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Introduction

Established in 2000 as a result of the Master Settlement
Agreement

Primary focus on public education
 National effort

 Building off the success at the state level (e.g.: FL, CA,
NY, etc.)

Achieving a culture where all youth and young adults
reject tobacco



1999 - 2014




role of tobacco
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SURGEON GENERAL'S WARNING: Smoking
Causes Lung Cancer, Heart Disease,
Emphysema, And May Complicate Pregnancy.
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Preachy

Empowering
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Anti-Smoking
“Just Say No”
“Think, Don’t Smoke”
“Tobacco is Whacko”

Controlling

Rebellious
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Evidence of a Dose—Response Relationship Between “truth”
Antismoking Ads and Youth Smoking Prevalence

| Matthew C. Farrelly, PhD, Kevin C. Davis, MA, M. Lyndon Haviland, DrPH, Peter Messeri, PhD, and Cheryl G. Healton, DrPH

Mass media campaigns can be an effective
public health strategy to prevent youth smok-
ing."~* Antismoking television campaigns
have emphasized diverse themes to discour-
age smoking, including highlighting short-
and long-term health consequences, deglam-
orizing its social appeal through humorous
and unflattering portrayals, and countering
misperceptions that smoking is widespread
among teens. A more recent theme, first used
by California in the 1990s, focuses on expos-
Ing deceptive tobacco industry marketing
practices and denials of tobacco’s health and
addictive effects. In 1998, the Florida De-
partment of Health launched a tobaceo pre-
vention program that featured a mass media

Objectives. In early 2000, the American Legacy Foundation launched the na-
tional “truth” campaign, the first national antismoking campaign to discourage
tobacco use among youths. We studied the impact of the campaign on national
smoking rates among US youths (students in grades 8, 10, and 12).

Methods. We used data from the Monitoring the Future survey in a pre/post
quasi-experimental design to relate trends in youth smoking prevalence to var-
ied doses of the “truth” campaign in a national sample of approximately 50000
students in grades 8, 10, and 12, surveyed each spring from 1997 through 2002.

Results. Findings indicate that the campaign accounted for a significant portion
of the recent decline in youth smoking prevalence. We found that smoking prev-
alence among all students declined from 25.3% to 18.0% between 1999 and 2002
and that the campaign accounted for approximately 22% of this decline.

Conclusions. This study showed that the campaign was associated with sub-
stantial declines in youth smoking and has accelerated recent declines in youth
smoking prevalence. (Am J Public Health. 2005;95:425-431. doi:10.2105/AJPH.
2004.049692)

The Influence of the National truth® Campaign on

Smoking Initiation

Matthew C

Farrelly, PhD, James Nonnemaker, PhD, Kevin C. Davis, MA, Altijani Hussin, MA

Background:

Methods:

Results:

Conclusions:

States and national organizations spend millions annually on antismoking campaigns aimed at

stuclies, This

sctions

youth. Much of the evide:
study was designed to evaluate the effectiveness o
prevention campaign in the U.S. known as truth™ that was launched in February 2000.

a prominent national youth smoking-

A nationally representative cohort of 8904 adolescents aged 12-17 years who were
interviewed annually from 1997 (o 2004 was analyzed in 2008, A quasi-experimental design
was used to relate changes in smoking initiation to variable levels of exposure to
antsmoking messages over time and across 210 media markets in the U.S. A discrete-time
hazard model was used to quantify the influence of media market delivery of TV
commercials on smoking initiation, controlling for confounding influences. Based on the
results of the hazard model, the number of youth nationally who were prevented from

smoking from 2000 through 2004 was estimated.

Fxposure to the truth campaign is associated with a decreased risk of smoking initiation
(relative risk=0.80, p=0.001). Through 2004, approximately 450,000 adolescents were
prevented from trying smoking nationwide. Factors negative
mclude African-Ar m race (relative risk=0.44, p=<0.001),
risk=0.74, p=<0.001), completing high school (relative risk=0.69, p=
nts at baseline (OR=0.79, p=0.001).

associated with initiation

ic ethnicity (relative
L001), and living with

@ns as a viable
strategy for|
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Early impact

over 450,000 lives ‘







toll of the epidemic continues...

