
Adam	
  O.	
  Goldstein,1	
  MD,	
  MPH;	
  Anna	
  McCullough,1	
  MSW,	
  MSPH;	
  Leah	
  Ranney,	
  PhD1;	
  Barbara	
  Moeykens,	
  MS2;	
  Kelly	
  L.	
  Kandra,3	
  PhD	
  	
  

Tobacco.Reality.Unfiltered.	
  Using	
  Personal	
  
Tes6monials	
  in	
  a	
  Youth	
  Preven6on	
  Media	
  Campaign	
  

Background	
   Results	
  

§ 	
  Telephone	
  survey	
  with	
  youth	
  ages	
  11	
  –	
  17.	
  Key	
  outcomes:	
  tobacco	
  use	
  and	
  	
  	
  
	
  	
  	
  suscepObility;	
  confirmed	
  ad	
  awareness	
  and	
  ad	
  reacOons;	
  brand	
  awareness	
  
§ 	
  Six	
  survey	
  waves	
  2004	
  –	
  2011.	
  	
  Data	
  from	
  baseline	
  (n=637),	
  first	
  follow-­‐up	
  	
  
	
  	
  	
  surveys	
  in	
  2004	
  (604),	
  and	
  final	
  cross-­‐secOonal	
  survey	
  in	
  2011	
  (n=1,002).	
  	
  
§ 	
  Sampling	
  weights	
  and	
  adjustments	
  made	
  to	
  align	
  sample	
  to	
  NC	
  populaOon	
  
§ 	
  SAS	
  survey	
  procedures	
  used	
  for	
  complex	
  survey	
  design	
  and	
  sampling	
  weights	
  
§ 	
  Backwards	
  stepwise	
  regression	
  analyses	
  	
  

Methods	
  

Conclusions	
  

Youth	
  Tobacco	
  Use	
  in	
  NC	
  

§ 	
  Cross-­‐secOonal	
  survey	
  –	
  no	
  causality	
  inferences	
  
§ 	
  Cannot	
  differenOate	
  impact	
  of	
  TRU	
  campaign	
  and	
  other	
  comprehensive	
  	
  	
  
	
  	
  	
  prevenOon	
  program	
  components	
  
§ 	
  Real	
  world	
  campaign	
  implementaOon	
  limits	
  conclusions	
  about	
  ideal	
  	
  
	
  	
  	
  Oming,	
  duraOon	
  and	
  dosing	
  of	
  ads	
  for	
  maximum	
  effecOveness	
  

LimitaOons	
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  (TRU)	
  Campaign	
  
§ 	
  Personal	
  tesOmonials	
  from	
  real	
  North	
  Carolinians	
  about	
  the	
  serious	
  health	
  	
  	
  	
  
	
  	
  	
  consequences	
  of	
  smoking	
  
§ 	
  TRU	
  campaign	
  and	
  brand	
  integrated	
  into	
  school-­‐	
  and	
  community-­‐based	
  teen	
  	
  	
  	
  
	
  	
  	
  tobacco	
  prevenOon	
  iniOaOves	
  2004	
  -­‐	
  2011	
  
§ 	
  New	
  ads	
  developed	
  in	
  2004,	
  2005,	
  2008,	
  and	
  2010.	
  Ads	
  primarily	
  on	
  TV,	
  some	
  	
  
	
  	
  	
  movie	
  theater	
  and	
  internet	
  in	
  later	
  years	
  
§ 	
  Yearly	
  campaign	
  funding	
  from	
  $1.7	
  -­‐	
  $5	
  million	
  	
  	
  

Results	
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TRU	
  Brand	
  Awareness	
  

2004	
   2011	
  
* Changes significant at p<0.0001      † Not asked in 2004 
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* Changes from 2004 significant at p<0.001 

