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FDA AUTHORITY OVER TOBACCO PRODUCTS

The Family Smoking Prevention and Tobacco Control Act
gives the FDA authority to regulate tobacco products.

The law also enables FDA to educate the public about the
dangers of tobacco products. CTP is developing public
education campaigns to communicate the:

e Health risks of tobacco use
e Addictiveness of the product

e Harms or potential harms of specific constituents
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PUBLIC EDUCATION PROGRAM OVERVIEW

Multiple efforts over several years targeting discrete audiences:

General Market youth

Rural youth

African-American, Hispanic, Asian/Pacific Islander, and Al/AN youth
Young adults who identify as LGBT

Tobacco users (to be implemented at tobacco point-of-sale)

Tobacco retailers
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YOUTH TOBACCO USE: STILL A VERY REAL ISSUE

e Tobacco use is the leading preventable cause of disease, disability,
and death in the U.S.

e Every day in the U.S., more than 3,200 youth under age 18 smoke
their first cigarette and more than 700 youth become daily
cigarette smokers

* Nearly 90% of adult  |EiRAR
daily smokers "

smoked their first 1 15 Eg'hiféft

cigarette by age 18

high
school
students

WERE CURRENT TOBACCO USERS:

. P & CEHTER e
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THE REAL COST CAMPAIGN

FDA’s first youth tobacco prevention campaign: The Real Cost

Seeks to make youth hyperconscious of the risk from every cigarette by
highlighting consequences that most concern youth

Target

e At-risk youth ages 12-17 who are open to
smoking or already experimenting with
cigarettes

Main Messages REAL

* Every cigarette carries a cost, even just one

e Tied to our regulatory authorities around cosr
addiction, health consequences, and -

dangerous chemicals

. P S 2 =\ | treTea ot
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WHO IS THE “AT-RISK” TEEN?
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THE REAL COST TARGET AUDIENCE

25M U.S. Teens

At-Risk Youth

Not our target Not our target

Committed . Committed
Non-user At-Risk Open At-Risk <100 User
; 4.3M Y ;
(54%) (3%)

|

Total Target: 10.2 million or 43% of teens

Based on NYTS 2012 & US Census 2012 data
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WHO ARE “AT-RISK” TEENS?

“At-risk” teens are likely to
have parents, siblings, or
friends that smoke and are
often surrounded by
smokers on a daily basis

Surrounded
by Smokers

They are dealing with the
St ressed stress of school and family
life and often have poor
O Ut coping skills

The “at-risk” teen is more
1 likely to be of lower
Ot h e r R I S k socioeconomic status, is not
academically driven, and is
Factors

typically not involved in
extracurricular activities
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WHAT “AT-RISK” TEENS THINK ABOUT SMOKING

Teens believe: Teens who experiment with
 They already know all they need to cigarettes (<100 in lifetime) :
know about tobacco e Do NOT consider themselves

smokers

e That “tobacco kills you,” eventually

e Do NOT believe they will become

* There is no cost to the cigarette addicted

they are smoking today

e Are NOT particularly interested in
the topic of tobacco

. , S 2 ===\ | crutes .
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WHAT MAKES “AT-RISK” TEENS TICK?

Being in the Control over Not being
Know their own lives  treated like a kid

Teens want
control over
their own
time, identity,

Teens perceive

themselves as

o V24
smarter” and

Teens want to
be treated and
talked to as

always want to
feel like they
have the
inside track

future, and
the ability to

make their
own decisions

peers or
equals

o , T A pe==m yN | [(ENTER ren
11 | The Real Cost: Tobacco Prevention for Today’s Teens | December 9, 2014 ﬁ_ﬁ Ilmly/é\ ‘ ToBACCO



DISCOVERING THE “AT-RISK” TEEN

What are the most
frequently used apps
among at-risk teens?

Games:
95% of teens use game
apps on their mobile
devices

Source: TRU Youth MONITOR Report 2013 Teen & Twenty-something Edition
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DISCOVERING THE “AT-RISK” TEEN

Youl D) =-

1 Whatto Watch

Q Upload Sign in

BEST OF YOUTUBE

[ Fop- i
Mu Yl]ll TlJI]& =P Q Upload

 Whatto Watch
=f

g Ed BEST OF YOUTUBE
Youlllll =-

f Whatto Watch

BEST OF YO Yl]u Tul]& =~ Q Upload m
E Popul ¥

What tn Wiateh

Youl [l =-

f Whatto Watch

Q weca | [

BEST OF YOUTUBE

E Popular on YouTube
Music

E Sports

E Gaming

Education PewDiePie

I Subscribe [EeRkRENE

Source: YPulse November 2014 (Variety Survey August 2014 “Five Most Influential Figures Among Americans ages 13-18")
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DISCOVERING THE “AT-RISK” TEEN

