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ABSTRACT

Ofeenives. The purpose of this
stady was b assees the shorl-ferm ef-
fects of felevision adveetizeenents fram
the Flonida “trath" campaign on mles of
snoking indtation.

Methads, A follow-up survey of
young people aged 12 to0 17 years (o=
1520} interviewed during the first' &
mipnths of the advemising campaign Wwas
conducizd, Logistic regression analyses
were used o estimate the indepondent
effects of the campaign on smoking ind-
atien while aiher fachors weare con-
trolled fos.

Results, Youths scoring at intenme-
dizte and high levels ona medin eficct
index wens less likely o initiate smoking
than youths who could not confirm
awarensss of television adverienyents,
Adjusted odds parics berween the medis
index and mezsares of nitiation wers
sirmilapwithin celegaries afape, 56X, sus-
cepitibiling and whether a parent smoked.

Concheions. Exposine 1o the b
media campaipn loered the risk of youth
smoking mitiaton. However, the ansheis
clid not demonstrate that all such mediz
pregrms will be effective. (4w S Pibile
Hizlth, 2001;91:233-238)
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Media campaiprns ane being adwvacated 1o
comibat many public health problems. " Cour-
teradvertising is salient in anti-tobaceo cany-
paigns.”™ Anti-tobacce counteradvenising
campaigns are under way in T states, and the
American Legacy Foundation has inftiated o
rizfices] campaden Ag tobacen wetthement finds
Became ssarlable, tbe Centers or Disease Con-
il zme Prevention [CDC) pxpects 27 maore
glates G irdliake campaigns by 2002, kMedia
ua:nmign:-i are costly, and it is important to
Cocument evidence hnkmg adverlisements b
reductions in the prevabeaes of tohaccn wse and
to deterrnine what ad strategies work best”

Early evaluations of anti-tobacso media

; - . T L
camipaigns yielded evixed eegales. ™ blone re-
cenily, 2 evaloations of statewide media came
paigns reported positve resuls, ™ Although
bath smadies imlved a longtudinal dcsignl
bath alse invalved a dependznt variable that
3 not dirscthy measure behavior at 2 points in
time, The researchers ussd a measure (having
smaked 100 or mone ciganettes in ons's lifk-
tzme) difficult o interpret in conventional cpd-
demlogie terms, This problem i5 com-
pounded becavs: m neither 5|.'||-:I':' wis fhe
reasne need 31 bath poants in time, and no-ef-
focts wene repomicd for tistdng of cigareite use,
The implications of having smaked 99 ciga-
reties the month befione a secaml inlerviea ans
diffecent fram 1he implicaticns of Z'|.1'.'ir|g
smaked the same number of cipareties in the
mnath after the first interview and having mot
smoked since. This differencs is compaunded
when the period bebwesn imberviews spans sev-
eral years,

Cur objective was to fest the hypothesis
that a counteradvertising n;:lrn];l.'lig,n can losaner
the probakalaty of smaking initintion. We used
a boopidmal, ol insnabe design 10 examaine
an inlense, sEabeaide, indusiy manipulation
counteradvertising campaign, Two levels of
smioking behavaar wers meassured at 2 points in
time, Results showed that a measure of adwver-
tizing effactivensss that rigoroiuashy assessad ad-
vertisement exposars, advermisemeni-spesific

content, and cognibive mwareness of the came-
peign mEssagps was related 1o mamiEnance o
cleange in ciparette use.

Buckground

In Angust 1997, Florida reached a setile-
mient with the tobaceo industry,'” and the state
embarkead on an anti-tobesce camipaign target-
ing young people aged |2 to 17 years starting
in saghy 1998, An important and highly visible
compoenant of the inital ¢fort was an intense
counleradvertssmyg campaign (the *tnath™ cam-
paizn). The strategy has been ouhined 10 de-
tail. " The campaign was intened & empawer
vinmg people wilh the Ii:c.'lin]j_ 1had !l‘ll,!'r-' coald
tzke on the tobacco industny and its cxecutives
and b part of a tobacco-free peneration. The
“industry ranipalation strateey™ used in the
carnpaipmn sttacked the ndostry and porteayed
ie cxceutives & prodatory, peofit busgny, &nd
rnaniputlatiee. [argoed that the tobaceo indus-
oy has tarpeted young peeple, lied tooand hid
the truth from thern, and used them to its owm
ends, knowing that tobaceo use is detrimental
b woung pesaple’s health,
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Taelve advestisernents wepe nun statewide
cluring the first 10 monthe of the campaien.
The total misdia badpet for the first year was ap-
proximaicly 5205 million. The fiest fight, or
“hury” included 2 ads, and suecessive flights
sererally included 3. Gross rating poists per
quearler (thecretical ad exposunes per 1000 ex-
petctsd viswers) averaged [H0MG ower the year,
with a somgwhat higher poing sodal (1908} in
the first 2 quariers.

