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RePORT ON A FORMATIVE EVALUATION CONDUCTED FOR THE
YouTtH AGAINST ToBacco COUNTER MARKETING (CAMPAIGN

Lorelei Cropley, DPH, CHES
E. Mitchell, MS
Peter B. Anderson, Ph.D.

Abstract: This paper reports the formative evaluation findings of a tobacco counter-markesing
campaign and recommendations based on those findings. Focus groups were used to determine
reactions to four messages for the Youth Againgt Tobacco (YAT) campaign. Participants aged eleven
toeighteen yearsold, who resided in the metropolitan New Orleans area, wereselected from area schools
using conventence sampling. Results indicated that while reactions 1o the messages were positive
overall, some aspects of the messuges seemed too complex to be used effectively in the campaign. These
restlts belped to gutde modification and selection of messages prior to use in the campaign.

Ciga.rcrte smoking is the most prevalent form
of dependence and one of the leading pre-
ventable causes of death. 1tis estimared that smoking
is responsible for three million deaths annually (Mo-
relio, Duggan. Adger, Anthony, Joffe, 2001). Ifnoth-
ing is done to reduce smoking prevalence, by the year
2025 mortality rates are expected to reach 10 million.

Adolescents are especially vulnerable to the ef-
fects of tobaceo use and nicotine addiction. Approxi-
mately 29% of high school students smoke, and while
more than 80%6 have tried to stop smoking, enly 13.5%
have succeeded (Sisley, 2000). Nearly all first use of
tobacco occurs before high school graduation; a find-
ing that suggests that if adolescents can be prevented
from initiating tobacco use, most will never sart (U.S.
Department of Health and Human Services [DHHS],
1994; Motello, ecal., 2001).

Bath individual factors (e.g, low self-image, use
of tobacco as a stress reducer, lack of knowledge on the
health risks associated with twbacco use, and poot to-
bacco resistance skills) and social environmental fac-
101S {e.g7, 3CCess 1o Cigarettes, peer pressure, and percep-
tion of smoking as a social norm) contribure to the
problem of tobacco use among adolescents IDHHS,

1994; Higgs, Edwards, Harbin, & Higgs, 2000; Sisely,
2000). Social environmental factors are especially in-
fluential. For example, tobacco advertising and pro-
motion activities appear to influence initiadon ameng
adolescents by affecting their perceptions of smoking’s
pervasiveness, image, and funcrion. (DHHS, 1994;
Higgs, Edwards, Harbin, & Higgs, 2000). Tobacco
advertising appears to be quite effective. Not only do
children buy the most heavily advertised brands, but
one study found that about 34% of all California youth
experimentation with smoking between 1993 and
1596 could be artributed o tobacca prometion ac-
ovities (CDC, 1994; Pierce, eval., 1998).

Many groups in the United States have recog-
nized this public health concern and have initiated
ant-smoking campaigns (Siegel & Biener, 2000).
Community-wide efforts such as youth-oriented mass
media campaigns that focus on prevention rather than
cessation have beer found to be successful in reducing
adolescent use of wbacco, especially when combined
with other measures (DHHS, 1994).

Counter-advertising has emerged as an effective
type of anti-tobacco campaign and programs using
this approach are currently on-going in several states
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{DHHS, 1994; National Center for Chronic Diseases
Prevention and Health Promotion {NCCDPHP],
1999; Sy, Hopkins, Trapido, Ray, 2001). Counter-
advertising artempts to counter pro-tobacco influences
and promoze healthy messages through a range of mass
media channels, media advocacy techniques, and re-
placing or reducing tobacco industry sponsorship and
promotions (NCCDPHE, 1999). Counter-adverts-
ing is based on social marketing principles such as an
emphasis on develepment of products and services
from the consumer’s point of view and the consumer.
The consumers, in the case of anti-tobacco counter-
advertising, are adolescents (Wallack, 1990). The so-
cial marketing concept of audience segmentation, a
strategy that identifies homogeneous subgroups of
people based on common defining characteristics, is
also applied in counter-advertising campatgns. In ad-
dition, social marketing formative research rechniques,
such as focus groups, are applied in counter-market-
ing as a way to involve the target audience in program
development.