@ WAKING UP

Social Teen

90% OF STUDENTS

admit to using mobile phones for non-educational reasons during school

Can nat WAIT Hl = L) (i »
summer brk! LS - u ~ 2 a o
68% ' & 66%
H Y 2 86% 79% H social O
il & . TEXTING A CHECKING : T, neTwoRkiNG
56% ; . . \ THETIME 4 8%
of teans claim to 28% L | \ GAMES |

be on Facebook. WEB SURFING

Source: TRU Youth MONITOR Report 2013 Teen & Twenty-
something Edition
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DISCOVERING THE “AT-RISK” TEEN

'MORE TEXTING!

= - Mw wmmgmmr@f papdnraﬂamﬂ{w%tﬁﬁing

27%  SNAPCHAT
A43% i

SnapChat every day

72 0/0 OF PEOPLE USE THEIR SMARTPHONE WHILE WATCHING TV,

e WHATSAPP

50 billion messapes are

“ FACEBOOK
8 MESSENGER
35% of global
smartphone users use
Facebook Messenger at
least once & week.

l ’ TWITTER

#gameoithrones OMG
did he just DIE?

sant on Whatsapp every

Lova this

selhiel
Sco. bmrw!! aoxo

kik-
KIK MESSENGER

In 2003, Kik grew from 5o million to
100 million users,

Source: TRU Youth MONITOR Report 2013 Teen &

Twenty-something Edition

CEMTER s
ToOBACCO
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DISCOVERING THE “AT-RISK” TEEN

Teens embrace anonymity and privacy more than the “open-book”
philosophy

Set Facebook profile to private — 60%

Clear their browser history || EGNNEGNEGEEEEEEE -3%
Have avoided certain apps due to... | IEGNTRNNEEN -1%
Hide or delete IMs or videos || GGG 34%

Set tweets to private | NNEGNE 24% Secret

Use private browsing modes |GG 20%
| | | | whisper

0% 20% 40% 60% 80%

Source: TRU Youth MONITOR Report 2013 Teen & Twenty-something Edition

. , S 2 ===\ | crutes .
16 | The Real Cost: Tobacco Prevention for Today’s Teens | December 9, 2014 ﬁ_ﬁ m ToBACa"



DISCOVERING THE “AT-RISK” TEEN

Teens choose products that may be customized to suit their personal
needs (84%)

YouTube Snapchat  Fish Attitude Temple Run|

- CocoPPa lets you
Pizza Hut's interactive tweak the look of app

tables that allow icons on Android
customers to create

: and i0S devices
NailSnaps allow users their own pizzas

to turn Instagram
photos into adhesive
Na || d rt Source: TRU Youth MONITOR Report 2013 Teen & Twenty-something Edition
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THE REAL COST CAMPAIGN
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CAMPAIGN OVERVIEW

Goals

* Prevent young people from using tobacco

 Reduce the number of at-risk youth ages 12-17 who smoke
Objectives

 Motivate teens to reevaluate what they think they know about the “costs” of today’s
tobacco use

e Snap them out of their “cost-free” mentality
Strategies

 Reframe addiction to cigarettes as loss of control to disrupt beliefs of independence-
seeking youth

 Dramatize negative health consequences to demonstrate that every cigarette comes
with a “cost” that is more than just financial

e Depict the dangers of the toxic mix of more than 7,000 chemicals in cigarette smoke to
motivate youth to find out more about what’s in each cigarette and reconsider the
harms of smoking

. , S 2 ===\ | crutes .
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HOW WE GOT TO THE REAL COST

CDC Best Practices support
the use of media
campaigns to reduce youth
tobacco use

The Real Cost follows an
evidence-based education
model that combines
research, science, and
multimedia (television,
radio, print, out of home,
and online) to ultimately
affect behavior change
within the target audience
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GROUNDED IN RESEARCH

\
e Perform extensive literature review
e Conduct early strategic research to identify salient message themes
De"\,"ee;fﬁznt e Consult experts in tobacco public health education
e Use focus groups to identify promising creative concepts
Concept e Consult experts in tobacco public health education
Development )
e Conduct copy testing of final rough cut ads to measure perceived effectiveness, level of
Copy engagement, and message comprehension
Testing )

e Execute a longitudinal study assessing knowledge, attitudes, beliefs and behaviors over time

e Use study results to determine if exposure to the campaign is associated with a decrease in
cigarette smoking among youth aged 12-17

