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Introduction

The Virginia Tobacco Settlement Foundation (VTSF) began running its award-winning “Y Campaign” in April 2002 after extensive research with the youth of Virginia. The mission of the Y Campaign is to reduce tobacco use among Virginia’s 10-17 year olds. The campaign integrates hard-hitting messages through a multi-media marketing effort, including television and radio commercials, an interactive Web site, Internet banner ads, outdoor and cinema advertising, and street marketing activities—all designed to reinforce the VTSF’s youth tobacco use prevention message.  

The VTSF began a regular program of evaluation of the Y Campaign in the Spring of 2002. Since that time, it has conducted research among the youth of Virginia every six months, tracking awareness, attitude, and behavior levels. It has done this to ensure that the campaign message is resonating with its target audience and to guide the Foundation as it develops new strategies to reach Virginia’s youth and influence them to not use tobacco products.  

Southeastern Institute of Research, Inc. (SIR) was engaged to re-vamp this semi-annual tracking study to ensure it was providing the strategic direction needed to take the campaign to the next level. It did this while retaining a core of questions to ensure a historical perspective could be maintained. To that end, comparisons are made wherever possible to findings from the eleven previous versions of this study. Strategic implications of the findings are also outlined. 

These findings are based on a statewide representative sample of 600 Virginia 10-17 year olds surveyed by telephone in October 2007.  
About SIR

This report was prepared by Southeastern Institute of Research, Inc. (SIR), a full-service marketing research firm founded more than 40 years ago to provide actionable research. Since 1964, SIR has completed more than 13,000 studies for a variety of clients, including health care organizations, educational institutions and government at all levels(federal, state, and local. We have helped corporations, organizations, and associations formulate unique market positions, identify and manage competitive threats, test new product concepts, launch new initiatives, and track the overall effectiveness of marketing programs.

For more information on SIR, please visit its Web site at www.SIRresearch.com.

KEY FINDINGS

1. Y campaign awareness has remained consistent with Wave 11. (see page 4)  
2. Y campaign awareness is now highest in the Southwest Region and remains high in the Tidewater region. (see page 5)  
3. Even more youth (now more than eight out of ten of the Virginia youth who are aware of the VTSF campaign) like it—including nearly two-thirds who say they “like it a lot.” (see page 7)
4. Almost two-thirds of Virginia youth would consider YDOUTHINK a friend on some level. (see page 8)
5. Most youth say they do not have close friends who smoke, yet peer smoking is perceived to be increasing (yet not as much as in the past). (see page 15)
1:  Campaign Awareness

Y CAMPAIGN AWARENESS HAS REMAINED CONSISTENT
· Awareness of the VTSF campaign has remained consistent (76%) from Spring 2007 (76%). 
Chart 1:  VTSF Campaign Awareness Across All Waves

[image: image24.jpg]Q20:  Have you recently seen or heard any information about cigarette smoking and tobacco use with the headline or caption "Can Anybody Tell Us Why Smoking Isn't Stupid?" or "YDOUTHINK"? (% saying "Yes" displayed) 
· Awareness has increased in the Southwest Region and remains high in the Tidewater Region (88% and 82%, respectively). The ranking of awareness in the Regions is the same as in Spring 2007—with the exception of the Southwest Region now leading (when it was last in Wave 11) 
Chart 2:  VTSF Campaign Awareness by Region
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Q20:  Have you recently seen or heard any information about cigarette smoking and tobacco use with the headline or caption "Can Anybody Tell Us Why Smoking Isn't Stupid?" or "YDOUTHINK"? (% saying "Yes" displayed)
· Awareness among Teens increased—with awareness dipping slightly among Tweens (90% for those aged 15-17 and 68% among those aged 10-14). 
Chart 3:  VTSF Campaign Awareness by Age
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Q20:  Have you recently seen or heard any information about cigarette smoking and tobacco use with the headline or caption "Can Anybody Tell Us Why Smoking Isn't Stupid?" or "YDOUTHINK"? (% saying "Yes" displayed)

· White non-Hispanic youth awareness is up slightly and now level with Minority youth awareness, which has decreased from Wave 11 to a level consistent with Fall 2006 (77% awareness among White non-Hispanic compared to 76% awareness among Minorities). 
Chart 4:  VTSF Campaign Awareness by Race
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Q20:  Have you recently seen or heard any information about cigarette smoking and tobacco use with the headline or caption "Can Anybody Tell Us Why Smoking Isn't Stupid?" or "YDOUTHINK"? (% saying "Yes" displayed)  

· Awareness of the VTSF campaign has held strong among both females and males – with males slightly more aware (74% female to 78% male).
Chart 5:  VTSF Campaign Awareness by Gender
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Q20:  Have you recently seen or heard any information about cigarette smoking and tobacco use with the headline or caption "Can Anybody Tell Us Why Smoking Isn't Stupid?" or "YDOUTHINK"? (% saying "Yes" displayed)  
2:  Perception of Y

The Y campaign appeal IS HIGHER 
THAN THE PAST TWO WAVES
· More than eight out of ten of the Virginia youth who are aware of the VTSF campaign like it (86%) – this is up from Spring 2007 and Fall 2006 (77% and 81%, respectively). Nearly two-thirds say they “like the campaign a lot” (61%—and up from 49% in the Spring), but still only 2% “dislike the campaign a lot.” 
Chart 6:  Campaign Likeability

Among Those Aware of the Y Campaign
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Q23: Now we'd like to know your general impression of "Can Anybody Tell Us Why Smoking Isn't Stupid" - the YDOYOUTHINK campaign. Do you...  
· Teens and Tweens are now more similar in their likability of the campaign (89% of Tweens and 82% of Teens).