- leading cause of preventable death in the US;

- 480,000 people die annually — more than AIDS, alcohol, car accidents,
illegal drugs, murders and suicides combined,;

- costs the U.S. approximately $170 billion in health care expenditures
and more than $150 billion in lost productivity each year;

- While the US has made major progress against tobacco use, 40
million Americans still smoke, and about 2,500 kids try their first
cigarette each day.

https://www.cdc.gov/tobacco/data_statistics/fact_sheets/index.htm



prevalence among youth

Past 30-Day Prevalence of Cigarette Use among 8t", 10%, and 12t Grade
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Source: Monitoring the Future, 2017 (1994-2017)



cigarette prevalence among young adults (18-24)
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20% 18.9% 18.7%

15%

3.0% 13.1%
10%

5%

0%

2010 2011 2012 2013 2014 2015 2016

Source: National Health Interview Survey (NHIS), 2010 - 2016.
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strategic framework

INSIGHT CREATIVE
OPPORTUNITY
Teens are

________ 1 assionate about
I Challenge the social I zocial issues not STRATEGY Why sh(?)uld I
| acceptability of b link care:
| combustible use. I currently linked to Show teens how

Confront the I smoking + smoking affects the — +
I misconceptions that I . things they care about
I the conseguences of Smoking affects now

I .
I smoking happens later . youin uneri(pticted What can | do
| in life. : ways, whether B about it?
________ you're a smoker or
not.
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social justice




continuing the momentum




the science behind the campaign:
evaluation measures and methods ‘




public education campaigns work

Change in Change in
Campaign Beliefs Attitudes, Behavior

Awareness Related to Social Change
Smoking Norms

Perry et al., 1992; Chen et al., 2003; Allen et al., 2009; Siegel et al., 2000; Sly et al., 2001; Sly et al., 2002; Zucker et al., 2000; Holtgrave et al., 2009; Farrelly et al., 2002a; Farrelly et al;,
2005;; Farrelly et al., 2009; Emery et al., 2012, Hamilton, 1972; AJPH, 1995(1); AJPH, 1995(2); Biener et al., 2000; Miller et al., 2003; Wakefield et al, 2003; Chapman, 1999; CDC, 2007;
Messer et al. 2007;Vallone et al., 2011.



conceptual model

Exposure Awareness Intermediate
Outcomes

r Mediators/Moderators
L Demographics, Tobacco Policy

truth Messages: Aided and Changes in Campaign- Declines in tobacco use:

' Telg\{|3|on . Unaided related Knowledge, . = ; -
Online Digital Mobile Message Recall Attitudes. Beliefs Xperimentation
\ 4 Tours Brand 2Intentions 0 Initiation .
Other Campaigns Awareness . Progression to
& established smoking
Engagement

Earned Media
Outreach

Adapted from Hornik, Robert (ed.) 2002. Public health communication: Evidence for behavior change. Hillsdale, NJ:
Lawrence Earlbaum Associates.



key implementation parameters

» Reach and Frequency

= Exposure among 75% to 85% of the target audience/quarter requires:

= 1,200 gross rating points (GRPs)/quarter during the introduction of a
campaign;

» 800 GRPs/quarter thereatfter.

= Duration

= |east 3 to 6 months to achieve awareness of the issue, 6 to 12 months
to influence attitudes, and 12 to 18 months to influence behavior.



evolving communications landscape
Television
Digital Platforms

- Social Media
- Mobile Device Penetration




campaign-targeted attitudes

« Attitudinal Constructs
— Anti-Smoking Perceptions
— Anti-Smoking Norms
— Anti-Tobacco Industry Sentiment
— Anti-Smoking Independence
— Anti-Smoking Social Movement

Anti-Tobacco Scale (ATS)

« An average score across these five attitudinal indices (18
individual items) was calculated

* Excellent range on reliability (a = 0.90)



pre-market ad testing

- Forced exposure online survey
- 300 respondents/ad execution
- Assess knowledge, attitudes, beliefs and behaviors pre- and post-exposure
- key measures
— Comprehension
— Receptivity
— Pacing of music and content



monitoring campaign implementation

- Continuous national tracking survey to assess ad awareness &
receptivity

« ~150 participants, aged 15-21, surveyed each week

- Compare to pre-market results; high correlation between pre-market
and in-market responses




monitoring exposure

Average awareness of any truth® ad

Week 103 (7/6/16) — Week 143 (4/18/17)