We beliewe that this program has boen oo
af the most thorough and rigesowsly evalised
anti-tobacco counteradvertising campaigns in
the United Stazes. The evaluation ineleded a
quasi-experimencal design mvolving 4 cross-
sactional surveys (a bassline survey and a 1-
wear survey of the Florida target papulation
ardd 4 naticanal comparson group ool edposed
ta the wnlpai@] and 2 intermediale tracking
surveys. ™™ These surveys showed that at the
cnd of | year (hiay 1999, thene was a 91.5%
confimued awarcness of the campaign andan
E8.6% confirmed awareness of "truth™ adver-
tisements. There were sigmfican inereases m
anti-tobaces anitade: snd dacrensas in iohacco
Lo provalencs in Flonda bat not in the rational
COMMRIFTSON Zroup.

Ten months inte the campaign, results
from the Flanda Yeuth Tobacoo Sy showed
ain 11% decrease m smoking prevalence
rates. =% All resulis fram the various cross-
sertional surveys suggested that the campaign
wias having s desared effects, but there was
no way b relats individual behavior change to
the media eampaign vin these cross-sectional
SOUFCEE.

A longindinal stedy was designed to ob-
serve change and mainiznance in smoking be-
havidoss at the andividual leved and to allow in-
vt&:iga:ian ol the i;arn;lrl.'ign's eff=cts on
smoking behavives, ™ The campaign was de-
Eiglled ]'rrun.aril‘_l.' wilh a prevention ui:lj:::cﬂi_'.'c:_
Dats froem the agitudinal component wers
used 10 assess whether this objective was
il (118

Methads
Follow-Up Sample

By the ninth month of the canipaizn, 4935
youths had been interviewsd in one of the
Flands Anti-Tobacco Media Evaluation (April,
Jurse, ar Seplember 1998 surveys; this was the
sampling frame for the follow-up conducied
in February 1959."* Names were ammanged
alphabetically arnl assigned a random numbser
that determined calling onder, We callad 3712
puenbers and completed 1820 interviews. Re-
fissal cates were 4,9% for parents and 3.7% for
children. Telephone members for 436(11,7%)
individuals were neported 1o be no longer in
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service. For 638 of the remaining 1100 num-
bers called, mo camtact was made afier 5 call-
baciks; for 462 numbers, confact was mades with
L bprehobd, but not with a parent of the child,
afler 8 callbacks,

nterviews

Dretails on interviewer training and the
telephone proweel have been reported =lse-
where,"™ Interviewsers asked for a parent or
gruarchan of the child, using the child’s namez.
Parents were informed of the purposs of the
call ardl the content of the survene IF a parent
gave permission, informsd consent was ob-
taingd from the child, who had the epporianity
1o not pasticipate, Interviews were conducied
n Enpish or Spanish, Average completion b
wais just over 28 mirtes. Respondents received
an incentive of 512,50,

Mraseres

To identify smokers, the CDC recom-
meenids 5 question that asks whether 2 peron
has smoked at all (even a poff or taa) in the
mcngh before an intervicsw: Somi have ngjected
this criterion on the groands that neany yoaths
smoke irrepalarky and cannot provide sceurn
information in regard to the 30-day refereet.
Researchers taking this position advoeste a
questien asking whether a person ks smabed
100 cigarertes in his or her lifetime. ™ We use
tihe CDHC criterion: for 2 reasons. First, thie length
of recall and use criteria are nuch simpler than
a lifefime, speeific number of cigareres. It
makes ligths sense to arpoe thar one can eecall
a lifetime of cxperience better than the evenls
oif the previous 30 days. Second, i emmpasisen
with an sdolescent aged 11 years, & yauth aged
L7 wears has 2190 more days 1o have smoked
LI cipareties, a youth aged |6 years kg 1825
miore days 6o have smoked dhat rusaber of cig-
arcties, and o on. A single lifetome ertenion
applicd af cach age does not measare peognes-
sion, because it revels nothing abeat whien an
individual started oo stopped smoeking the 100
CigEneines.

