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Executive Summary 

 

#Ejectthejuul is a social marketing campaign designed to change the attitudes and behaviors 

of 18-24 year old female college students who vape. 

__________________________________________________________________ 

 

The use of electronic cigarettes (e-cigarettes) by youth in America has increased at alarming 

rates, prompting the Office of the Surgeon General to label the situation as an “epidemic” (Bach, 

2019). Consumers frequently refer to e-cigarettes as “vapes” or “juuls” and use the terms 

interchangeably. The 2018 National Youth Tobacco Survey (NYTS) revealed that e-cigarette 

usage was on a “startling rise” with over 3.6 million young people currently vaping. However, 

when the same survey in 2019 reported that numbers had risen to more than 5 million in just 

one year (USDA, 2019), those “startling” numbers turned into panic numbers. While scientific 

consensus on the long-term health effects of vaping remains underway, “youth” continue to use 

e-cigarettes and at increasingly younger ages. Studies show that between 2017 and 2018, the use 

of e-cigarettes increased by 78% among high school students and 48% by middle schoolers 

(USDA, June 2019).  

 

In North Carolina, the results are similar to national trends. However, the ability of the State 

Tobacco Prevention and Control Branch to reach a college-aged population is largely restricted. 

Without landlines, permanent addresses, or publicly listed emails, college students are often 

transient and hard to track, making data collection a challenge. This significant gap in research 

of e-cigarette behaviors among college-aged populations (18-24 years) has limited the ability of 

the state to effectively target anti-vaping campaigns to promote behavior change. 

 

In an effort to address this gap in data, we set out to better understand the vaping behaviors and 

attitudes of female students between the ages of 18-24 at the University of North Carolina at 

Chapel Hill (UNC). As current UNC researchers, most of whom meet the same eligibility criteria 

as our target population, we had unique access and positioning to connect with this population 

and collect data. We organized this target audience’s vaping behaviors into “sometimes vapers” 

or “frequent vapers” in an effort to better understand the habits of both social vapers who vape 

when out and on weekends and those who vape consistently throughout their daily lives.  

 

Findings from our formative research focus groups suggest that the social context in which our 

target population interacts with vapes strongly impacts their decision-making and behaviors. 

However, while these student vapers might initiate vaping behaviors for social reasons, they 

continue vaping due to other reasons, such as stress, distraction, and social triggers. 

Additionally, while vapers admit to vaping behaviors, they do not necessarily think that others 

should vape and would not recommend vaping initiation to others. Many discussed their desire 

to quit vaping and the inability to do so up to this point, specifically wanting peer support in 

order to achieve successful cessation.  
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When presented with two types of sample messaging for an anti-vaping campaign, our focus 

group participants positively connected with aesthetics that reflected themselves and their 

current youth culture. Whether represented by colors, style, humor, or products, they related to 

creative campaigns that reflect their current everyday worlds. Additionally, while the 

headline-worthy negative health effects of vaping were not immediately serving as a deterrent, 

other types of secondary health effects from vaping did resonate. Finally, focus group 

participants had strong opinions about where they would like to see anti-vaping messaging. 

Specifically, they expressed a desire for tangible goods with campaign messaging that integrated 

branding into their everyday lives. In addition to traditional social marketing posters and social 

media posts, more grassroots efforts such as a peer ambassador program were something that 

resonated more strongly. 
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STEP 1:  BACKGROUND, PURPOSE AND FOCUS 

1.1 Background 

 

Electronic cigarettes work by vaporizing liquids, usually containing nicotine and other 

chemicals, to create an aerosol that is inhaled into the lungs. While companies claim that 

e-cigarettes were originally designed to help adult smokers quit, their marketing efforts further 

popularized vapes among youth populations. The literature already exists proving the 

detrimental effects of nicotine on the human body, but the long-term health consequences of 

e-cigarette usage have yet to be researched, especially in young adults (USDHHS, 2018). For 

youth, the lack of hard science to back up the negative effects of e-cigarettes combined with 

well-funded marketing efforts has caused e-cigarette use to skyrocket. 

 

Research shows that while males use e-cigarettes more often than females, the number of 

females vaping is on the rise. Additionally, gender differences in both e-cigarette initiation and 

maintenance exist between males and females (Staples, 2019). Women are more likely to initiate 

e-cigarette use on the suggestion of friends and family and maintain vaping habits on account of 

negative reinforcement behaviors, such as stress or mood management (Piñeiro et. al, 2016). 

Men were found to initiate e-cigarette use due to the desire to swap cigarettes for e-cigarettes 

and maintain the habit of positive reinforcement behaviors, such as enjoyment (Piñeiro et. al, 

2016). Specifically, in North Carolina, the NC Youth Tobacco surveys from 2015 to 2017 show 

that based on 30-day use by high school students, male use decreased by 3.7% (from 19.1% to 

18.4%) but female use increased by 6.9% (from 14.4% to 15.4%) (NCYTS, 2017). Not only are 

North Carolina youth vaping more in general, but the frequency of vaping is increasing. From 

2016 to 2018, according to the North Carolina Behavioral Risk Factor Surveillance System data, 

male everyday use of e-cigarettes increased by 53% and female everyday use increased by 82% 

(NC BRFSS, 2018). 

 

Furthermore, a recent survey of UNC students found that a majority of students, more than 

60%, had used a vape at least once in the last 30 days (Noar, 2019). This points to the 

increasingly socially prevalent nature of vaping. If female students, specifically at UNC, are 

engaging in e-cigarette use due to its social prevalence, and this is on the rise at UNCs campus, it 

is a cause for alarm. Through this study, we aim to investigate attitudes and usage trends of 

e-cigarettes in female college students to help guide anti-vaping campaigns, specifically those 

targeted at both social and more frequent vapers. 

 

1.2 Purpose 

 

This is both a class project for MEJO 671 in the Hussman School of Journalism and Media and 

may additionally inform the North Carolina State Tobacco Control Branch’s vaping prevention 

work. The purpose of the campaign is to decrease the overall number of female UNC students 

ages 18-24 who vape, specifically preventing those who are social vapers from becoming 

frequent vapers. Recent research has reported that over 60% of UNC students have vaped in the 
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last 30 days (Noar, 2019). This matches larger trends which show that overall vaping has risen 

among “youth” (middle and high school students) in North Carolina (NC BRFSS, 2018). This 

campaign aims to target the primary audience of female UNC students ages 18-24, as well as a 

secondary audience of all UNC students, to decrease the number of overall vapers and their 

frequency of vaping behaviors.  

 

1.3 Focus  

 

This campaign aims to change the behavior and attitudes around vaping in order to decrease 

overall vaping behaviors of the target audience, specifically those who are current social and 

frequent vapers before they become addicted. 
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STEP 2: SITUATION ANALYSIS 

 

2.1 SWOT 

 

STRENGTHS 

Current alliances 

● The NC Tobacco Prevention and 

Control Branch will be crucial in 

better supporting our social marketing 

campaign 

Distribution Channels 

● Entire state + 

Resources 

● Existing UNC research 

WEAKNESSES 

Resources 

● There is little information known 

about this demographic 

Distribution Channels 

● Our social media accounts are 

relatively young and do not have a 

large following 

 

OPPORTUNITIES 

Policy 

● With increased concern about vaping, 

policy change is imminent-many 

states are increasing the age to vape 

and many states are including vaping 

in addiction programs 

Economic 

● Vaping is an expensive habit. Showing 

how much money vaping costs in a 

humorous way is an easy way to 

appeal to our target demographic 

Resources 

● By utilizing the Instagram algorithms 

we will be able to see the engagement 

with each post to see which posts are 

most effective 

THREATS 

Cultural 

● This may become a “joke” account not 

taken seriously 

Technological 

● This may not get any attention and be 

an ineffective form of communicating 

our message 

Political/Legal 

● FDA is not regulating this 

Economic 

● Big Tobacco pumping money into Juul 

Demographic 

● “It’s cool to Juul,” it's “safer” than 

cigarettes 

 

2.2 Prior and Similar Efforts 

 

Previous Anti-Vaping and Tobacco Campaigns: 

 

The Real Cost Campaign  

The Real Cost Campaign was launched in 2014 with the goal of educating at-risk teens about the 

harmful effects of cigarette smoking. (The Real Cost) The campaign originated within the FDA’s 

