
Poster for Squash It
Communication’s hugely success-
ful Designated Driver Campaign
in 1988, hopes to do the same

thing for youth violence that he helped to
do for drunken driving—"squash it.”

“The phrase ‘squash it* arose sponta-
neously and repeatedly in our research,”
Winsten said. “ ‘It's not worth it, let’s
squash it’ is part of street talk in Boston,
New York City, Chicago, Los Angeles, and
other urban centers. It's used to signal deci-
sions to disengage from confrontations. The
Squash It campaign seeks to reinforce this
pre-existing component of street culture by
making it socially acceptable to walk away
from fights.”

Winsten, who was in Kansas City on
Tuesday for the kickoff along with the
Center’s deputy director, Susan Moses,
noted that a successful media campaign
depends upon frequent repetition of a sim-
ple message. “Squash It grants social sanc-
tion to decisions to walk away from con-
frontations by promoting a shift in social
norms and expectations,” he said. “The
mass media can play a powerful role in
shaping such norms.”

The national media blitz includes spots
on Music Television (MTV), inclusion of
the message in television sitcoms directed
at young viewers, public service announce-
ments featuring popular spokespersons,
such as basketball coach Nolan Richardson
of the Arkansas Razorbacks and coach John
Thompson of the Georgetown Hoyas, and a
pre-movie slide that will be projected in
1,600 AMC Theatres. '

In his message on national television,
Thompson says, “Some people say it's not
cool to walk away from a street fight. I say
they’re wrong. It’s too easy to fight. It takes
more heart, more self-control, more self-
respect, to say I'm not going to fight. It
takes a strong person to have the guts to
walk away. So, if you're in a tense situa-
tion, and the temperature’s rising, chill, use
your mind, and -be strong. Tell the other

side, ‘It’s not worth it, let’s squash it." And
walk away.”

There’s also a hand gesture, developed
by Winsten and Susan Moses: a stylized
“T" based on the time-out gesture in sports.
The Squash It gesture is formed by the
palm of a flat hand coming down onto a
vertical clenched fist. The gesture, Winsten
said, is meant to be “macho” and tough-
looking, so that kids don't feel they are
sending a signal of weakness when they use
it as a nonverbal cue.

“We chose to work with Kansas City to
field-test the campaign’s community-based
component because the leadership of
Kansas City has a remarkable ability to
work together to solve complex social prob-
lems,” Winsten said.

In Kansas City, local television and
radio stations are running public service
announcements, buses are sporting signs
with the Squash It logo, the Kansas City
Star placed the Squash It message on 3,500
newspaper vending boxes, and Gannett
Outdoor donated billboards to display the
poster.

Urban youths are playing a leading role
in designing Kansas City's media cam-
paign. For example, 10 Kansas City
youths—some of whom were carrying guns
when the project began—were flown to
Boston this past summer for a Harvard
short course in marketing and advertising to
enable them to organize Kansas City's
media campaign.

Squash It’s national media campaign is
designed to reinforce and validate school-
based programs that are teaching conflict
mediation skills that are being instituted
across the county.

Kansas City's community-based initia-
tive, run locally by the Partnership for
Children with guidance from Harvard,
addresses the critical question: What are



“The phrase ‘squash it’
arose spontaneously and
repeatedly in our research.
It’s [street talk] used to
signal decisions to
disengage from
confrontations.’

— Jay Winsten, dsrector of the Center
for Health Communication

kids being offered as an alternative to vio-
lence?

The Partnership’s response to this ques-
tion includes the development of new pro-
grams in four areas under the Squash It
umbrella:

*A place to go. The Kansas City, Mo.,
School District has committed to opening
30 schools during nonschool hours within
the next 18 to 24 months.

* Training. “You can’t just one day
decide you're gonna walk away when
somebody’s frontin® you,” says Chris Hill,
one of the youth members of the Squash It
campaign. “It’s hard to back down, you
have to practice and learn how.” Youth
trainers will teach other young people how
to avoid escalating confrontations.

* Jobs. Employing youths during the
summer, into the school year, and through
the following summer will help to build
relationships between young employees
and employers—giving young people a
sense of hope about the future. )

* Role models. The Squash It campaign
hopes to recruit 30,000 adult mentors for
Kansas City area youths.

The Kansas City campaign has received
financial support from the Greater Kansas
City Community Foundation and Affiliated
Trusts, the Heart of America United Way,
and AMC Entertainment Inc.

The national campaign is supported by
grants from the Joyce Foundation, the Max
Factor Family Foundation, and the
Metropolitan Life Insurance Co.
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iolent crime: It's the No.1 concern
of Americans in recent public-opin-
ion polls. Beginning last week, pub-
lic-service ads featuring President Bill
Clinton started to appear on TV stations
across the United States. Those ads are
aimed at encouraging Americans to work
logether against violence—especially vio-
lence suffered by children. To mark the re-
lease of those 30- and 60-second spots,
President Clinton—surprisingly focused,
amid the furor of the Whitewater crisis
and the battle for his health-care plan—
met with TV GUIDE for an exclusive inter-
view in the Oval Office of the White House.
The conversation was edited for length.

TVG: Mr. President, why did you make
these public-service ads—and what do
you expect to achieve?

CLINTON: In November, we were get-
ting ready for the A61h birthday of Meet the
Press, | sad, “1 wish we could do some-
thing to [use| whatever influence the Pres-
ident has with children to change the psy-
chology that leads to so much of this
mindiess. reactionary violence.” So we
contacted the Ad Council and it all hap-
pened. ['ve always believed that television
has great power for good. It should enter-
tain, it should inform. But when society is
overwhelmingly on the side of a certain
objective, it can also instruct and be used
to change people's behavior. [Consider)
the impact of the campaign for using seat
belts and the impact of public informa-

1
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The President takes time out
to talk about the nation’s
No. | concern—violence—

and the power of TV to curb it

By NEIL HICKEY AND PETER ROSS RANGE

tion on smoking. Smoking has declined
markedly. More people use seat belts. The
more ads we have telling you drugs kill
you, the more kids don't use them.

