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Internet sources

A strategic plan for a comprehenvise tobacco control program in New Jersey

http://www.state.nj.us/health/as/strategic/index.html
Youth tobacco awareness / marketing and communications campaign (part of the above-noted report)

http://www.state.nj.us/health/as/strategic/youth.htm
Marketing to young adults.

http://www.cavill.com.au/I0167_Youth_Marketing.pdf
This is the web site for a conference that was held in Sydney last August.  Proceedings at to be published. Contact email on the site.

New IRI Study Finds Innovative Alcoholic Beverage Products Key to Success in Reaching ‘Twentysomethings’
http://www.infores.com/public/global/news/glo_new_040902.htm
This article is about marketing alcohol, but does make a couple points about this generation, including the fact that they are echo boomers.

Tobacco Summit findings and recommendations

http://www.bhs.umn.edu/smoking/recommendations.htm
2002 National Conference on Tobacco or Health

http://ncth.confex.com/ncth/2002/techprogram/meeting_2002.htm
Media and Communications Strategies

http://ncth.confex.com/ncth/2002/techprogram/program_17.htm
Getting your message out : reaching the college-aged audience

http://ncth.confex.com/ncth/2002/techprogram/session_751.htm
Using research to guide effective programmatic efforts targeting young adults

http://ncth.confex.com/ncth/2003/techprogram/paper_8885.htm
What research says about youth and drinking and driving and ways to apply this research

http://www.ncadd.com/tsra/abstracts/youth.html
What research says about young adults and drinking and driving and ways to apply this research

http://www.ncadd.com/tsra/abstracts/young.adults.html
Application methods may be of interest.

Peer-marketing alerts young adults to AIDS danger

http://www.psi.org/resources/pubs/peermark.html
Targeting young binge drinkers

http://www.safety-council.org/news/sc/2002/binge.html
Drinking.  Where are your choices taking you?

http://www.nationalalcoholcampaign.health.gov.au/campaign/campaign_outline.htm#messages
Novel drug abuse prevention ads get strong response from high-sensation seekers

http://www.drugabuse.gov/NIDA_Notes/NNVol10N4/Sensation.html
Massachusetts Tobacco Control Program

http://www.hc-sc.gc.ca/hecs-sesc/images/ppt_en_1/massachu.pdf
Power point presentation including some message design information.

Reproductive health programs for young adults : social marketing and mass media approaches

http://pf.convio.com/pf/pubs/focus/IN%20FOCUS/massmedia.htm
Young adults and health risk behavior

http://www.socialnorm.org/bingham.html
1996 research paper includes references.

Attracting young adults

http://www.infoforhealth.org/pr/j41/j41chap5_2.shtml
Meeting the needs of young adults

http://www.infoforhealth.org/pr/j41/j41print.shtml
Healthy people 2010 : Chapter 11 : Health communication

http://www.healthypeople.gov/Document/HTML/volume1/11HealthCom.htm
Includes checklist for effective communications.

Young adult drinking in a southwestern tribe : beliefs, knowledge and work

http://www.prev.org/prc/prc_text_moore_yadswtbkw.html
Guide to community preventive services

http://www.thecommunityguide.org/tobacco/tobac-res-qs.htm
Review of effectiveness.  April 2003

Promoting reproductive health for young adults through social marketing and mass media : a review of trends and practices

http://www.fhi.org/en/youth/youthnet/publications/focus/keyelements/socmarkmassmedia.htm
Developmentally based interventions and strategies : promoting reproductive health and reducing risk among adolescents.

http://www.fhi.org/NR/rdonlyres/ekbzhp2y3qh47vcgsmqro3hhb2ru36qb7zd2ycamv5gpfzidi5pcb27dkogcoenjpzqcdceqemcxai/Focus_tool4.pdf
Includes information on middle adolescents (pages 30-35) and late adolescents (pages 36-39) with chart of key developmental characteristics, goal of program or intervention, and suggested interventions or activities.  Not directly related to messages.  Concise background information.

Implementing and evaluating a community-based multi-media campaign targeted to adolescents and young adults in an urban, low-income community

http://apha.confex.com/apha/129am/techprogram/paper_27086.htm
Promoting reproductive health for young adults through social marketing and mass media : a review of trends and practices

http://www.pathfind.org/pf/pubs/focus/RPPS-Papers/Social%20Marketing.html
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ASSOCIATIVE GROUP ANALYSIS: A TOBACCO PREVENTION CASE STUDY

Michael Peterson, Steven S. Martin 

Abstract: This paper seeks to demonstrate the potential utility of the Associative Group Analysis (AGA) process to tobacco-related social marketing by identifying perceptual and cognitive similarities and differences toward "tobacco" and "smoking" between four behaviorally defined groups. AGA-based questions were included in a statewide Random Digit Dial (RDD) household telephone survey using Computer Assisted Telephone Interviewing (CATI) technology. The AGA provided qualitative and quantitative sensitivity of group perceptions and attitudes not available through traditional survey methods. Results provide specific anti-tobacco marketing messages and themes that should be targeted and addressed for each group. This study has the following implications for social marketing: 1) The AGA methodology has the ability to effectively facilitate the development and assessment of anti-tobacco media campaigns; 2) more generally, the technique can be applied to measure the efficacy of social marketing campaigns in other areas; and 3) the application demonstrates the value of adjustments so that communications can adapt and respond to the dynamics of a group's perceptual-representational framework. 