Center for Tobacco Products and the US Department of Health and Human Services. The 

campaign began focusing solely on cigarette and traditional tobacco products, but in the last 
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year, they have shifted their messaging to include warnings about vaping. The Real Cost website 

includes information about the effects of smoking and vaping through interactive games and 

infographics that center around dark fear-based tactics and rely heavily on research and proof of 

harmful effects and health concerns. From 2014 to 2016, the media campaign for The Real Cost 

has prevented as many as 587,000 youths nationwide from initiating smoking. (The Real Cost) 

 

The Truth Initiative  

The Truth Initiative, founded in 1999, is a nonprofit tobacco control organization “dedicated to 

achieving a culture where all youth and young adults reject tobacco.” (The Truth Initiative) This 

anti-tobacco organization was also historically focused on cigarette and traditional tobacco 

products before the rise of the use of vapes and e-cigarettes. The Truth Campaign prevented 
more than 30,000 US youth and young adults from becoming smokers during 2015-2016. In 

2018 the Truth Initiative launched two major campaigns to address the major epidemics 

impacting young people: one focused on the youth vaping epidemic called “Safer ≠ Safe”, and 

another about the prevention of opioid use. Marking 20 years of lifesaving work, the Truth 

Initiative is dedicated to continuing its success in preventing young people from becoming 

smokers by fighting back hard against e-cigarette use among young people. The Truth Initiative 

seeks to educate youth about the effects of smoking and vaping, and seeks to provide resources 

for cessation and quitting. 
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STEP 3:  SELECT TARGET AUDIENCES 

 

3.1 Primary Target Audiences 

 

Approximately 19,000 undergraduate students attend the University of North Carolina at 

Chapel Hill (UNC, 2019). Of these 19,000 undergraduates, roughly 11,000, or 58%, are female 

students (College Factual, 2019). With a female-heavy population, UNC will serve as the base of 

our campaign. 

Our primary target audience consists of women who sometimes and frequently vape, 

respectively defined as those who have vaped 1-5 days in the past 30 days and those who have 

vaped 6 or more days in the past 30 days. Our campaign mainly targets women who vape in 

social settings, as well as women who are addicted to vaping. With the rise of female everyday 

use of e-cigarettes between 2016 and 2018, our campaign aims to slow and stop the increase of 

e-cigarette use among college-aged women (NC BRFSS, 2018). Using UNC as a pilot program, 

our campaign can be adapted and expanded to other universities, and possibly high schools, in 

the state of North Carolina. 

3.2 Additional Important Target Audiences  

In addition to the primary audience of female college students ages 18-24 who vape socially and 

frequently, our campaign will have secondary audiences such as non-vapers and male college 

students ages 18-24. As the campaign progresses, it may be adapted for high school students and 

vapers of different age groups. 
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STEP 4:  OBJECTIVES AND GOALS 

 

The primary goal for this campaign is to change the attitude and behavior surrounding vaping 

on campus so our target audience quits vaping socially before they become frequent, addicted 

vapers. To achieve this goal, we have defined behavior objectives, knowledge objectives, and 

belief objectives.  

 

4.1 Behavior Objective 

 

A proximal behavior objective for our campaign is for our target audience to visit our social 

media platforms and website to gain information about the dangers of vaping and the resources 

available to quit. We hope to drive social media post impressions for our owned content, 

sparking earned and shared media content from our target audience. A distal objective of our 

campaign is for our target audience to stop vaping entirely before becoming frequent vapers. 

 

4.2 Knowledge Objective  

 

Our knowledge objectives revolve around increasing awareness for our messaging online, on 

social media platforms, and on free merchandise. All of our materials will direct readers back to 

support methods to quit vaping, which act as our primary knowledge objective. Additionally, we 

believe there are facts that may encourage vapers to quit. We hope to communicate these facts 

through our website and ad messaging. First, we hope our target audience knows that vapes and 

e-cigarettes have nicotine in them and that every vape pod is equivalent to a pack of cigarettes 

(Staples, 2019). Second, we want our target audience to know that nicotine has major health 

risks and that vapes do not have dosage recommendations to let users know how much nicotine 

is enough for one sitting (Staples, 2019). Third, we hope our target audience knows that the risk 

of vaping is unknown and that it is better to wait on data confirming that vape use is safe, rather 

than continuing to vape until data confirms it is unsafe. Again, we believe that if our target 

audience is aware of these facts, they will be more likely to quit vaping, thereby getting us closer 

to our overall campaign goal.  

 

4.3 Belief Objective 

 

Our belief objective relates to students’ efficacy. We hope that our target audience believes they 

are informed and supported enough to make the decision and accomplish their goal to quit 

vaping. We believe that our target audience may not choose to quit based on internal desire 

alone, so we hope that our campaign will impact broader peer attitudes and help students to see 

that not vaping is socially acceptable. 

 

4.4 Behavior Change Goal 

The undergraduate population at UNC is 19,117, including 11,279 females (UNC, 2019). Research 

conducted at UNC shows that two-thirds of students vape, suggesting that there are roughly 
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7,500 vapers in our target audience (Noar, 2019). Based on a purchase funnel, our campaign 

hopes that 80% of female vapers at UNC will hear about our campaign, 40% will see our 

messaging, 15% will engage via likes, shares, and comments and will consider behavior change, 

and 10% will actually initiate new behaviors. This means that within the first year of our 

campaign launch, we project a reach of 3,000 impressions on social media and the #Ejectthejuul 

website, over 1,000 engagements, and roughly 750 female vapers who initiate the new behavior.  
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STEP 5:  FACTORS INFLUENCING ADOPTION OF THE BEHAVIOR 

 

5.1 Real and Perceived Barriers 

 

The main barriers to quitting include vape dependence, societal perceptions of vaping habits 

among our target population, and a general lack of disregard surrounding the health effects of 

vaping. Among both social and frequent vapers, a noteworthy barrier revolved around a 

physiological and psychological addiction to vapes and the behavior of vaping itself. The 

withdrawal symptoms associated with quitting vaping, both mental and physical, remains a 

large disincentive for current vape users. 

The absence of societal stigmas against vaping within the target population proved to encourage 

current vaping behaviors. Most social vapers reported only vaping in communal situations such 

as house parties, bars, and fraternities, all of which are “vape friendly”. The prevalence of social 

vaping also serves as a barrier for those trying to quit; many users reported that it was almost 

impossible to quit altogether, especially when having to constantly witness their peers vaping. 

The general acceptance of vaping habits combined with the popularity of vapes in social settings 

are difficult to adjust barriers to vaping cessation. 

Another notable barrier includes the lack of research on the detrimental health effects of vaping 

and the “indestructible” mentality among young adults. Vague or long-term health risks do not 

resonate with our target population who believe that harm “will never happen to them.” Without 

proven scientific evidence to back up claims that vaping causes disease or sickness, college aged 

populations are quick to dismiss “isolated” cases of vape-related illnesses.  

 

5.2 Potential Motivational Benefits 

 

The key benefits our target audience will be motivated by includes financial gains, potential 

positive health benefits, and rewarding feelings of autonomy and control. The idea of saving 

money by vaping cessation strongly resonated with frequent vapers, who spend large amounts to 

sustain their habits. Quitting vaping has also led to positive health benefits, both physical and 

psychological. Many vapers reported feeling inherently better after overcoming the initial 

withdrawal symptoms from vapes. Although there is a lack of evidence of the long-term effects 

of vaping, more research is verifying that vaping is bad for one’s health. While the scientific 

health benefits may be ambiguous, health rewards that focus on limiting the spread of germs 

(through sharing vape devices), could capitalize on the target population’s fear of immediate 

illnesses.  

 

An important benefit that our target audience could be motivated by emphasizes a strong sense 

of independence when not being reliant on vaping. The focus groups repeatedly highlighted that 

they were not proud of their addiction to vaping and would not want peers or younger 
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generations to start. The target population could gain from feeling good about being able to quit 

a bad habit and having complete autonomy by not being dependent on vaping.  

Competition 

5.3 Alternative Behaviors  

 

The major competing alternative behaviors are vaping, alcohol consumption, illegal substances, 

and cigarettes.  

