[bookmark: _GoBack]“Food and Drug Administration’s Evaluation of the Fresh Empire Campaign on Tobacco” (OMB Control Number 0910-0788)
Change Request
March 11, 2015
The Food and Drug Administration is submitting this nonmaterial/non-substantive change request (83-C) to update the project schedule and revise the data collection documents for the first follow up data collection for EFECT.
In addition, the following is provided to explain the justification for this change request:
FDA’s Fresh Empire public education campaign aims to reduce tobacco use among multicultural youth aged 12 to 17 who affiliate with a Hip Hop peer crowd, and predominantly among African American, Hispanic, and Asian/ Pacific Islander youth.
The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is designed to measure awareness of and exposure to the campaign and assess its impact on outcome variables of interest. Baseline data collection for EFECT was conducted between July 2015 and November 2015 in 15 campaign-targeted cities and 15 comparison cities through in-person and web-based surveys.
We request that the project schedule be updated as follows:
1) Begin the first follow-up data collection period six months after campaign launch (instead of three months), i.e., in April 2016.
2) Allow six months between follow-up data collection periods (rather than continuous data collection) with the second follow-up beginning in December 2016 and the third follow-up beginning in August 2017.
This population proved difficult to reach during baseline data collection through address-based-sampling, and we did not recruit as many participants as we expected to through social media. Therefore, continuous data collection is not feasible. These changes to the project schedule will allow us to retain as many baseline respondents as possible in follow-up survey rounds (the embedded longitudinal cohort), and as originally planned, we will recruit new respondents to account for attrition via mail and web-based screeners.
We request the following changes to the data collection documents:
· Create new consent process for youth in the embedded longitudinal cohort who are now 18 years old and therefore no longer require parental consent, and update related forms and reminders
· Revise the wording in multiple documents to reflect the new timeframe (first follow up) and update the number of participants to date
· Provide more detail for follow-up data collection for participants continuing in the embedded longitudinal cohort, including offering the option to take a web-based survey on a personal computer or mobile device, and update forms accordingly
· Edit and/or add items in the post-campaign instrument to:
· confirm respondent identity (for continued participation in longitudinal study)
· identify questions that do not have to be completed again by the embedded longitudinal cohort because baseline responses can be carried over
· add instructions and make edits based on mode (web vs. in-person)
· reflect EFECT messaging and campaign media, such as videos 
· reflect best practices for item (i.e., question) development 
· Delete questions from the post-campaign instrument for length 
· Allow for social media recruitment through Instagram, in addition to Facebook and Twitter
· Revise multiple documents to more clearly explain study procedures and respondent rights
· Add items to collect baseline data on measures to be used for Wave 2 of the campaign
· Remove attachments #16 Verification form and #18 verification letter as the documents have not been used and will not be used.
· Re-arranged IC structure for clarity and to better reflect the study.
Contents of the OMB Package for the First EFECT Follow-up Survey:
	Att #
	Document
	Edits

	
	Supporting Statement Part A


	· Updated to reflect the project schedule and provide more detail about the longitudinal cohort. 
· References to Attachment 5 have been changed to reference Attachments 5, 5a, 5b, 5c, 5d and 5eas appropriate, which is necessary to change the consenting process for longitudinal youth and youth who are now age 18 and 15 to 17 year-old cross-sectional youth recruited via social media. 
· Updated social media platforms.  

	
	Supporting Statement Part B


	· Updated to reflect the project schedule and provide more detail about the longitudinal cohort. 
· References to Attachment 5 have been changed to reference Attachments 5, 5a, 5b, 5c, 5d and 5e as appropriate, which is necessary to change the consenting process for longitudinal youth and youth who are now age 18 and 15 to 17 year-old cross-sectional youth recruited via social media. 
· Updated to describe snowball sampling approach.
· Updated social media platforms.  

	1 
	Pre and Post Campaign Instruments




	· Baseline data collection is complete, so pre-campaign instrument has been deleted.
· Items added, edited and deleted from post-campaign instrument.   See details in “Summary of Changes to EFECT Post-Campaign Instrument.”

	2
	Outcome Mail Screener


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	3
	Outcome Web Screener


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	3a 
	Social Media Ad


	· Updated to reflect new images and advertisements.

	5 
	Informed Consent and Assent


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	5a
	Longitudinal Informed Consent and Assent


	· NEW FORM for youth who completed baseline survey

	5b 
	Longitudinal Informed Consent 18+ Year Old Youth


	· NEW FORM for youth age 18 and older

	5c
	Longitudinal Web Consent and Assent


	· NEW FORM for longitudinal youth opting to take web survey 

	5d
	Longitudinal Web Consent 18+ Year Old Youth


	· NEW FORM for youth age 18 and older for web survey 

	5e
	Cross-Sectional Social Media/Snowball 15+ Youth


	· NEW FORM for youth 15+ who are recruited via social media 

	6
	Study Description


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	8
	Outcome Parent Lead Letter


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	8a 
	Outcome Parent Lead Letter Wave 2


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording.

	9 
	Reminder Postcard


	· Minor edits to wording.

	10 
	Parent Second Mailing


	· Revised to more clearly explain respondent rights. Some other minor edits to wording.

	11
	Welcome to the Study Letter


	· Revised to more clearly explain study procedures and respondent rights. Some other minor edits to wording

	12
	Sorry I Missed You Card


	· Minor edits to wording.

	13 
	Unable to Contact Letters


	· Minor edits to wording.

	14a 
	Questions and Answers Fact Sheet


	· Revised to more clearly explain study procedures. Some other minor edits to wording.

	14b 
	Questions and Answers Fact Sheet


	· Revised to more clearly explain respondent rights. Some other minor edits to wording.

	15
	Interview Incentive Receipt


	· Minor edits to formatting.

	17 
	Verification Call Script


	· Revised to more clearly elicit verification information. Some other minor wording and skip pattern changes.
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ATTACHMENT 1: 

POST-CAMPAIGN INSTRUMENT



Form Approved
OMB No. xxxx-xxxx0910-0788
Exp. Date xx/xx/xxxx05/31/2018



Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) – 

Post-Campaign Survey 



Subjects for Questionnaire:

Section A: Demographics

Section B: Tobacco Use Behavior 

Section C: Tobacco Use Intentions and Self-Efficacy

Section D: Cessation (Intention, Behavior, Motivation)

Section E: Attitudes, Beliefs, Risk Perceptions and Social Norms

Section F: Media Use and Awareness

Section G: Environment 

Section S: Study Screener, continued 



























































Post-Campaign Follow up Instrument



Notes:  Respondents to this survey will be longitudinal web respondents, longitudinal CAPI respondents, crosssectional CAPI respondents, crosssectional social media web respondents, CAPI respodents that are created on the fly. 