21 | The Real Cost: Tobacco Prevention for Today’s Teens | December 9, 2014 { ﬁ_( I@A




FOCUS ON THREE COSTS

e Makes use of science-based facts as the foundation for
messages that are “new news”

* Is designed to provoke teens to reassess what they think they
know about three focal areas:

1. The cost to my body
2. The cost to my mind

3. The cost of smoking just one

. P S 2 =\ | treTea ot
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THE COST TO MY BODY

Focus on health costs that matter now:
appearance and sports performance

To My Body Death is in the distant future

. , S 2 ===\ | crutes .
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THE COST TO MY MIND

What Teens Think Now: The Reassessment:

: Addiction happens to Portray that every time you smoke, you
To My Mind ) ) .
other people are signing away control to tobacco
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THE COST OF SMOKING JUST ONE

The Cost: What Teens Think Now:

Reinforce that every cigarette smoked
It’s just one, it’s no big deal || delivers a toxic mix of over 7,000
chemicals, harming your body

Of Smoking Just
One

o , T A pe==m yN | [(ENTER ren
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BEING WHERE TEENS WANT TO BE

Yﬂu UNI@SAL M

NI

UNIVERSAL MUSIC GROUP

Seventeen

MACHINIMGEE

dewunTAnr


http://img1.wikia.nocookie.net/__cb20130813184933/ssb/images/c/cd/Official_Machinima_Logo_-SM-HiRespng.png

HOW AND WHERE THE REAL COST INTERACTS WITH TEENS

e The Real Cost is in malls, teen media, teen social channels, it is not where they
“have to go” (e.g., schools, doctor offices)

e Leverage influencers to get the message into teen culture

O Peers (e.g., other teens)

O Cultural influencers (e.g., musicians, athletes)

0 Community influencers (e.g., youth-serving community coalitions)
* Be a part of teen conversation

O Create conversations with campaign advertisements, placements,
partnerships and social media platforms

O Embrace relevant conversations that are taking place in the social media
landscape

. , S 2 ===\ | crutes .
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HOW AND WHERE THE REAL COST INTERACTS WITH TEENS

ALTERMATIVE MUSIC/FASHIOMN & STYLE
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HIGH SEMSORY GAMING
- b | IMEKEHASE
i - METRD

= T
(L

DOhEr

s o
ng
112}

(% coverage of At-Risk Teens/Index vs. Total Teen Population), (TRU, 2012-2013)
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CONNECTING WITH YOUTH

MUSIC & FASHION i SPORTS | GAMING i COMEDY | SOCIAL

Yy

=
.\,\ 4 _GifiCode

F
- i

§

BELLATORJE

(o) XBOX

Collegellunors

: BuzzFeeD
:GameStop : |

= seeleen = = 'x,}ﬁ A (1 Tube,

W

PANDORA
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ENGAGING YOUTH WHERE THEY ARE ONLINE

ST A | E ) , . . B THE HEAL GOS'I'A FACTS , DECISIONS | su;eonf
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ADDICTION Y

\ 2
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, THE ILLUSION OF CONTROL

-

WHAT ARE YOU 10 SECONDS & a\
o “ TOREACH & »* '
TO SM O KE7 - YU U R B RA' N . " 3 ] There's no way we can have a conversation about smoking without talking about

addiction. Everyone knows that cigarettes are bad for you, but most smokers get hooked

» | . before they even realize it." Cigarettes are sneaky — they give you the illusion of control,
TAKE A LOOK [ 3 HOW ADDICTION WORKS » b e P but are actually highly addictive.
4 . N

MAKING DECISIONS

QUITTING

FRESHER BREATH - WHITER SMILE - LOWER DISEASE RISK
HEALTHY LUNCS - STRONGER IMMUNE SYSTEM

www.TheRealCost.gov
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http://www.therealcost.gov/

ENGAGING YOUTH WHERE THEY ARE ONLINE

)
Yﬂu TUhe youtube.com/KnowTheRealCost

You [T

Uploads from The Real Cost

by The Real Cost 8.