TVG: Why are your ads focused on
children?

CLINTON: I've been very moved by all
these kids who've been shot at or around
their school. I talked to a woman whose
22-year-old son was killed by his best
friend. I tatked to a man who had to tell a
woman her son had been killed by his big
brother, fighting over a television channel.
Young people watch a lot of television at
an impressionable age. [ think we can
reach them. We have got to find ways that
they can work out their differences, their
frustrations. their anger. their desires, yet
not resort to violence.

TV GUIDE MARCH 2. B

TVG: Does TV violence inspire real vi-
olence. in your opinion?

CLINTON: First of all, the answer is, [
don’t know. I don't know that anybody
knows. But I can tell you what I think—
that any given show is more a reflection of
what's going on than a cause of it. But
because there are so many young people
today who spend too much time in front of
the television, and have too few other
things to do—or because they don't have
parental supervision—the cumulative im-
pact of it is to make people almost sub-
PR TTRAL T LTI SR -

..

consciously more prone to violence and
mwore willing to accept it. So there is a syn-
ergy that can be very destructive, but it's
not fair to put it all on this or that program.

TVG: This is a kind of intuitive deduc-
tion on your part?

CLINTON: It's what [ think. There have
been studies that suggest this, of course.
Every time a study comes out, I try to as-
similate the findings and listen to the argu-
ments. But | frankly think the common-
sense conclusion is that you can’t say,
with rare exceptions, that any specific
show would cause a specific conduct. It's
the impact of all this programming pour-
ing into home after home after home
where there is too little family structure,
too little time organized around learning
and other activities. So that it fills a
vacuum in a way that is not constructive.

TV GUIDE
3/26/94

Alot of stuff is the natural development of
human nature, given a certain set of cir-
cumstances.

TVG: In a December speech in Los An-
geles, you jawboned the entertainment in-
dustry to clean up its act. Do you detect
any improvement since then?

CLINTON: There’s been an effort
among a lot of the networks to reduce the
indiscriminate violence content of their
programs. And, of course, they agreed last
month to have an independent monitor [to
keep a tally of violent scenes). And I was
2 very pleased by that. I now hope
| the energies of the industry will
" be turned to some affirmative
efforts. Maybe the White House
will have to organize and direct
2 that strategy. To get more real in-

J volvement of the entertainment
community in an an affirmative
: way, maybe we’ll have to orga-
nize it from here.

rlﬁ_kmw that Dr. [Jay] Winsten
of Harvard], the fellow who de-

veloped the designated-driver
1S WOrl on that “Squash

roject [aimed at injectin

t!
into series scenes depicting
the characters walking away

KATHERINE LAMBERT

from highly charged or potentially violent

confrontations]. That's intriguing to me. [

uctant to incorporate some of those

understand that the networks may be re-

things into their scripts. I'd like to see

them really take it seriously [and] see

what can be done about it. When people

see 1t unfold in the drama of television, the

‘power of example 1s more powerful than

Eeog]e Just preaching at you.

: There are nine bills pending in
Congress aimed at reducing TV violence.
Can legislative action solve this?

CLINTON: 1 would prefer that we do it
voluntarily, as a national cause, without
legislation. Just work to channel the bril-
liance and the power of the entertainment
industry to try to deal with these things.

TVG: Sdill, Attorney General Janet Reno
at a Congressional hearing said that she
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FOX BROADCASTING COMPANY

FOR MMEDIATE RELEASE Contact: Carotyn Prousky
Thursday, May 18, 1994 (310) 203-1425

FOX’'S ‘SOUTH CENTRAL’ HELPS LAUNCH HARVARD ‘SQUASH IT
PUBLIC SERVICE CAMPAIGN

Special One-Hour Episode About Youths and Guns Airs May 24
FOX WIll Air PSA Addressing Violence Following the Episode

FOX's critically acclaimed series SOUTH CENTRAL will be the first prime-time
television program to use "Squash It," the campaign slogan of the Harvard School of
Public Heafth. The important message is incorporated into a special one-hour episode
of SOUTH CENTRAL Tuesday. May 24 (8:00-9:00 PM ET/PT) that deals with the
controversial and socially important subject of youths and handguns. In addition,
following the broadcast, FOX will also air a 30-second public service announcement
teaturing series star Larenz Tate urging young viewers to walk away from violent
confrontations.

‘Squash It," is a phrase used by teenagers who want to disengage from viclent
confrormtations. Dr. Jay Winsten, director of the Center for Heatth Communicéﬁon atthe
Harvard School of Public Health, encourages television producers to write storylines
depicting kids choosing not to fight.

"Popular culture can play a powerful role in shaping social expectations,” said
Wirsten. “The producers of SOUTH CENTRAL have made an important contribution by
focusing on the dangers of handguns and by communicating that it's cool and smart to
walk away from confrontations without violence.®

-more-
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In the episode, Andre (Larenz Tate) steals his mother's _(ﬁna Lifford) gun for
protection on a cross-town bus trip to visit his girlfriend. After brandishing the weapon
during 2 series of confrontations, Andre comes to realize that arming himseif is not the
best way to solve his problems. It is during one of the confrontations that a young
teenager tells Andre to "Squash It," signalling to Andre that he does not want to use
violence to resoive their conflict.

“Squash I’ has the potential to be a very effective way for young pebple to defuse
potentially lethal confrontations involving guns,” said Michae! Weithorn, SOUTH
CENTRAL's producer. "Our hope at ‘South Central’ is that, by portraying the ‘Squash It’
moment in the show as emerging from a realistic confrontation between Andre and
another boy, we will have more impact on the behavior of our young viewers than we
would be being pedantic or preachy.”