IF CAPI MODE





FIID		ENTER YOUR FIID. [6 DIGIT ENTRY]



CASID		ENTER THE CASE ID.  [STC99999]



RAVAIL	THE SELECTED RESPONDENT IS NAME: PRELOAD AGE: PRELOAD FROM DOB/PRELOAD FROM SCREENER IS THE SELECTED RESPONDENT AVAILABLE?



|_|1	Yes

|_|2	No 



SCHED  [IF RAVAIL=2] PLEASE SCHEDULE A TIME FOR THE INTERVIEW WHEN THE SELECTED RESPONDENT WILL BE HOME. 



IF WEB



S0a. 	Thank you for logging in to the study! Please enter the ID Number from the top right corner of your postcard.  It is an 8 digit number like XXX11111. If you have misplaced your postcard or can't find your ID Number call [CONTACT NUMBER].



ID Number: ___________________



Enter ID Number Again:  ______________



PROGRAMMER: ENTRIES SHOULD AGREE WITH ONE ANOTHER. DO NOT MAKE CASE SENSITIVE. IF THEY DO NOT, PLEASE DISPLAY MESSAGE, “These ID numbers do not match.  Please try again.”



PROGRAMMER:  PLEASE COMPARE ID NUMBERS TO VALID ID NUMBERS IN ID NUMBER TABLE.  IF ID NUMBER MATCHES ONE IN THE TABLE, PROCEED.  IF NOT DISPLAY THIS ERROR MESSAGE, “You have not entered a valid ID number.  Please enter the ID number from the top right corner of your postcard.”





WID	Our records indicate that a XX PREFILL AGE year old named XX PREFILL NAME answered some questions online for this study 6 months age.  Are you the parent or guardian of XX PREFILL NAME?  

Yes

No  - - GO TO WINELIG





IF CAPI MODE



CONAGE  IS THE RESPONDENT AGE 18 OR OLDER?

|_|1	Yes

|_|2	No



ADRCON [IF CONAGE=1] ADMINISTER ADULT RESPONDENT CONSENT TEXT



Thank you for your continued interest in this study. We are interviewing about 2,100 youth across the nation. You are being asked to participate again, based on your participation in the first interview about 6 months ago.  You will represent young people in this country who are similar to you.  You may choose not to take part in this study, but no one else can take your place.  We will offer you $25 when you finish the interview.



GIVE STUDY DESCRIPTION TO RESPONDENT IF YOU HAVE NOT ALREADY DONE SO.



This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school.  It takes about 40 minutes to complete.  You will answer most of the questions on the computer, so I will not see your answers. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses.  



There are no direct benefits to you from answering our questions.  However, you will be contributing to important research related to tobacco use among youth.  



While the interview has some personal questions, your answers will be kept private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



RTI may contact you by phone or mail to ask a few questions about the quality of my work.  We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.





If it is all right with you, let’s get started.



(Can we find a private place to complete the interview?)

REFUSE

NEXT

REFUSE	[IF CONSENT=REFUSE] Thank you for your time AND EXIT.  





PAVAIL	[IF CONAGE =2] IS THE SELECTED RESPONDENT’S PARENT OR GUARDIAN PRESENT? 

|_|1	Yes

|_|2	No



SCHED2 [IF CONAGE =2 AND PAVAIL=2] PLEASE SCHEDULE A TIME FOR THE INTERVIEW WHEN A PARENT OR GUARDIAN WILL BE HOME. 



PERMISS 	[IF CONAGE =2 AND LONGITUDINAL = YES] READ TO PARENT

About 6 months ago, we interviewed your  (preload age) child about tobacco use and media.  This study is being conducted again to measure what might have changed over time. 



[IF CONAGE=2 AND LONGITUDINAL=NO] Your (PRELOAD AGE) year-old child has been selected to be in this study.  



[IF CONAGE=2] Your child’s participation is voluntary.  This interview asks about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. Those who complete it will receive $25. 





All of your child’s answers will be kept in strict confidence and used only for statistical purposes.  Since your child will answer most of the questions on the computer, I will not see the answers, and we will not share their answers with you or anyone else outside the research team. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your child’s data.



There are no physical risks to your child from participating in this interview. It is possible that some questions might make your child mildly uncomfortable, depending on his or her responses.  



There are no direct benefits to your child from answering our questions.  However, he or she will be contributing to important research related to tobacco use among youth.  The information provided will help researchers and policymakers understand the impact and effectiveness of public education activities aimed at reducing tobacco-related death and disease.  



RTI may contact you by phone or mail to ask a few questions about the quality of my work.  



We may contact you again to request your permission for your child to participate in the next two surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether to give your child permission to complete those surveys. Your child will also be able to decide whether or not to complete those surveys. 







If it is all right with you, we’ll get started.  



(Can we find a private place to complete the interview?)

REFUSE

NEXT

REFUSE	[IF CONSENT=REFUSE] Thank you for your time AND EXIT.  





ASSENT	[IF CONAGE =2 AND LONGITUDINAL=NO] READ TO YOUTH RESPONDENT

Thank you for your interest in this study. We are interviewing about 2,100 youth across the nation. You have been randomly chosen to take part.  You will represent young people in this country who are similar to you.  You may choose not to take part in this study, but no one else can take your place.  We will offer you $25 when you finish the interview.



[IF CONAGE =2 AND LONGITUDINAL=YES] Thank you for your continued interest in this study. We are interviewing about 2,100 youth across the nation. You are being asked to participate again, based on your participation in the first interview about 6 months ago.  You will represent young people in this country who are similar to you.  You may choose not to take part in this study, but no one else can take your place.  We will offer you $25 when you finish the interview.



GIVE STUDY DESCRIPTION TO RESPONDENT IF YOU HAVE NOT ALREADY DONE SO.



This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school.  It takes about 30 minutes to complete.  You will answer most of the questions on the computer, so I will not see your answers.  Your answers will not be shared with your parent or guardian. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses.  



There are no direct benefits to you from answering our questions.  However, you will be contributing to important research related to tobacco use among youth.  



While the interview has some personal questions, your answers will be kept private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



RTI may contact you by phone or mail to ask a few questions about the quality of my work.  We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.





If it is all right with you, let’s get started.



REFUSE

NEXT



REFUSE	[IF CONSENT OR ASSENT=REFUSE] Thank you for your time AND EXIT.  



ADCON	[IF CONAGE =1] PROVIDE ADULT CONSENT TEXT TO RESPONDENT



TUTOR 	POINT TO TOUCHPAD:  You will use the touchpad here to answer each survey question.   Each question has an option for “Prefer not to answer.” You can use that option if you don’t know the answer to a question, or if you choose to not answer a question.  Remember that your answers will be kept private.  I will not be able to see them.  Your parents and school will not be able to see them either.  