5.4 Benefits of Competition 

 

Our primary target audience believes that stress relief, social normalcy, and easy access are 

primary benefits associated with vaping. Vapers who cite stress relief as a major benefit say that 

vaping gives them an energy boost and helps to control anxiety. Nicotine vapes allow nicotine to 

enter the bloodstream quickly, causing an immediate boost in energy and a reduction in stress 

that vapers depend on (Buckley, 2015). Especially among teen and young adult-aged vapers, 

social desirability and peer acceptance are benefits as well. Within high school and college 

communities, vaping is widely accepted, making the behavior seem attractive and fun. Lastly, 

vapers claim that access and intrusiveness are benefits to vaping. Once a vape is purchased, only 

the pods need to be refilled, making it fairly easy to continue the behavior. Vaping is also less 

noticeable than smoking cigarettes because the smoke does not smell and the vapes do not have 

to be lit. This makes it possible to vape indoors and inconspicuously in public settings. 

 

5.5 Costs of Competition 

 

Our audience associates financial cost, unknown health effects, and potential short-term illness 

with vaping. Our target audience claims that vaping can cause financial strain, depending on 

how often the vape is used. Vape pods can last for several weeks or several days, depending on 

how often vapers are using the vapes and sharing with their friends. A pack of four Juul pods 

costs twenty dollars which can add up quickly for frequent vapers and social vapers who share 

their vapes with others. Additionally, we learned in our focus groups that vapers are aware of 

unknown health risks associated with vaping since more hospital cases are reported daily. 

Lastly, vapers recognize there may be short-term illness risks associated, as more people share 

their vapes and pass around germs. In conjunction with this, some vapers report noticing a 

difference in their lungs when singing, running, or doing other physical activities. 
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STEP 6:  POSITIONING STATEMENT 

 

6.1        Positioning Statement 

 

We want female UNC students ages 18-24 to see not vaping as socially acceptable, less 

expensive, sanitary, and as more important and beneficial than vaping. 
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STEP 7:  MARKETING MIX STRATEGIES  

 

7.1 Product 

 

7.1.1 Core Product 

 

The core product, or major perceived benefit, the target audience will receive from quitting 

vaping includes financial gain, reducing any immediate health risks from the spread of germs, 

and strong feelings of social acceptance. These key advantages will incentivize frequent and 

social vapers to limit, and eventually quit, their vaping behaviors. 

 

7.1.2 Actual and Augmented Products 

 

To advance these core products, our campaign will offer a range of actual products to encourage 

vaping cessation among the target audience. The actual product includes a campaign that seeks 

to utilize a grassroots approach with college-aged brand ambassadors acting as student voices 

on campus. As shown in our focus group research, the use of vapers’ peers to spread anti-vape 

messaging, rather than content coming directly from large health organizations, fosters 

information that will be more well-received by the target audience. In addition to the support 

the brand ambassadors will offer, the #Ejectthejuul social media campaign and affiliate website 

aim to raise awareness on vaping while spreading an anti-vape sentiment. The social media 

marketing, which will be showcased primarily on Instagram, Twitter, and Facebook, revolves 

around humorous content with a light and easy tone combined with factual advertisements that 

incite vaping cessation. Both the promotional campaigns and the #Ejectthejuul brand 

ambassador program will engage our audience while providing essential services to vapers and 

non-vapers alike. 

 

The augmented products, meant to further support and educate the target audience, include a 

variety of new tangible goods and services. These goods would include print posters, buttons, 

and stickers which would be distributed on and around UNC’s campus by the brand 

ambassadors. The buttons and stickers are necessary to further spread the campaign’s message 

and are a relatively cheap and easy way to disseminate advertisements on a large scale to our 

target audience.  

 

7.1.3 Improvements and New Tangible Products and Services 

 

In conjunction with our new products, the campaign will work in partnership with the North 

Carolina Tobacco Prevention and Control Branch (NCDHHS). The department’s website will be 

updated to include a link to our campaign’s site, www.ejectthejuul.com. This modern website 

will include resources and tools to quit vaping, personal support stories from former vapers, 

updates on vaping research, and opportunities for students to get involved. Most of the 

campaign will be focused on a completely new take on vaping cessation, with few improvements 

being made to existing tangible objects. However, our campaign will continue to promote the 
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pre-established quitline services, both on the website and social media platforms. By creating 

new programs, rather than adjusting old ones, our campaign will more effectively cater to 

college students, which was previously labeled as difficult to target age group. 

 

7.2 Price 

 

7.2.1 Consumer Price 

 

All tangible products associated with our campaign will not be “sold” to the target audience. 

These concrete goods include buttons, stickers, and active promotional campaigns that are 

targeted to college-aged females. The physical items will be free promotion and information for 

the student ambassadors to distribute as part of their grassroots anti-vaping initiative. It is 

necessary to include free giveaways as part of the campaign in order to effectively target younger 

audiences, who are more prone to listen when given physical incentives.  

 

7.2.2 Monetary Incentives 

 

There are no monetary incentives for the target market as part of this campaign.  

 

7.2.3 Monetary Disincentives 

 

This campaign suggests for the NCTPCB to work with the state to raise a tax on disposables vape 

brands and products. During the formative research stage of our campaign, we spoke to 

college-aged females about their vaping habits. They discussed how expensive the habit is and 

how popular brands like Juul are not only at the top of the price range but are being met with 

major regulations by the government. The focus group participants brought up the use of 

cheaper, disposable vapes that they could buy and enjoy the same as a non-disposable brand for 

half the cost. Most highlighted the use of these disposables during weekend activities and for 

short amounts of time.  

The federal government and the FDA are working on regulation Big Tobacco and other major 

e-cigarette brands, giving North Carolina an opportunity to focus on an issue within its control. 

This campaign proposes to increase the tax on these products in order to discourage the target 

from buying them. 

7.2.4 Nonmonetary Incentives 

The Student Ambassador Program and the #Ejectthejuul campaign will reinforce the 

self-efficacy of college-aged females and empower them to self-identify as non-vapers. This 

program will also incentivize former vapers to advocate for the cause. Collectively, this will 

create a social movement on campus to promote acceptance around those who choose not to 
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vape. The campaign also offers free tangible and wearable items like buttons for people to wear 

as recognition and reward for their dedication to ending vaping habits on college campuses.  

 

7.2.5 Nonmonetary Disincentives 

 

The target audience does not respond well to shame or judgment-centered tactics. This reflects 

the generation’s strong beliefs of autonomy, individuality, and general acceptance of personal 

decisions. Our messaging will employ a non-judgemental tone that highlights the downsides of 

vaping, rather than attacking users for their habits. Our campaign will seek to change the 

acceptance of vaping in the college population by utilizing the grassroots approach. 

7.3 Place 

 

7.3.1 Desired Performance Changes 

 

After formulative research, we have found that our target audience tends to use e-cigarette and 

vape products when they are out at parties with their peers, in social settings, and when they are 

stressed. In order to support them in these areas, we need to create an environment on campus 

that does not condone vaping practices. We would start by giving out buttons and stickers in a 

common location (ex. The pit at UNC). This would allow for students to support the cause to 

stop vaping and for students who vape to see the amount of people that don’t vape. We would 

also provide fidget spinners to those who need something to occupy their hands as they move 

towards the goal of quitting vaping. The ultimate goal is to make students less inclined to feel 

comfortable vaping on college campuses both during the day and at night.  

 

7.3.2 Product Acquisition 

The target market will acquire tangible objects on their campus in the main area of promotion 

and traffic. Ambassadors from the school can also speak at events or club meetings that are 

health or female-oriented in order to promote our message to college-aged females. After 

conducting research we found that students would be likely to promote the idea to stop vaping 

by having a button for their backpacks or a sticker for their laptops/water bottles. We will 

encourage current vapers to quit by giving them an alternative habit such as distributing a 

sleekly designed, branded fidget spinner. This will offer an alternative behavior that is 

habit-forming and calming, similar to vaping.  

7.3.3 Service Acquisition 

On the #Ejectthejuul website, we will have information on quitlines and texting services to aid in 

vaping cessation. The website will be promoted through our promotional materials and will be 

separate from the NCTPCB website. Through our focus groups, we found that a website aimed 
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solely at young vapers, reflected in an authentic tone and youthful visual branding, will allow 

them to trust the content and feel comfortable with what is being promoted to them.  

