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Introduce you to Vaping Prevention Resource

OBJECTIVES 

Current research about vaping prevention messages (2 studies)

Best practices for vaping prevention communication



VAPING 
PREVENTION 
RESOURCE

Supporting health practitioners 
and communities





VAPING 
PREVENTION 
RESOURCE

Supporting health practitioners 
and communities

MEDIA 
GALLERY

>30

950
ITEMS IN MEDIA GALLERY

ORGANIZATIONS



POLICY 
PLAYBOOK

• A framework to review and select 
policies that might work for your 
communities

• Policy options for state and local 
jurisdictions

• Additional advocacy resources 
for change makers





CURRENT RESEARCH
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STATE OF VAPING PREVENTION RESEARCH
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▰ Communication campaigns are an evidence-based approach to 
preventing tobacco use

Currently, we know little about what kinds of messages are 
effective in discouraging vaping. 



OUR RESEARCH: Study #1
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▰ Collect print/web vaping prevention 
messages (n=220) 

▰ Code objective message features

▰ Conduct study on adolescent 
perceptions of the messages 

▰ Examine associations between 
objective message features and 
adolescent perceptions

Phase I: Content Analysis Phase II: Experiment 

Study Phases



PHASE I: Message Coding 

• Nicotine/addiction theme
• Vaping device images
• Vaping accessory image (pod) 
• Health symptoms 
• Second-person  (“you”)

• Industry targeting theme 
• Use of #
• Bright/vivid color
• First-person (“we”)



PHASE II: Survey Study 

▰ Each participant rated 7 messages from the pool of 220 coded messages 
▰ The 7 messages were presented in a random order
▰ Adolescents rated each message on perceived message effectiveness



H U S S M A N  S C H OOL  OF  J OU R N A L I S M  A N D  M E D I A

EP Example

How much does this ad…
…make you worry about what vaping will do to you?
…make you think vaping is a bad idea?
…discourage you from vaping?

1=Not at all
2=Very little
3=Somewhat
4=Quite a bit
5=A great deal

Noar et al. (2021)

Perceived Message Effectiveness (PME)



Participants

30% Past 30-day users 
44% Susceptible to use
26% Non-susceptible to use

51.6% female
48.4% male

Online, national sample of
N=1,532 adolescents 13-
17 years old

70.7% White
22.5% Black/African American
20.3% Hispanic/Latino

Boynton et al. (2021)



ANALYSIS
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▰ Computed multi-level model analyses 

▰ Examined the presence of each individual feature on PME 
▰ Positive effect: presence of feature led to higher PME 
▰ Negative effect: presence of feature led to lower PME



Content

FEATURE HAD POSITIVE EFFECT ON PME 

Water vapor .17**
Unknown ingredients .25**
Nicotine addiction .25**
Death .25**
Cigarette comparison .31**
Health symptoms .37**
Health effects on 
brain or lungs

.40**

Chemicals .42**
Gateway to smoking .55** Boynton et al (2022) ** p<.01

RESULTS



StyleContent

FEATURE HAD POSITIVE EFFECT ON PME 

Water vapor .17**
Unknown ingredients .25**
Nicotine addiction .25**
Death .25**
Cigarette comparison .31**
Health symptoms .37**
Health effects on 
brain or lungs

.40**

Chemicals .42**
Gateway to smoking .55**

Poses a question .09**
Source included .09**
Second-person 
language (“you”)

.20**

Boynton et al (2022) ** p<.01

RESULTS



StyleContent Imagery 

FEATURE HAD POSITIVE EFFECT ON PME 

Water vapor .17**
Unknown ingredients .25**
Nicotine addiction .25**
Death .25**
Cigarette comparison .31**
Health symptoms .37**
Health effects on 
brain or lungs

.40**

Chemicals .42**
Gateway to smoking .55**

Poses a question .09**
Source included .09**
Second-person 
language (“you”)

.20**

Graphic image .73**
Warning symbol .36**
Nicotine symbol .31**
Cigarette .30**

Boynton et al (2022) ** p<.01

RESULTS



Content

FEATURES HAD NEGATIVE EFFECT ON PME 

Industry Targeting -.23**
Environmental 
Impact

-.32**

Flavors -.25**

Boynton et al (2022) ** p<.01

RESULTS



StyleContent

FEATURES HAD NEGATIVE EFFECT ON PME 

Industry Targeting -.23**
Environmental 
Impact

-.32**

Flavors -.25**

Bright colors -.12**
Uses hashtag (#) -.20**
Meme format -.34**
Uses word teen -.21**
Uses first-person 
language (“I” or 
“we”)

-.33**

Uses statistic -.38**

Boynton et al (2022) ** p<.01

RESULTS



StyleContent Imagery 

FEATURES HAD NEGATIVE EFFECT ON PME 

Industry Targeting -.23**
Environmental 
Impact

-.32**

Flavors -.25**

Bright colors -.12**
Uses hashtag (#) -.20**
Meme format -.34**
Uses word teen -.21**
Uses first-person 
language (“I” or 
“we”)

-.33**

Uses statistic -.38**

Face -.20**
Food -.38**

Boynton et al (2022) ** p<.01

RESULTS



OUR RESEARCH: Study #2
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1) Do FDA’s Real Cost vaping prevention video ads 
reduce susceptibility to vaping? 