-FOX-
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KC leads effort to ‘squash’ violence

Area program to reduce
is first in a national effort.

By DONALD BRADLEY
Staff Writer

Get ready for “Squash It,” Kansas City.

The slogan is the new battle cry for
youths trying to fight back against vio-
lence on their streets. To “squash it”
means to walk away from a fight.

Beginning in September, Kansas City
will be saturated with posters, billboards,
T-shirts, slides in AMC movie theaters
and public service announcements on
radio and television, all pitching the
“Squash It” slogan and its accompanying
hand symbol — a vertical, clenched fist
under a flat hand. It will even appear on
the sides of ATA buses.

The Kansas City campaign, sponsored
mostly by the Partnership for Children,
was announced Friday at a national con-
ference of the Coalition of Community
Foundations for Youth at the Westin
Crown Center hotel.

The hope is that when teen-agers or
gangs confront each other, one side will
flash the sign and say, “It’s not worth it.
Let’s squash it.”

Youths involved in the project say most
fights and shootings start over petty
things anyway, such as a wrong look, a
bump on the dance floor and “Home boys
looking at too many ladies.”

But walking away from a fight has al-
ways been perceived as a sign of weak-
ness. The youths hope that “Squash It
will catch on and give teen-agers a way to
walk away without losing the respect of
their peers.

“It will work if we can get the word out
that it's cool to walk away from a fight
... that it's cool to live,” said Michael
Lee, one of the so-called ““Squash It” kids.

Rod Wilson added: *‘Is respect worth
dying for? I don’t think so.”

Ramon McGlothen, another youth,
said it was time to redefine a punk.

“It used to be, you walk away from a
fight, you're a punk,” Ramon said. “Now
it’s the punks that are starting the fights.”

The *“Squash It” architect is Jay Win-
sten, an associate dean at Harvard Uni-

versity’s School of Public Health.
He is also credited with develop-
ing the “designated driver” cam-
paign to combat drunk driving.

Winsten is pushing Hollywood
and the television industry to use
the slogan and symbol in movies
and programs. It's already worked
its way into the script of “South
Central” on the Fox Network.

Kansas City was selected to be
the national prototype partly be-
cause of activities of the Partner-
ship for Children, which is spon-
sored by the Heart of America
United Way and the Greater Kan-
sas City Community Foundation
and Affiliated Trusts.

If the campaign works here,
other cities will follow, said Win-
sten, who insists that teen-agers be
involved in the organization and
taking the message to the streets.

The “Squash It” young people
were recruited from youth organi-
zations.

Ramon McGlothen, who ad-

Winsten Ruiz
mits to being a former rowdy him-
self, said the pacifist angle was a
tough sell in his neighborhood.

“But if I can help save one life,
I’m doing my job,” Ramon said.

Mike Ruiz, another of the
youths, wrote a rap that has be-
come the “Squash It" anthem.
Some lyrics:

Squash all the violence

You squash all the shame

Squash all the bloodshed

You squash all the pain.

Key to the campaign’s success
will be giving teen-agers an alter-
native to fighting, said William C.

Nelson, president and chief execu-
tive officer of Boatmen'’s First Na-
tional Bank and co-chairman of
the Partnership for Children.

“If we want them to walk away,
we have to give them something
to walk away to,” Nelson said.

Plans call for three Kansas City
schools to be open after hours for
classes, sports, crafts and other ac-
tivities. The schools selected were
Gladstone Elementary School,
335 N. Elmwood Ave. in the
Northeast area, Garcia Elemen-
tary, 2640 Bellview Ave. on the
West Side, and King Middle
School, 4201 Indiana Ave., on the
city’s East Side.

Nelson also pushed other ideas,
such as a “basic training” course
to teach teen-agers how to apply
for jobs and how to dress for inter-
views.

Also, there are plans to encour-
age trade unions to teach voca-
tional-training classes in -high
schools.

June 25, 1994
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By DONALD BRADLEY
Staff Writer

CAMBRIDGE, Mass. — Most
of them had not finished high
school and there they were in a
classroom at Harvard listening to
a professor talk about quantitative
research.

These were the Kansas City
“Squash It” teens. They went to
the Harvard School of Public
Health because they are tired and
scared and angry about the vio-
lence in their neighborhoods.

One's best friend had been
killed in a drive-by shooting. An-
other’s sister had been shot. Some
of them had been in trouble with
the law, and some were gang
members.

They hoped Harvard could help
them make things better.

The lectures from professors
may have been the most impor-
tant lessons of their young lives —
and the lives of the thousands of
teen-agers like them in Kansas
City.

“We had never heard of a lot of
the stuff they were trying to teach
us,” said Torie McDonald, 17,
who will be a senior at DeLaSalle
Education Center. “But these are
the things that we need to know if
we're going to go home and make
this work.

“m a sleepy person, but I
didn’t go to sleep once.”

The youths’ goal is 10 come up
with a media campaign to con-
vince other teens that it’s cool to
~ “squash it” — to walk away from

a fight.

- They've seen how minor con-
frontations over something as
petty as a spilled soft drink or a
look at a girl can escalate into
shootings, stabbings and deaths.

- Beginning in September, Kan-

July 21, 1994

sas City will see what the 10
youths learned at Harvard. That’s
when their work will appear on
billboards, T-shirts, slides in
AMC movie theaters and public
service announcements — all
pitching “Squash It” and its ac-
companying hand symbol, a verti-
val, clenched fist under a flat
hand.

" The concept was developed by
Jay Winsten, an associate dean at
Harvard’s School of Public
Health. Winsten, believing the ef-
fort will fail if the messenger is a
“middle-aged, white, Harvard
professor,” has insisted that the
Kansas City young people write
the scripts, design the artwork and
compose the music.