7.3.4 Support Effort Targeting 

By establishing ambassadors on campus that can promote the #Ejectthejuul materials, as well as 

ambassadors who are comfortable talking about the cause, we feel confident that our target 

audience would feel more inclined to talk to these ambassadors about vaping and that they 

would trust these individuals. Vaping gained its popularity by being widespread and “cool” so it 

would only make sense to promote vaping cessation as “trendy” too. By targeting people who are 

well-known on campus to be our ambassadors we would be able to aim our campaign directly at 

those who are most likely to participate in vaping. These ambassadors can plan promotional and 

educational events on campus at sororities, club meetings, and general meeting areas in order to 

fully reach the groups that appeal most to our target audience. 

 

7.4 PROMOTION 

 

7.4.1 Messages 

 

The primary message of our campaign will encourage the target audience to stop vaping. The 

headline “#Ejectthejuul” will convey the urgency of the issue and encourage the audience to get 

rid of their own vapes and think twice before they use someone else’s. Focus group participants 

revealed that the use of “Juul” in the campaign did not limit the message to one type of 

e-cigarette; all participants agreed that “Juul” is a term often used to refer to most vapes and 

“Juuling” is used to describe most vaping habits. The tagline, “It Adds Up,” will serve as the 

secondary message of the campaign, encouraging the audience to think about the effects of their 

vaping habits. For example, “It Adds Up” on an ad about the financial burden of vaping will 

show the audience the vaping costs a lot of money, and the more frequently they vape, the more 

money they spend on the product. By using the tagline, along with the headline, on different 

promotional materials, it will convey that vaping has an effect on the vaper’s immediate health 

and finances.  

 

7.4.2 Creative Strategy 

 

Promotional materials will be designed to reach and appeal to the target audience. The tone of 

the campaign will be empowering and supportive, non-judgmental, and factual yet humorous, 

and messages will mainly be communicated through social media and from peer ambassadors. 

One of the most effective ways to create an association between our promotional materials and 

our campaign is to have strong branding. All of our promotional materials will use a bold, neon 

color scheme of yellow, pink, magenta and white to grab the reader’s attention across all 

platforms. The use of the headline “#Ejectthejuul” and the tagline “It Adds Up” will be used to 
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convey the campaign’s main messages, and the headline will be used on promotional materials 

such as buttons, stickers, posters, and cups.  

 

7.4.3 Messengers and Communication Channels 

 

Furthermore, the messengers for the campaign will be midstream audiences, or student 

ambassadors, who are in partnership with the NCTPCB. These student ambassadors will act as 

mentors and advocates for the campaign, offering help and support to their peers. The main 

communication channels we use will be social media, print ads, web, and peer-to-peer 

marketing through special events. 
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STEP 8:  EVALUATION AND MONITORING 

 

8.1 Purpose of Evaluation 

 

The purpose of this evaluation is to measure whether the #Ejectthejuul campaign is reaching 

and resonating with our target audience. Additionally, the evaluation will measure whether 

elevated interaction with the campaign is associated with increased behavior and attitude 

change around vaping cessation. Understanding whether the campaign is effectively reaching 

the target audience, taken midway through the campaign implementation at six months, will 

inform whether midcourse corrections need to be made. Evaluating how the campaign 

messaging, branding, and actions are resonating with the target audience will also inform both 

midpoint adjustments or future campaign messaging. Whether the campaign is changing vaping 

behaviors and attitudes of our target audience will also be measured by future annual surveys on 

vaping performed by both the university and the state. 

 

8.2 Target of Evaluation 

 

The evaluation is being conducted for Ann Staples at the NCTPCB who will present it forward to 

her wider audience both within the NCTPCB and possibly the larger NC Department of Public 

Health as a whole. Additionally, this evaluation is connected to the overall social marketing 

campaign project for MEJO 671 at the Hussman School of Journalism and Media. 

 

8.3 Measurable Goals 

 

At six and twelve months of this year-long campaign, a survey-based evaluation will measure the 

reach of our campaign or the number of the target audience members exposed to the campaign 

during. Included within reach, this evaluation will measure which channels those evaluated have 

been exposed to in order to inform whether exposure to one or more than one part of the 

campaign impacts other areas such as behavior change or behavior change intent in the target 

audience, also known as frequency. The same evaluation survey will measure changes in 

behavior intent, or target audiences’ intent to stop vaping, as the purpose of the campaign is to 

decrease the number of female vapers ages 18-24 on the UNC campus. Additionally, engagement 

with online channels will be evaluated, including views or total impressions of the website and 

likes, comments, and shares on social media such as Instagram. Following the completion of the 

campaign, large-scale annual surveys will be repeated including the UNC vaping behavior survey 

(Noar, 2019) and the NC Behavioral Risk Factor Surveillance System (NC BRFSS, 2018) or NC 

Youth Tobacco Survey (NCYTS, 2017), which will inform if measurable behavior change has 

occurred in the target population.  

 

8.4 Techniques of Measurements 

 

Surveys will be used to conduct these measurements. 
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8.5 Timeframe 

 

These measurements will be taken at 6 and 12 months during this year-long campaign. 

 

8.6 Measurement Reporting 

 

Process evaluation survey results from six months will be presented in a report to Ann Staples 

and her internal team at the NC Tobacco Prevention and Control Branch. Outcome evaluation 

survey results will be compiled with the six-month results and presented in a more formal report 

and presentation to both the Tobacco Prevention and Control Branch and the larger NC 

Department of Public Health. Additional results will also be shared with UNC-Chapel Hill 

leadership to inform their priorities for future vaping prevention efforts campuswide. 
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STEP 9:  BUDGET 

9.1 Product-related Costs 

 

A total budget of $75,000 will sustain our campaign efforts for one year and additional 

follow-up evaluations. This budget appropriately reflects the needs and deliverables associated 

with the campaign. 

 

Item Price 

Program Manager $25,000 

Product-related Costs $5,000 

Buttons ~ $200/1000 

Stickers ~ $50/1000 

Fidget Spinners ~ $1000/1000 

Water Bottles ~ $3000/1000 

Posters ~ $200/season 

Price-related Costs NONE 

Place-related Costs NONE 

Website 

Development/Maintenance 

$25,000 

Promotion-related 

Costs 

NONE 

Student Ambassadors  UNPAID 

Marketing Manager  $10,000 

Evaluation-related 

Costs 

 

Follow Up Research $10,000 

TOTAL $75,000 
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STEP 10:  IMPLEMENTATION PLAN 

 

10.1 Phases of Campaign 

 

Implementation plan to ensure accountability and sustainability.  

 

Campaign messaging will be disseminated in three ways: 1) in the form of print posters both on 

and off-campus; 2) online through social media and our interactive community-driven website 

and 3) through our ambassador program with tangible product giveaways to promote the 

campaign branding and messaging. 

 

While the print ads might phase in and out of visibility throughout the lifespan of the campaign, 

the social media account will consistently post content that is both on-brand and relevant 

according to the news cycle. The consistent pace of content posted will serve as a prompt to 

remind the followers to adopt the behavior to #Ejectthejuul. Our target audience will repost 

content in a way that incorporates it into their own original content, extending the reach of the 

campaign. Additionally, the website will be an on-brand space to gain information about the 

benefits of stopping vaping now and resources to help our target and secondary audiences do so. 

Finally, because our focus group participants reinforced the importance of tangible items and 

products, these items will allow them to interact with the branding beyond the lifespan of the 

initial campaign itself. These products allow students to incorporate the branding of the 

campaign into their own lives, on backpacks, laptops, notebooks, etc. 

 

10.2 Campaign Phase Breakdown 

 

A team made up of NCTPCB staff, a program manager and a marketing manager will oversee the 

campaign, maintain the website and all social media, oversee the Peer Ambassadors and all 

grassroots events. 

