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Webinar Objectives:

Understand the role of social marketing campaigns in tobac
prevention/cessation efforts

Provide an overview of Better World Advertisin
campaigns

Discuss how to target different audie
community, youth, tweens) and i
parents) with distinct mess

Provide an overview

Moderator
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Agenda

* Welcome and Greetings
> Catherine Saucedo, Deputy Director, SCLC, mode

» Presentation from BWA and CSH

° Les Pappas
° Kristin Harms

» Questions & Answers

Disclosure: Faculty speaker, moderator, and planning committee members have disclosed no financial
interest/arrangement or affiliation with any commercial companies who have provided products or services relating to
their i ial support for this i education activity. 5

Today’s Speaker

* Les Pappas, MPA

> President & Creative Director,
Better World Advertising
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BerTER WORLD ADVERTISING

Social Marketing & Tobacco:
Targeted Campaigns

February 21, 2013

S e

e About Better World Advertising (BWA)
e Social Marketing Overview

e Campaign Case Studies:
Targeting hard to reach populations
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‘ What We Want \

We see a world where all people have access to
information and unlimited support for maximizing
opportunity, health and well-being.

A world where everyone — individuals, families,
organizations, government — works together to end
disease, suffering, hate, violence and discrimination.

A world where the power of social marketing and
communication is harnessed to bring us to a better place, a
better world.

‘ What We Do \

Our goal is to improve the quality of human life by
designing and implementing strategies that achieve high
levels of community education, self-efficacy and beneficial
behavior change.

We offer extensive knowledge and ability in social
marketing, health education, issue advertising, market
research, program evaluation, public relations, multimedia
communications, and campaign conceptualization, planning
and design.
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Who We Work With

AIDS Action Committee (MA)

Alaska Dept. of Health and Social Services
Billy DeFrank LGBT Center (CA)

Boston Public Health Commission

Boulder County AIDS Project (CO)
California Dept. of Alcohol & Drug Programs
California Dept. of Health Services
Centerlink (DC)

Centers for Disease Control and Prevention
Chicago Department of Public Health

City of Long Beach Department of Health (CA)
Cleveland Department of Health (OH)
Family Builders (CA)

Family Health Centers of San Diego
Fenway Community Health (MA)

Food and Drug Administration, US DHHS
Gay City Health Project (WA)

Harlem United (NY)

Harm Reduction Coalition (NY/CA)

Harvard University, School of Public Health
Health Initiatives for Youth (CA)

JRI Health (MA)

Los Angeles Department of Health Services
Los Angeles Gay & Lesbian Center

New York State Department of Health

New York State Health Foundation

New York State Tobacco Control Program
North Carolina Dept. of Health & Human Services
Office for Civil Rights, US DHHS

Oregon Department of Human Services (OR)
Rainbow Resource Center (Winnipeg, Canada)
Republic of Indonesia National AIDS Commission
San Francisco AIDS Foundation

San Francisco Department of Public Health
Santa Clara County (CA)

Sonoma County (CA)

The Trevor Project (CA/NY)

Together Alive Youth Link (Uganda)

Unity Health Care (DC)

University of California

University of Colorado

University of Puerto Rico

Voices for lllinois Children

World Mission Foundation (Nigeria)

5 g

b

L

What is Social Marketing?

implementation.

The blending of traditional public health methods with
current marketing and advertising techniques to
communicate with defined groups of people on health and
social issues with the goal of changing individual behavior,
usually through the modification of group norms.

Social Marketing places particular importance on
integrating the values, needs and concerns of the target
audience and the community into program planning and
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‘ What is Social Marketing? \

Campaign Design

Formative Research & Planning

{

Implementation

{

Outcome

a TR
Ll

‘ What is Social Marketing? \

Formative Research & Planning:

*Needs Assessment
*Comparative Analysis of Previous Efforts
*Community Involvement
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‘ What is Social Marketing? \

Implementation:

*Creative Development
*Concept Testing

*Production

*Media Planning/Buying

*Earned Media

eQutreach Materials/Distribution

I ——
‘ What is Social Marketing? \

Outcome:

e Progress Reports
e Recognition/Observations

e Formal Evaluation (Reach, Impact &
Change)

A
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‘ Is Social Marketing Effective? \

How do we get effective social marketing?

e Sufficient Resources

Government Support

Professional vs. Amateur

Appreciation for what it takes to reach people
(i.e. get their attention)

Appreciation for what it takes to motivate change

2
‘ Classic Social Marketing Examples \
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‘ Classic Social Marketing Examples \

L ]
‘ Classic Social Marketing Examples \

GET INVOLVED
NOW.
POLLUTION
HURTS

2/21/2013
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‘ Classic Social Marketing Examples \