To measure progression o dependence,
e used the COC enterion and insluded 2 ad-
ditional fems: menber of days i which re-
spoaidents smokid in the previaus month and
namber of cipareties respondents swoked on
days on which they smoked. For respondents
wive had smoked in the previaus 30 dsys, num.
ber of davs smoked and cipareiies smosed per
day wers cross tabulated to form 3 matrix.
ACIOSS SUTVeYs, CofsEsunt pattems and clus-
tering have been found, Detailed epidemio-
logic analyses of the folbow-up daia show that
3 elusters—identified as situational | cecasonal,
and dependent—are highly predictive of fu-
e cigaretie use, ™

Wi used 2 rveasures of smoking, The first
was the CDC-recommisnded question. Using
this itemn, we determined whether each time-1
nersmoker rernaimed & nonsmoker (coded 1) or
became a sookoer af tinee 2 (coded O The see-
ond measure of change in smoking statss was
derived from the classification based on the
maix. [n ¢fect, we classified situational smok-
ers a5 nonsmokers. Persons fz2lling in the sin-
ational classification smoked on feser than &
days i the 30 days befors the survey, and noae
reporbed smeking more than 5 clgareties an
daws o6 which they smoked Boe than 7% of
“simnaticnal smokers”™ aetually repocted smiok-
ing no mees than 1 clgacee on days on which
they smoked. According to this definiton,
“emeokoers” @ne persons mepoing sroking on G
o e days i the previous 30 b and smok-
ing 5 of mons cipasentes o dayvs oo which they
eripobond. We refir 1o these individuals as “ee-
tablished™ smokers.

Orur preezsure of media effectiveness was
designed o capiore confiomed awareness of
specific “ruih™ advertisements, their recep-
I.n'il_'.-' among tanget n.ul]'il:rh:q. and the cagni=
tve or perceived influencs of the campaim a5
appased b andividiml ads, 1f2n ad is 1o e efs
fectve, 1S mesags needs 1o provake & cogis
trve reaction, Also, campaigns are designed to
present similar meszages 0 different ads o
Gdemsmnicale n.;g,mnml theme, 1f a :amp.aig:n
1% by be effective, ad-specific messages must
blend aroumd & therne that hecomes a slient
feanme of the decisson-making matnx that m-
Muences targeted behaviors, Many advertising
cunpuagn assesments ane based only on the
farmer erterion, but ad campaigns anz usaally
designed to communicate general messapes
that cut across amd link variows specific ads
that are part of the campaign.

Too tap the first dimension, we wsed an -
ambed as opposed to an 2ided approach. When
an “anded™ appricach 15 ussd, respondents are
proveidad anth a dﬁrl.'.i'pl'iun of the advertiza-
ment (in varying detail) and then are asked
whether they can recall it I6they respond “yes”
they are asked 1 or 2 additional questions. Ifa
minimum of detail is providsd in the descrip-
tiom, respondents are asked for greater detail
abanat the advertisement, The sscond item asks
respondents to deseribe the major message of
the specific advertisement. This itemn, refermed
by a5 o measure of confirmed awareness, i ac-
knowiedged 1o have shartcomings related to
the detail of the 2d's descripbion provided, which
can assist recall and even resull in “ceaching™
fior desired replies,

Thie mare ngoows lechnipue used in this
sty of measuning awanness mvedved asking
a guestion that provides no adveriisement-
:pul:il"u: dnn:ripl'iurt bt affords respondents
the appartanty 1o affer such a descrption, We
asked respondents whether they recalled hav-
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ing seen antismoking advertisements snce the
previous spring (i.c., sinse the start af the
“truth™ campaign}. If respondents angwered
e or “maybe,” they were asked 10 (1) de-
seribe the ad they most liked and {2) relats to
the interviewer the major thems or messags of
the ad. Thas sequence was repeated for the ad-
verisement ruted as second most liked.