· Significantly more Tweens now like the campaign (89% vs. 73% in the Spring—compared to 81% in Fall 2006).
· The only other significant difference among groups is in geography. Northern Region youth are more likely than Tidewater Region youth to like the campaign (93% vs. 76%, respectively).
· Nearly all aware of the Y campaign agree it is believable, easy to understand, and saying something meaningful (82-86%); this rank order is consistent with many previous waves (this was not asked in Wave 11). 
Chart 7:  Impressions of VTSF Campaign

Among Those Aware of the Y Campaign
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Q22a-h: Do you agree or disagree that ____ describes how you feel about what you've seen or heard in the YDOYOUTHINK campaign … 
· Nearly two-thirds would consider YDOUTHINK a friend (63%). In particular, 8% would consider YDOUTHINK a “best friend and would hang out all the time together.” (Note: These answers are slightly different from previous waves, so direct comparisons cannot be made.)
Chart 8:  Projected Relationship with YDOUTHINK

Among Those Aware of the Y Campaign
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Q24:  Let's pretend for a minute that YDOUTHINK from this campaign is a person, your age, who goes to your school. Would you consider that YDOUTHINK person to be … (Base is those aware of the Y campaign).

· Teens are more likely to consider YDOUTHINK a friend on some level (only 9% say “not a friend at all” vs. 23% of Tweens).  
· Tidewater Region youth are the least likely to call YDOUTHINK a friend (32% say “not a friend at all” vs. 16% in Southwest, 13% in Central and 7% in Northern). 
3:  Y Campaign Recall

Message recall IS AGAIN HIGH
· Most aware of the VTSF campaign are able to recall and describe something about it (94%). This is higher than the past two Waves and on par with Wave 9 in the Spring of 2006.
Chart 9:  Recall Something About the VTSF Campaign

Among Those Aware of the Y Campaign
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Q21:  What do you remember seeing or hearing about it? What else? (Showing % of those aware of VTSF campaign who recall something)

· Nearly two in ten (19%) of those aware of the VTSF campaign are able to repeat some variation of the campaign’s tagline —“Can anyone tell me why smoking isn’t stupid” or why smoking is stupid. Respondents were encouraged to note anything they recalled about the VTSF campaign, although they had to do so in their own words without prompting (unaided).
Chart 10:  What They Recall of VTSF Campaign

Among Those Aware of the Y Campaign
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Q21:  What do you remember seeing or hearing about it? What else? (Showing % of those aware of VTSF campaign who recall something)
4:  What’s Important

WHAT’S IMPORTANT TO VIRGINIA YOUTH HAS SLIGHTLY SHIFTED                                      OVER THE YEARS, BUT TRUST STILL TOPS THE LIST
· “Other people can trust” and “Is fun to hang around” remain the two most important characteristics to youth at this time (96% and 94%, respectively). 
· Trust continues to be most important to Virginia youth. Virtually all feel it is important that they be a person that “other people can trust” (96%) and 84% say it is “very important” to them. 
Chart 11:  Importance of Various Characteristics to Virginia Youth
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Q13a-h:  How important is it that you are a person who …

5:  View of Smokers

NON-SMOKERS STILL HAVE THE BETTER IMAGE
· All of the descriptors are associated more with non-smokers than with smokers. 
Chart 12:  Whether Description Applies More to a Smoker or Non-Smoker
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Q16a-h: As I read each description to you, please tell me if this best describes a smoker or non-smoker.   

6:  Perceptions of Cigarette Smoking

PERCEPTIONS GENERALLY SUPPORT THE ANTI-SMOKING MESSAGE
· Nearly all agree that cigarette smoking makes them less attractive (85%), including many who “agree completely” (74%).  At the other extreme, very few agree that a few cigarettes a day can’t hurt you (6%). 
Chart 13:  Perceptions of Cigarette Smoking
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Q14a-h:  Please tell me how much you agree or disagree with the following statements about cigarette smoking. [**Note that the wording of the “bad habit” option changed slightly beginning in Wave 8 to “cigarette smoking is no worse than a habit like biting your fingernails.”]
7:  Peer Smoking
THREE-QUARTERS OF VIRGINIA YOUTH SAY NONE OF THEIR FRIENDS SMOKE. HOWEVER, PEER SMOKING CONTINUES TO BE PERCEIVED AS INCREASING (ALTHOUGH SLIGHLY LESS THAN THE SPRING)
· Most Virginia youth continue to say none of their close friends smoke (77%). When they have friends who smoke, it is generally only 1-2 (12% of all responding have 1-2 close friends who smoke) or 3-5 (5%). Just 4% of the youth say they have more than 5 close friends who smoke. And, 2% report they don’t know, or they declined to answer. 
Chart 14:  How Many Close Friends Smoke
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Q17:  How many of your close friends smoke cigarettes? 