TAKE THE KEYS
CALLA CAB.
TAKE A STAND

FRIENDS DON'T LET FRIENDS DRIVE DRUNK

2

L

‘ Anti-Tobacco Marketing Challenges \

e Big tobacco

e Keeping it relevant

e Spinning a new message

e Rising above the noise

* Increasing influencer participation

2/21/2013
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‘ BWA Anti-Tobacco Campaigns \

Reaching the Audience:

e Define

* Research

e Create relevant messaging
e Design bold visuals

* Implement strategically

T ——
‘ Audience Challenges \

LGBTQ Community:

e Community culture

e Disproportionately targeted by tobacco
marketing

e Coping mechanism
e Not placing blame

<
L —
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Targeting the LGBTQ Community

| didn’t survive HIV . "
50 | could die from lung cancer. TSR

-

Ly smul:n.'l.?. | didn’t survive depression

and suicide attempts
5o | could die from lung cancer.

I had to stop smoking.

)
g

C_IG&RETTES ARE MY GREATEST ENEMY CIGARETTES ARE MY GREATEST ENEMY

‘ Audience Challenges \

Youth/Tweens:

e|t’s cool

e\Want to look older

ePressure: peers & tobacco marketing
eNew tobacco products

eNoise

13
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‘ Targeting Youth \

LAME REASONS TO SMOKE

INSPIRE

Facebook.com / lame reasons to smobe

‘ Audience Challenges \

Low Income/SES Communities:

e Other topics of focus

e Cultures

e Lack of medical assistance
* Not placing blame
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‘ Targeting Low Income Communities \

¥ something you need instead of somaething that will kil you. Buy somthing you want instoad of somethang that will kill you.
DECIDE. DECIDE.

}@

‘ Audience Challenges \

Influencers: Parents & School Administrators

e Lack of policy support

e Unsure how to communicate
e Underestimate actions

e Not Stigmatizing

2/21/2013
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Targeting Influencers: Parents

WHEN YOU SMOKE
Secondhand smoke ks more dangerous than you think KHI QUi vi HOT THUGC

Hit khél thusc cia ngudl khic hit cbn nguy hifm hon Ls qui v nghi
YOU SMOKE JORG

X ANHHUONG: LORG i
iNSPIRE i INSPIRE 3 RERL

We're Watching
» S

TebaccoFresPolicy.org

16
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‘ Audience Challenges \

Influencers: Providers

eTime
eUnsure how to communicate
ePatients don’t want to hear it

Your patients trust you. : = 4 Your patients trust you.
They need your guidance, A They need your gusdance.

DON'T BE SILENT ' : DON'T BE SILENT
ABOUT SMOKIN Ty ABOUT SMOKIN

i Talk To Your Patients.org TalkToYour Patients.org
W

This is your greatest opportunity to save lives.

17



Targeting Influencers: Providers

LISTENING

sk them sboul smoking. Urge them 1o guit. Previde yupport ssd medication. DON'T GIVE UP:

LISTENING

Pk Nyem aboul somoking. Urge thesss bo il Priowidde support anid medication. D0NT GIVE UP.

DON'T BE SILENT
- ABOUT SMOKING
alk To Your Patients.org

DON'T BE SILENT
ABOUT SOKING

Talk To Your Patients.org

‘\;@

BerTER WORLD ADVERTISING

For more information please contact:

lesp@socialmarketing.com
415-979-9775

www.socialmarketing.com

2/21/2013
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Today’s Speaker

» Kristin Harms

° Communications Manager, _
California Smokers’ Helpline

: - California Smokers’ Helpline

- 1-800-NO-BUTTS

Social Marketing and
Tobacco Campaigns

2/21/2013
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.= California Smokers' Helpline

- 1-800-NO-BUTTS
Outline

= About the California Smokers’ Help
= Why Advertise to Health Professionals?

= Behavioral Health Professional
Advertising Campaign

= Lessons Learned About Provider
Advertising

California Smoke
= A free, statewide, telephone-based tobacco
program

= Available in multiple languages: English, Spanish,
Cantonese, Mandarin, Korean, Vietnamese

= Established in 1992 by UCSD researchers

= Proven in clinical trials to double a smoker’s chance
of success

= Monday-Friday: 7am to 9 pm and
Saturday: 9 am to 1 pm

= Funded by California Department of Public Health
and First 5 California

2/21/2013
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* California Smokers' Helpline

Why Target Hea

Helpline Call Referral Sources
60,000
50,000
R ——Media
30,000 -=-Health Care Providers
Friend/Family

20,000 =<0Other
10,000 - --TOTAL

0 -

Y G I R RGN RS SR I 2
SMENSE GRS e

California Smokers' Helpline

| oo

ASK EVERY PATIENT
Nicotine addiction T SMOKING.

is a disease.