MEDLINE
Am J Health Behav. 2003;27 Suppl 2:S103-19.  

Youth Tobacco Cessation Collaborative and National Blueprint for Action.

Orleans CT, Arkin EB, Backinger CL, Best A, Crossett L, Grossman D, Husten C, Malarcher A, Marshall T, Maule CO, Thornton AH.

Epidemiology Branch, Office on Smoking and Health, Centers for Disease Control and Prevention, Atlanta, GA, USA. cto@rwjf.org

OBJECTIVES: To describe the formation of the Youth Tobacco Cessation Collaborative (YTCC), a voluntary collaborative of leading funders of youth tobacco cessation research and services. METHODS: The long-term goal and specific short-term (2-year) goals, strategies, and accomplishments are briefly described with reference to its guiding action plan: National Blueprint for Action: Youth and Young Adult Tobacco-Use Cessation. RESULTS: Aiming to accelerate the pace of discovery and application, YTCC efforts have created a strategic vision for making progress toward filling key knowledge and intervention gaps. CONCLUSIONS: Lessons learned about effective partnership are reviewed, and future directions are described.

PMID: 14521239 [PubMed - in process]

J Assoc Acad Minor Phys. 2002 Apr;13(2):41-7.  

Promoting identification of HIV-infected youths: borrowing concepts from the media to reduce the HIV epidemic?

Peralta L, Deeds BG, Young K.

University of Maryland School of Medicine, Department of Pediatrics, Division of Adolescent and Young Adult Medicine, 120 Penn Street, Baltimore, Maryland 21201,
USA. lperalta@peds.umaryland.edu

The HIV/AIDS epidemic is dramatically affecting adolescents. Although it is estimated that 50% of new HIV infections in the United States is among people under 25 years of age, adolescents seek HIV counseling and testing services at a much lower rate than adults. Furthermore, many HIV-infected adolescents remain unaware of their status and do not seek health care. As HIV identification remains the most important gap in the efforts to control the spread of the HIV epidemic among youths, there is an increasing need to implement creative strategies to attract youths to HIV screening services. This article describes the implementation of an innovative HIV/AIDS social marketing campaign designed to attract at-risk urban adolescents to youth-friendly HIV counseling and testing services and link them to comprehensive health care. In addition, the article describes the key elements of the social marketing initiative: 1) designing a meaningful message, 2) attaining audience credibility, and 3) mobilizing the community.

PMID: 12362566 [PubMed - indexed for MEDLINE]

Am J Public Health. 2002 Jun;92(6):908-16.  

Why and how the tobacco industry sells cigarettes to young adults: evidence from industry documents.

Ling PM, Glantz SA.

Traineeships in AIDS Prevention Studies, Center for AIDS Prevention Studies, University of California, San Francisco 94143, USA.

OBJECTIVES: To improve tobacco control campaigns, we analyzed tobacco industry strategies that encourage young adults (aged 18 to 24) to smoke. METHODS: Initial searches of tobacco industry documents with keywords (e.g., "young adult") were extended by using names, locations, and dates. RESULTS: Approximately 200 relevant documents were found. Transitions from experimentation to addiction, with adult levels of cigarette consumption, may take years. Tobacco marketing solidifies addiction among young adults. Cigarette advertisements encourage regular smoking and increased consumption by integrating smoking into activities and places where young adults' lives change (e.g., leaving home, college, jobs, the military, bars). CONCLUSIONS: Tobacco control efforts should include both adults and youths. Life changes are also opportunities to stop occasional smokers' progress to addiction. Clean air policies in workplaces, the military, bars, colleges, and homes can combat tobacco marketing.

Publication Types:

 Evaluation Studies

PMID: 12036776 [PubMed - indexed for MEDLINE]

J Health Commun. 2003 May-Jun;8(3):229-47.  

Effects of anti-smoking advertising on youth smoking: a review.

Wakefield M, Flay B, Nichter M, Giovino G.

Centre for Behavioural Research in Cancer, Cancer Control Research Institute, The Cancer Council Victoria, Carlton, Australia.