 

The campaign will be disseminated in phases. Peer ambassadors will be recruited for a year-long 

process. Germs will be the focus of the campaign between October and March. Money will be the 

focus of the campaign between April through September and ambassadors will promote the 

general messaging year-round. Evaluations will be conducted at six and 12 months. 
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Timeline 

 

2020 PREP Jan Feb Mar Apr May June July Aug Sept 

Website 

development                   

Peer Ambassador 

Recruiting          

Product 

Development         

 

 

 

 

2020-2021 LAUNCH Oct Nov Dec Jan Feb Mar Apr May June July Aug Sept 

Website launch and 

maintenance                         

Print Campaign  

Health-related 

Messaging                         

Monetary-related 

Messaging             

Public Relations  

Ambassador Training                         

Ambassador Campus 

Events                         

Social Media   

Facebook                         

Twitter                         

Instagram             

Evaluation             

 

2021 EVALUATION Oct Nov Dec 

Evaluation data 

collection    

Evaluation data 

analysis    

Evaluation 

Dissemination    
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Appendix A: Sample Toolkit Materials 

 

Print Ad - Concept #1 
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Print Ad - Concept #2 
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Print Ad - Concept #3 
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Website Landing Page 
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Buttons and Stickers 

 

 

 

 

 

Fidget Spinner 
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Instagram Post 
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Instagram Account Screenshot 
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Appendix B: Formative & Messaging Research Report 
 
 

Formative & Message Research Report Guidelines 
 

MEJO 671- Fall 2019 
 

Social Marketing Campaigns 
 

Abigail Turner 
Eleni Stoycos 

Elizabeth Looney 
Emily Newman 

Emily Stine 
Miranda Veal  

 
Executive Summary 
The use of electronic cigarettes (e-cigarettes) by youth in America has increased at alarming 
rates, prompting the Office of the Surgeon General to label the situation as an “epidemic” (Bach, 
2019). The 2018 National Youth Tobacco Survey (NYTS) revealed that e-cigarette usage was on 
a “startling rise” with over 3.6 million young people currently vaping. However, when the same 
survey in 2019 reported that numbers had risen to more than 5 million in just one year (USDA, 
2019), those “startling” numbers turned into panic numbers. While scientific consensus on the 
long-term health effects of vaping is still in process, “youth” continue to use e-cigarettes and at 
increasingly younger ages. Studies show that between 2017 and 2018, the use of e-cigarettes 
increased by 78% among high school students and 48% by middle schoolers (USDA, June 
2019).  
 
In North Carolina, the results are similar to the national trends. However, the ability for the state 
tobacco branch to reach a college-aged population is largely restricted. Without landlines, 
permanent addresses, or publicly listed emails, college students are often transient and hard to 
track, making data collection a challenge. This significant gap in research of e-cigarette 
behaviors among college-aged populations (18-24 years) has limited the ability of the state to 
effectively target anti-vaping campaigns to promote behavior change. 
 
In an effort to address this gap in data, we set out to better understand the behaviors and attitudes 
of female and female-identifying UNC-Chapel Hill students between the ages of 18-24 who 
vape. As current UNC researchers, most of whom meet the same eligibility criteria as our target 
population, we had unique access and positioning to connect with this population and collect 
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data. We organized this target audience’s vaping behaviors into “sometimes vapers” or “frequent 
vapers” in an effort to better understand the habits of those who vape, divided by social vapers 
who vape when out and on weekends, and those who vape consistently throughout their daily 
lives.  
 
Findings from our formative research focus groups suggest that the social context in which our 
target population interacts with vaping behaviors strongly impacts their decision-making. 
However, while these student vapers might initiate vaping behaviors for social reasons, they 
continue vaping due to other reasons. Additionally, while vapers admit to vaping behaviors, they 
don’t necessarily think that others should vape and wouldn’t recommend vaping initiation to 
others.  
 
When presented with two types of sample messaging for an anti-vaping campaign, our focus 
group participants positively connected with aesthetics that reflected themselves and their own 
current youth culture. Whether represented by colors, style, or products, they related to creative 
campaigns to reflect their own current everyday worlds. Additionally, while the headline-worthy 
negative health effects of vaping weren’t immediately serving as a deterrent, other types of 
secondary health effects from vaping did, in fact, resonate. Finally, focus group participants had 
strong opinions about where they would like to see anti-vaping messaging. Specifically, the 
desire to place the messaging on tangible goods they could integrate into their everyday lives 
proved something they would like, in addition to traditional social marketing posters and social 
media posts.  
 
Background 
E-cigarettes, frequently referred to as “vapes,” work by vaporizing liquids, usually containing 
nicotine and other chemicals, to create an aerosol that is inhaled into the lungs. While companies 
claim that e-cigarettes were originally designed to help adult smokers quit, their marketing 
efforts further popularized e-cigarettes among youth populations. Literature already exists 
proving the detrimental effects of nicotine on the human body, but the long-term health 
consequences of e-cigarette usage has yet to be researched, especially in young adults 
(USDHHS, 2018). For young adults, the lack of hard science to back up the negative effects of 
e-cigarettes mixed with well-funded efforts to market e-cigarettes to teens through messaging 
based on coolness and a safe alternative to cigarettes, youth e-cigarette use has skyrocketed. 
 
Research shows that while males use e-cigarettes more often than females, the number of 
females vaping is on the rise and for different reasons than males with gender differences in both 
e-cigarette initiation and maintenance (Staples, 2019). Women are more likely to initiate 
e-cigarette use on the suggestion of friends and family and maintain vaping habits on account of 
negative reinforcement behaviors, such as stress or mood management (Piñeiro et. al, 2016). 

35 



Men were found to initiate e-cigarette use due to the desire to swap cigarettes for e-cigarettes and 
maintain the habit for positive reinforcement behaviors, such as enjoyment (Piñeiro et. al, 2016). 
Specifically in North Carolina, the NC Youth Tobacco surveys from 2015 to 2017 show that 
based on 30-day use by high school students, male use decreased by 3.7% (from 19.1% to 
18.4%) but female use increased by 6.9% (from 14.4% to 15.4%) (NCYTS, 2017). Not only are 
North Carolina youth vaping more in general, but the frequency of vaping is increasing. From 
2016 to 2018, according to the North Carolina Behavioral Risk Factor Surveillance System data, 
male everyday use of e-cigarettes increased by 53% and female everyday use of e-cigarettes 
increased by 82% (NC BRFSS, 2018). 
 
Further, a recent survey of UNC students found that more than 60% of students, a majority, had 
used a vape at least once in the last 30 days (Noar, 2019). This points to the increasingly socially 
prevalent nature of vaping. If female students, specifically at UNC, are engaging in e-cigarette 
use due to its social prevalence, and the social prevalence of e-cigarette use on UNC campus is 
increasing, this is a cause for alarm. Through this study, we aim to investigate attitudes and 
usage trends of e-cigarettes in female college students to help guide anti-vaping campaigns, 
specifically those targeted at both social and more frequent vapers. 
 
Methods 
Two focus groups of consenting female-identifying UNC students who have vaped between 1-30 
times in the last 30 days took place in Carroll Hall on UNC’s campus within the same week in 
November of 2019. The first focus group included 7 participants who discussed vaping behavior 
and attitudes of themselves and their peers. The second group included 4 participants who 
discussed two potential messaging campaigns, with two campaign examples each. Both focus 
groups took place in 90 minutes and were audio-recorded. While focus group recordings were 
not transcribed, notetakers in each focus group detailed the discussion, which the student 
research team reviewed and discussed together the following Monday after completing both 
focus groups. Three to five takeaways or themes were identified from each of the first and 
second focus groups, informing our overall campaign approach as well as our use of messaging 
and channels. 
 
Key Insights from Focus Group 1.0. 
 

A. Vaping is a social problem. 
 
The participants in Focus Group 1.0 revealed that many of them started vaping in social settings 
and were influenced by their friends. Although the participants did not credit peer pressure as the 
reason they began vaping, they noted that vaping has become more normalized and mainstream 
over the past few years. When asked about their first time vaping, many of the participants said 
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that they tried a friend’s vape or decided to try one based on their environment. The participants 
who do not vape daily told us that they are more likely to vape when they are around others who 
do. None of the participants in the focus group had purchased a vape device without trying 
someone else’s in a social setting first. 

“We all said we weren’t gonna vape, but it’s become more mainstream.” 

“I hit my juul a lot more around people who smoked weed because I didn’t.” 

Although participants recognized the influence of their environments and friends, many of them 
claimed that they started vaping due to an internal desire rather than an external pressure. Despite 
the internal desire to vape, participants agreed it would take both an internal desire and an 
external pressure, as well as support, for them to stop vaping. For those who had previously quit 
vaping, most of them shared that they either still vape occasionally or have gone back to vaping 
regularly. They shared that one of the main barriers to quitting is the prevalence of vaping in 
society and the commonplace of vaping in social situations.  

“Being around other people that had them made me start doing it again.” 

“Me and my friend quit at the same time so we were supporting each other.” 

The participants in our focus group agreed that people mostly start vaping in social situations or 
with friends. When it comes to quitting, participants agreed that there would need to be a 
supportive, external pressure for them to be able to quit. Until people stop vaping around them, 
participants revealed that it would be difficult for them to quit vaping entirely.  