TUTOR2	Some screens have more than one question.  In this case, you will need to scroll down to view all of the questions on a screen.  To scroll, use the Page Up and Page Down buttons.  Those buttons are here. POINT TO BUTTONS



I will now give you the computer and you can answer the questions on your own.  Please let me know if you have questions or need help with anything. 



HAND R COMPUTER  

	NEXT



IF WEB



ASSENT 	We are interviewing about 2,100 youth across the nation. Your responses will help us understand the opinions and attitudes of teens like you. You may choose not to take part in this study. If you decide to participate, we will offer a $25 virtual gift card when you finish the interview.





This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school.  It takes about 30 minutes to complete.  You will answer the questions online.  Your answers will not be shared with your parent or guardian, but please make sure that you are in a private place when you answer the questions.  We are only interested in the combined responses from those selected to participate, not just one person’s answers.  



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses.  



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among youth.  



While the interview has some personal questions, your answers will be kept private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.



If it is all right with you, let’s get started.

CONTINUE

REFUSE

REFUSE	[IF ASSENT=REFUSE] Thank you for your time AND EXIT.  



Please click next to get started.  NEXT






TUTOR3 	Please click on the answer to each survey question, using a mouse or a touchscreen.   Each question has an option for “Prefer not to answer.” You can use that option if you don’t know the answer to a question, or if you choose to not answer a question.  Remember that your answers will be kept private.  We will not share the answers to your questions with your parents or anyone else outside the research team.  



NEXT

  






BOTH WEB AND CAPI 



DOB  What is your date of birth?  (mm-dd-yyyy)








AGE That would make you XX years old, is that correct?

Yes 

No



IF CAPI MODE



INELIG	[IF R IS <12 OR >18] Thank you, but you must be between 12 and 18 to take this survey. 








[IF WEB MODE]



WINELIG	[IF R IS <13 OR >18] Thank you, but you are not eligible to take this survey.



Y_video	Please try to view this video to make sure you can see it.  

[DISPLAY TEST VIDEO] 



Y_video1	Are you able to view this video?



1 Yes

2 No



IF Y_video1 IS NO (=2), display this message:

Viewing the videos in this survey is important. Try logging into the survey using a different computer or browser. If that doesn’t work, you will not be able to take the survey online. An interviewer will contact your parent or guardian to arrange an in-person interview



[IF NO, NEED to BEGIN with the viewing of the VIDEO when the R comes back to the survey from a different device.]





IBSE.  [IF LONGITUDINAL=YES] First we have some questions about you and your friends.  Press Enter to continue.  You have seen these questions before, but we are asking them again to see if things have changed or stayed the same. 

[DISPLAY I-BASE PHOTO ARRAY OF 32 FEMALES, then ask S5a and S5b]



[image: ]

S5a.	[IF LONGITUDINAL=YES] Rank the three people that would BEST FIT in your main group of friends, starting with the best fit. Enter the number that matches each person below. 

Best Fit  ____

Second Best Fit ____

Third Best Fit____



S5b. 	[IF LONGITUDINAL=YES] Rank the three people that would LEAST FIT in your main group of friends, starting with the worst fit.  Enter the number that matches each person below. 

Worst Fit ____

Second Worst Fit____

Third Worst Fit ____





[DISPLAY I-BASE PHOTO ARRAY OF 32 MALES, then ask S6a and S6b]



[image: ]





S6a.	[IF LONGITUDINAL=YES] Rank the three people that would BEST FIT in your main group of friends, starting with the best fit.  Enter the number that matches each person below.

Best Fit  ____

Second Best Fit ____

Third Best Fit____



S6b. 	[IF LONGITUDINAL=YES] Rank the three people that would LEAST FIT in your main group of friends, starting with the worst fit. Enter the number that matches each person below.

Worst Fit ____

Second Worst Fit____

Third Worst Fit ____




Section A: Demographics

A1.	[IF LONG=NO] Are you of Hispanic, Latino/a, or Spanish origin? 

[PROGRAM SO THAT RESPONDENTS CAN SELECT MORE THAN ONE RESPONSE ON 2-5]

 

|_|1	No, not of Hispanic, Latino, Latina, or Spanish origin

|_|2	Yes, Mexican, Mexican American, Chicano or Chicana

|_|3	Yes, Puerto Rican

|_|4	Yes, Cuban

|_|5	Yes, Another Hispanic, Latino/a or Spanish origin

|_|9	Prefer not to answer 





A2.	[IF LONG=NO] What race or races do you consider yourself to be? (You can CHOOSE ONE ANSWER or MORE THAN ONE ANSWER or YOU MAY SKIP THIS QUESTION)

|_|1	American Indian or Alaska Native

|_|2	Asian

|_|3	Black or African American

|_|4	Native Hawaiian or Other Pacific Islander

|_|5	White

|_|6	Other

|_|9	Prefer not to answer 

		

		1

Yes

		

		



		A2_1.	American Indian or Alaska Native

		|_|1

		

		



		A2_2.	Asian 

		|_|1

		

		



		A2_3.	Black or African American

		|_|1

		

		



		A2_4.	Native Hawaiian or Other Pacific Islander

		|_|1

		

		



		A2_5.	White 

		|_|1

		

		









A3.	In general, do you usually speak…

|_|1	Only Spanish

|_|2	Spanish more than English

|_|3	Spanish and English equally

|_|4	English more than Spanish

|_|5	English only

|_|6	Some other language (please specify___________)

|_|9	Prefer not to answer 

A4.	What grade are you in? currently in? If school is not in session, what grade are you going into?

|_|1	6th grade or lower

|_|2	7th grade 

|_|3	8th grade

|_|4	9th grade

|_|5	10th grade

|_|6	11th grade

|_|7	12th grade 

|_|8	In college

|_|10	Ungraded or other grade

|_|911	Out of school 

|_|99	Prefer not to answer 







A5.	During the past 30 days, about how much money did you have each week to spend any way you wanted to?

|_|1	None

|_|2	$5 or less

|_|3	$6 to $10

|_|4	$11 to $20

|_|5	$21 to $35

|_|6	$36 to $50

|_|7	$51 to $75

|_|8	$76 to $125

|_|9	$126 or more

|_|99	Prefer not to answer 






Section B: Tobacco Use Behavior

Cigarette Use

B1.	[IF BASELINE B1 NE 1] Have you ever tried cigarette smoking, even one or two puffs?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 





[IF B1=2, ASK B10]

[IF BASELINE B1=1] Previously, you reported that you have tried cigarette smoking. 

B2.	[IF B1=1 or 9, ASK B2. IF B1=2, ASK B8]



 OR BASELINEB1 NE 1 AND BASELINE B2 NE 99] How old were you when you first tried cigarette smoking, even one or two puffs?

|_|1	8 years old or younger

|_|2	9 years old

|_|3	10 years old

|_|4	11 years old

|_|5	12 years old

|_|6	13 years old

|_|7	14 years old

|_|8	15 years old

|_|9	16 years old

|_|10	17 years old

|_|11	18 years old or older

|_|99	Prefer not to answer 



B3.	During the past 30 days, on how many days did you smoke cigarettes?