For cach et of items, respondsnts were
given & soare ranging from 0 (they could de-
seeibe no ad accurately) to 2 {they could
diescribe the ad and recall the theme idanti-
Tied). Credit was given only for “truth™ ad-
vertisernents, although the ssquance included
ads that werse nat part af the “trwth™ cam-
paign. Three Philip Morris “Think. Den’t
Srake" advertisements mn before and dur-
eng the mierviswing, Even though thess ads
wers the most carrent, only 3.6% of respon-
dznis mentionad any of them as one of theis
twn favarites,

We had to rely on selfreponis 1o mea-
siwre cogmitive reactions to specific adver-
tsements and the extent o which these re-
achons were Hed to the general campaign
message. In making these assessments, we
askied regpondents whio confirmed thar they
wiene aware of the campaign whether a par-
tizular advertisensent made them think about
whether or ned they showld smoke. This ques-
ton was asked 25 part of the sequence for
each ad confimmesd. A code of §F was assigned
to respondesnts not confirming awansness;
those confirming awarsness wens assigned a
code of 1 if they reported that one adver-
tisement mads them think abowt whether or
oot they shieald smeke and a code of 2 i they
reporied that both advertisements had this
elf=ct.

To mezasure whether the campaign's ad-
vertisements influsnced the (behavior) deci-
sion matrix of individuals, we used an item
embedded in a sequencs of 19 iwms. In this
sequencs, which oocureed approcimately 10
items aficr the ad awarcaess sequence, re-
spondemts weee resd a lead-in staling that we
were going to read a i of things they might
think abaut and consider in deciding whether
or not 10 smoke. They e 10 respond by
tzlling usz whather cach e influgnced them
niod at all, a little, somse, of a ot Thee 161 dlem
om the list, *You fecl obacoo companies ans
Just frying to uss vou" was specifically de-
sigred ta capture the industry manipulation
theme. [t was carefully worded nat o come
from any specific advertisement bt oo e the
various ad-specific messages 1o the general
micssage. Response eodes (I=nona littde, 1=
same’s ||:ll} far this ifem nmw'llu.pg@d,

The advertisernznt effeciiveness index
wias [armed froam these 3 varinbles, Respon-
dieres wha cid rot confirm mvamensss of amy ad-
werhisemenls were nat asked whether an ad
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masle them think about whether or not they
should smoke, it they were asked whether
they felt tobacoo companics were just rying
b wse them, Fewer than 2% of respondents
who did ot confirm swareness of irath" ads
pave & positive reply bo this ftem. A code of 0
was assipned toall tee 1 nonsmokers wha
adid et comfirm avaneness (3 7.1%) ol amy ads,
indicating st the adveriisang campaign had
nio effimes on therm A codie ol 2 was assianed o
iime 1 nonsmokers who conlrmed awarensss
of 2 ade, indicating that both nasde thern think
abous whether oF ned they shoald smoke, 2nd
reported that the fecling that wobases campa-
nics were just irying o use them influenced
their decizions some o & lot (25, 83¢). The ad-
vermising campaign had a significant effiect on
ibseze indivaduals. A codie of 1 was assigned o
all ther tiene | norsmokers (37.1%6), and thess
andivichials waere treated 25 having been afected
&1 a hvw lewel by the campaign.

Five additional vanables wene includad:
tises | survey moath, age, sex, susceptibility,
and whether & parent smipked. These data were
based on seli-reparts. Age was dichotomized
(less than 16 wears va 16 years o alder), Sus-
cepdibilicy was mcasused as beving a best feed
who smoked. Respondenis wene also asked
separately whwther they had a female and male
parcnt of puardian in their household and
whether each of thess mdividuals smoked, 1f
thi respondent reported that gither smoked,
they were coded as having & parent smoker.
a3 (SF5S Ing, Chicaga, [ was used incon-
ducting statistical analyses,

Results

Semaking intetion r2tes per 104 time |
nonimokers at follow-up are shown in
Tablz 1. {}'«'L'EIL for the 1480 time | non-
sar0iiers, the smoking initiation rate (accord-
ing o the COC eriterion} per 100 was 8.8 IF
we consider the established user definition,
the rate was 5.2 por 100 time | nonsaakiors.
Estimated rates per vear ameng voung people
aged 12 to 17 wears at times 1 were 11.1 and
1.1, respectively

Table | also shows the association be-
raveen the advertisement effectiveness index
and smoking initiation as well 25 the associa-
tiom of 5 caher indepemilent variables with ini-
tatioan. Merber month of Bme 1 SUNVEY D 58
wetk sigmificantly related to smokdng initiation.
Each of the other variables was related regard-
less of which definition of smaking was used.
Fer each variable oher than susceptibility, larger
differentials were seen with the cstablished user
crilerion