So he arranged for a Harvard
crash course on public opinion re-
search, marketing, focus groups
and how to plan a media cam-
paign.

One of the lectures was on
script writing and selecting the au-
dience for public service an-
nouncements.

Professor Bill DeJong ridiculed
the **Just Say No” anti-drug mes-
sage credited to Nancy Reagan.
He said it was “so stupid it made
you laugh out loud,” because it
never gave children any reason to
say “no.”

DeJong stressed: *“You want
people 1o squash i1t? Why? What's
mm it for them? You must give
them a convincing argument
where the benefits outweigh the

. costs.”

He showed an example of a
public service announcement on
teenage drinking.

“Who’s the audience?”” DeJong
asked when it was over.

*“Alcoholics,” Rod Wilson, 17,
answered quickly from the back of

Page One

‘Squash It’ program takes teens to Harvard



Ten Kansas City young people involved in the
‘'Squash It campaign to stop youth violence are
attending college to get a crash course in putting
together a media campaign. At the Harvard School

the room.
“No,” Torie countered. “It’s for
- parents of teen-age alcoholics.”

She was right.

“We argue a lot, but that’s how
we're learning and getting things
done,” Torie said later. “We've
been together a long time now and
we’ve been through a lot. We're
clm.’! .

“Squash It” is sponsored by the
Partnership for Children, a col-
laboration of the Heart of Ameri-
ca United Way and the Greater
Kansas City Community Founda-
tion. The youths were recruited by
organizations such as Youthnet,
the YMCA and Big Brothers and
Big Sisters.

“These are special kids who for
whatever reason have decided to
think about their lives in the con-
text of their community,” said

David White, the director of
“Squash It.”
‘Walk away’ ads

On a peaceful Sunday afternoon
in Harvard Yard, a grassy quad
surrounded by red brick class-
room buildings 350 years old, stu-
dents strolled and relaxed under

- shady oaks. Scullers raced on the
Charles River. A freshman sat on
the open window ledge of his
third-floor dorm room and played
the sax.

Down below, sitting on the mar-

ble steps of Harvard Hall, Ramon

McGlothen, 17, and the other
Kansas City kids were drawing a-

crowd. Ramon was talking about
what a teenager feels when he gets
his first gun.

“It’s like a high,” he said as the
camera rolled. “It’s like — “Yeah,
I cankill him.””

Harvard students and other -

strollers stopped to listen. Ramon,

.who also attends DeLaSalle,

added that having a gun often
ends up getting teens killed.

“Guys always talk about, ‘going
to their trunk,’ > he said referring
to where weapons are stored in ve-
hicles. “But people shoot you now
before you can get to the trunk.”

A couple of Harvard coeds who
were watching exchanged glances.

Ramon and the others were
making public service an-
nouncements for MTV. For near-
ly three hours, they were the cam-
pus draw.

Mike Ruiz stressed the need for
older youths to encourage the
younger ones to stop causing trou-
ble with rivals in other neighbor
hoods. -

That’s what ignites so many
drive-bys, he said.

“Young punks start the trouble
then us old G’s (gangsters) have to
take care of it because that punk
might be my brother or my part-
ner’s brother,” Ruiz said.

Juanito Lugo does not know if
“Squash It will work. He has

PAULA ALYCE SCULLY/Special to The Star
of Public Health this summer are Chris Hill, Lakisha
Jones, Michael Lee, Juanito Lugo, Torie Mc-
Donald, Ramon McGlothen, Monica Portillo, Xochi-
to Portillo, Michael Ruiz and Rodrigues Wilson.

never been able to walk away
from a fight.
- “There's too much at stake on
the streets,” he said during the
taping. “If you walk away from a
fight, it’s like letting someone
come into your house and take
your things.”

Not true, Ramon said.

“You walk away ... who's he
going to fight then?” he asked.
“Sure, you know, words hurt, but

I can walk away from a fight. 1

know who I am. I got my own
words in my head.” '

Michael Lee nodded.

“I’m walking away,” he said.
“I'm living.” '

Winsten, who also founded the
“designated driver” campaign to
combat drunken driving, is push-
ing Hollywood and the television
industry to use the “Squash It”
slogan and symbol in movies and
programs. '

He knows it will be a tough sell
compared to the designated driv-
er. The difference is intent.

“No one ever set out to get
drunk and have a car wreck and
kill someone,” Winsten said.
“They didn’t aim that car.

“Guns are aimed. Street vio-
lence is deliberate.”
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The Power to Change What’s ‘Cool’

ORGET BLABBY STATE TROOPERS AND RAZORBACK
S&L operators in hot pants. The ultimate rim shot for
Leno, Letterman and the rest is the United States gov-
ernment trying to be hip about sex. The new radio and
TV public-service announcements (PSA) on condoms
constitute a Full-Employment Act for Talk Show Hosts. If the
debut is any indication, it's the feds who should be using some
protection. One of the first spots announced and quickly with-
drawn last week by the Centers for Disease Control and Preven-
tion featured a rock star— Anthony Kiedis of the Red Hot Chili
Peppers— who turmed out to have once been convicted of indecent
exposure and sexual battery. Another radio spot, in which a con-
dom is noisily placed over a microphone, is a ripoff of a parody
originated by Rush Limbaugh, the
noted anti-condomite. It's a long
way from “Don’t Be a Litterbug.”

The problem with all the snicker-
ing is not just that 200,000 Americans
have already died of AIDS, but that
unlike so many government pro-
grams. these ads — which also preach
abstinence — may actually save lives.
Andevenifthevdon't sharply change
behavior among gav men and IV
drug users {the main at-risk
groups). they will likely help
curb other sexually transmit-
ted diseases and unwant-
ed pregnancies. Because
Republican administrations
were so afraid of condom
campaigns, theevidenceisn't
in vet here. Butlook at Africa,
where nonprofit groups are entering the war against AIDS. Accord-
ing to the Washington-based Population Services International,
900,000 condoms were sold in Zaire in 1988. By 1991, with condom
ads on TV, that number had reached 18 million, a twentyfold
increase in three years.