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days

|_|7	All 30 days

|_|9	Prefer not to answer 



[IF B3=1, ASK B6, otherwise ASK B4]

B4.	Menthol cigarettes are cigarettes that taste like mint. During the past 30 days, were the cigarettes that you usually smoked menthol?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 





B5.	During the past 30 days, on the days you smoked, how many cigarettes did you smoke per day?

|_|1	Less than 1 cigarette per day

|_|2	1 cigarette per day

|_|3	2 to 5 cigarettes per day

|_|4	6 to 10 cigarettes per day

|_|5	11 to 20 cigarettes per day

|_|6	More than 20 cigarettes per day

|_|9	Prefer not to answer 





B6.	About how many cigarettes have you smoked in your entire life? Your best guess is fine.

|_|1	I have never smoked cigarettes, not even one or two puffs 

|_|2	1 or more puffs but never a whole cigarette

|_|3	1 cigarette

|_|4	2 to 5 cigarettes

|_|5	6 to 15 cigarettes (about 1/2 a pack total)

|_|6	16 to 25 cigarettes (about 1 pack total)

|_|7	26 to 99 cigarettes (more than 1 pack, but less than 5 packs)

|_|8	100 or more cigarettes (5 or more packs)

|_|9	Prefer not to answer 





B7.	Do you consider yourself a smoker?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 











Other Tobacco Use

B8.	Have you ever used smokeless tobacco, such as chewing tobacco, snuff, snus or dip, such as Copenhagen, Skoal, Grizzly, Kodiak, and Red Seal, even just a small amount?

|_|1   Yes

|_|2	No

|_|9	Prefer not to answer 



 

B10.	[IF B8=1 or 9, ASK B9. IF B8=2, ASK B10]



B9.	During the past 30 days, on how many days did you use chewing tobacco, snuff, snus or dip?

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days 

|_|7	All 30 days

|_|9	Prefer not to answer 





BASELINE B10.	 NE 1] Have you ever tried smoking cigars, cigarillos, or little cigars, such as Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s, even one time?

|_|1   [image: ]

Yes

|_|2	No

|_|9	Prefer not to answer 



[IF B10=1 or 9, ASK B11a and  IF B10=2, ASK B12]



B11a.	During the past 30 days, on how many days did you smoke blunts (cigars, cigarillos, or little cigars with marijuana added)? 

|_|1   Yes

|_|2	No

|_|9	Prefer not to answer 







B11b.	[IF BASELINEB10=1 OR B10=1 OR 9] During the past 30 days, on how many days did you smoke cigars, cigarillos, or little cigars without added marijuana? Common brands are Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s.



[image: ]

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days 

|_|7	All 30 days

|_|9	Prefer not to answer 



During the past 30 days, on how many days did you smoke cigars, cigarillos, or little cigars without added marijuana? Common brands are Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s.

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days or

|_|7	All 30 days

|_|9	Prefer not to answer 








B12.	[IF BASELINE B12 NE 1] Have you ever tried smoking tobacco out of a water pipe (also called “hookah”), even one time?



[image: ]

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 






B13.	[IF BASELINE B12=1 orOR 9, ASK B13. IF OR B12=2, ASK B14]



B13.	1 OR 9] During the past 30 days, on how many days did you smoke tobacco out of a water pipe (also called “hookah”)?

[image: ]

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days 

|_|7	All 30 days

|_|9	Prefer not to answer 





B14. 	[EMBED SCREENSHOT OF PRODUCTS]	IF BASELINE B14 NE 1] These are examples of electronic cigarettes, also called “nicotine products: e-cigarettes”, “, e-cigs”, “vapor pens”, or “cigars, e-hookahs”. Electronic cigarettes sometimes look like regular cigarettes, but run on a, epipes, vape pens, hookah pens and personal vaporizers. These products are battery-powered, use nicotine fluid rather than tobacco leaves, and produce vapor instead of smoke. Some common brands include Fin, NJOY, Blu, e-Go and Vuse.  Have you ever tried electronic cigarettes, such as [INSERT TOP BRANDS OF E-CIGARETTES HERE],these products, even one or two puffs?



[image: N:\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\Ecig iStock_000023822026_Large.jpg][image: ]


|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 








B15.

	[IF BASELINE B14=1 orOR 9, ASK  OR BASELINEB15. IF B14=2, ASK B16]



B15.	 1 OR 9] During the past 30 days, on how many days did you use electronic cigarettes, also callednicotine products, such as “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs”?

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days or

|_|7	All 30 days



[image: ]
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|_|9	Prefer not to answer 





B16.	Have you ever tried marijuana, even one time?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 



[IF B16=1 or 9, ASK B17. OTHERWISE, SKIP TO C1]



B17.	During the past 30 days, on how many days did you use marijuana?

|_|1	0 days

|_|2	1 or 2 days

|_|3	3 to 5 days

|_|4	6 to 9 days

|_|5	10 to 19 days

|_|6	20 to 29 days 

|_|7	All 30 days

|_|9	Prefer not to answer 








Section C: Tobacco Use Intentions and Self-Efficacy 

C1. Thinking about the future… 



		

		

		1

Definitely Yes

		2

Probably Yes

		3

Probably Not

		4

Definitely Not

		9
Prefer Not to Answer



		C1_1.

		Do you think that you will smoke a cigarette soon?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		C1_2.

		Do you think you will smoke a cigarette at any time in the next year?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		C1_3.

		If one of your best friends were to offer you a cigarette, would you smoke it?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9







C2.	How sure are you that, if you really wanted to, you could say no to a cigarette offer if… 



[RANDOMIZE C2_1-C2_3]

		

		1

Not at all sure

		2

Slightly sure

		3

Somewhat sure

		4

Mostly sure

		5

Completely sure

		9
Prefer Not to Answer



		C2_1.



		You are at a party 

where most people 

are smoking?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C2_2.

		A very close friend 

offers it?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C2_3.

		Someone you 

know offers it?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9








Section D: Cessation (Intention, Behavior, Motivation)

[ASK 

 D2. 	[IF B3= = 2-9]

D1. 	Do you want to stop smoking cigarettes for good ? 

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 



[IF D1=1 or 9, ASK D2. IF D1=2, ASK D4.]