For exarple, scoording to the COC def-
initiom, thoss yeunger than 16 years had an ini-
tiation rate (7.8) 24.3% lower than the rate

{1003} for these older than 18 years, The com-
parable difference in rates for established
amokers 3.6 and 8.3, respectively) was 56.6%.
In regard w susceptshality, the CIC-dafmed
initiation rate for Hme | nonsuscephble non-
smokers was 3.3, a5 compared with a més of
16.7 for susceptible nonsmokers (3 difference
of 68.9%), The comparable rates for estab-
lizhed smokers were 2,3 and 6,7 (2 differencs
of approsimately 3%,

Finally, the advertisemens ¢ffectivensss
mdex was similarly related o smoking indtia-
tivn., According to the CIDC definition, thoss
with low scomes on the ad effectiveness index
and thase with kigh scores were 22.0% and
40, 4%, respectively; less likely do ke up smiok-
ing thamn thase not affeceed by the media cam-
paign. The comparable rates for progression
to established smoking were 51.5% and §2.5%.
Far bath definitions, seoking initiation rates
were bower among those scoring high as op-
pased to Jow on the ad effectivenss index, and
there was rar i ferential (23.2% ve 23.9%0) be-
tween the definitions.

We wsed 2 lagistic regression equations
to determine whether the ad campaign had
an effect on behavior independent of other
variables, In each equation, the dependent
vanable (change in smoking status) was coded
0 fortime | nonsmokers who became smok-
ers and 1 for nonsmokers who remained non-
srokers at time 2. Table 2 shows estimated
cidds ratios depicting the associations betasen
cach independent variable and the likelihood
of emoking initizton for each definiton of
amoking. The patierns were similar. Manth
of timse 1 survey, ape, and sex wene nal re-
lated to smioking initiztion. Mot being sas-
cepiible and not having a parent who smicked
redaced the odds of & nonsmeker's beeom-
ing a sroker, 2and those whe seored low and
these who scored high on the ad effeciive-
ness index wees moee Llikely 10 semain nos-
amokers than those who were not affected by
the campaign.

Whem the CIMC defmition was wsed, thess
soocing low on the ad effectveness mdex wenz
1.3 tienes mare likely to remain nonsmokers
thiar thases not affeeted by the campalen: those
sopeng high weere 1.7 dmes mees likely 1o -
main ronsiokers. The comparable ratios for
the definition of established smoking were 1.8
ared 2.4,

Althoaph no significant inferactions wene
detectsd, we wanbed to further validste these
resalis. Table 3 shows adjusted odds ratios for
the ad efeetivencss ndex and smoking Initia-
thon by categories of the independent vanables,
after contrel for the other independent vari-
ables. Thess dzia largely confirmed the resalis
already repacted. All of the patems were min-
tained, and eost of the odds ratos remdmed
stznificant. When the CIDOC deflimition wis used,
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TAELE 1—Smaking Initiation Rates for Time 1 Monsmokers {per 100) at
Follow-Up Using 2 Criteria to Measure Transitions in Smoking
Behavior: Florida, 1996-195%3
Persars Whe Smoked &
Minlmum of Puff o 2 Eslablished Smokers

Al parsans B8 5.2
Tima 1 survay

Al o0 54

Jurs 4 £1

Seplembar B4 5.2
Ao, ¥

=B Fa° 3.6

=6 103 - ]
Sex

Farmals bR 5.4

kaka #.6 =R
Susoapdibity

Suaceptibe 1a.7" BT

Honsuscaptibla 5.2 21
Parert smakes

g 2.5 BAa

Ho 7.5 38
Ad effect ingex

Mo ad affecl 0.9t B

Low soore 8.5 51

High scare 6.5 30

P01 P 001,

TAELE 2—0dds Ratios Ehuwln?lEﬁenta of Indepandant Variables an the
Likelihood of Time 1 Honsmoekers Remaining Nonsmakers at Time 2,
After Control for Other Independent Variables: Florida, 19581595

Pamsans Wha Smoked a
iinirmum of Pulf ar 2 Estailished Smokars
R = Q5% Gl SR ~ 5% Cl

