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Development of the National truth® Campaign 

• truth® is based on Florida’s successful 
Truth campaign: 
– Tobacco Industry manipulation theme 
– Hard-hitting or edgy ads 
– Youth were integrally involved in the campaign  
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truth® is a brand 

• Positioned as a brand: 
– Teen brands are a tool for self-expression 
– Help counter the pop culture smoking images pervasive in our 

society 
– Head-to-head with Big Tobacco - Create a brand that’s more 

empowering and rebellious than smoking since the tobacco 
industry has some of the most successful brands in the world.  
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The Brand Essence 

• The truth® brand has two components: 
• Rational 

– Facts & information put teens in control 
• Emotional 

– Rebellious 
– Risky 
– Intelligent 
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Strategy of National truth® 

• Expose the lies of the tobacco industry 
• Direct teens to rebel at the tobacco 

industry 
• Never preach 
• Never condemn smokers 
• Relate to sensation-seeking teens 
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Sensation Seekers are More Likely to Smoke 
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Sensation Seeking by Smoking Status
Legacy Media Tracking Survey 2001-2003
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Multi-pronged approach for evaluating truth® 

• Legacy Media Tracking Online 
 (LMTO)—reactions to ads 
 
• National youth data for tracking smoking 

prevalence 
 
• Monitoring the Future National Data — 
 historical pre-truth® trends 
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Impact of truth®- End of Year One 

• 75% of all youth (12-17) in the U.S. accurately 
described at least one truth ad. 

• truth®  appeals to “sensations seekers” who are 
most likely to smoke 

• Youth reactions do not differ by smoking status.  
Smokers and youth who are “open to smoking” are 
at the greatest risk 

• Awareness of the campaign linked to changes in 
key attitudes and beliefs related to smoking 
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Activities Exposure Longer-
Term  

Outcomes 

truth 
Messages: 
Television 

Online Digital 
Mobile 
Tours 

Community 
Engagement 

Other 
Campaigns 

Earned Media 

Exposure to 
Campaign 
Messages 

Declines in 
tobacco use: 

• Experimentation 
• Initiation 
• Progression to 

established 
smoking 

Behavior-related 
Attitudes, Beliefs, 

Social Expectations, 
Skills, &Efficacy  

Intermediate  
Outcomes 

Adapted from Hornik & Yanovitzky, 2003. Using Theory to 
Design Evaluations of Communication Campaigns: The Case of 
the National Youth Anti-Drug Media Campaign, Communication 
Theory, 204-224. 

Institutional 
Diffusion 

(publicity, policy, law 
enforcement, and 

other org activities) 

Behavioral 
Intentions 

Social Diffusion 
(social interaction with 
family, peers, and other 
community members, 

social norms) 

External Factors  
(cost, opportunity, 

accessibility) 

2014 Conceptual Model - Community/Organizational Level 



Truth Outcome Studies 
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Exposure-Cognitions-Behavior 
Studies 

Digital Behavior Study Geo-Spatial Point-of-Sale 
Exposure Study 

Overall, Age, Gender, 
Race/Ethnicity, SES, 

TC Policy,  Media 
Utilization & others 

 
truth Longitudinal Cohort (TLC) 
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