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Background 
Unregulated (so far) 
Wild West e-cigarette advertising 
and marketing 
Escalating use 
Renormalizing smoking 
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E-cigarette use 
among youth is rising 
as e-cigarette 
advertising grows 



Advertising Objectives  
1. Raise awareness about health risks of e-

cigarettes 
2. Stem the explosive growth of e-cigarette 

market, especially among young adults 
and nonsmokers 

3. Prevent e-cigarettes from re-normalizing 
smoking behavior 

 



Target 
 Young adult, at-risk of 

starting 
 Where new social norms 

are being shaped 
 Most advertised to and 

exposed 
 In best position to slow the 

expansion and acceptance 
of e-cigs as the new normal. 

 Parents & active 
community members 
 Aware but ambivalent 
 Engaged in their community 

and expressive when 
sharing opinions 
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A growing number of children have
been poisoned by e-cigarettes

E-cigarette use among youth
has doubled in one year

E-cigarettes contain nicotine,
which is extremely addictive

E-cigarettes are not currently regulated by any official,
government agency, including product ingredients, advertising,

child safety, labeling, etc.

In many cities, e-cigarettes are being used in places where
traditional cigarettes have been banned

All of the major tobacco companies have
their own e-cigarette brands/products

E-cigarettes come in many fruit and candy flavors like
watermelon, bubble gum, chocolate mint and cotton candy )

Very concerned Somewhat concerned A little concerned Not concerned Not sure

Concern about E-Cigarettes- 
Lacking (on-line survey) 

Formative Research 



Formative Research 
 Online Surveys 

 

Focus Groups 

 



High Awareness  
low information 

• Despite high awareness 
and high recognition, 
most actually know very 
little about e-cigarettes.  

 
• Insight- Lack of 

knowledge breeds lack of 
concern.  

 



• …little knowledge 
• Nicotine??? 
• Only ‘water vapor’ 

• Youth targeting? (flavors, ads) 

• Unregulated?? 
• Poisonous?  
• Where/how/who makes them  

• Uncertainty-------Breeds apathy 
 

misinformation… 



COMPELLING FACTS 



MOST EFFECTIVE MESSAGES 



EFFECTIVE MESSAGES 



CHALLENGING MESSAGES 



Making an Impact 

FACTS OVER SPECULATION 
MAKING IT PERSONAL 
GUILTY BY ASSOCIATION 













Kids Aren’t Alright – TV 






What Could Go Wrong – TV 






Outdoor 



Radio  
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StillBlowingSmoke.org 

Campaign webpage  



Results 
 Attracted national coverage from top-tier publications like 

Wired, Vox and The Wall Street Journal. 



Results 
 Vapor community feedback including copycat website backed 

by the Smoke-Free Alternatives Trade Association. Within 
hours, the vaping community was spreading news of both 
sites across social media, complete with anonymous threats 
on Twitter. 





Strategic focus! 

 
 

  



Thank you! 

Valerie Quinn, M.Ed., Chief Media Strategist 
CA Tobacco Control Program 
California Department of Public Health  
Valerie.Quinn@cdph.ca.gov  
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