D2. 	How much do you want to stop smoking cigarettes for good?

|_|1	Not at all

|_|2	A little

|_|3	Somewhat

|_|4	A lot

|_|9	Prefer not to answer 





D3.	I plan to stop smoking cigarettes for good within the next… (PLEASE CHOOSE THE FIRST ANSWER THAT FITS)

|_|1	7 days

|_|2	30 days

|_|3	6 months

|_|4	1 year

|_|5	I do not plan to stop smoking cigarettes within the next year

|_|9	Prefer not to answer 





D4.	[IF B3=2-9] During the past 3 months, did you stop smoking cigarettes for one day or longer because you were trying to quit smoking cigarettes for good?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 




Section E:	Attitudes, Beliefs, Risk Perceptions and Social Norms

[Ask ALL]  The next set of questions asks for your opinions on cigarette use and other tobacco products.  

 Attitudes, Beliefs and Risk Perceptions



E1. How much do you agree or disagree with the following statements about people who are tobacco-free? 

[RANDOMIZE ALL ROWS]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E1_1.

		People who are tobacco-free are confident. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_2.

		People who are tobacco-free are fresh.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_3.

		People who are tobacco-free are trendsetters.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_4.

		People who are tobacco-free are in control.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_5.

		People who are tobacco-free are real.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_6.

		People who are tobacco-free are attractive.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_7.

		People who are tobacco-free are lame. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_8.

		People who are tobacco-free are corny.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_9.	

		People who are tobacco-free are fake.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_10.

		People who are tobacco-free are annoying.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_11.

		People who are tobacco-free are boring.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_12.	

		People who are tobacco-free are followers.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_13

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_14

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







E2. How much do you agree or disagree with the following statements about people who smoke cigarettes?



[RANDOMIZE ALL ROWS]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E2_1.

		People who smoke cigarettes are confident. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_2.

		People who smoke cigarettes are fresh.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_3.

		People who smoke cigarettes are trendsetters.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_4.

		People who smoke cigarettes are in control. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_5.

		People who smoke cigarettes are real.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_6.

		People who smoke cigarettes are attractive.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_7.

		People who smoke cigarettes are lame. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_8.

		People who smoke cigarettes are fake.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_9.	

		People who smoke cigarettes are annoying.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_10.

		People who smoke cigarettes are boring. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_11.

		People who smoke cigarettes are corny.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_12.	

		People who smoke cigarettes are followers.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_13

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_14

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9










E3. Please enter the number that best fits your response. Smoking cigarettes is…  (pick one) 

 [RANDOMIZE E3_1-E3_2] [MAKE THIS ITEM SKIPPABLE] 

PROGRAMMER. DISPLAY IMAGE OF SCALE LABELED 1 THROUGH 7 AND A NUMERIC ENTRY FIELD FOR RESPONSE.



		E3_1.

		Bad

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		Good



		E3_2.

		Not enjoyable

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		Enjoyable







E4. How much do you agree or disagree with the following statements? 

[RANDOMIZE E4_1-E4_3]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E4_1.	

		I am proud to live tobacco-free.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E4_2.	

		Living tobacco-free is important to me.  

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E4_3.	

		I am proud to tell other people I live tobacco-free.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









E5. How much do you agree or disagree with the following statements? If I smoke cigarettes, I will…

[RANDOMIZE ROWS]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E5_1.	

		Damage my body

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_2.

		Not harm my body

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_3.	

		Shorten my life

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_4.	

		Live just as long 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_5.

		Be controlled by smoking

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_6.	

		Be able to stop smoking when I want to

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_7.

		Become addicted to smoking

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_8. 

		Decide when and where to smoke

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_9. 

		Be less attractive to others

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_10.

		Be more attractive to others

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_11.

		Have bad breath and stinky hair 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_12.

		Not smell like cigarettes 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_13.

		Be a good influence on my younger brothers, sisters, cousins, family or friends 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_14.

		Be a bad role model forinfluence on my younger brothers, sisters, cousins, family or friends

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_15.

		Harm others with secondhand smoke

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_16.

		Not hurt anyone with my secondhand smoke

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_17.	

		Achieve my goals more easily

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_18.

		Have trouble reachingBe able to reach my goals

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_19.

		Be less successful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_20.

		Be just as successfulless physically fit

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_21.

		[INSERT RISK PERCEPTION]Not perform at my best

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E5_22.

		[INSERT RISK PERCEPTION]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







Social Norms

E6. How many of your four closest friends…

		

		

		None

		One

		Two

		Three

		Four

		
Prefer Not to Answer



		E6_1.

		Smoke cigarettes?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_2.

		Smoke menthol cigarettes?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_3.	

		Use smokeless tobacco, such as chewing tobacco, snuff, snus or dip?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_4.

		Use marijuana?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_5.

		Smoke blunts (cigars, cigarillos, or little cigars with marijuana added)? 

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_6.

		Smoke cigars, cigarillos, or little cigars without added marijuana? 



Common brands are Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s.

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E6_7.

		Use electronic cigarettes, also called nicotine products, such as “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs”, such as [INSERT TOP BRANDS OF E-CIGARETTES HERE]?”?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9










E7. How many of the people who hang out where you hang out…

		

		

		None

		A few

		Some

		Most

		All

		
Prefer Not to Answer



		E7_1.

		Smoke cigarettes?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_2.

		Smoke menthol cigarettes?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_3.	

		Use smokeless tobacco, such as chewing tobacco, snuff, snus or dip?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_4.

		Use marijuana?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_5.

		Smoke blunts (cigars, cigarillos, or little cigars with marijuana added)? 

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_6.

		Smoke cigars, cigarillos, or little cigars without added marijuana? 



Common brands are Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s.

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E7_7.

		Use electronic cigarettes, also called nicotine products, such as “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs”, such as [INSERT TOP BRANDS OF E-CIGARETTES HERE]?”?

		|_|0

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9











E8. Thinking about the people who hang out where you hang out, do you think tobacco use is… 

|_|1	Increasing

|_|2	Decreasing

|_|3	Staying the same 

|_|4	Not sure 

|_|9	Prefer not to answer 



Perceived Approval 

E9. How much do you agree or disagree with the following statements? 

[RANDOMIZE E9_1-E9_4]

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree (Neutral)

		

Agree

		

Strongly Agree

		
Prefer Not to Answer



		E9_1.

		According to my family, it is very important for me to not smoke cigarettes. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E9_2.

		According to my friends, it is very important for me to not smoke cigarettes.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E9_3.

		According to most people my age, it is very important for me to not smoke cigarettes. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E9_4.

		According to the people who hang out where I hang out, it is very important for me to not smoke cigarettes. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







APPROVAL OF SMOKING

E10.  This next set of questions asks about how willing or unwilling you are to do things with people who smoke cigarettes.

This next set of questions asks about things you would or would not do with people who smoke cigarettes. Would you…

		

		

		Definitely WillingYes

		Probably WillingYes

		Probably UnwillingNot

		Definitely UnwillingNot

		Prefer Not to Answer



		E10_1.

		How would you feel about goingGo to a party, concert or event where people are smoking cigarettes?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E10_2.