Melanie.Wakefield@cancervic.org.au

This paper reviews empirical studies, encompassing community trials and field experiments, and evaluates government-funded anti-smoking campaigns, ecologic studies of population impact of anti-smoking advertising, and qualitative studies that have examined the effects of anti-smoking advertising on teenagers. We conclude that anti-smoking advertising appears to have more reliable positive effects on those in pre-adolescence or early adolescence by preventing commencement of smoking. It is unclear whether this is due to developmental differences, or is a reflection of smoking experience, or a combination of the two. In addition, it is evident that social group interactions, through family, peer and cultural contexts, can play an important role in reinforcing, denying, or neutralizing potential effects of anti-smoking advertising. Although there is some research to suggest that advertising genres that graphically depict the health effects of smoking, emphasize social norms against smoking, and portray the tobacco industry as manipulative can positively influence teenagers, these findings are far from consistent. Finally, the effects of anti-smoking advertising on youth smoking can be enhanced by the use of other tobacco control strategies, and may be dampened by tobacco advertising and marketing. Overall, the findings of this review indicate that there is no single "recipe" for anti-smoking advertising that leads to reductions in youth smoking. Anti-smoking advertising can influence youth smoking, but whether it does in the context of individual anti-smoking campaigns needs to be the subject of careful evaluation.

Publication Types:

 Review

 Review, Tutorial

PMID: 12857653 [PubMed - indexed for MEDLINE]

Psychol Rep. 2003 Jun;92(3 Pt 1):997-1014.  

Drama advertisements: moderating effects of self-relevance on the relations among empathy, information processing, and attitudes.

Chebat JC, Vercollier SD, Gelinas-Chebat C.

HEC, Montreal School of Management, QC, Canada. jean-charles.chebat@hec.ca

The effects of drama versus lecture format in public service advertisements are studied in a 2 (format) x 2 (malaria vs AIDS) factorial design. Two structural equation models are built (one for each level of self-relevance), showing two distinct patterns. In both low and high self-relevant situations, empathy plays a key role. Under low self-relevance conditions, drama enhances information processing through empathy. Under high self-relevant conditions, the advertisement format has neither significant cognitive or empathetic effects. The information processing generated by the highly relevant topic affects viewers' empathy, which in turn affects the attitude the advertisement and the behavioral intent. As predicted by the Elaboration Likelihood Model, the advertisement format enhances the attitudes and information processing mostly under low self-relevant conditions. Under low self-relevant conditions, empathy enhances information processing while under high self-relevance, the converse relation holds.

Publication Types:

 Clinical Trial

 Evaluation Studies

PMID: 12841477 [PubMed - indexed for MEDLINE]

Qual Health Res. 2003 Feb;13(2):287-93.  

Assessing (audience) construction hazards: depiction of audience as a variable for comparison of health interventions.

Southwell BG.

University of Minnesota, USA.

Current literature regarding health promotion and strategic communication lacks sufficient inquiry regarding the communication assumptions underlying many efforts in that arena and the implications of those assumptions. In addressing that void, the nature of the intended audience could be useful as a variable. Depictions of intended audiences often are apparent in official talk about an intervention, such as in reports or other intervention materials. Examining the language that intervention developers use to characterize intended audience members affords insight regarding the relationships between health professionals and the individuals they seek to engage.

PMID: 12643035 [PubMed - indexed for MEDLINE]

J Health Commun. 2002 May-Jun;7(3):245-8.  

Comment on:

 J Health Commun. 2002 Mar-Apr;7(2):139-56.

 J Health Commun. 2002 Mar-Apr;7(2):95-111.

New insights into how mass media works for and against tobacco.

Green LW, Murphy RL, McKenna JW.

Publication Types:

 Comment

PMID: 12166876 [PubMed - indexed for MEDLINE]

Exerc Sport Sci Rev. 2002 Jul;30(3):122-8.  

Targeting and tailoring physical activity information using print and information technologies.

Napolitano MA, Marcus BH.

Center for Physical Activity Research, Brown Medical School and the Miriam Hospital Centers for Behavioral and Preventive Medicine, Providence, Rhode Island 02903, USA. MNapolitano@lifespan.org

With the large numbers of physically inactive individuals, it is important that interventions reach a broad spectrum of the population. This paper focuses on targeting and tailoring physical activity information, and the use of mediated interventions, specifically those using print, and other information technologies for promoting physical activity.

Publication Types:

 Review

 Review, Tutorial

PMID: 12150571 [PubMed - indexed for MEDLINE]

J Health Commun. 2002 Mar-Apr;7(2):157-62.  

Antismoking advertising: figuring out what works.

Siegel M.

Social and Behavioral Sciences Department, Boston University School of Public Health, Massachusetts 02118, USA. mbsiegel@bu.edu

PMID: 12049423 [PubMed - indexed for MEDLINE]

J Am Diet Assoc. 2002 Mar;102(3 Suppl):S71-2.  

Promoting a healthful lifestyle and encouraging advocacy among university and

high school students.

Calderon L.

Department of Kinesiology and Nutritional Science, California State University,

Los Angeles 90032-8161, USA.

PMID: 11902392 [PubMed - indexed for MEDLINE]

Am J Public Health. 2001 Aug;91(8):1310-6.  

Brief intervention for heavy-drinking college students: 4-year follow-up and natural history.

Baer JS, Kivlahan DR, Blume AW, McKnight P, Marlatt GA.