Pl fi

% | The Reality: 700 Daily Smokers

= B The Reality: 480,000 People
g . by Tha Real C

EVERY DAY INTHEUS, B

SSsleiis The Real Cost Reveals Zedd: Teaser :30

MORE THAN 3,200 - P

YOUTH UNDER |8 N ! ‘TherRe‘_e.e'.i\.Cf).??l Reveals Zedd: Teaser :15
SMQKE THEIR FIRST CIGARETTE. e

2 g e, % Exclusive Performance

™o, The Real Cost Reveals Zedd: 'Stay The Night'

The Reality: 700 Daily Smokers w The sl Nobody Smoked
The Real Cost L 5,630

54 [o.15]
= 3,395
: S The Reality: 480,000 People
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ENGAGING YOUTH WHERE THEY ARE ONLINE

32

facebook.com/KnowTheRealCost

li The Real Cost "!. Mark Home zo+

“| WISH EVERY DAY THAT |
WOULD HAVE NEVER STA
BECAUSE NOW [T'S SO HARD

P” - #TheRealCost Fan

SMOKERS ARE 30% T0'40%
MORE LIKELY TO DEVELOP TYPE 2
DIABETES THAN NON-SMOKERS.

+ Following = W Message | ese

Timeline About Photos Likes Videos

Community

> Post || Photo/Video

PEOPLE
251,164 likes Write something on this Page...
D Alyssa Hambrick » The Real Cost Michael Loomis | have a question: Is trying or experimenting with anly one .
puasts cigarette for the first time bad for you? i have never smoked buti've had feelings of 3
[ 1,336 Shares

wanting to try it (2) (1)
Like - Reply -¢51 - August 14 at 8:28pm

so happy to say tomorrow will make a week since i've touched a cigarette!
im so proud of myselfl this page helped alotl

u Halley Wegman Ask yourself this if you decide to try smoking Michael;

Cin Llike thie? Kinu ancwar e than wnu mar hasama addistad Sn tha
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ENGAGING YOUTH WHERE THEY ARE ONLINE

knowtherealcost.tumblr.com

eeeec ATAT 4G 1:42 AM [
knowtherealcost tumbir.com —

Openin tumbir. | g seeec ATAT 4G 11:43 AM -

knowtherealcost.tumblr.com

THE REAL COST 4},

'EVERYTHING
INTERESTING
IS HAPPENING
INSIDE?

Even if it's “just one” cigarette, that's
still over #7000chemicals coming for
you.
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e The Real Cost @KnowTheRealCost - Sep 14
There's no safe level of exposure to tobacco
smoke, just like there’s no safe cigarette.
TheRealCost
148 203

medd The Real Cost +2 Follow

Tobacco use can cause painful gum disease
that can lead to tooth loss.
pic.twitter.com/C44SMf8689

y 13 Retweet  Favorite s

3,048 2,628




AMPLIFYING THE MESSAGE

e Engage our teen audience in ways that are relevant,
leveraging influencers to share key messages

e Reach teens where they are already going for content
e Encourage teens to submit their own stories and

content
e Drive teens to our social media and digital platforms VISCOM
for more in-depth engagement serenfoen
Amplification Types: Reaching Teens Through: fuse,tv
o TV O Personal Stories Pﬁwﬂj
O Digital O Brand Messages
O Event O Tobacco Messaging UEV'U“T“T
O Magazine e
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YOUTH VOICES

“Cigarettes may be calming for
stressful situations, but there are
better and healthier ways to deal
with stress.”

“Friendship is
worth more than
any pack of
cigarettes.”
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“I think smoking could deeply
affect my relationships with my
friends... | think they would lose
respect for me and actually feel

disappointed in me.”

“Being hooked on
cigarettes makes you miss
out on the fun stuff.”

“We are bigger than
letting something ruin
our mouths and other

things.”




HOW TO GET INVOLVED
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HOW & WHERE THE REAL COST INTERSECTS WITH ADULTS

Who they are

e Coaches

 Youth Group Leaders

* Mentors

e Community Volunteers

e Community or Youth-Serving
Organization Leaders

. P & CEHTER e
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CAMPAIGN RESOURCES FOR TEENS

* Encourage teens to check out The Real Cost website and social media

O TheRealCost.gov

0 facebook.com/KnowTheRealCost
O youtube.com/KnowTheRealCost
O knowtherealcost.tumblr.com

O twitter.com/KnowTheRealCost

 Disseminate campaign materials and messages to at-risk teens in high-traffic
areas such as:

O Youth and after-school centers
O Skate parks and rec centers

0 Community bulletin boards

. , S 2 ===\ | crutes .
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CAMPAIGN RESOURCES FOR STAKEHOLDERS

www.FDA.gov/TheRealCost

About FDA

e Campaign information
Downloadable materials
e CTP Clearinghouse orders

Office of Madical Products and
Tobacco

About the Centar for Tobacco
Products

Public Education Campaigns

The Real Cost Campasgn

l:lu:p- I Food I Drugs I Medical Devices I Hadu

About FDA

The Real Cost Campaign
Office of Medical Products and
Tobaccs

U.S. Food and Drug Administration

Protecting and Promoting Your Health

Animal & Vetorinary | Cosmatics | T

05, Bl0od & Biologics

The Real Cost: Downloadable Materials

Hakeholders Interested in promoting awareness about The Real Cost” campaign can use and shae the
following rescurces swch as campaign fyers. posters, and postcards. For example. healhcare practiioners
can make thess materials available in wakng rooms and clinics frequented by leens. FOX's goal is to keep
“The Real Cost’ campaign authenbic Brough 3 peer-to-peer approach. Stakeholders hal work directly with
youth can help exend the campasgn by encouragng teens 1o wsit www lerealcost gov Stakeholders who do
ot work directly with yOUSN Can Share Cuf TESCURCES With youlh For more

on how you can get invalved, pleass contact CTPCommunic:

5i@fda hhs gow

The Real Cost Campaign Handoats

Campaign Overview  Research & Evaluation

(¥]

About the Center for Tobacco
Froducts

Putihc Educanon Campasgns

» The Real Cost Campamgn

Chemicals

7.000 CHEMIEALS
ARE FOUND IN
A SINGLE PUFF
OF CIGARETTE

ences that youth are
h effects and loss

Leamn About the Camoaian View Campaian Ads

The Real Cost Campaign Posters

Teeth

Skin

SMOKING m
SMOKING 555
CAUSES

GUM DISEASE.
WHICH COULD
COST. YOU
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OTHER CTP INITIATIVES
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RETAILER EDUCATION PROGRAM

e Goal: Educate tobacco retailers about FDA regulations to
encourage voluntary compliance with the law

* Objective: Inform and educate retailers about federal regulations
through campaign messages, materials, and communications
activities

e Strategy: In addition to covering the specific retailing regulations,
materials will highlight the role retailers play in protecting youth
from tobacco

. P S 2 =\ | treTea ot
43 | The Real Cost: Tobacco Prevention for Today’s Teens | December 9, 2014 ﬁ_ﬁ Ilmlyé ‘ ToBACCO



EXAMPLES OF REGULATIONS

e Check photo ID of everyone appearing under age 27 who
attempts to purchase cigarettes, cigarette tobacco, or
smokeless tobacco

 Only sell cigarettes, cigarette tobacco, and smokeless tobacco
to anyone age 18 or older

 Only sell cigarettes, cigarette tobacco, and smokeless tobacco
in a direct, face-to-face exchange
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EXAMPLES OF REGULATIONS

Do NOT

Give away free samples of cigarettes.
Sell single cigarettes, also called “loosies.”

Sell or give away items such as hats, t-shirts, or lighters with
cigarette, cigarette tobacco, or smokeless tobacco brands or logos.

Sell flavored cigarettes or flavored cigarette tobacco (other than
menthol).

Sell cigarettes, smokeless, or roll-your-own products that have the
descriptors light, low, or mild

For more regulations and retailer resources, visit:
http://www.fda.gov/TobaccoProducts/ResourcesforYou/BreakTheChain/default.htm
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RETAILER EDUCATION PROGRAM

e Anticipated to launch late Spring 2015

 Program theme/message concepts being tested with retailers
and reviewed with stakeholders over the next few months

 New material “field kit” potentially to include:
O Fact sheets
O Posters and post cards
O Register signage

O Age-calculator tools
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STAKEHOLDER ENGAGEMENT

e Primarily working with state/territory tobacco control officials

O Many have existing relationships with retailers, local stakeholders, ability to
reach them

0 Often have existing retailer education programs that CTP campaign will
complement

O |Initial conversations indicate strong desire for CTP materials

e CTP will also engage relevant subject matter experts,
associations, and federal agency partners

 Materials will be available for free through our clearinghouse
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DIGITAL EXCHANGE LAB

Promise of the Exchange Lab

* Provides regularly updated, centralized
digital repository of high-quality
content for public health partners

 Enables partners to use information to
meet their specific communication and
education needs

 Content changes update across sites in
real-time
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Provide science-based content free to users when, where and how they want it
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CONTACT US:

Necola Staples
Necola.Staples@fda.hhs.gov

Michael Murray
Michael.Murray@fda.hhs.gov

Jessica Rowden
Jessica.Rowden@fda.hhs.gov

ONLINE:
www.FDA.gov/TheRealCost
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