· More Teens have close friends who smoke (39% vs. 13% aged 10-14 years). This is down from 43% of Teens in the Spring.
· Perception of smoking among youth appears to be slightly changing. Nearly half of Virginia youth feel that smoking among their peers is increasing (45% say increasing vs. 50% in the Spring; 19% say decreasing vs. 12% in the Spring). The rest are unsure (7%) or believe it is “staying about the same” (29%).
Chart 15:  Changes in Peer Smoking Status
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Q15. Do you think that smoking among people your age is …?  

· Slightly less than half of youth believe that smoking is increasing (45%; again, slightly down from the Spring at 50%). 
8:  Youth Interests & Behavior
NEARLY ONE-THIRD OF VIRGINIA YOUTH CONTINUE TO SAY ROCK MUSIC IS THEIR FAVORITE. THREE-FOURTHS ARE IN ON WEEKENDS BY 11:00 PM
· Most Virginia youth prefer Rock, Hip Hop or Rap music (31%, 15% and 11%, respectively) as their favorite. 
Chart 16:  Music Preferences 
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Q8:  If you were allowed to pick one style of music as your favorite, what would it be?
· There are significant differences in terms of music preference among different segments of the population.
· White non-Hispanic youth prefer Rock and Country (36% and 14%, respectively, versus 20% and 2% of Minorities, respectively).

· Minority youth prefer Hip Hop and Rap music (21% and 20%, vs. 12% and 8%, respectively, of White non-Hispanic youth).
· There are no statistical differences this wave among Teens vs. Tweens or among those aware of the YDOUTHINK campaign vs. those not aware.
· Most Virginia youth stay out on weekends until 9:01 PM-11:00 PM (48%). A quarter of youth (26%) stay out until 9:00 PM, about two in ten (16%) stay out until 11:01 PM to midnight, and about one in ten (10%) are out until after midnight. 
Chart 17:  Weekend Hours 
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Q9:  How late do you usually stay out on weekends?
· Not surprisingly, there are significant differences in terms of how late youth stay out on the weekend when looking at different segments of the population—specifically, age. 
· Tweens are in earlier than Teens (37% of Tweens are in before 9:00 PM vs. 9% of Teens).
Chart 18:  Weekend Hours by Age
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Q9:  How late do you usually stay out on weekends?
· In an average week when youth are going to school, about half are going out 1-2 nights a week (53%), and a quarter (25%) are not going out at all.
Chart 19:  Weeknights Out to Have Fun
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Q11:  In an average week when you are going to school, how many nights do you go out to have fun?
· Included in Wave 12 were new social marketing questions used in other parts of the VTSF campaign. These questions are presented here and will be compared to data gathered by Rescue.
New Question #1

Chart 20:  Social Descriptor Question Part “A”
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Q9:  Which of the following describes you better?
Chart 21:  Social Descriptor Question Part “B”
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Q9:  Which of the following describes you better?
Chart 22:  Social Descriptor Question Part “C”
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Q9:  Which of the following describes you better?
New Question #2
Chart 23:  Social Descriptor Question “True or False”
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Q10:  I am now going to read three statements to you. Please tell me if each statement is “true” or “false” in describing you. In groups of people, I am rarely the center of attention. 
RESPONDENT PROFILE

Chart 24:  Grades & Participation
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· Slightly fewer now say a parent was also on the phone during the interview (15% vs. 18% in the Spring). 
· Less than half say the parent did not monitor the interview at all (48%).
· The following profile of all Virginia youth is from the U.S. Census Bureau. The distribution of respondents was weighted to ensure they mirrored this profile.
Chart 25:  Demographic Variables Used in Weighting
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METHODOLOGY & PROCEDURES

· The methodology used was identical to that employed in the previous eleven waves.

· Telephone survey of 600 across Virginia, aged 10-17 (first spoke with the parent to secure permission). 

· Interviewed in October 2007.  
· Selected using a random age-targeted sample from Survey Sampling, Inc., the recognized leader in the field.
· Maximum statistical error of (4.0% at the 95% level of confidence.  
· All findings in the report have been tested for statistical significance.
· Interviews evenly divided between 4 regions, Teens (age 15-17) and Tweens (age 10-14), and among boys and girls (so sufficient numbers for in-depth statistical analysis among key sub-groups).
· Weighted the data to mirror the actual distribution of 10-17 year olds across Virginia in terms of age group, gender, race, and region of residence (so forced quotas do not skew the data and give undue weight to smaller groups, such as Teens and Southwest).
· Last Wave was Spring 2007, and the next one will be Spring 2008.
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