Center of Excellence in Substance Abuse Treatment and Education, VA Puget Sound

Health Care System, 1660 S Columbian Way, Seattle, WA 98108, USA.

jsbaer@u.washington.edu

OBJECTIVES: This study examined long-term response to an individual preventive intervention for high-risk college drinkers relative to the natural history of college drinking. METHODS: A single-session, individualized preventive intervention was evaluated within a randomized controlled trial with college freshmen who reported drinking heavily while in high school. An additional group randomly selected from the entire screening pool provided a normative comparison. Participant self-report was assessed annually for 4 years. RESULTS: High-risk controls showed secular trends for reduced drinking quantity and negative consequences without changes in drinking frequency. Those receiving the brief preventive intervention reported significant additional reductions, particularly with respect to negative consequences. Categorical individual change analyses show that remission is normative, and they suggest that participants receiving the brief intervention are more likely to improve and less likely to worsen regarding negative drinking consequences. CONCLUSIONS: Brief individual preventive interventions for high-risk college drinkers can achieve long-term benefits even in the context of maturational trends. 

Publication Types:

 Clinical Trial

 Randomized Controlled Trial

PMID: 11499124 [PubMed - indexed for MEDLINE]

J Drug Educ. 2001;31(2):207-20.  

Challenging the collegiate rite of passage: a campus-wide social marketing media campaign to reduce binge drinking.

Glider P, Midyett SJ, Mills-Novoa B, Johannessen K, Collins C.

University of Arizona, USA.

A social marketing media campaign, based on a normative social influence model and focused on normative messages regarding binge drinking, on a large, southwestern university campus has yielded positive preliminary results of an overall 29.2 percent decrease in binge drinking rates over a three-year period. The Core Alcohol and Drug Survey and the Health Enhancement Survey provided information on student knowledge, perceptions, and behaviors regarding alcohol and binge drinking. This study represents the first in-depth research on the impact of a media approach, based on a normative social influence model, to reduce binge drinking on a large university campus and has yielded promising initial results.

PMID: 11487995 [PubMed - indexed for MEDLINE]

J Am Coll Health. 2002 Mar;50(5):238-52.  

Comment in:

 J Am Coll Health. 2002 Mar;50(5):197-201.

Prevention efforts underlying decreases in binge drinking at institutions of higher education.

Ziemelis A, Bucknam RB, Elfessi AM.

Counseling and Testing Center, University of Wisconsin-La Crosse, 54601, USA. ziemeilis.andr@uwlax.edu

Analyses of 94 Fund for the Improvement of Post-Secondary Education (FIPSE)-sponsored drug-prevention programs and their outcomes used the Core Survey to identify 34 institutions where college students' binge drinking increased (M = 5.44%) and 60 institutions where it decreased (M = -4.59%) during 2 years of program operation. The authors used an inductively derived taxonomy of prevention program elements, student variables, student substance use, use-related variables, and institutional variables to compare the 2 groups of institutions. Only prevention program elements discriminated between groups. Factor analysis of discriminating elements identified 8 prevention factors that improved base-rate prediction of institutional decrease in binge drinking by 28.1%. Factor synthesis yielded a 3-construct binge-drinking prevention model based on student participation and involvement strategies, educational and informational processes, and campus regulatory and physical change efforts. This model improved base-rate prediction of decreased binge drinking by 33.2%. 

PMID: 11990981 [PubMed - indexed for MEDLINE]

J Am Coll Health. 1996 Nov;45(3):134-40.  

Changing the perception of the norm: a strategy to decrease binge drinking among college students.

Haines M, Spear SF.

Health Enhancement Services, University Health Service, Northern Illinois

University, DeKalb, USA.

A reduction in college students' binge drinking associated with an intervention to change perceptions of drinking norms is described. The 5-year study was conducted at a public residential campus of 23,000 students. A traditional intervention proved unsuccessful, but a media campaign designed to change student perceptions of the amount of binge drinking showed an 18.5% drop in the number of students who perceived binge drinking as the norm (from 69.7% to 51.2%) and a corresponding reduction in self-reported binge drinking of 8.8% (from 43.0% to 34.2%). The apparent effectiveness of this prevention effort suggested that changing college students' perceptions of drinking norms may lower the proportion of students who engage in binge drinking.

PMID: 8952206 [PubMed - indexed for MEDLINE]

J Stud Alcohol Suppl. 2002 Mar;(14):182-92.  

The role of mass media campaigns in reducing high-risk drinking among college students.

DeJong W.

Department of Social and Behavioral Sciences, Boston University School of Public Health, Massachusetts 02118, USA. wdejong@bu.edu

OBJECTIVE: This article categorizes and describes current media campaigns to reduce college student drinking, reviews key principles of campaign design and outlines recommendations for future campaigns. METHOD: The article describes three types of media campaigns on student drinking: information, social norms marketing, and advocacy. Key principles of campaign design are derived from work in commercial marketing, advertising, and public relations and from evaluations of past public health campaigns. RESULTS: Information campaigns on the dangers of high-risk drinking are common, but none has been rigorously evaluated. Quasi-experimental studies suggest that social norms marketing campaigns, which correct misperceptions of campus drinking norms, may be effective, but more rigorous research is needed. As of this writing, only one major media campaign has focused on policy advocacy to reduce college student drinking, but it is still being evaluated. Lessons for campaign design are organized as a series of steps for campaign development, implementation and assessment: launch a strategic planning process, select a strategic objective, select the target audience, develop a staged approach, define the key promise, avoid fear appeals, select the right message source, select a mix of media channels, maximize media exposure, conduct formative research, and conduct process and outcome evaluations. CONCLUSIONS: Future campaigns should integrate information, social norms marketing, and advocacy approaches to create a climate of support for institutional, community and policy changes that will alter the environment in which students make decisions about their alcohol consumption.