If anything, Americans are more susceptible than Zairians to
media-induced behavior modification, especially the at-risk kids
who—conveniently enough—watch a disproportionate share of
television. In recent years, attitudes toward smoking, drugs and
drunk driving have changed more quickly in the United States than
anywhere. Obviously, the words and pictures on the air must be
complemented by organizational commitment on the ground. The
press must be willing to set aside its world-weariness and join the
crusade. And the country must be ready to hear the message, or it
won't get through. But the potential of well-crafted media campaigns
toblast huge holes in social problems is seriously underappreciated.

Perhaps the best-known model is the transformation of smoking
behavior. It's easy to forget just how acceptable cigarettes were
throughout the culture until the 1960s. Now it's a furtive habit.
Television and Hollywood do their part, with only newspapers and
magazine ads (including those in NEwsweEek) still playing the
glamour game. Even accounting for slow progress among the

{ Larex
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Condom ad: Powerful — despite the jokes

young, the basic change is striking. We've gone from a country
where roughly half of all adults smoked to one where less than a
third do.

One of the great untold success stories of recent years is the
effect of a huge, coordinated media campaign on the use of illegal
drugs. Between 1985 and 1992, the number of Americans who
regularly used drugs declined 50 percent, from 23 million to 11.4
million. Drug use among blacks is down 58 percent. Many
factors contributed to the decline, including the sudden death of
basketball star Len Bias in 1986. But public-service ads created
and placed by the Partnership for a Drug-Free America clearly
made a huge difference, not so much for the roughly 6 million
hard-core drug users as for young recreational users influenced
by definitions of what'’s cool.

The same is true of the “designat-
ed driver” campaign, which had little
impact on alcoholics but proved tre-
mendously successful overall. Since
1989, alcohol-related auto deaths are
down a full 25 percent, after staying
flat for a few years. (A raise in the
drinking age in many states was also
a large factor)) Unlike the traditional
Ad Council PSAs, which are routine-
ly pre-empted on local stations. the
network ads on drunk driving were
carried in prime time and widely ab-
sorbed. So were the designated-
driver themes inserted in popular
TV sitcoms. The challenge now, says
Jay Winsten, director of the Center
for Health Communication at the
Harvard School of Public Health
(which spearheaded the campaign). is sustaining the success. Asthe
anti-drug activists also find, when the campaign becomes old news,
the bad numbers inch up again.

That's the real issue facing the media this year on violence.
How to keep the momentum of outrage from fading? Daily or
weekly death tolls in newspapers and TV newscasts are one way
to institutionalize the crusade, just as Walter Cronkite once kept
the Iranian hostage crisis front and center with a nightly sign-off
(“The 346th day of captivity for the American hostages . . . ). On
another level, Winsten is now planning a designated-driver-style
campaign against violence, complete with a new slogan inserted
in ads and sitcoms. It's a good bet that a couple of years from now
we'll look back on the “Squash TtI" campaign as a major contribu-
tor to reduced teen violence. (“Squash it!” is apparently the latest

street [ingo for backing away from potentially violent disputes —
sort of the “chill out” of the '90s.)

After attacking violence (even the verbs are tricky on this one),
the nonprofits, the media and the government should move on to
teen pregnancy, the root of so many other social pathologies.
Then: stop. Or public-service media campaigns, tremendously
valuable if tightly focused, will expand to the whole litany of
social causes and become a real joke, instead of just an easy one.



= TheTV Column =

By John Carmody |

Washington Post Staff Writer

The creator of the successful designated driv-
er campaign in the mid-1980s has sent a letter to
750 television producers asking for cooperation
in a new “Squash It” anti-violence campaign . . .

Jay Winsten, director of the Harvard Center
for Health Communication and an associate dean

s

of the Harvard School of Public Health, had
considerable support from Hollywood in getting
the designated driver message out through TV
scripts, and is asking for the same kind of help
with the anti-violence message . . .

The phrase “squash it” is already part of street
language in many cities around the country and
Winsten has also come up with a hand gesture to
accompany it. The gesture is based on the
timeout signal used in sports. In this variation,
says Winsten, the vertical part of the T is formed
by a clenched fist and the horizontal part by a flat
palm coming down hard on the fist . . .

The campaign already has a logo, created by
Sig Purwin, the Woods Hole, Mass,, artist who
created the original designated driver art . . .

In his letter, Winsten told the TV producers
that they would “make an important contribution
by occasionally using the phrase ‘Squash It!" and
the hand gesture, or by finding other ways to
communicate that it's cool and smart to walk
away from a confrontation without a fight . . .

“The cumulative effect of an occasional line or
two of dialogue, reinforced over time, can be very
considerable” . . .

A pilot program, due to be launched full scale
in late spring, is planned in Kansas City, with
support from major civic leaders. U.S. Attorney
General Janet Reno will meet there tomorrow
with 18 teenagers who are helping run the
pilot . . .

@he Washington Post

February 4, 1994
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Boston Sunday Globe

It's not worth it; squash it

ELLEN GOODMAN

f you are despairing, if you
think it’s impossible to
change human behavior, Jay
Winsten has a suggestion.
Remember the egg industry.

He drops this hard-boiled
thought into a conversation about
spiraling violence in the cities and
escalating hopelessness in the
public attitude. The list of causes
and cures for violence - gun pro-
liferation, family breakdown, job
creation, housing, schools - is
long enough to seem insurmount-
able.

But Winsten, a former molec-
nlar biologist who became a pub-
lic health guru, has another list.
It holds some of the success sto-
ries about efforts to change hu-
man behavior: Fewer eggs eaten.
More seat belts worn. The decline
of smoking. And, of course, the
rise of the designated driver.