The Louisiana Stare Games Foundadon? devel-
oped a counter-advertising anti-tobacco campaign
called Youth Against Tobacco (YAT). This campaign
consisted of disseminadng carefully designed messages
wrgeting adolescents ages 11 1o 18 years old, using
sporting events as delivery channels. The messages were
designed to provide adolescents with che knowledge
necessary to develop critical thinking skills to effec-
tively challenge the tobacce industry’s adverasing.
Messages were displayed on large banners at sporting
events sponsored by LA State Games Foundation.
Orher methods used to disseminate the messages were
t-shirts, posters and an interactive web-site,
www.wewonsmoke.com that included links.

The prevention goal of the YAT campaign was o
reduce the level of robacco use by adolescent berween
the ages of 11 and 18 years old. Specific program
objectives are, by the year 2003:

O  Reduce the level of tobacco use by adolescents
between the apes of 11 and 18 years old from
36% to less than 25%;

0 Demonstrate that after exposure ro YAT cam-
paign, 75% of ail participants, spectators and
those associated with the Louisiana Games spon-
ing events will be able to identify examples of
tobacco product deception fostered by the to-
bacco industry;

3 Demonstrate that after exposure to YAT cam-
paign messages, 75% of all participants, spects-
tors and those assodiared with the Louisiana Games
will have a negative attitude’ cowards tobacco
product marketing (Campaign for Tobacco Free
Kids,1999; Canter for Disease Prevention and
Promotion, 2000; US Department of Health and
Human Services, 2000).

Program plannets developed four messages for
the YAT campaign (See Figure 1). Messages were de-
veloped based on a review of literature and on consul-
tation with experienced individuals in the field (Na-
donal Cancer Institute, 1992; NCCDPHP, 1999) .
The director of the LA State Games Foundartion de-
veloped the logo, which was placed alongside each
message that was disseminated (See Figure 2).

In order o enhance the cffectiveness of messages
developed for the campaign, pre-testing, a component
of formarive evaluation, was conducted in the form of
focus groups. Focus groups have been shown to bea
useful qualitative research rool to obtain perceptions
of participants in a permissive, non-threarening envi-
ronment {Holman, 1993). The messages were pre-
tested 1o assess comprehension, personal relevance,

culrural refevance, and strengths and weaknesses.

METHODS

Adolescents from the metropelican New Otrleans
area were pretested using focus groups to determine if
any of the four messages or YAT logo were under-

Figure 1: YAT anti-tobacco messages

f1) “Tobacco companies create loyal customers by using cigarertes as a delivery system for nicotine. Think About

"

(2) “ltisaproven fact that smoking decreases lung capacity and limits athletic performance. Don’t let your game

go up in smoke. Think Abour Ir'™.

(3) “Doyou know how tobacco company executives sesponded when asked why they don't smoke? We rescrve
that ‘right’ for the young and the stupid.” Don’t Be A Target, Think About It!”
{4) “7.000 Louisiana residents die each year from tobacco related causes. Are you going to be a replacement

customer? Think Abour Itl”,
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Figure 2. YAT Logo

Youth

Tobacco

standable, relevant, memorable, andfor acceptable.
Inclusion criteria specified thar participants be between
theage of eleven and eighteen and reside in the metro-
politan New Orleans area. Participants were recruited
by convenience sampling from two schools. A tota] of
24 adolescents participared in the facus groups.

Instrumentcation for the focus group consisted of
an unstrucrured moderaror’s discussion guide with five
open-ended questions (see Figure 3). The instrument
was developed based on existing pre-rest instruments
(National Cancer Instinute, 1992).

Afrer approval by the University of New Orleans
Human Subjects Commitree, participants were re-
cruited by convenience sampling. Gatckeepers at se-
lected schaols were identified and their permission
sought and obtained o conduct the focus groups.
Informed consent was obtained from reachers in the
schools. Student participation was completely volun-
tary and anonymous.

Three focus groups (N = 8 each) were completed.
One focus group was conducted wich eighth graders
atan all-girl privare high school, che majoricy of who
were Caucasian. The other two were conducted with
ninch graders ar a coed magnet public school consist-
ing of predominantdy African-American students. Al
were conducted during a physicat education class.

The focus group moderator used a question guide
1o elicit responses and follow-up. In addirtion, the fo-
cus group discussions were audio- recorded. Focus
group sessions ran for approximarely thirty minutes.
To encourage full cooperation and parriciparion, food
was provided as an incentive. In additen, the instnc-
tor of the ¢lass requested participation.