		How would you feel about hangingHang out with someone who smokes cigarettes? 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E10_3.

		How would you feel about dancing with someone who smokes cigarettes?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E10_4.

		How would you feel about kissingKiss someone who smokes cigarettes?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9



		E10_5.

		How would you feel about goingGo out with someone who smokes cigarettes?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|9





Perceived Peer Crowd Smoking 

[E11 items displaying a single I-Base hip hop photo or mainstream photo] [RANDOMIZE PRESENTATION OF PHOTOS]



[DISPLAY I-BASE PHOTO OF HIP HOP MALE, then ask E11_1]



E11_1. Do you think this person smokes cigarettes? 



|_|1	Definitely yes

|_|2	Probably yes

|_|3	Probably not

|_|4	Definitely not

|_|9	[DISPLAY I-BASE PHOTO OF HIP HOP FEMALE, then ask E11_2]



E11_2. Do you think this person smokes cigarettes? 



|_|1	Definitely yes

|_|2	Probably yes

|_|3	Probably not

|_|4	Definitely not

|_|9	Prefer not to answer 





[DISPLAY I-BASE PHOTO OF MAINSTREAM MALE, then ask E11_3]



E11_3. Do you think this person smokes cigarettes? 



|_|1	Definitely yes

|_|2	Probably yes

|_|3	Probably not

|_|4	Definitely not

|_|9	Prefer not to answer 



[DISPLAY I-BASE PHOTO OF MAINSTREAM MALE, then ask E11_4]



E11_4. Do you think this person smokes cigarettes? 



|_|1	Definitely yes

|_|2	Probably yes

|_|3	Probably not

|_|4	Definitely not

|_|9	Prefer not to answer 



Perceived Popularity 

E12. How much do you agree or disagree with the following statements?

[RANDOMIZE E12_1-E12_4]

		

		

		

Strongly Disagree

		

Disagree

		
Neither Agree or Disagree (Neutral)

		

Agree

		

Strongly Agree

		
Prefer Not to Answer



		E12_1.

		Most successful people smoke cigarettes once a month or more.  

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E12_2.

		More fresh people smoke cigarettes than people who are not fresh. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E12_3.

		Rich and famous people are more likely to smoke cigarettes than people who aren’t rich and famous. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E12_4.

		My favorite hip hop artists probably smoke cigarettes once a month or more. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









Section F:	Media Use and Awareness

First, we’d like toF1. These next questions ask you about your use of TV and other media.

In the past 6 months, that is since [FILL DATE], about how often did you…

		

		1

None

Several times a day

		About once a day

		2

5 min – less than 30 min3-5 days a week

		3

30 min – 1 hour1-2 days a week

		4

More than 1 hour – 3 hoursEvery few weeks

		5

More than 3 hoursLess often

		Never

		9

Prefer Not to Answer 



		F1.	Thinking only about yesterday, about how much time did you spend watching_1.Watch TV shows or movies on any platform including a TV set, a,  computer, laptop or tablet, aor  smartphone or an iPod or MP3 player?

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F1_2. Watch videos on YouTube

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F1_3. Listen to streaming music on DatPiff, Pandora, Spotify, Apple Music, SoundCloud or others 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F1_4. Listen to the radio (local radio stations)

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F1_5. Go to social networking sites like Twitter, Instagram or Facebook

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F1_6. Browse any other type of website, like news or entertainment

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9









F2.	Thinking onlyThink about yesterday,the following websites. In the past 6 months, that is since [FILL DATE], about how much timeoften did you spend doing the following activities? visit or use…



[RANDOMIZE ALL

] 

		

		

NoneSeveral times a day

		At least one minute, but less than 1 hour

About Once a Day

		

3-5 days a week

		1 hour or more, but less than 2 hours

1-2 days a week

		2 hours or more, but less than 3 hours

Every few weeks

		

More than 3 hoursLess often

		

Never

		

Prefer   Not to Answer 





		Listening to Music

		

		

		

		

		

		





		F2_1.	Listening to music across all devices including iPods, MP3 players, cell phones, computer, laptop, tablet, Internet radio like Pandora or Spotify, CD players, and car radiosF2_1. That GrapeJuice 

http://www.thatgrapejuice.net

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9





		Using a Cellphone/Smartphone  

		

		

		

		

		

		



		F2_2. Text messaging on a cell phone/smartphone

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F2_3.	Watching or uploading videos, such as on YouTube, on a cell phone/smartphone

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9





		F2_4. Going to social networking sites like Twitter, Instagram or Facebook on a cell phone/smartphoneF2_2. XXL

http://www.xxlmag.com 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F2_5. Browsing any other type of website on a cell phone/smartphone like news or entertainment. Include smartphone apps.F2_3. Rap-Up 

http://www.rap-up.com

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9





		Using a Computer, Laptop, or Tablet (not a smartphone)  

		

		

		

		

		

		





		F2_6.	Watching or uploading videos, such as on YouTube, on a computer, laptop, or tabletF2_4. Complex http://www.complex.com/

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9



		F2_7.	Using social networking sites like Twitter, Instagram, or Facebook on a computer, laptop, or tabletF2_5. BoomBox

http://theboombox.com 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9





		F2_8.	Browsing any other type of website for anything besides schoolwork on a computer, laptop, or tablet, like news or entertainment

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9





		F2_9.	Instant messaging or Video chatting (on Skype, Googletalk, iChat, etc.) on a computer, laptop, or tabletF2_6. NiceKicks http://www.nicekicks.com

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|6

		|_|7

		|_|9





		Radio and Reading

		

		

		

		

		

		



		F2_10. Listening to the radio

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F2_11. Looking at or reading any magazines? Do not include time spent reading magazines on a computer, laptop, or tablet

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9













F3.  How often do you go to the movies at a movie theater? 

|_|1	Once a week or more often

|_|2	One or two times a month 

|_|3	Once every two or three months

|_|4	One or two times a year

|_|5	I do not see movies at a movie theater

|_|9	Prefer not to answer 





F4.  How often do you go to concerts, live shows, or other events at a store, local stage, community center, or music venue? 

|_|1	Once a week or more often

|_|2	One or two times a month 

|_|3	Once every two or three months

|_|4	One or two times a year

|_|5	I do not attend concerts, live shows, or other events

|_|9	Prefer not to answer 







F14. Thinking about the past 3 months, that is since [FILL DATE], how frequently have you watched the following shows? [RANDOMIZE F14_1 – F14_4]

		

		Never

		Rarely

		Sometimes

		Often

		Very Often

		Prefer Not to Answer



		F14_1. The show [Title] on [Channel]?



		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F14_2. The show [Title] on [Channel]?



		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F14_3. The show [Title] on [Channel]?



		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F14_4. The show [Title] on [Channel]?