Publication Types:

 Review

 Review, Tutorial

PMID: 12022724 [PubMed - indexed for MEDLINE]

J Health Commun. 2003 Mar-Apr;8(2):157-69.  

The relationship of parental reinforcement of media messages to college students' alcohol-related behaviors.








Weintraub Austin E, Chen YJ.

Edward R. Murrow School of Communication Washington State University, Pullman,

Washington 99164, USA. eaustin@wsu.edu

Although alcohol consumption is a problem on the college campus, beliefs and behaviors predictive of alcohol use are in development in children as young as third grade. Because they develop partially in response to interpretations of media messages, for which parents can have an influence, this study examined how college students' (N=300) recollections of parental reinforcement of media messages associated with alcohol-related beliefs and behaviors. Structural equation modeling showed that recalled positive mediation negatively predicted skepticism, and positively predicted desirability and expectancies. Desirability of media messages predicted more positive norms perceptions, and a lack of skepticism predicted more positive expectancies. With age of first experimentation controlled, expectancies predicted heavier current drinking behavior. Norms did not predict behavior, and positive mediation did not predict norms. The study concludes that to the extent parental communication leads adolescents to interpret media messages less skeptically, they encourage adolescents to find alcohol portrayals appealing. This in turn appears to lead toward more risky behaviors. The results suggest that college-based anti-alcohol campaigns can benefit by acknowledging the appeal of competing messages and by including parents as a campaign target.

PMID: 12746039 [PubMed - indexed for MEDLINE]

Psychol Addict Behav. 2001 Dec;15(4):292-6.  

Finding common ground for effective campus-based prevention.

Dejong W.

Department of Social and Behavioral Sciences, Boston University School of Public Health, Massachusetts 02118, USA. wdejong@bu.edu

This commentary reviews the controversy over use of the term binge drinking to describe college student alcohol consumption, argues for abandoning the term, and explains how doing so will help unify and reinvigorate campus-based prevention work. Binge drinking has been defined for men as 5 or more drinks in a row at least once in the previous 2 weeks and as 4 or more drinks for women. There is no scientific basis for focusing on this measure to the exclusion of other consumption measures; neither is there justification for labeling such consumption binge drinking, which reinforces an exaggerated view of student drinking. To build support for environmental management strategies to reduce alcohol-related problems, campus officials should avoid terminology that demonizes students and instead embrace the responsible majority of college students as an essential part of the solution.

Publication Types:

 Review

 Review, Tutorial

PMID: 11767259 [PubMed - indexed for MEDLINE]

J Health Commun. 1999 Jul-Sep;4(3):195-210.  

Assessing prosocial message effectiveness: effects of message quality, production quality, and persuasiveness.

Austin EW, Pinkleton B, Fujioka Y.

Edward R. Murrow School of Communication, Washington State University, Pullman

99164-2520, USA. eaustin@wsu.edu

The purpose of this study was to determine whether the effectiveness of prosocial messages is compromised by poor design. A receiver-oriented content analysis (N = 246) was used to assess college students' perceptions of the message quality, production quality, and persuasiveness of advertisements and prosocial advertisements regarding alcohol. After providing background information, respondents rated a series of video clips on a variety of criteria guided by the Message Interpretation Process (MIP) model. Results indicated that prosocial advertisements were rated as higher in quality than were commercial advertisements overall and on logic-based criteria, but prosocial advertisements nevertheless had weaker relationships to viewers' beliefs and reported behaviors relevant to drinking alcohol. Heavier drinkers rated commercial advertisements more positively than did lighter/nondrinkers. They were less skeptical of persuasive messages and rated prosocial advertisements lower in effectiveness and commercial advertisements higher in effectiveness.

PMID: 10977288 [PubMed - indexed for MEDLINE]

Public Health Rev. 1998;26(2):147-74.  

Fear, threat, and perceptions of efficacy from frightening skin cancer messages.

Stephenson MT, Witte K.

Department of Communication, University of Kentucky, Lexington 40506-0042, USA.

msteplukcc.uky.edu

Fear appeal messages were designed and tested to ascertain their effectiveness in promoting skin protective behaviors. Theoretically guided by the Extended Parallel Process Model, the fear appeal messages in this study conveyed the seriousness of exposed and unprotected skin for college students in the Southwestern United States, and recommended a series of behaviors that would protect individuals from serious sunburns. The results demonstrated that fear appeals are effective in promoting skin protective behaviors. Specifically, highly threatening fear appeal messages were most effective when combined with a strong efficacy message emphasizing the effectiveness of the recommended behaviors.