 
B. Vapers do not want other people to vape and are not proud of their personal vaping 

habits.  
 
The participants in Focus Group 1.0 revealed that they were not “proud” of their vaping habits 
and felt strongly that they would not want a friend or younger peer to start vaping. Although 
most of the group voiced the opinion that they wished they had never started vaping in the first 
place, the overall attitude was that the detrimental impact of vaping on their lives was not 
compelling enough to quit altogether. The group reported some feelings of “shame” and 
“judgement” about their vaping behaviors and appeared to be aware of the negative effects of 
vapes, but felt that their usage was generally acceptable or not out of the ordinary for a college 
student. The routine usage of vapes in the college community has appeared to destigmatize the 
habit almost entirely, especially when around peers or in most social settings (such as parties, 
fratertenties, bars, etc.).  
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“My life was fine before I juuled, it was great. I mean it’s great now too, but like what’s 
really the point. And we don’t know the effects that it causes and my roommate … had 
blood clots in her legs and lungs … and she was a juuler … so I just wouldn’t want my 
younger sibling or friend to start doing it.” 

 
“I know when I was doing it a lot, I didn’t necessarily think it was a good idea, I was just 
doing it, and I know a lot of my friends feel the same but I know there’s also a lot of 
people who don’t think anything’s wrong with it.” 
 

The group did report that they were not comfortable vaping around parents, professors, or bosses 
and in certain public settings such as classrooms, restaurants, or just when walking down the 
street. They felt more judged by older generations for their vaping habits and took greater 
precautions to hide their vapes around them. The group touched on some measures taken to 
conceal their vaping, such as discreetly blowing the smoke down or into their sleeve or going 
into private locations to vape freely.  
 

“Like it’s kind of embarrassing to hit it in public.” 
 
“I wouldn’t do it in class. Anywhere where I’m around my bosses or professors I 
wouldn’t do it.” 

 
The focus group firmly agreed that non-vapers shouldn't start vaping now; however, they also 
thought that it was not their place to prevent others from vaping. The participants voiced that 
they did not feel like they had the “right” to advise others on individual lifestyle choices. These 
opinions reinforced this generation’s strong beliefs of autonomy, individuality, and general 
acceptance of personal decisions.  
 

“I didn’t like my boyfriend telling me what I could and couldn’t do with my body, but like 
if it’s a concerned friend, it just depends on the tone kind of and how they approach it.” 

 
These insights suggest that our messaging should employ a non-judgemental tone that highlights 
the downsides of vaping, rather than attacking users for their habits. Our campaign should seek 
to change the acceptance of vaping in the college population by utilizing a grassroot approach.  

 
C. People start vaping for social reasons but continue vaping due to a variety of 

reasons.  
 

After doing research, we developed a theory on why students vape; students initially started 
vaping in social settings and then developed an addiction. This theory was tested through our 
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initial focus group by asking questions geared towards vape users on why they started vaping as 
well as why they continued their habits.  
 
After asking these questions participants voiced that the majority of them initially began vaping 
due to social circumstances. One person mentioned that it was “healthier” than alcohol while 
trying to cope with traumatic experiences. The general group consensus was that vaping created 
a sense of belonging amongst friends, especially when alcohol was involved.  
 

“I feel more tragic when I’m doing it alone - I’d be more likely to do it somewhere 
random where I don’t know anyone.” 

 
“You’re more likely to see it at bars because people are more likely to smoke when 
they’re together.” 

 
Despite initial reasoning for vaping, people continued their use of vapes due to anxiety, the 
“buzz”, the habit of doing something with their hands, and just the simple fact of liking it. 
Students reported using their vape while they studied, hitting the vape to achieve a “high”, and 
also the familiar habit of vaping itself. The simple act of vaping was addictive in many of the 
participants’ eyes.  

 
“They were doing hard core checks on drinking so my date told me I could get a buzz off 
the juul, so I took the juul with me to prom weekend and I think I got addicted to it in four 
days flat because I was like wow this is so cool.”  

 
“It was an anxiety control - I just felt like I needed something to manage my stress with.” 

 
“It’s kinda like a fidget spinner - if it didn’t have nicotine in it, it wouldn’t bother me 
because I don’t get that buzz anymore.” 

 
People even discussed that with increasing Juul pod prices they have started buying disposable 
vapes due to monetary reasons and the ability to limit access to single use. Participants could just 
buy these for a weekend to use while drinking and not feel dependent on it. These disposable 
vapes also allowed them to participate in social vaping habits without having to own a permanent 
vaping device. This informed us of the loophole for social vapers who do not necessarily own a 
vape, but could interact with a disposable version for brief but frequent use and then get rid of it. 
However, it also allowed frequent vapers who might be trying to quit to briefly reengage without 
commitment. 

 
“Disposables don’t make you feel like you’re committing.” 
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“Disposable vape companies are making it easier to get sucked back in.”  
 

The participants agreed that people start vaping for social reasons, but they continue for a 
number of other reasons. Once people start vaping frequently, and not just in social situations, 
the buzz acts as a stress reliever and coping mechanism, while the habit of vaping provides a 
distraction and way to keep moving. 
 
Key Insights from Focus Group 2.0: Messaging 
 

A. The aesthetic of the creative was effective for the target audience. 
 
We found that the creative direction of our messaging was well received by the focus group 
participants and that the font and color choices were appealing. They were a “big fan” of the 
bright colors and noted that it helped draw attention to the messaging. The color scheme (canary 
yellow and magenta) was effective and the overall aesthetic of the ad(s) helped to speak to 
women and younger audiences. The participants felt connected to the ads that illustrated hands 
passing a toothbrush and a hand holding cash to symbolize how much is spent on vaping.  
 

“I like the hands because, like, that could be my hand or my friend’s hand. The bracelets 
make it real and more personal.” 

 
The messaging that illustrated the social posts from Twitter and Reddit were not as popular, and 
while they were humourous, the group did not find them totally effective visually. The visual 
creative messaging that included human elements was well received by the group and they 
commented that it looked like it came from college students, and that was important to them.  
 
The information gained from Focus Group 2.0 helped determine that humor is relatable to this 
campaign and that a youthful/college-style tone with bright colors will be most effective with 
messaging moving forward.  
  

B. Health effects really resonated, but not the ones we expected. 
 

Research states that a scare tactic, also referenced as the fear appeal, may not work as effectively 
on certain populations, including youth who perceive themselves as immune from general 
population consequences of risk-taking and those most at risk (Goldenbeld, Twisk, & Houwing, 
2007; Ruiter, Kessels, Peters, & Kok, 2014; Tannenbaum et al., 2015). As a result, the 
vaping-related lung illnesses that are sweeping the country and the news, may not be an effective 
deterrent from vaping. From this insight, we decided to target immediate health risks and 
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consequences or secondary health risks associated with vaping behaviors. These included the 
subsequent germs spread by sharing vape devices. Prior to creating messaging around sharing 
germs, catching something from a stranger or a general gross-out factor from sharing vaping 
devices, we asked Focus Group 1.0 their thoughts on germ-based deterrents associated with 
sharing vape devices. Interestingly, they did not relate with the fear of catching something like 
germs or illness from a stranger while sharing vape devices. The social setting also factors in, 
participants said, as alcohol is often involved, resulting in participants letting their guards down 
and only being “grossed out” by the sharing of visible substances like lipstick, but not germs or 
bacteria. 
 

“...it depends on how drunk I was - when I’m drunk I’ll hit other people’s vape...if people 
are nice about it I’d let them - if you’re wearing a lot of lipstick, it’s just kind of gross.” 

 
However, in Focus Group 2.0 we shared messaging that included two potential campaign ads 
featuring references to sharing germs and hygiene risks associating with sharing vape devices, 
these students did relate to the fear of such health risks. Most of all, it “made them think.” In 
wondering how the two groups differed exactly, we pushed for more specific information about 
why the messages were resonating in this group. Upon further questioning, it was revealed that 
the way that the germs-focused messaging was portrayed, with more specificity than just 
“germs,” such as the flu and germs from sharing a toothbrush, the students could relate.  

 
“I feel like the [health ad] would deter people who don’t own a juul from juuling 
because, if their only opportunity was to use someone else’s they would think ‘I’m not 
gonna do that because it’s gross.’” 
 