		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









F15. In the past 3 months, that is since [FILL DATE], how frequently have you been on YouTube or Hulu?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes















HOME ENVIRONMENT



[IF LONGITUNDINAL=NO]

These next questions ask about your parent(s) or guardian(s).  Some people your age have parents who they do not live with. As you answer these questions, please think only about the parent(s) or guardian(s) you live with. 

F9.	Do your parent(s) or guardian(s) have rules about how much time you can spend using media, such as TV, computer, video games, cell phones, and music? 

|_|4	Often1   Yes, my parent(s) or guardian(s) have lots of rules about it.

|_|5	Very Often2   Yes, my parent(s) or guardian(s) have a few rules about it.

|_|3   No, my parent(s) or guardian(s) don’t have any rules about it.

|_|9	Prefer not to answer



F10.	Do your parent(s) or guardian(s) have rules about what you are allowed to do on the computer, which video games you are allowed to play, or what music you’re allowed to listen to?   

|_|1   Yes, my parent(s) or guardian(s) have lots of rules about it.

|_|2   Yes, my parent(s) or guardian(s) have a few rules about it.

|_|3   No, my parent(s) or guardian(s) don’t have any rules about it.

|_|9	Prefer not to answer





F16. In the past 3 months, that is since [FILL DATE], how frequently have you been on Twitter?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F17. InF11.	In general, how often do your parent(s) or guardian(s) make sure you follow the rules they have about using media, such as TV, computers, video games, and music?

|_|1	Most of the past 3 months, that is since [FILL DATE], how frequentlytime

|_|2	Some of the time

|_|3	A little of the time

|_|4	Never

|_|5	My parent(s) or guardian(s) don’t have rules about using media

|_|9	Prefer not to answer





F12.	How often do your parent(s) or guardian(s) let you been on Instagram?watch movies or videos that are rated R? 

|_|1	Never

|_|2	RarelyOnce in awhile

|_|3	Sometimes

|_|4	OftenAll the time

|_|5	Very Often

|_|9	Prefer not to answer





F18. In the past 3 months, that is since [FILL DATE], how frequently have you been on Facebook?

F13.	How often do your parent(s) or guardian(s) let you go to concerts, live shows, or other events? 

|_|1	Never

|_|2	RarelyOnce in awhile

|_|3	Sometimes

|_|3	Sometimes

|_|4	OftenAll the time

|_|5	Very Often

|_|9	Prefer not to answer



F18_x. In the past 3 months, that is since [FILL DATE], how frequently have you been on [INSERT WEBSITE THAT FEATURES CONTENT]?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F19. In the past 3 months, that is since [FILL DATE], how frequently have you used Pandora or Spotify?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F20. In the past 3 months, that is since [FILL DATE], how frequently have you used PlayStation or Xbox?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F20_x. In the past 3 months, that is since [FILL DATE], how frequently have you used [INSERT PLACEHOLDER FOR VIDEO EXPOSURE]?

|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer













BRAND AWARENESS 

F5.   We want to ask you about some brands that might or might not have appeared in the media around here, as part of ads or videos about tobacco or at concerts, live shows, or other events. 

[RANDOMIZE F5_1-F5_4]

F5_1. In the past 36 months, that is since [FILL DATE], have you seen or heard the following brand?

truth®[INSERT any brands of local/state campaigns that are being run in markets] 

[DISPLAY CAMPAIGN LOGO]



[image: \\Rtints23\hserproj3\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\truth.jpg]

1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer



F5_2.  In the past 36 months, that is since [FILL DATE], have you seen or heard the following brand? 

Digital Youth Against Tobacco (DYAT)

[DISPLAY CAMPAIGN LOGO]



1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer





F5_3.  In the past 3 months, that is since [FILL DATE], have you seen or heard the following brand? 

[image: \\Rtints23\hserproj3\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\DYAT.jpg]

The Real Cost

[DISPLAY CAMPAIGN LOGO]



1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer



F5_4.  In the past 3 months, that is since [FILL DATE], have you seen or heard the following brand? 

Fresh Empire 

[DISPLAY CAMPAIGN LOGO]



1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer





AD AWARENESS OTHER TC CAMPAIGNS (TO USE AS CONTROLS)



F6.	The next set of questions asks whether or not you’ve seen any of the following ads.

[RANDOMIZE F6_1-F6_2]

F6_1. In the past 3 months, that is since [FILL DATE], have you seen a Tips from Former Smokers (Tips) ad? Examples of some Tips from Former Smokers ads are shown below.

	[DISPLAY Tips from Former Smokers PHOTO COLLAGE]

3 1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer





F6_2.  In the past 3 months, that is since [FILL DATE], have you seen a truth® campaign ad? Examples of some truth® campaign ads are shown below.



         [DISPLAY truth® PHOTO COLLAGE]



1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer



F6_3.  In the past 3 months, that is since [FILL DATE], have you seen a The Real Cost campaign ad? Examples of some The Real Cost campaign ads are shown below.



         [DISPLAY The Real Cost PHOTO COLLAGE]



1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer





 [IF F6_1 AND/OR F6_2=YES, ASK F7_1 AND/OR F7_2; IF NO OPTIONS ARE SELECTED, GO TO F9. ASK F8 IF F6_1 AND/OR F6_2=YES.]







F7_1.  Where have you seen a Tips from Former Smokers (Tips) ad? Examples of some Tips from Former Smokers ads are shown below.



[DISPLAY Tips from Former Smokers PHOTO COLLAGE]



[RANDOMIZE ORDER OF CHECKBOX LIST]



1___ On TV

2___ On the radio

F5_3___ In newspapers or magazines

4___ On the Internet or anywhere online

5___ Billboards or other outdoor ads

6___ Not Sure

9___ Prefer not to answer







F7_2.  Where have you seen a truth® campaign ad? Examples of some truth® campaign ads are shown below.



[DISPLAY truth® campaign PHOTO COLLAGE]



[RANDOMIZE ORDER OF CHECKBOX LIST]



1___ On TV

2___ On the radio

3___ In newspapers or magazines

4___ On the Internet or anywhere online

5___ Billboards or other outdoor ads

6___ Not Sure

9___ Prefer not to answer





F7_3.  Where have you seen a The Real Cost campaign ad? Examples of some The Real Cost campaign ads are shown below.



[DISPLAY The Real Cost campaign PHOTO COLLAGE]



. [RANDOMIZE ORDER OF CHECKBOX LIST]



1___ On TV

2___ On the radio

3___ In newspapers or magazines

4___ On the Internet or anywhere online

5___ Billboards or other outdoor ads

6___ Not Sure

9___ Prefer not to answer







F8. In the past 36 months, that is since [FILL DATE], how frequently have you seen these ads on televisionor heard the following brand? 