2/21/2013
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.= California Smokers' Helpline

" 1-800-NO-BUTTS

Why Target Behaviora

= Smokers with behavioral health conditions
have smoking rates 2-4 times higher than the
general population?!

= The majority of persons with mental iliness
and substance use disorders want to quit
smoking and want information on cessation
services and resources?

= Persons with mental illness and substance
use disorders can successfully quit tobacco?®

1. Kalman, 2005; 2. Prochaska et.al., 2004, Prochaska et al,,2009, Joseph et.al., 2004 ; 3. el-Guebaly, Cathcart, Currie, Brown, &
Gloster, 2002;

3 .~ California Smokers’' Helpline

- 1.800-NO-BUTTS

Target Audience

= Drug and alcohol counselors

= Psychiatric nurses

= Licensed clinical social workers
= Marriage and family therapists
= Licensed clinical psychologists

= Physicians: family practice, internal medicine,
psychiatry

2/21/2013

22



> 2 7.~ California Smokers' Helpline

_ -1 1-800-NO-BUTTS
Core Message

= "People with mental illness and .
substance use disorders want to quit

smoking, can quit successfully, and you
can help them."

- -~ California Smokers' Helpline

_ . ° -~ 1-800-NO-BUTTS
Call to Action

= Talk to your patients/clients about
quitting smoking

= For more help, refer your
patients/clients to 1-800-NO-BUTTS for
free help quitting smoking

= Visit www.nobutts.org for free training,
information, and patient materials

i

Ea_ -

2/21/2013
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California Smokers' Helpline

1-800-NO-BUTTS

Print Crea

California Smokers' Helpline

1-800-NO-BUTTS

Digital Ads

2/21/2013
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California Smokers' Helpline

- 1 800-NO-BUTTS

California Smokers' Helpline

® - 17800-NO-BUTTS

2/21/2013
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California Smokers' Helpline

1-800-NO-BUTTS

California Smokers' Helpline

1-800-NO-BUTTS

Cam paigr
Print Ads: Addiction Professional, Califo

Psychologlst

Website Banner Ads: American Psychological
Association, Medscape, Wiley Online Library

Email: Addiction Professional e-Blasts, Advance for
Nurses e-Blasts, National Association of Social
Workers (NASW) e-Newsletter, Nurse.com e-Blast

Direct Mall Natlonal Assouaﬂon of Somal Workers

Added Value Placements

2/21/2013
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California Smokers' Helpline

®.. 1-800-NO-BUTTS

= Direct mail: Fe
2012

California Smokers' Helpline

®. 1-800-NO-BUTTS

27
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California Smokers' Helpline

1-800-NO-BUTTS

Campe
= Three Webinars

« Smoking and Behavioral Health

* Latest Research and Promising Practices
for Treating Tobacco in Smokers with
Co-Occurring Mental Disorders

o Treating Tobacco Dependence in sm_okers
with Substance Use Disorders

California Smokers' Helpline

1-800-NO-BUTTS
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California Smokers' Helpline

®.. 1-800-NO-BUTTS

Landing page URL, http://i

California Smokers' Helpline

1-800-NO-BUTTS

: .-I‘uu

Jl I

= Number u|

= Number of or (
promotional materia

= Number of webinar reg
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California Smokers' Helpline

®.. 1-800-NO-BUTTS

California Smokers' Helpline

®. 1-800-NO-BUTTS
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California Smokers' Helpline

®.. 1-800-NO-BUTTS

California Smokers' Helpline

1-800-NO-BUTTS

Total Orders of  Orders by Behav
Promotional Materials  Health Providel

31



.= California Smokers' Helpline

- 1-800-NO-BUTTS

Lesson Learned-

= Target a specific audience with a rel
message

= Utilize specialized publishers that reach the
target audience

= Combine a variety of media with more
emphasis on online advertising and less on
print

= Field test creative

= Rotate creative frequently

‘.» California Smokers' Helpline

- 1-800-NO-BUTTS

Lesson Learned-

= Keep campaigns short and impactful
months or less)

= Offer a few relevant, compelling offers

= Develop measurable objectives and
evaluation criteria

= |dentify or develop sources of outcome data
early on

= Consider marketing automation

2/21/2013
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California Smokers' Helpline

®.. 1-800-NO-BUTTS

~ (858) 300-101

Questions &

33
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Les’ Bio:

Les has been creating soci
one of the leading au
produced social

and preventi

clients’ i

Kristin’s Bio:

As Communications Man
Cessation, Kristin dirt
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