Research Questions

2) Do health harms or nicotine addiction ads have 
greater impact? Health harms Addiction



H U S S M A N  S C H OOL  OF  J OU R N A L I S M  A N D  M E D I A

Randomized Controlled Trial
Participants
• Adolescents aged 13-17, screened susceptible to vaping
Design
• 3-week RCT with weekly ad exposures
Primary Outcome
• Susceptibility to vaping (3-item scale) at Visit 4

Randomized Controlled Trial (RCT)
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RCT Design

Noar et al. (2022)

RCT Design
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Randomized Controlled Trial

Noar et al. (2022)

Randomized Controlled Trial



H U S S M A N  S C H OOL  OF  J OU R N A L I S M  A N D  M E D I A

RCT Design

Noar et al. (2022)

Results: Susceptibility to vaping

Noar et al. (2022)
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Randomized Controlled Trial
At Visit 4, Real Cost trial arms (compared to control) also had:
• More negative attitudes towards vaping
• Higher health harm risk beliefs about vaping
• Higher addiction risk beliefs about vaping
• Reduced vaping behavior
• Lower susceptibility to smoking cigarettes
• More negative attitudes about smoking cigarettes

Noar et al. (2022)



H U S S M A N  S C H OOL  OF  J OU R N A L I S M  A N D  M E D I A

Randomized Controlled Trial
• No difference between the two Real Cost trial arms on the primary 

outcome (susceptibility to vaping at Visit 4)

Health harms vs. Nicotine addiction

Noar et al. (2022)
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3
EVIDENCE-BASED 
RECOMMENDATIONS



EVIDENCE-BASED
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BEST PRACTICES PRACTICES TO AVOID 
OR

USE WITH CAUTION



BEST PRACTICES

▰ Consequences of addiction
▰ Specific chemicals
▰ Vaping symptoms and 

health effects
▰ Comparing vaping to 

smoking

31

Content



BEST PRACTICES

▰ Consequences of addiction
▰ Specific chemicals
▰ Vaping symptoms and 

health effects
▰ Comparing vaping to 

smoking

▰ Second-person language 
(“you”)

▰ Credible information with 
sources 

32

StyleContent



BEST PRACTICES

▰ Consequences of addiction
▰ Specific chemicals
▰ Vaping symptoms and 

health effects
▰ Comparing vaping to 

smoking

▰ Second-person language 
(“you”)

▰ Credible information with 
sources 

▰ Graphic images 
▰ Warning symbols 
▰ Cigarette imagery

33

StyleContent Imagery 



Rated highly on PME (M = 3.92 – 4.33)

Promising messages



PRACTICES TO AVOID OR USE WITH CAUTION
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▰ Flavor content 
▰ Industry targeting
▰ Environmental impact

Content



PRACTICES TO AVOID OR USE WITH CAUTION

36

▰ Flavor content 
▰ Industry targeting
▰ Environmental impact

▰ Taking teens’ perspective and 
voice (no first-person)

▰ Memes or hashtags 
▰ General statistics

StyleContent



PRACTICES TO AVOID OR USE WITH CAUTION

37

▰ Flavor content 
▰ Industry targeting
▰ Environmental impact

▰ Taking teens’ perspective and 
voice (no first-person)

▰ Memes or hashtags 
▰ General statistics

▰ Food or animals

StyleContent Imagery 



Rated low on PME (M = 2.07 – 2.39)

Not promising messages



BEST 
PRACTICES

Fact Sheet



ENGAGE WITH US

• Visit us at VapingPrevention.org

• Submit your ads to the media gallery
• Newsletter sign up here: https://vapingprevention.us9.list-

manage.com/subscribe?u=1b53ac3d2b6cb03c30355d085&
id=3423327f5e

vpr@unc.eduvapingprevention.org

https://vapingprevention.us9.list-manage.com/subscribe?u=1b53ac3d2b6cb03c30355d085&id=3423327f5e


Disclosures: Seth Noar has served as a paid 
expert witness in litigation against tobacco 
and e-cigarette companies. 

Contact: noar@unc.edu

Funding: These projects were supported by 
grants R03DA041869 and R01CA246600 from 
the National Cancer Institute, National Institute 
on Drug Abuse, and FDA Center for Tobacco 
Products. The content is solely the 
responsibility of the authors and does not 
necessarily represent the official views of the 
NIH or the FDA.
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Thank you!

mailto:noar@unc.edu
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Questions from CADCA

• When considering the evidence-based recommendations for vaping prevention 

advertisements, how can coalitions and substance misuse preventionists best 

utilize personal anecdotes?

• In prior Research Into Action webinars, there has been discussion on the use of 

“scare tactics” as legitimate forms of prevention advertising. Some proponents 

have argued that it is effective in grabbing attention, while others argue their 

emotional appeal (and sometimes extreme nature) hinder further discussion-

what has your research shown about them?

• What other resources do you recommend for local communities to utilize?
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Thank You!

For help with any evaluation or 
research related issue, or 

questions about this webinar, 
please send an email to 

jhong@cadca.org.

CADCA wishes to thank 
Dr. Seth Noar for his 
timely and insightful 
presentation.
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