Time 1 sureay

Apil . ce

Junsg 0,284 A8E 021,272 1043 A5 073, 207

Seplembar 0.583 A9 A7, 314 1,091 Az DEef, 219
Age Q504 =Tl 054, 2.98 0.528 At 023, 1,96
S 1.0a03 == 041, 2,55 1.001 ey g, 221
Suscepiblity 0,200 00 0.08, 2.13 0.278 000 1y, 114
Parem smaker 0.533 003 053, 1.21 0400 fuli)] E 1.73
Ad afier] index

to ed eflact

Lo scone 1.295 047 .57, 2.3 1800 o0 1.18, 3.01

High score 1.720 i} k] 1,09, 2,52 paG I b 1.57, 4.12

Nixta, OR = pdds matia; Cl = confidenca inlensal,

the elfect ol the ad index was significantamong Discussion

those wathoul & parent who smoked bug not

anseng those wilh a parent who smoked,
Among youths 16 veass of older and among
enale youths, having a low score on the ad of-
fectiveness index did not produce a significant
effiect, bat having a high score did. The asse-
ciation between the ad index and progression
b estabilished smoking held in 2l categosical
comparisens with 1 exception; among male
youths, a low score on the ad effectivencss
iralex procheced no effect, bata high seore did,
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The present analysis sugpests that &n in-
tense media campaign can help prevent youth
smoking initiation. We used 2 definitions of
smoking. The first treated asoy use of clgaseties
in the: 30 days befoe an interview as smoking,
The second defined smoking as clgaretie nae
ot & of neoe days and moee tan 5 clgareiles
smoked on days on which smoking oc-
cuarred. The basic campalgn effeet on cach bype
of smoking was raintainsd in adjasted odds ra-

tios within age, sex, susceptibility, and parcnt
smoking catepories and when the remaining
variables were aken inte acooumt.

The stronger implied effect of the ad-
vertising program on progression fo estab-
lisksed smoking than on any use may be im-
portant. The difference and 115 cansistency
suggest that the campaign mey operate at 2
levels. Furst, 2l may posvent young nonsmioks
er3 from beginming any use, Second, 1t may
affiect vaung peonle who do take up smoking
by enaking them mcoe canseios of how aflen
and by rvoch they smoke. We cannot explare
the: link directhy with the data available, bus
mnast of the ads produced for the Florida in-
dustry manipalation campaign had subshemes
related o the addictive and healthmorality
cffects of tobaseo.

As encearaging as thess cesulls appesr,
they need o be interpreted within at least 3
constraints, First, they are shart-4erm fndings.
The wark reported was designed {0 assess the
1=month elects of the “mab™ ﬁ.TI'Ipﬂi.H,ﬂ,
Centrod for month of fimt survey within the
context of this Gme frame sheowed o effecl,
“fouth smaking behaviar can be ermatic; haw-
ever, the fact that the tme 1 messureoents
were derived from 3 different moaths and had
no effect on cither dependent vanabls suppests
that the shor-tesm effects observed capturned
el differences. We do mot knea whether the
campaign’s prevention effects will be main-
timel, bat 2 recent reports immlving differ-
ent measrETEmt chniques sugpest loog-term
effects. " Moreover, even though the “ruth"
campaipn had youths as its target, mass media
campaipns reach persons outside their targets,
In this case, we are most inbsrested in younger
peaple wha are moving inte high-risk age
growps and oo ane likely v have been ex-
poced to the carmgaign. Thess poople will emter
the tasget ages alresdy expased 1o a substan.
tial doge of the “irath™ Mg, Il'n.mpnip
effects are cumulative, we should observe
lipwer fisks of smeking initiation for these co-
bt at laber poings intime, The data demon-
strang that it is possible o achiove a sipnifi-
cani effect from a media program in a
relatively short time frame. They do not
demonstrase, however, that this effect can be
sustnined,

Second, pur results cannot be ymﬂi?,nd
1o all anb-lobasos 2d campaigns. The Flomda
CHMPATEN WAL URigwe 1n several respects. DL
was well fanded, permiiting an tenss sdver-
tisirgg dose resulling n nearky a W confinmed
awareness of television ads by the time of the
fallrwe-up, Also, the campaign had 2 fioused in-
dustry manipulation theme communicaied
through particulacdy hard-hitting, blatsnt, and
dlerect advertisemenis. Furthermone, Seps v
taken B mwodvie youths dicectly in decislons
relaved 1o the campaign, Theze 1ssues are im-
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TABLE I=Adjusted Odds Ratios Showing Eftects of the Advertising Index on
the Likglihood of Tima 1 Honsmokers Remaining Nonsmokers at
Time 2, by Various Characteristies: Florida, 19831998
Parsonzs Who Smokad a
Minimum of Putl or 2 Established Smokers
. OR P a5% ¢l CH = a55% Gl