PMID: 10327830 [PubMed - indexed for MEDLINE]

Authors

Ling PM.  Glantz SA.

Institution

Traineeships in AIDS Prevention Studies, Center for AIDS Prevention Studies, University of California, San Francisco 94143, USA.

Title

Using tobacco-industry marketing research to design more effective tobacco-control campaigns.

Source

JAMA.  287(22):2983-9, 2002 Jun 12.

Local Messages

Held at Gerstein, U of Toronto

Abstract

To improve tobacco-control efforts by applying tobacco-industry marketing research and strategies to clinical and public health smoking interventions, we analyzed previously secret tobacco-industry marketing documents. In contrast to public health, the tobacco industry divides markets and defines targets according to consumer attitudes, aspirations, activities, and lifestyles. Tobacco marketing targets smokers of all ages; young adults are particularly important. During the 1980s, cost affected increasing numbers of young and older smokers. During the 1990s, eroding social acceptability of smoking emerged as a major threat, largely from increasing awareness of the dangers of secondhand smoke among nonsmokers and smokers. Physicians and public health professionals should use tobacco-industry psychographic approaches 

to design more relevant tobacco-control interventions. Efforts to counter tobacco marketing campaigns should include people of all ages, particularly young adults, rather than concentrating on teens and young children. Many young smokers are cost sensitive. Tobacco-control messages emphasizing the dangers of secondhand smoke to smokers and nonsmokers undermine the social acceptability of smoking.

Authors

Ling PM.  Glantz SA.

Institution

Traineeships in AIDS Prevention Studies, Center for AIDS Prevention Studies, University of California, San Francisco 94143, USA.

Title

Why and how the tobacco industry sells cigarettes to young adults: evidence from industry documents.

Source

American Journal of Public Health.  92(6):908-16, 2002 Jun.

Abstract

OBJECTIVES: To improve tobacco control campaigns, we analyzed tobacco industry strategies that encourage young adults (aged 18 to 24) to smoke. METHODS: Initial searches of tobacco industry documents with keywords (e.g., "young adult") were extended by using names, locations, and dates. RESULTS: Approximately 200 relevant documents were found. Transitions from experimentation to addiction, with adult levels of cigarette consumption, may take years. Tobacco marketing solidifies addiction among young adults. Cigarette advertisements encourage regular smoking and increased consumption by integrating smoking into activities and places where young adults' lives change (e.g., leaving home, college, jobs, the military, bars). CONCLUSIONS: Tobacco control efforts should include both adults and youths. Life changes are also opportunities to stop occasional smokers' progress to addiction. Clean air policies in workplaces, the military, bars, colleges, and homes can combat tobacco marketing.

Authors

Sepe E.  Glantz SA.

Institution

Institute for Health Policy Studies, University of California San Francisco, San Francisco, CA 94143-0130, USA.

Title

Bar and club tobacco promotions in the alternative press: targeting young adults.

Source

American Journal of Public Health.  92(1):75-8, 2002 Jan.

Abstract

OBJECTIVES: This study examined changes in tobacco promotions in the alternative press in San Francisco and Philadelphia from 1994 to 1999. METHODS: A random sample of alternative newspapers was analyzed, and a content analysis was conducted. RESULTS: Between 1994 and 1999, numbers of tobacco advertisements increased from 8 to 337 in San Francisco and from 8 to 351 in Philadelphia. Product advertisements represented only 45% to 50% of the total; the remaining advertisements were entertainment-focused promotions, mostly bar-club and event promotions. CONCLUSIONS: The tobacco industry has increased its use of bars and clubs as promotional venues and has used the alternative press to reach the young adults who frequent these establishments. This increased targeting of young adults may be associated with an increase in smoking among this group.

Authors

Gotthoffer AR.

Institution

University of Miami, P.O. Box 248127, Coral Gables, FL 33124, USA. agotthoffer@miami.edu

Title

Exploring the relevance of localization in anti-drinking and driving PSAs: factors that may influence college students' behaviors.

Source

Health Marketing Quarterly.  18(3-4):63-79, 2001.

Abstract

This article generalizes the results of a qualitative study, which suggested that localization of consequences in PSAs may have a impact on reducing the incidence of drunk driving among college students. The results of the current study suggest that this implication may be true. The results also suggest that frequency of binge drinking, gender, and age are factors that influence perceptions of drunk driving risk, and that PSAs need to take these factors into account in order to be effective.

Authors

Buscher LA.  Martin KA.  Crocker S.

Institution

Department of Public Health Sciences, University of Toronto, Canada.

Title

Point-of-purchase messages framed in terms of cost, convenience, taste, and energy improve healthful snack selection in a college foodservice setting.[comment].

Comments

Comment in: J Am Diet Assoc. 2002 Jan;102(1):24-5; PMID: 11794496

Source

Journal of the American Dietetic Association.  101(8):909-13, 2001 Aug.