100%

90%

78% 78% 79% 79% 78%

78%

80%

70% -0 B B B
60% -1 B B B
50% |-f N B N B
40% +1 B B B
30% +- [ N R
20% +- [ B R
10% - - - N

0% -
Overall Male Female 15-17 18-21

White Black Hispanic

Current three-week rolling average: 84% awareness of any truth ad

Base: All respondents (15-21); Week 103 (7/6/16) — Week 141 (4/4/17)



truth® logo awareness & brand identification

Do you recognize this logo? itH
What do you think of when you see this Iogo’?

100%

90% Logo Awareness
80% 70%

0 T e —— e

60% | 59%

48% e Anti-Tobacco

50%

—37% Only and Anti-
40% - J— Tobacco+Anti-
30% - Drug/Anti-Alcohol
Only

20%
10%
0%

3014 40Q14 1Q15 2Q15 3Q15 4Q15 1Q1l6 2Q16 3Ql6 4Ql6 1Q17

Base: All respondents (15-21)



evaluation design challenges

« Lack of Randomization or Control Group

« Measures of Exposure Limited

— Self-report recall bias; Selective attention;
Variation in memory or cognitive capacity

« Existing downward secular trend in youth
smoking

— Longitudinal Panel Approach



Wavel Wave 2 Wave 3 Wave 4 Wave 5 Wave 6 Wave 7
4-6/14 1-3/15 7-9/15 1-3/16 7-9/16 1-3/17 3/18

Tobacco Control, 2017, Recruiting and Retaining Youth and Young Adults



ad awareness causally linked to targeted
attitudes and intention

Higher Anti- Higher
Tobacco Social Independence
Perceptions from Tobacco

Higher Anti-
Tobacco Social
Norms

Higher Anti-
tobacco Social
Movement

Higher Anti-
Tobacco
Industry

Sentiment

Cumulative Lower
Truth Ad Intentions to
Awareness Smoke

Nicotine and Tobacco Research, 2017, Evidence of the Impact of the truth Finishlt Campaign



How the campaign is working

Cigarette

Independence Smoking
from Progression
Tobacco at Wave 5

. Support
Cumulative i
truth Tobacco
Ad Social
Movement
Exposure .
Anti- Cigarette
Tobacco Smoking
Controls for Progression
Industry _
Sentiment demographic Change Over

factors and Time
exposure to other

tobacco campaigns.

truth exposurel >reduced smoking progression!

Under review, AJPM




building a movement: brand equity

I'd like to help truth end smoking in my generation
I’d defend truth on social media if someone were putting it down

I'd follow truth on social media
| would be part of a movement to end smoking.

ederehinl onulart Truth is helping my generation end smoking.
S & Truthis for people like me

How much do you agree or disagree with the following? Truth is....

Inspired
Powerful
In control of their own decisions
Brand Personality Independent
Honest
Innovative
People that follow truth are just like me
People that follow truth are like the friends | hang out with
When you think of truth, you think...?
Fewer and fewer young people today smoke cigarettes
Tobacco companies lie
The tobacco industry tries to get young people to smoke other products
like hookah
Tobacco company ads are a joke

Brand Loyalty

Brand Awareness




brand equity analysis

- Sample: Participants with and reported being aware of the truth
logo at wave 3 (N=4,413)

* Predictor: Brand Equity at Wave 3

« Outcome: Past 30 Day Cigarette Smoking at Wave 5 (12
months later

« Strength of the study: brand equity reflects the internalized
understanding of the truth message rather than just ad
awareness



population impact estimate

Higher Brand Equity ‘ Significantly Lower
past 30-day smoking prevalence at W5.

~250,000
youth and young adults

were prevented from progressing to
current smoking over 12 months



truth formula

N

Reduced Tobacco Use!



why changing behavior depends on
effective communication...

- The power to inspire does not come from academic jargon;

- It's not that the public is incapable of caring about these issues. They—
we—just need some help; and

- If Google and Apple understand the value of promoting its message and
products to the public in innovative ways, why can't we do the same?

http://lwww.fastcodesign.com/1665308/why-science-depends-on-good-branding



questions?

thank you! ‘
dvallone@truthinitiative.org . ‘