Aged <15 y

o ad eflact

Low scone 261 04 131,372 1.44 D41 0aT. 363

High score 268 fiue ] 1.44, 3,53 164 ar 1.16, 3.59
Aged =16y

Mo ad efacl

Low score 1.20 AE9 Q.89 241 1,42 g 0.95_ 285

High score 1.63 03z 1.08, 263 143 e 1.1%, 2.88
Femals

Mo ad afiecl

Low scome 1.65 0z 111, 30 2 a8 mr 1.24, 492
Ma]High S0OE 172 Az2 1.24, 348 238 Sy 1.21, 3.58

o

Mo ad afiect

Low score 085 A1 02T, 232 116 073 0.34, 2.84

High score 212 mz 107, 273 253 26 1.53, 4.09
Monsuscagplible

Mo ad elfest

Ly moore 1.58 34 103, 512 i 021 1.23, 4.3

High soona 204 L L16, 431 328 001 1.87, B.02
Suscaplinle

M ad alfect

Loy 2oare 1.76 21 1.7, 1% 1,24 052 0.43, 3.18

High zcona 187 .oir 1.18, 165 1.54 143 081, 3.32
Mo parent smokes

Mo ad etfect

Loy scara 1.36 D6 LaT, 243 1.64 JH40 1,19, 289

High scora Z.04 L2z 1.07, 417 1.74 b 128, 304
Parani smokes

ho ad etlect

Loww score 1.21 AT 0,53, 3,52 1,59 017 118,332

High scone 1.25 AT .61, 3,35 210 011 124, 4.11

MGia. The rémaining indopendent vanables were controlled. O = odds ratia;

Cl=confidence interdal,

pottant, because we do nat know what might
have cocurred il any of the campaign charac-
teristics had been altered, For cxample, the
s el et might ot have been achieved with
a different message theme or less youth in-
walvemend, The data demonstrate that, within
the context of the campaipn’s parameness, sg-
nificant cuteomes wene achieved.

Third, our measurements of the cubearme
wariable were different from those wsed in otler
recend analyzes examining much longer tenm
effects, ™™ Yet, pur resuls are consisient with
the= resualts repomied in these imvestigations. Both
necenl sthuchies documenting media effects have
assedged these effects over a pericd of several
years wing fimee 1 data coflected over a longer
penod of ime., Both studizs wsed the 100-
cigansitess-in-a-lifstime criterion (af time 2) to
mzase propression o dependence. Our miea-
sure of established use caphares movement to-
ward dependence in & clearly defined time
framg; it approximssics the mosasuns ussd in
these studies, with the major differenss being

February 2001, Vol. 91, Ha. 2

auar shoster term peried of observation, Given
this, and the somewhat different ages observad,
o would expect our effects to be larger than
ihoss repomted in the earlier shudies, and this is
e case, Abong with these differences in meas-
urement of outegme variables, differences in
mcasurement of advertisements might hawe
cantnibuted o the effect differences observed.

Finally, the adjusted odds ratios showed
that althowgh the campaign had an effect on
both sexes, bess of an effiect was requined to in-
fluenee young wimen than young men, While
we do not have dats 1o directly address this
Bz, i is posstble that the effict of the “tnush™
CAMPEIET O FOURE e contimes o he weaks
cied, in part, by the mituesee of cigaretie ad-
veriising that emphasizes mabs images and le-
gitimates masculinily i terms of risk taking,
The adjusted odids ratios also suggest that the
campaign was moes effective in preventing
sTHEKIng mifintion amang yoaths withous par-
enils who smaked than amang youths with a
parent who smoked. However, the data shoor

bl progression (o established smaking was
affected by the campaign mdependently of
wlvetlver or not a parent smoked. This suppesis
that the availabdliy of ciganetes (n the home)
afthe ol readelmg of parests aflzel the cim.
paign’s effects on expenmentation but nat on
progression to established use, O
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