Abstract

OBJECTIVE: To examine the effects of a point-of-purchase (POP) intervention emphasizing various properties of healthful food items on college students' snack purchases. DESIGN: In Study 1, vegetable baskets (containing cut pieces of vegetables), fruit baskets (containing cut pieces of fruit), pretzels, and yogurt were promoted in separate POP interventions. Food sales were monitored over 2-week baseline, 4-week intervention, and 2-week follow-up periods. In Study 2, yogurt was promoted across a 2-week baseline, 12-week intervention, and 2-week follow-up periods and an intercept survey was conducted. SUBJECTS/SETTING: Approximately 2,280 university students were potentially exposed to the intervention, and 72 students responded to the intercept survey. INTERVENTION: POP messages were placed on an 11 x 17-in poster located at the cafeteria entrance, and two 4 x 2.5-in signs placed next to the targeted food item. Messages emphasized the Budget-friendly, Energizing, Sensory/taste, Time efficient/convenient (BEST) stimulus properties of food. MAIN OUTCOME MEASURES: Daily sales of the targeted food items. STATISTICAL ANALYSES PERFORMED: Analyses of variance with Tukey post hoc tests were used to compare food sales during the baseline, intervention, and follow-up periods. RESULTS: In Study 1, yogurt and pretzel sales increased during the intervention and post-intervention periods (P<.05). Interventions had no effect on fruit basket and vegetable basket sales (P>.05), but whole fruit sales increased during the fruit basket intervention and follow-up (P<.05). In Study 2, yogurt sales were significantly greater during the intervention and follow-up periods than at baseline (P<.01). APPLICATIONS/CONCLUSIONS: Using the BEST properties in POP interventions may be beneficial in promoting the consumption of healthful foods among university students, particularly when the targeted foods are priced comparably to less healthful foods.
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Responsibility and risk: understanding how PSA messages can encourage condom use.
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Abstract

This article qualitatively examines how female college students interpret their responsibility for maintaining healthy sexual behaviors. A series of nine in-depth interviews was conducted to assess their perceptions on a broad range of sexual health topics including personal fears, relationships, monogamy, and sexual relationships. In addition, the paper addresses how these women negotiate condom use, responsibility issues regarding this negotiation, and perceived risk for contracting AIDS during unprotected sex. This study has implications for health educators, as well as for designers of public service advertisements, as it provides an in-depth look at why college women do not use protection even when it is available to them.
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Pervasive media violence. [Review] [216 refs]
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Abstract

In this review, we focus our discussion on studies examining effects on children and young adults. We believe that the current epidemic of youth violence in the United States justifies a focus on this vulnerable segment of society. We consider media effects on individual children's behaviors, such as imitating aggressive acts. In addition, we examine how the media influence young people's perceptions of norms regarding interpersonal relationships. Next, we assess mass media effects on societal beliefs, or what children and adolescents think the "real world" is like. We suggest these media influences are cumulative and mutually reinforcing, and discuss the implications of repeated exposure to prominent and prevalent violent media messages. Finally, we catalog multiple intervention possibilities ranging from education to regulation. From a public health perspective, therefore, we evaluate the effects that pervasive media messages depicting violence have on young people and present multiple strategies to promote more healthful outcomes. [References: 216]
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Abstract

The authors' conceptual examination of substance abuse prevention and intervention programs on college campuses is presented in the framework of the elaboration likelihood model and includes a discussion of the peripheral and central routes of persuasion. College students, they suggest, are more likely to communicate through the peripheral route because they generally view the topic of substance abuse as neither relevant nor important in their lives. The authors stress the importance of careful analysis of the relevance, construction, and delivery of messages dealing with substance use and of subsequent evaluation of the impact of programs. These elements must be considered if health educators are to increase the probability of changing attitudes and, ultimately, behaviors. Recommendations for increasing the effectiveness of programs and suggestions for future research are provided.
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Effects of appearance-based admonitions against sun exposure on tanning intentions in young adults.

Source

Health Psychology.  13(1):86-90, 1994 Jan.

Abstract

This experiment compared the effectiveness of health-based versus appearance-based messages on university students' intentions to protect their skin against the sun's damaging rays. One hundred thirty-four Ss completed a measure of appearance motivation, then responded to 1 of 3 essays about tanning and skin cancer. One essay described the health risks of excessive sun exposure, one essay discussed the deleterious effects of tanning on physical appearance, and a control essay described the process by which tanning occurs. Overall, the essay that dealt with the negative effects of the sun on appearance was most effective in promoting intentions to practice safe-sun behaviors. However, the appearance-based essay was effective primarily among Ss who were low rather than high in appearance motivation.
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Abstract

This paper examines targeted alcohol advertising in three ethnic communities: African Americans, Latinos, and Native Americans in the U.S. We focus on the appropriation of cultural systems and the reinvention of them as commodities to consumers. We outline the specific strategies used in each ethnic community. For African Americans, there is an emphasis on selling malt liquor to young adults through the use of "power" and gang-related images. For Latinos, there is an appropriation of historical and cultural symbols such as the national flags and maps of Mexico and Central America. Native Americans have coalesced to keep the image of a chief and warrior, Crazy Horse, from being used to market malt liquor. Each of the ethnic groups is engaged in action to prevent alcohol-related problems in their communities. Generating and implementing solutions is a universal social responsibility.
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The role of health consciousness in predicting attention to health warning messages.