“Just like comparing it to sharing a drink or sharing a toothbrush with a stranger, is not 
something you’d typically do or think was okay, it would make someone think twice 
before doing it.” 

 
In particular, discussing the risk of sharing the flu from vape devices especially resonated with 
the students, perhaps as it was specifically in the midst of flu season as our focus groups took 
place in November. This was a productive and useful takeaway from Focus Group 2.0. 
 
This insight will help influence and outline a timeline for our messaging in order to effectively 
reach our target with the issues they understand and relate to.  
  

C. Recommendation for messaging placed on tangible goods. 
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Before conducting Focus Group 2.0, we believed our target audience would prefer to see 
messaging placed on social media platforms and possibly on posters around campus. On social 
media specifically, our hope was that female college students would see relevant messaging and 
share it by either tagging their friends who vape on the post or direct messaging our ads to their 
friends who vape. However, the participants we spoke to during Focus Group 2.0 felt that they 
would not share, tag, or direct message our ads frequently.  
 

“I don’t know that I would necessarily share it, but if someone were to post it,  
I wouldn’t reject it.”  

 
This sentiment was shared by several participants who explained  that sharing this kind of 
education content "just doesn’t fit [their] vibe[s].” Although, one participant admitted that she 
would share the ad that we formatted like a tweet because it was humorous, letting us know that 
humorous content is much more likely to be shared, tagged, and direct messaged than serious 
content.  
 

“I’d definitely share the tweet one because that’s just funny.” 
 
With the understanding that disseminating our ads on social media may not be as successful as 
we hoped, aside from our humorous ads, we asked participants where they would like to see our 
content. One participant shared that she would be more likely to promote our ads if they were on 
flyers or something that she could put on her backpack. The other participants agreed 
wholeheartedly and shared that when trying to get a point across to college students, giving out 
free materials is key. One participant claimed that she would hand out "buttons over stickers 
because buttons are a lot less permanent," hinting that college students may not want to seem like 
they're all in on a campaign like this, but they're open to spreading the word in a more casual 
way. This theme continued as the girls mentioned hats and t-shirts may be too much, but smaller 
materials like water bottles, flyers, and buttons would be well-received and just enough to share 
the message.  
 

“I think that for college students, at least from my personal experience, a poster 
somewhere or like the stickers or something, because people love free stuff, would be 
more effective than a magazine." 

 
Based on these findings, we found that humorous content on social media platforms will work 
well to resonate with the target audience, along with handing out small, free merchandise items 
on campus to represent the mission of the campaign and increase involvement.  
 
Conclusion 
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The focus group findings revealed that even though vaping is largely accepted, college-aged 
frequent and social vapers are not entirely content, open, or pleased with their vape dependence. 
Participants confirmed that important barriers to quit vaping include societal acceptance of the 
habit especially among peers, ease of vape use and concealment, addiction to nicotine and the 
habit of vaping, and a dominant attitude of self-autonomy and longevity among college-aged 
populations.  The participants voiced that they initiated vaping due to an internal desire in social 
settings, but that in order to quit, they would need both internal ambition and external pressure 
from their friends. Additionally, the respondents revealed that germ-focused messaging which 
touched on immediate health risks, such as the flu, mono, or meningitis, could be an effective 
deterrent to vaping behaviors. The emphasis on first-hand health risks that are easily 
transmissible from person to person, especially during cold weather seasons, resonated with our 
target population, who were more concerned with immediate, rather than long-term, health 
effects.  
 
In relation to the actual aesthetics of our proposed messaging, the focus group found them to be 
very visually appealing and relevant to our target population. They liked the vibrancy of the 
coloring in the ads in addition to the youthful appearance of the images used. The participants in 
focus group 2.0 reinforced the sentiments of the first focus group in that messaging needs to 
focus on insightful, rather than judgmental, themes. By taking a more modern and humorous 
stance on the issue of vaping, the group thought that our campaign would be more well received. 
From these insights, we believe having campus ambassadors would be beneficial, as well as 'man 
on the street' interviews of other college students speaking out against vaping to post on our 
social media platforms. This combination of owned and earned content will give our campaign 
the voice it needs and the potential for shared content and a broader reach.  
 
To decrease vaping usage among college-aged female students ages 18-24, it is fundamental to 
reduce the societal acceptance of vaping in social settings. This can be done through campaigns 
and programs that come from their own peer groups and are grounded in a world that reflects a 
social wave of anti-vaping compliance. By altering the current acceptance of vaping, which may 
not be as strong as headlines have made us think, social and frequent vaping will decrease among 
the college-aged populations.  
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Formative & Messaging Report | Appendix 
 
 

1. Recruitment Script 
 

Recruitment Ad for the School of Media and Journalism participant pool 
  

A.   Frequent 
 
Undergraduate students in the School of Media and Journalism are sought for a research study. The purpose of this 
study is to further understand the attitudes and behaviors of female and female-identifying college students who 
vape. 
  
The total estimated time to participate in this study is 90 minutes. Risks of being in the study are no greater than 
everyday life. There are no direct benefits to study participants. 
  
Participation in the MEJO participant pool is completely voluntary. If your course instructor is offering credit for 
research participation but you do not wish to participate in this survey, your course instructor will offer an 
alternative, comparable methods of earning extra credit. 
  
If you agree to participate and meet the following criteria, please register for this focus group. 
  

Criteria: Female or female-identifying aged 18-24 who vaped 6 or more days in the past 30 days and are 
willing to be audio recorded. 

  
If you have any questions concerning this particular survey, please contact Seth Noar, noar@unc.edu. 
  

B.   Sometimes 
  
Undergraduate students in the School of Media and Journalism are sought for a research study. The purpose of this 
study is to further understand the attitudes and behaviors of female and female-identifying college students who 
vape. 
  
The total estimated time to participate in this study is 90 minutes. Risks of being in the study are no greater than 
everyday life. There are no direct benefits to study participants. 
  
Participation in the MEJO participant pool is completely voluntary. If your course instructor is offering credit for 
research participation but you do not wish to participate in this survey, your course instructor will offer an 
alternative, comparable methods of earning extra credit. 
  
If you agree to participate and meet the following criteria, please register for this focus group. 
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Criteria: Female or female-identifying aged 18-24 who vaped 1 to 5 days in the past 30 days and are willing 
to be audio recorded. 

  
If you have any questions concerning this particular survey, please contact Seth Noar, noar@unc.edu. 
 

2. Pre-Focus Group Paper Survey 
  

 
Pre-Focus Group Survey Topic: Vaping 
  

1. What is your age? 
1. 18 
2. 19 
3. 20 
4. 21 
5. 22 
6. 23 
7. 24 
8. Other: ___ 

  
2. What is your current year in school? 

1. Freshman 
2. Sophomore 
3. Junior 
4. Senior 
5. Other: __________ 

  
3. What is your race? 

1. American Indian or Alaska Native 
2. Asian 
3. Black or African American 
4. Native Hawaiian or Other Pacific Islander 
5. White 
6. Other: ___________ 

  
4. Where are you from? (City, State) 

 _______________________________ 
  

5. Do you currently live on campus? 
1. Yes 
2. No 

  
6. How old were you when you first vaped? 

 ________________________________ 
  

7. How many times have you vaped in the past 30 days? 
 ________________________________ 
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8. What do you call your device? 

 ________________________________ 
  

9. What flavors do you use? 
 ________________________________ 
  

10. Have you ever owned your own vape? 
1. Yes 
2. No 

  
11. Do you currently own your own vape? 

1. Yes 
2. No 
3. I have never owned my own vape. 

  
12. If yes, do you let others use your vape? 

1. Yes 
2. No 
3. I do not currently own my own vape. 

  
13. Do your parents know that you have vaped? 

1. Yes 
2. No 
3. I’m not sure 

  
14. How much have recent events in the news about vaping and lung disease affected your vaping behaviors? 

1. Not at all 
2. A little bit 
3. Very much 
4. Extremely 

  
3. Focus Group Guide 

  
a. Focus Group Guide 1.0 

 
Focus Group Interview Guide 

  
Welcome and thank you for taking time out of your day to share your thoughts.  My name is 
_________________ and I will be your discussion moderator and ______________ will be taking notes. 
We are conducting focus groups for a class project that may be used by the State Tobacco Control Brand 
to gather information about your feelings about and behaviors with vaping. The information you share 
today will help us better understand vaping amongst female and female-identifying college students and 
could inform health campaigns targeted at this population. 