Predictor	
  Variables	
  for	
  
TRU	
  Ad	
  Awareness	
  

Odds	
  Ra6os	
  
EsOmate	
   95%	
  CI	
  Lower	
  Limit	
   95%	
  CI	
  Upper	
  Limit	
  

Older	
  Age	
  
	
   1.93	
   1.37	
   2.72	
  

AnO-­‐tobacco	
  amtudes	
   0.68	
   0.46	
   0.98	
  

Would	
  wear	
  gear	
  with	
  
anO-­‐tobacco	
  messages	
   1.8	
   1.2	
   2.71	
  

Predictor	
  Variables	
  for	
  
TRU	
  Brand	
  Awareness	
  

Odds	
  Ra6os	
  
EsOmate	
   95%	
  CI	
  Lower	
  Limit	
   95%	
  CI	
  Upper	
  Limit	
  

Caucasian	
  Race	
   1.41	
   1.01	
   1.98	
  

AnO-­‐tobacco	
  amtudes	
   0.48	
   0.33	
   0.7	
  

School/community	
  
anO-­‐tobacco	
  
organizaOons	
  	
  

2.41	
   1.71	
   3.4	
  

Higher	
  TRU	
  ad	
  dose	
   1.47	
   1.36	
   1.59	
  

SensaOon	
  seeking	
  
behavior	
   2.43	
   1.36	
   4.35	
  

SuscepObility	
  to	
  
smoking	
   1.44	
   1.03	
   2.01	
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High	
  School	
  Smoking	
  Prevalence	
  –	
  NC	
  Youth	
  Tobacco	
  Survey	
  

2001:	
  Funding	
  
dedicated	
  for	
  
comprehensive	
  
tobacco	
  
prevenOon	
  &	
  
cessaOon	
  iniOaOve	
  

2003:	
  Teen	
  
prevenOon	
  	
  
acOviOes	
  	
  
launched	
  

2004:	
  TRU	
  
Campaign	
  
launched	
  

2006:	
  $.30	
  
NC	
  cig	
  tax	
  
increase	
  

2008:	
  Tobacco	
  
Free	
  Schools	
  
Implemented	
  

§ 	
  Major	
  campaign	
  accomplishments:	
  high	
  campaign	
  awareness,	
  well	
  	
  	
  
	
  	
  	
  received	
  by	
  youth,	
  preferenOally	
  reached	
  youth	
  at	
  risk	
  for	
  smoking	
  
§ 	
  Combined	
  with	
  state,	
  school,	
  and	
  community	
  policies,	
  campaign	
  	
  
	
  	
  	
  substanOally	
  contributed	
  to	
  historically	
  low	
  levels	
  of	
  tobacco	
  use	
  among	
  	
  
	
  	
  	
  NC	
  youth	
  
§ 	
  Well	
  executed	
  media	
  campaigns	
  using	
  theme	
  of	
  serious	
  health	
  	
  
	
  	
  	
  consequences	
  can	
  be	
  an	
  effecOve	
  component	
  of	
  state	
  tobacco	
  	
  
	
  	
  	
  prevenOon	
  efforts	
  
§ 	
  Real	
  world	
  campaign	
  implementaOon	
  limits	
  conclusions	
  about	
  ideal	
  	
  
	
  	
  	
  Oming,	
  duraOon	
  and	
  dosing	
  of	
  ads	
  for	
  maximum	
  effecOveness	
  

0	
  
10	
  
20	
  
30	
  
40	
  
50	
  
60	
  
70	
  
80	
  
90	
  

100	
  

Convincing	
   Grabbed	
  arenOon	
   Gave	
  good	
  reasons	
  not	
  to	
  
smoke	
  

%
	
  S
tr
on

gl
y	
  
Ag

re
e/
Ag

re
e	
  

Ad	
  Reac6ons,	
  2011	
  

This work was funded by the NC HWTF Independent Outcomes Evaluation of Tobacco Initiatives contract.  Any opinions, 
findings, conclusions, or recommendations expressed in this publication are those of the authors and do not necessarily 
reflect the views and policies of the NC Health and Wellness Trust Fund Commission. The UNC NDP Program has 
received an unrestricted educational grant from Pfizer to support tobacco cessation in inpatient settings. 
 