Source

American Journal of Health Promotion.  11(3):186-93, 1997 Jan-Feb.

Abstract

PURPOSE: Guided by information processing theory and the health belief model, this paper considers the relationship between health consciousness among the general population and attention to environmental health warnings about alcohol consumption. Mechanisms of exposure to three dominant types of impersonal alcohol-related health messages in the environment are explored. DESIGN: Cross-sectional survey using telephone interview data. SUBJECTS: A representative nationwide sample of adults was interviewed in 1993 (n = 1026), with a response rate of 63%. MEASURES: Key variables include exposure to warning labels on alcoholic beverages, to point-of-sale posters, and to advertisements in the media, as well as respondents' alcohol consumption, health problems (indicative of salience of health warnings), and level of health consciousness assessed by items tapping concern with nutrition and seeking information on health topics. RESULTS: In the total sample, over a third had seen a warning label or poster and almost all had seen an advertisement about the risks associated with alcohol consumption in 1993. Survey respondents scored very high on five individual items that make up the health consciousness scale introduced here, with 69% endorsing all items. The scale demonstrated good internal reliability (alpha = .70) and was significantly correlated (p < .01) with not enjoying getting drunk and with usually reading product warning labels, suggesting construct validity. Yet the hypothesized strong relationships between health consciousness and attention to health warnings about drinking were not observed; nor was salience of messages a predictor of recall. Importantly, high proportions of underage drinkers and young adults at elevated risk for drinking problems are reached by container warning label messages. Mechanisms of exposure recall vary based on message source, with "container label recall" associated with heavier drinking, younger age, and purchasing patterns; "poster recall" associated with purchasing and health consciousness; and "advertisement recall" associated with heavy consumption and younger age. CONCLUSIONS: These results are contrary to predictions from skeptics of broad-based informational interventions, who argue that only the already-health conscious are attentive to health warnings about the risks of alcohol consumption. These data suggest that the label is reaching intended target audiences, especially younger people, males, and heavier alcohol consumers. Future research in predicting attention to impersonal health warnings in the environment should continue to improve the assessment of constructs such as salience and health consciousness, and should further test the applicability of available theoretical models. Subsequent research should also consider additional measures to tap mechanisms of exposure to impersonal health messages to enable a better understanding of the population that is not being reached by such public health interventions.
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AB: Abstract

When Mark McGwire broke Roger Maris's home run record in September of 1998, he was instantly declared an American hero and held up as a positive role model for teenagers and young adults. The extensive media attention focused on McGwire made the general public aware of his use of a muscle-building dietary supplement, Androstenedione. It also increased the public's awareness of McGwire's public service to prevent child abuse. The present research assesses audience involvement with McGwire through parasocial interaction and identification, and the effects of that involvement on audience knowledge of and attitudes toward Androstenedione and child abuse prevention. Results indicate parasocial interaction with an athlete regarded as a public role model likely leads to audience identification with that person, which in turn promotes certain attitudes and beliefs. In this case, parasocial interaction and identification with Mark McGwire was strongly associated with knowledge of Androstenedione, intended use of the supplement, and concern for child abuse. Implications of this research for featuring celebrities in health communication campaigns are discussed. (PsycINFO Database Record (c) 2003 APA, all rights reserved)
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AB: Abstract

A theoretic model of attention to messages has been used to guide an extensive series of laboratory and field experiments involving the mass media and, more recently, classroom instruction and health interventions. The model draws on individual differences in need for novelty as a basis both for identifying target audiences most likely to engage in a number of health-risk behaviors, such as drug and alcohol abuse and risky sex, and as a guide for designing messages to attract and hold the attention of these same individuals, who make up the prime target audience for many campaigns. These strategies have been successful in bringing about changes in attitudes and behavioral intentions in experimental studies, and in reaching at-risk audience segments in field studies through novel televised public service announcements placed in appropriate television programming. (PsycINFO Database Record (c) 2003 APA, all rights reserved) (journal abstract)
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AB: Abstract

Theories of health psychology developed to explain adults' rational decision making were applied to 10-year-old children (n = 112), who had not reached the stage of formal operational thought; 15-year-olds (n = 67); and 20-year-olds (n = 93), extending the protection motivation theory developed by R. W. Rogers (1983). Among the adolescents and young adults, the threat appeals worked only if people believed they could cope effectively with the danger; if they believed they could not cope, higher levels of the threat resulted in decreased intentions to refrain from tobacco use. Although children elaborated and integrated the information about threat severity, personal vulnerability, and response efficacy, the fragility and malleability of the children's beliefs in self-efficacy demonstrated the importance of adding a developmental perspective to theories of preventive health psychology. (PsycINFO Database Record (c) 2003 APA, all rights reserved) (journal abstract)
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