It is important that we begin by setting some general discussion guidelines: 
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· We would like to record this session if that’s OK with you. Subjects will be excluded if they do 
not agree to be audio recorded in the focus group. Is it ok for me to record our conversation? 

· My role as moderator is to guide this discussion, but you are the experts. Please speak one person 
at a time. And don’t be afraid to tell us how you feel. 
· There are no right or wrong answers, there are only different ways of looking at things. 
· Keep in mind you don’t need to agree, but please listen respectfully as others share their ideas. 
· We are going to approach this as a group discussion and it is OK to talk with each other about 
each topic. 
· This conversation will take approximately 90 minutes; we are covering a lot of questions so the 
time will go by quickly. 
· Do you have any questions? [answer any questions] Now let’s begin! 

  
Focus Group 1.1 Questions 
People Who Frequently Vape (6 or more days in the past 30 days) 
Student Use 

1. Do students share vapes? 
1. How many times do you think a typical vape is shared per weekend? 

2. What type of vapes do students own? 
3. Where do students get their vapes? 

a.     Where do they buy their pods? 
4. In what ways do you think students hide their vaping behaviors? 

a.     Who are students comfortable vaping around? 
b.     Do parents know that their children vape? 

5. Are there places where students wouldn’t vape? 
6. What are some reasons that students vape? 
7. When do most students who vape start? 

a.     Do you think that students can become dependent on vaping? 
                                           i.         Why? 

Attitudes About Vaping 
8. Do you think there is a stigma around vaping? 

1. How would you describe the attitude around vaping? 
2. Do you think the perceptions are different among different age groups? 

9. Why would a student want to stop vaping? 
1. What are reasons a student wouldn’t stop vaping? 
2. What would help a student stop vaping? 
3. What would stop a student from stopping vaping? 

10. What do most students think about cigarettes? 
1. Why? 

  
  
Focus Group 1.2 Questions 
People Who Vape Socially (1-5 days in the past 30 days) 
Personal Use 
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1. How many different vapes do you think students use in a weekend? 
a.      Do students typically use their friends’ vapes or a stranger’s vape? 

2. What type of vapes do students use? 
3. Where are students most likely to vape? 

a.      In what ways does the presence of alcohol impact student vaping behavior? 
4. Do students hide their vaping? 

1. Who are students comfortable vaping around? 
2. Do students’ parents know that their children vape? 

5. Are there places where students wouldn’t vape? 
6. Do students smoke cigarettes? 

a.     Why or why not? 
7. Why do students vape? 

1. Why do students who vape start? 
8. When do students start vaping? 

b.     Do students consider themselves dependent on their vapes? 
c.     If so, what are they dependent on it for? 

Attitudes About Vaping 
9. Do you think there is a stigma around vaping? 

1. How would you describe these attitudes around vaping? 
2. Do you think the stigmas are different among different age groups? 

10. What are reasons a student wouldn’t stop vaping? 
1. What would help you stop? 
2. How would not vaping impact a students social interactions on and off campus? 

  
3. Focus Group Guide 

 
 

b. Focus Group 2.0 Messaging 
 

Message Testing Focus Group Interview Guide 
  
Good afternoon and thank you for taking time out of your day to share your thoughts.  
My name is _________________ and I will be your discussion moderator and ______________ will be taking 
notes. We are conducting focus groups to gather information about what you think of some different educational 
advertisements about e-cigarettes and vaping. The information you share today will help us develop social 
marketing plans as part of a UNC class project. The plans we develop will also be shared with the North Carolina 
State Tobacco Control Branch. 
  
I am going to show you some print ads representing different ad concepts. 
There are two different campaigns, each with two ads, and we are interested in your reactions to each. 
  
I don’t want to miss anything you say, so if it’s ok with you, I am going to tape-record today’s session. Subjects will 
be excluded if they do not agree to be audio recorded in the focus group. Is it ok for me to record our conversation? 
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Please keep in mind that there are no right or wrong answers, we are just looking for your opinion. So, feel free to be 
candid in your responses. 
  
(Moderator introduces each campaign before questions are asked). 
  
Part 1:  Comprehension & Meaning 
→ What is the main idea/message that these ads are trying to convey? 

→ Anything we could do to make the main idea easier to understand? How? 
→ Is there anything these ads are conveying that they might not be meaning to? 
  

Part 2:  Attention-Getting 
→ Did anything in these ads catch your eye when I showed them to you? If so, what was it? 
→ If you saw these ads outside of this focus group, would they catch your eye? Why or why not? 
→ What about the ads is most memorable? 
  
Part 3:  Attractiveness 
→ Overall, what do you like or dislike about the way the ads look? 
 What do you think about the color scheme and font used in the ads? 
→ What do you think about the images used in these ads? Can you describe how the images relate to the ads’ 
messages? 
→ What could be done to make the ads more interesting and attractive? 
  
Part 4:  Relevancy 
→ Who do you think these messages are speaking too? Can you explain what about the ads makes you think that? 
→ What new information did you learn after reading the ads, if any? 
  
Part 5:  Acceptability 
→  What about these ads, if anything, might be offensive or make someone feel ashamed? 
→  What elements in these ads might be off-putting or annoying to a viewer? 
→  What could be changed to make them more enjoyable to read? 
→  Can you describe the overall tone of the ads? (Do you find them humorous, instructional, educational, etc.)? 
  
Part 6:  Persuasiveness 
→  Can you describe how these ads make you feel? 
→  What, if anything, would the ads motivate you to do? 
→ Do you think these ads would convince college students not to vape? What about these ads makes you think that? 
  
Okay, before we wrap up the first campaign, are there any other comments you would like to make about these ads? 
  
*REPEAT PROCESS FOR THE SECOND CAMPAIGN* 
  
Okay. We’re almost done. Just a few more questions. You’ve now seen both campaigns. 
  
Part 7:  Comparison Questions 
→ Which of the two campaigns do you think would do a better job of convincing college students NOT to vape? 
Why? 
→ Of the two campaign hashtags, which did you prefer: “#ItAddsUp” or “#EjectTheJuul”? Why? 

→ Did you prefer anything else about one of the campaigns over the other? 
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Part 8:  Placement 

→ Where would you want or expect to see these ads? 
 Which social media platforms could be utilized to promote the ads? 
→ If you were scrolling through social media, what in these ads would make you stop and read them? 
→ Who do you think this ad should come from? Would you be more likely to believe the ads that come from certain 
organizations? Which ones? 

What would you think if this ad came from the state of North Carolina Tobacco Prevention and Control 
branch? 

  
Before we wrap up, are there any other comments you would like to make about any of the campaigns? 
  
This concludes our focus group session.  Thank you so much for your time.  
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Formative & Messaging Report Ad 1 
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Formative & Messaging Report Ad 2 
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Formative & Messaging Report Ad 3 
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Formative & Messaging Report Ad 4 
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4. Consent Form(s) 
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4. Post-Focus Group Debrief 
 

DEBRIEF: 
 
Thank you for agreeing to participate in this study. This form provides background information about our 
research to help you learn more about why we are doing this study. 
  
The general purpose of this research is to better understand how people perceive and respond to different 
e-cigarette ads. We invited undergraduate female students and female-identifying students from the 
Hussman School of Journalism and Media who vape to participate. 
  
In this study, participants viewed e-cigarette ads that were either from The Real Cost campaign or were 
informational ads from Mayo Clinic. As a participant, you may have reported potentially sensitive 
information to us, such as your tobacco use. The researcher will not be able to connect any of the 
identifying information you provided to your responses. The results from this study will provide 
researchers with useful information about how to better communicate ways to reduce tobacco use. 
  
If you feel especially concerned about any part of this study, please feel free to contact Seth Noar 
(noar@unc.edu) about options for more information. For additional information about smoking and 
smoking cessation, feel free to go explore the Centers for Disease Control and prevention resource page: 
https://www.cdc.gov/tobacco/quit_smoking/how_to_quit/resources/index.htm 
https://www.quitlinenc.com/ 
https://www.thetruth.com/ 
 
If you want support or information about quitting vaping, please contact 
the Quit Line pictured below: 
  
Finally, we urge you not to discuss this study with anyone else who is 
currently participating or might participate at a future point in time. 
  
Thank you! 
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