On the wall behind him a fes-
tive pink poster fairly explodes

with the message: “The Designat-

ed Driver is the Life of the Par-
ty.” It's a reminder that this of-
fice at the Harvard School of
Public Health has been control
central for a careful media cam-
paign against drunken driving.
For five years, a combined
force from Harvard and Holly-
wood has worked through media

messages to create a new social
role: the designated driver. More
than 140 references, story lines or
public service announcements on
television have been built around
this concept.

Winsten figures that this adds

up to $100 million worth of mes-
sages - roughly the amount need-
ed to introduce a new commercial
product nationwide. But in this
case, the new product is a social
norm: The driver doesn’t drink.
It's one strong reason the num-
ber of alcohol-related fatalities
has gone down from about 23,000
a year to about 17,000.

Now, however, those who see
violence as a public health catas-
trophe hope to use the same ap-
proach to change attitudes and
behavior on the streets.

This project began when Win-
sten was handed a batch of letters
penned by Chicago children for a
bank that invited them to write
about their neighborhood. In-
stead of cheery little notes about
home and hearth, the children
wrote bleak truths: “I don’t like
my neighborhood much, because
they shoot too much. They might
shoot me. So, I stay in the house.”

Then Winsten went to listen
to groups of teen-age boys in the
nearby Mission Hill neighbor-
hood of Boston. These were not
hard-core drug dealers and crimi-
nals. They were 15-, 16- and 17-

year-olds who wore their fear like
a damp T-shirt under a macho
sweater. These were boys who
fought because it was the thing to
do.

“It’s reached the point,” says
Winsten, “that if two kids from
different projects or neighbor-
hoods look at each other the
wrong way or bump into one an-
other on the dance floor, it will es-
calate into violence.”

But in his focus groups, he lis-
tened hard to boys who had a
method as well as a motive for
backing off. At a point of confron-
tation, sometimes a leader would
say: “It's not worth it. Squash it.”
And they would.

It turns out that the words
“Squash It” are known and used
in urban pockets across the coun-
try and even in the lingo of rap
singers. And soon, if Winsten'’s
group has its way, “Squash It"
will become as familiar as desig-
nated driver.

What he wants to do is noth-
ing less than create a new norm
that says it's smart to walk away
from a fight. In his finest fantasy,
he imagines Michael Jordan on
billboards saying, “What goes
around, comes around. Squash
it.”

His same consortium of Har-
vard and Hollywood hopes as well
to convince television producers,
the very people now under attack
for promoting violence, to write

story lines for favorite programs
that show kids deciding not to
fight.

But this is a plan without illu-
sions. Winsten readily acknowl-
edges that violence is more em-
bedded in the culture than alco-
hol. In a thousand classic movies,
a thousand peace-loving men are
driven to violent confrontations at
a thousand OK Corrals. When he
asked the head of a Hollywood
writers’ group whether he could
imagine a hero who had power
without violence, the writer said
no.

Moreover, the population of
young males he wants to reach is
the one that has been most resis-
tant to other public health mes-
sages. They are more likely to
smoke and to drink. They do not
worry about cholesterol in egg
yolks.

But they do worry about vio-
lence. They do worry about dying.
They do have a language for de-
escalating confrontations.

What the media campaign can
offer is a wedge, a way to inter-
vene in violence without being
overwhelmed by all the problems
of urban America. One way to be-
gin turning it around.

For those who prefer to greet
the possibility of change with an
expression of cynicism: Squash it.

Ellen Goodman is a Globe colum-
nist.
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In America
BOB HERBERT

The
‘Squash It!’
Campaign

Dr. Jay Winsten, director of the
Center for Health Commupication at
the Harvard School of Public Health,
gave us the media campaign in the
1980's that made the designated driv-
er part of the national culture.

A television blitz was the only way
to convince many of us that it was not
a good idea to spend most of an
€vening as a reveler swallowing pro-
digious amounts of booze, and the
remainder of it as a semi-coherent,
half-blind motorist careening down a
highway.

In Dr. Winsten's words, the desig-
nated-driver concept ‘‘promoted a
new social norm.” The driver doesn't
drink any alcohol. The concept gave

social legitimacy to the non-drinking
tole.

Now, a different situation: Heavily
armed teen-agers and children are
éngaged in a coast-to-coast Killing
spree that shows absolutely no sign of
abating. In New York there is a term
called ‘‘wettin’ the corner,” which
refers, I think, to the idea of spraying
a street corner with gunfire, thus
causing it to become wet with blood.

In the eyes of many young people,
especially in the big cities, almost
anything can be the cause of a mur-

derous attack. In Dr. Winsten's
words: “It’s become normative so-
clal behavior that if you stare at
someone the wrong way, or if you
‘bpmp them on the dance floor, that is
more than adequate justification for
a fight that can escalate to other
.forms of violence, including the use of
guns.”

Drawing on his experience from
the designated-driver campaign, Dr.
Winsten is trying to enlist the media
fn a new campaign to turn young
people away from violence, especial-
ly gun-related violence. The point of
the campaign is to convince kids that
jt-is both smart and cool to withdraw
from a confrontation.

-To a great extent, kids are already
doing that. But we don't hear about
those instances in which violence
does not occur. Dr. Winsten uses the
hypothetical example of a confronta-
tion between two groups of three

youngsters each. They could fight..

But interviews with real youngsters
have shown that often there is a ten-
dency to back off in such situations as
long as there has been no body con-
tact — no shoving, for example.
According to Dr. Winsten, there is

Trying to
make it cool
for youths
to avoid
violence.

an inclination to back off because one
side does not know what kind of weap-
ons the other side might have; and
both sides know that whoever loses
will show up the next day to get even.