RESULTS

Audio recordings of each focus group were col-
lected, and from these, verbatim transcripts were gen-
erated. Content analysis of the verbatim transeripts
was performed and then the verbal and writeen re-
sponses were identified themarically, categorized, and
then coded by theme using established methods
(Vaughn, Schumm, Sinagub, 19%6; Glense,

1998; Weiss, 1994).

A toral of 24 participants attended one of the

three focus groups. The age range of participants was

12-16 years old. The messages Tobacco companics cre-

ate loyal customers by using cigarettes as a delivery
system for nicotine. Think Aboyt 1t! and Do you
know how tebacco company exccutives responded
wh { i

get, Think About It/ had the poorest reactions from
focus group participants. They found nothing they
especially liked about these messages, found nohing
worth remembering abour the messages, and could
not state the main idea of the messages. In addidon,
many of the participants were confused or offended

by these messages, especially the rerms stupid and de-

The message [tis a proven face char smoking de-
) limiss atblesic pert

1 . + I

received an overal! pasitve reaction from focus group
participants who liked the message, understood the
message's main idea, and found parts of the message
worth remembering,

W'hilc pamapanm liked the mm.gt Z.Q_(,)_{,)_]_mu_
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Figure 3: Focus Group QQuestions.

Question (1}: Was there any part(s) of the message that you especially liked?
Question (2): Was there anything about the message that you disliked?
Question (3): What was the main idea each message was wying to get across?

Question (4):
Question (5):

In your opinion, was there anything in particular that was worth remembering about the message?
Was there anything in any of the messages thar was confusing?

Areyougoing to be [gp[a;gmgm customer? Think
About [t! bur many were confused by the rerm pe-
placement customer. The participants also liked the

logo and understood the main idez of the logo.

DISCUSSION

Limitations of focus group methodology are the
subjectivity of responses; thercfore results can not be
applied 1o the general population. However, this meth-
odology is appropriate for the formative evalyation
stage of this campaign, where it was used o develop
message concepts and direct use of these messages for a
tobacoo counter-marketing campaign for adolescents
in the Great New Orleans area.

Focus group participants had an overall positive
reaction to the messages, especially when smoking was
related to athfetic performance. Some conceprs such as
delivery system and replacement customer seemed too
complex for the participants to understand. The term
stupid resulted in a negative response to the message.

Based on these formative evaluation results, YAT
program planners made several changes regarding the
messages used in the counter marketing campaign.

Two messages Tobacco companies creare igval qustom-
ers.... and Do you know how tobacco company ex-

(FOOTNOTES)

ecutives responded ... were rejected for use in the
campaign. The message [1 is 2 proven fact that smok-
. | v and [imics athlecic perfor.

mance. Don't et your game go up in smoke. Think
A];&m_hfwas divided into 60 messages. The ﬁrstwas

and limits ax.‘h]ﬂi; [x qu:maug:, a.nd thc secondwas
Dont| i Smoke! Stay Tol
Eres, Think Abourt It. Both new messages were used
in the campaign. Despite confusion about the term
replacement customer the LA Games director person-
ally liked the message 7,000 Louisiana residents die
cach year from robaceo related causes, Arcyougoing
: Thi tell

1o be.a replacement customer? Think Abour [t/
cnou.gh w0 modxfy it to The robacco industry loses

and useitin the am[mgn. Thc logo was recommended
for use in the program unchanged.

Inn conclusion, a qualitative investigatian, involv-
ing adolescents from area high schools, is an essential
first step in planning targeted messages as part of
counter-advertising interventions. Further outcome
evaluation will be conducted at a later stage to deter-
mine the effects of the YAT counter-advereising anti-
tobacco campaign.

"The LA games foundation s a non-profi statewide organization that organizes and puts on sporting events
in areas such as rrack meets, basketball matches, and swim meets.

? Negarive actitude was measured by a post-intervention questionnaite that included a series of rwelve
atticude/belef statements based on the questionnaire used by Florida Tobacco counter marketing campaign {Sty
D.E, Heald, G.R., Ray, S (2001). The Florida “truth” anti-tobacco media evaluation: design, first year results, and
implications for planning future state media evaluations. Tobgere Contrel .10, 9-15
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