
The Louisiana Campaign for 
Tobacco-Free Living (TFL) Social 

Marketing Campaign
Goals: 
1. To increase nonsmokers’ support for banning smoking 

in public places.
2. To increase an individuals’ likelihood of taking action to 

prevent exposure to second-hand smoke (SHS).

Media Campaign History: 
Phase 1: March - December 2005 

High intensity mass media campaign 
Hurricane Katrina disruption in the middle.

Phase 2: February - May 2006. 
Moderate intensity mass media campaign 

Methods:
• Random digit phone survey, regarding: 

- recall of advertising messages 
- beliefs regarding the negative effects of SHS 
- likelihood of their supporting legislative    

action banning SHS 
- likelihood of their taking other types of action 

to prevent their exposure to SHS. 
• 4 rounds of data collection: March, June & December 

2005; June 2006
• 2,500 male and female respondents
• Analyses across 4 waves of data collection examined:

- changes in support for smoking bans in public places
- the likelihood for taking other types of action to 

prevent exposure to SHS 
• Path-analysis identified the mechanisms through 

which messages against SHS influenced the likelihood 
of non-smokers’ taking action to prevent exposure to 
SHS on a personal and political level.
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Key Findings from the TFL Social Marketing 
Campaigns were used to develop the

January 2008 SHS Media Campaign Strategy

Objective: To determine the impact of a social marketing campaign aimed at increasing non-smokers' support for banning smoking in public places. 

Key Findings

What is Social Marketing?
Social marketing involves the application of commercial marketing concepts to change behavior through evidenced-based, data-driven media campaigns.

TFL Social Marketing Campaigns resulted in increased support among 
nonsmokers for smoke-free policies in public places

- messages about SHS influenced the likelihood of non-smokers’ taking actions 
by increasing their beliefs about the negative effects of SHS and in their right to 
speak up against it

- blacks and females more likely to support legislative action for smoke-free 
policies in public places

TFL Social Marketing Campaigns associated with increased likelihood of individuals 
taking action to prevent SHS exposure.

- overall significant increases in likelihood of asking friends and family not to smoke
- those who earn more than $50,000 more likely to ask their friends/family not to smoke
- older respondents likely to support smoke-free policies but less likely to ask friends or 
family to stop smoking in their home or car

It is more difficult to get people to confront smokers they do not know

Some beliefs associated with the likelihood of asking friends not to smoke 
AND supporting legislative action

Ask friend
or family 

NTS home

Ask friend 
or family
NTS car

Ask elected official to 
ban smoking in public  
places

Vote for ordinance to 
ban smoking in public 
places

30 minutes of SHS has same effect as cig. 1.45* 1.35† 1.56** 1.86***

SHS produces 6 times pollution of highway 1.37* 1.35* 1.49*** 1.69***

85% of smoke released into air 1.51** 1.40* 1.35* 1.29*

Inhaling smoke increases risk of heart 
disease

1.65** 1.61** 1.66*** 1.53***

†p<0.10    *p<0.05   **p<0.01   ***p<0.001

Some beliefs were associated with likelihood of supporting legislative 
action ONLY
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Smoking related illnesses cost $1.3 billion 1.13 1.11 1.67** 1.53**

Children more likely to develop asthma 1.07 0.96 1.40* 1.72***

Women have greater risk of cervical cancer 1.23 1.22 1.22* 1.28*

†p<0.10    *p<0.05   **p<0.01   ***p<0.001

• TFL’s social marketing campaign contributed 
to increased public support for banning 
smoking in public places. 

• The campaigns increased beliefs of negative 
effects of SHS

• Women, African-Americans and those aged 
30 and older are the strongest supporters of 
bans against smoking in public places in 
Louisiana. 

• The findings highlight the importance of 
focusing on policy changes to ban smoking 
in public places. 

Goal: Develop a LA-centric campaign that reminds the 
public and workers of SHS dangers (building upon 
general awareness) using facts most likely to 
cause action

Primary Message
• SHS exposure is a serious threat to your health. 
• SHS is dangerous and affects everyone who is exposed to it.
• Exposure to SHS, even in small doses, is more harmful than       

you might think.

Secondary Message
• You deserve protection and should support/defend laws and 

policies designed to protect people from secondhand smoke 
exposure

• SHS is dangerous and affects everyone who is exposed to it
• Smoke-free laws such as Act 815:

- Improve the health of the population
- Need to be supported and enforced
- Are good for business

Conclusions
TFL Social Marketing Campaigns increased some beliefs regarding negative 
effects of SHS


