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OMAHA COALITION MEETING Please use to sign-in:
Wednesday, March 11, 2026 ok
9a.m.

AGENDA

l. Welcome and Introductions

Il.  Review of the February 11, 2026 Meeting Minutes
(please contact PEM staff with corrections)

Ill.  Sinclair Method for Alcohol Treatment
Ed Kaiser, Kaiser Treatment

IV.  Focus Area Updates

a. Local
i. Amplify Impact Showcase
b. Policy

I. Legislative Update
ii. AAN Presentation
c. Enforcement
I. Impaired Driving enforcements in March
ii. Law Enforcement Training April 14-15
d. Youth
I. Youth Leadership Day Recap
ii. Next meeting March 16" at 7:00 p.m.
iii. Youth Leadership Retreat set for June 1-3, 2026
e. Awareness
I. March Research Summary available at www.projectextramile.org

V. Additional Discussion/Announcements

VI.  Adjournment and Next Meeting Date: April 8, 9 a.m. — Dr. Berrigan, National
Cancer Institute (ret.)
UNQO’s Community Engagement Center, Room 128

IMPORTANT UPCOMING EVENTS
Nebraska Public Health Conference — March 30 & 31, 2026
Nebraska Liquor Control Commission Hearings — April 7 & 8, 2026

6001 Dodge Street, CEC 228
Omaha, Nebraska 68182-0600
402.963.9047
www.projectextramile.org
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PREVENTING ALCOHOL-RELATED HARM

RESEARCH SUMMARY
Date Compiled: March 2026

Key takeaways from included research:

e Using data from the Youth Risk Behavior Survey, researchers analyzed responses from 20,005 U.S.
adolescents ages 14 to 18 to examine how exposure to neighborhood violence relates to substance
use. They found 21.9% of teens reporting alcohol use, 18.6% reporting vaping, and 17.7% reported
marijuana use. They also determined that those exposed to neighborhood violence had significantly
higher odds of using cigarettes, alcohol, vaping products, marijuana, and misusing prescription
opioids. The findings suggest that improving neighborhood safety may help reduce adolescent
substance use, although the cross-sectional design does not prove cause and effect.

e Asmall study of 68 college students showed that those who paid more attention to or chose to watch
beer ads were more likely to crave beer and drink more of it in a later taste test. In both cases, craving
explained the link between ad bias and drinking, suggesting that alcohol ads may increase
consumption by increasing the desire to drink.

e Inasurvey of 382 Australian teens ages 15-17, researchers found that those who had seen and liked
ads for zero-alcohol drinks were more likely to have positive attitudes toward and stronger intentions
to drink alcohol from the same parent brands. These associations remained even after accounting for
prior alcohol use and other factors. The findings suggest that zero-alcohol ads may act as indirect
marketing for alcoholic products and should warrant inclusion in alcohol advertising regulations.

» A new study wanted to examine the extent to which celebrities promote their alcohol rands on
Instagram, whether they disclose the content as sponsored, and whether the posts were visible to
underage users. Of 112 celebrities who own alcohol brands, they found that most promoted them on
Instagram, but only 1.7% of those posts clearly disclosed them as sponsored content. Nearly all
alcohol-related posts were visible to a simulated 15-year-old account, raising concerns about youth
exposure and the need for stronger social media regulations.
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