“The kids often decide it's not
worth it. They use the line, ‘What goes
around comes around.’ They even
have a term they use when they de-
cide to disengage. Someone will say
out loud, to his friends and to the
other side, ‘Squash it!" And they'll
withdraw."”

Dr. Winsten wants to use the me-
dia, especially television, to promote
this type of behavior. He wants to
make it hip. Or cool. Or whatever the
term is now.

He wants to provide young people
with a way of walking away from a
fight without losing face.

_So Dr. Winsten is putting together a
major media campaign in which
youngsters are encouraged to make a
variation of the “time out” sign
whenever they get caught up in a°
confrontation. The vertical part of the
“T'" would be made with a clenched
fist and the horizontal part with a flat
hand coming down hard on the fist.

While making the sign, the young-
ster would say emphatically,
‘‘§quash jt!"”

The kids in the focus groups like it.
Initially the idea was for a youngster
ta. make the sign and say, “‘Time
out!” That was met with derision.
“Squash it!" however, seems to be
eminently acceptable.

The designated-driver campaign
was a huge success. Even George
Bush and Bill Clinton appeared in
public service announcements pro-
mipting the concept. And many enter-
tainment programs included lines of
dialogue, scenes and sometimes en-
tire episodes on the designated-driver
theme.

‘Gun violence in the United States is
far more complex, and developing a
national media campaign against it
will be much more difficult. The prob-
lem is enormous. Even if Dr. Win-
sten’s ‘‘Squash it!" campaign takes
off, it will only be one part of the
much broader Harvard Project on
Guns, Violence and Public Health,
which promises to be an ambitious
assault on the whole peculiar notibn
that widespread violence is either
narmal or acceptable. m]



A Creative
Turn
Against

Violence
Campaign Enlists Television
To Urge Kids to “Squash It’

By Ellen Edwards

Washington Post Staff Writer

“ quash It.”
Get used to that phrase. You're going to

be hearing a lot of it. It's the slogan for a
new campaign to be woven into prime-time entertain-
ment television programming. What it means is that
it's cool to walk away from a confrontation—that dif-
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ferences can be resolved
without violence.

Yesterday civic leaders
in Kansas City, Mo.,
agreed to use their com-
munity as a prototype for
the “Squash It” initiative,
which if successful there
will go national, Early next
year, says Jay Winsten,
who created it much as he
created the Designated
Driver campaign in the
'80s, the area will be satu-
rated with the slogan and
an accompanying ges-
ture—a stylized “T" based Jay Winsten hopes to
on the timeout gesture in  gpyjst rather than
sports, in which the verti-  attack TV in a campalgn
cal part of the T is a to “squash” violence.
clenched fist and the hori-
zontal part is made by a flat hand coming down on the
fist. :

The Kansas City Chiefs have promised a prominent
player to act as a spokesman, and local television sta-
tions and rap stars will participate, as will the Kansas
City Star. The AMC Theaters chain, based there, has
agreed to show a “Squash It” slide in its 1,618 theaters
across the country. The program is being jointly
backed by the local United Way and the Greater Kan-
sas City Community Foundation.

Winsten, a former microbiologist, is the director of
the Center for Health Communication and an associate
dean at Harvard’s School of Public Health, and under
his guidance the center is taking on television’s cur-
rent Topic A: violence.

But rather than join the pack of those attacking pro-

See WINSTEN, €8, Col 1




Drive to ‘Squash 1t’

WINSTEN, From C1

gramming, he wants to use television
to help change the behavior of people
living in a violent world. Television
producers are already lining up to co-
operate. .
“We are asking kids to walk awa
from a fight, but what are we asking
them to step up to instead” Winsten
isaid yesterday from Kansas City. So,
he said, the city will look at creating al-

ternative programs out of something.

he suggests might be called the 50-50
club, made up of roughly half kids, half
adults. The group could create such ac-
tivities as sports leagues and competi-
tions, art and music societies and de-
bating teams. He chose Kansas City,
he says, because there the “leadership
has an ability to come together to solve
problems.”

It is much like what Winsten has
done with an annual community satura-
tion Designated Driver program since
1990 on Martha's Vineyard, Mass.
Still, he acknowledges the problem of
violence is far greater in scope.

“With drunk-driving prevention,” he
says, “we were dealing with uninten-
tional injuries. Nobody ever set out to
cause 2 drunk-driving crash, to hurt
someone. Now we're dealing with in-
tentional injuries with powerful emo-
tions behind them. People are setting
out intentionally to do severe bodily
.hamtoanotherhmnanba'ng.'l‘hat'sa
significant difference. . . .

“It can take years and decades to
change [behavior] depending upon the
issue. Tobacco smoke took 25 years.
. .. Smoking used to be perceived as a
sexy, attractive habit. Today that iden-
tical behavior is perceived compietely

differently. Now can we achieve that

with regard to guns”
By training, Jay Winsten is a scien-
tist, but inside is a who has

These days he understands how to
make the press work for him, and be
moves comfortably in Hollywood.

It was this ability that got the phrase
“designated driver” dropped into so
many network entertainment pro-
grams—and thereby made it part of
popular culture. It was eéffective in a
way that public service announcements
and advertisements alone could never
match. -

“He left no creative person unturn-
ed” says producer Grant Tinker, who
introduced Winsten to the community
of television writers and producers and
who is prepared to support him on the
violence project. “He insinuated his
wares. He’s a very good, low-key
salesman. He's the first guy to do what
he did—use the media to get across a
worthwhile message.” :

Winsten says he believes the cre-
ative community is angry at Washing-
ton on the subject of violence because
writers and producers feel they are be-
ing blamed for everything wrong with
society. “That isn’t true and they know



it isn't true,” he says, “and they deeply
resent it.”

He has been in touch with a number
of Hollywood people on the violence
project, including David Simon, to-ex-
ecutive producer of NBC's “Fresh
Prince of Bel-Air”; Charles Rosin, an
executive producer of Fox's “Beverly
Hills, 90210”; Paramount Television
President Garry Hart; Peter Roth,
president of Twentieth Network Tele-
vision; and Fox’s Helen Boehm, vice
president for public affairs and the Fox
Children’s Network.

Boehm says Fox’s involvement in
the project will be broader than just

“We are asking kids
to walk away from a
fight, but what are
we asking them to
step up to instead?”

—Jay Winsten

public service announcements. “The
message,” she says, “will be reinforced
within our programming. The chal-
Jenge really is changing behavior. Atti-
tude is the easy part.”

The idea is to teach conflict resolu-
tion, and it is only one part of Har-
vard’s project, which also involves set-
ting up forums on the subject for
leaders in business and communica-
tions, and the development of a curric-
ulum on the subject that is already in
place in several hundred schools
around the country. The “Squash It”
program is being funded by a
$375,000 grant from the Joyce Foun-
dation of Chicago and $75,000 from
the Max Factor Family Foundation of
Los Angeles.

But getting it on television “validates
it for the kids,” Winsten says. “If it's
not simply part of a health education
class, but they see it reflected in main-
stream culture. ... What we learned
from our friends on Madison Avenue is
if you want to work effectively through
the mass media you need a very simple
message.

‘I'm hoping we can work with net-
work television, that we can work with
cable television, that we can work with
rap groups, that we can work with
sports stars. These kids, a ot of them,
these inner-city kids, they watch all the
black shows especially on Fox, ‘Mar-
tin’ ‘In Living Color’ etc. The girls
seem 1o watch ‘Melrose Place.” They
watch ‘Fresh Prince’ on NBC. They
listen to a lot of rap music and they say
that they are glued to sparts, so if you
can get messages on Sports program-
ming you're reaching these kids, espe-
cially if you involve sports celebrities in
a very powerful way.”

He says the choice of spokesmen is
crucial and makes the point that drug
abuse has not been given the kind of
attention it was a few years ago when
Nancy Reagan’s “Just Say No” cam-
paign was underway. “That’s an exam-
ple of how the wrong spokesperson can
hurt the credibility of any line,” he
sdys. “She was not a credible spokes-

" person for many sectors of young peo-

ple. ... You have to be very, very
careful in who's embracing this mes-
sage for you publicly.”

Early in the fall, Winsten began
meeting with focus groups of young
people from Boston’s inner city. At
first he thought “Time Out” might be
the slogan he was looking for. But he
found it was simply not something
these kids would say. “Squash it” was.

On a recent late afternoon in Bos-
ton, he sat around a table with six
young people from the tougher part of
town, eating pizza, drinking Cokes and
talking about the violence that is part
of their daily lives.

All these young people live in a diffi-
cult world filled with an undercurrent
of violence. One’s brother was recently
killed. They knew a guy who got mur-
dered over a gold chain. One 16-year-
old girl, when asked for the name of a
parent or someone who is responsible
for her, said she lives alone: “I am re-
sponsible for myself.” And one teenage
youth, talking about all the killings he
has known of, said quite simply, “I hope
to die on my own.”

Winsten read them something one
of them had said the week before about

one way to stop a confrontation:

“Somebody said, ‘Don’t stoop to
their level, Just squash it. Tell your
boys it ain’t worth it. ... You might
take a chance on losing yourself or one
of your boys. You don't lose face if you
decide to just walk away. ...’ Now is
that true? Could you actually say out
loud, ‘Squash it’?”

The five young men and one woman
agreed that they could say it, and that

- they do. “People will say, what’s there

to fight for?” said one of the teenagers.
“Let’s just squash it. Just chill. 'Cause
people say to themselves, like, he
might have [a weapon). I ain’t going to
say nothing about it. Just squash that,
you know?”

“Yeah,” said another. “You got to say
squash it.”

“You hear that,” chimed in another,
“and it’s over with.”

“Here’s how Mission squashed it
with the Hornets,” said one, referring
to an encounter between two Boston
gangs. “The Hornets came to Mission.
They were supposed to play a ball
game. All right. Everybody was look-
ing at everybody all crazy, and then
one person stepped out and it was like,
What's the need? What's the need?
Know what I'm saying? We don't know
each other. We ain't got nothing to
fight for. Let’s put it to an end. And it
was like, yeah, that’s true. We ain’t got
no sense to be fighting. Shake hands.
Like squash it.”

Winsten has been deeply affected by
the whole thing, he says. “It keeps me
awake at night. I'm taking it a little too
seriously. But you meet these kids and
they tell you, ‘You know the media, the
news media overblows it, it’s not that
bad.” ‘How many of you have relatives
who’ve been murdered?” Almost every
hand goes up. And ‘My cousin was shot
dead yesterday.’ ‘I got knifed when I
was in Philadelphia.’ Two kids say a
bullet flew right through the window in
the apartment they were in in the pro-
jects. And I said, ‘But it’s not so bad?'
Unbelievable.”



January 12, 1995

The Honorable Hector L. Colon Mendoza
Mayor

Gobierno Municipal De Guayama
Apartado 360

Guayama, Puerto Rico 00785

Dear Hector:

Thank you for your support of the crime
bill. I appreciate hearing your kind words
of encouragement.

I share your belief that this new law will
help communities get the resources they need to
effectively fight crime and violence. Working
together, we can begin to build a lasting peace
on our streets and in our neighborhoods.

Thanks for your involvement and interest
in this important issue.

Sincerely,

TR e mp zzasum
SHEN

BC/MHM/MM/lynn (Corres. #1992599)
(1.mendoza.hlc)

(_ cc: Jose Cerda, 222 OEOB o
\\ee¢MWLGAMN,“mm,“_ , .