The Real Cost

[image: \\Rtints23\hserproj3\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\Real Cost.jpg]

1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer



F5_4.  In the past 6 months, that is since [FILL DATE], have you seen or heard the following brand? 

Fresh Empire 

[image: \\Rtints23\hserproj3\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\Fresh Empire_logo.jpg]

1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to answer





|_|1	Rarely

|_|2	Sometimes

|_|3	Often

|_|4	Very Often







 



|_|9	Prefer not to answer 




CHANNELS OF FRESH EMPIRE AWARENESS



[IF F5_4= 1 or 3, Ask F21.]



F21. Where have you seen or heard about Fresh Empire? Check all that apply

	

			1	

			Yes	



[RANDOMIZE; ALL APPEAR ON SCREEN AT ONCE (IF NOT ABLE TO DISPLAY ALL, MAKE ITEM SKIPPABLE AND REMOVE F21_m)] 



F21_a. On TV 

F21_b. On the radio

F21_c. In magazines

F21_d. On the Internet or anywhere online

F21_e. Billboards or other outdoor ads

F21_f. At a movie theatre

F21_g. At an event

F21_h. At a mall

F21_i. At a convenience store

F21_j.  [INSERT PLACEHOLDER FOR CHANNEL OF EXPOSURE]

F21_k. [INSERT PLACEHOLDER FOR CHANNEL OF EXPOSURE]

F21_l. Some other place (please specify____________)

F21_m. Prefer not to answer





F22.  The Fresh Empire campaign is online.  Have you ever seen the Fresh Empire on…

Check all that apply



			1	

			Yes	

[RANDOMIZE; ALL APPEAR ON SCREEN AT ONCE (IF NOT ABLE TO DISPLAY ALL, MAKE ITEM SKIPPABLE AND REMOVE F22_17)] 



F22_1. Twitter? 

F22_2. Instagram? 

F22_3. Facebook?

F22_4. YouTube?

F22_5. Pandora or Spotify?

F22_6. Dime? 

F22_7. Complex?

F22_8. NiceKicks?

F22_9. DatPiff?

F22_10.  XXL?

F22_11. Rap-Up

F22_12. ThatGrapeJuice?

F22_13. Boombox?

F22_14. [INSERT PLACEHOLDER FOR ADDITIONAL WEBSITE]

F22_15. [INSERT PLACEHOLDER FOR ADDITIONAL WEBSITE]

F22_16. Other (please specify____________)

F22_17. Prefer not to answer

EVENTS AWARENESS, CHANNEL OF AWARENESS



 





F5_5a. In the past 36 months, that is since [FILL DATE], have you heard of an event in your area sponsored by, or associated with, Fresh Empire? (DISPLAY LOGO)

[image: \\Rtints23\hserproj3\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\Instruments\Instrumentation\Images\Main instrument images\Fresh Empire_logo.jpg] 



1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer



EVENT ATTENDANCE AND REACTIONS









1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer



F24. [IF F5_5a=1,3, or 9 ASK F23



F23_1. How frequently have you heard of an event in your area sponsored by, or associated with Fresh Empire, in the past 3 months, that is since [FILL DATE]?



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F23_2. How did you hear about the Fresh Empire event?

1__ Poster

2__ Flyer or promotional materials

3__ Radio ad

4__ Video ad

5__ Friend

6__ [INSERT PLACEHOLDER FOR OTHER EVENT PROMOTION] 

7__ [INSERT PLACEHOLDER FOR OTHER EVENT PROMOTION]

8__ Other (please specify_______________)

9__ Not sure

99__ Prefer not to answer






EVENT ATTENDANCE AND REACTIONS







]F24. Have you ever attended an event sponsored by, or associated with Fresh Empire?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer



IF F24=2 GO TO VIDEO AWARENESS (F5_5b)











F25. Which Fresh Empire event/s did you attend? Check all that apply. 

|_|1	Location #1

|_|2	Location #2

|_|3	Location #3

|_|4	Additional Locations

|_|5	Not sure

|_|9	Prefer not to answer





F26. How would you describe the event/s? [RANDOMIZE F26_1-F26_2] [MAKE THIS ITEM SKIPPABLE]



		F26_1.

		Bad

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Good



		F26_2.

		Not enjoyable

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Enjoyable









F27_x. How much do you agree or disagree with the following statements?





		

		

		1
Strongly Disagree

		2
Disagree

		3
Neither Agree or Disagree (Neutral)

		4
Agree

		5
Strongly Agree

		9
Prefer Not to Answer



		F27_1.

		The event/s was worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_2.	

		The event/s grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_3.

		The event/s was powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_4.

		The event/s was informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_5.	

		The event/s was meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_6.

		The event/s was convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_7.

		The event/s was terrible 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_8.

		The event/s told me things I never knew before about tobacco 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F27_9. 

		The event/s gave me good reasons NOT to smoke cigarettes

		

		

		

		

		

		



		F27_10.

		The event/s gave me good reasons NOT to use tobacco

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9











F28_a. On a scale of 1 to 5, indicate whether the event/s made smoking cigarettes seem like something you would or wouldn’t want to do.



1.  The event/s makes me want to smoke cigarettes

2

3

4

5.   The event/s makes me want to NOT smoke cigarettes 

9__ Prefer not to answer





F28_b. On a scale of 1 to 5, indicate whether the event/s made using tobacco seem like something you would or wouldn’t want to do.



1.  The event/s makes me want to use tobacco

2

3

4

5.   The event/s makes me want to NOT use tobacco 

9__ Prefer not to answer





VIDEO AWARENESS



F5_5b. In the past 3 months, that is since [FILL DATE], have you seen a Fresh Empire video online? (DISPLAY LOGO)

1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer





F29.	Now we would like to show you some videos and ads that have been shown in the U.S. Once you have viewed the video or ads, please click on the forward arrow below to continue with the survey.



[DISPLAY VIDEOS OR SCREENSHOTS IN RANDOM ORDER. Use VIDEO for Fresh Empire ads and fake ad if relevant, Use SCREENSHOTS for truth® and Tips from Former Smokers ads if relevant]



[RANDOMIZE SCREENSHOTS AND VIDEOS- Videos are 4 Fresh Empire videos, Screenshots are collages of Real Cost, Truth, and Tips ads]



DISPLAY VIDEO 1 [RANDOMIZE]

F29_x1. Apart from this survey, how frequently have you seen this video [SCREENSHOT LANGUAGE: these ads] in the past 36 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer





|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



LOOP BACK TO ASK ABOUT INSERT SCREENSHOTS OF VIDEO 1

NEXT VIDEO HERE. SHOW ALL VIDEOS BEFORE ASKING ANY RECEPTIVITY QUESTIONS.




REACTIONS TO VIDEOS



F30_x1. What is the main message of this video? 

[RANDOMIZE ORDER OF CHECKBOX LIST]



[RANDOMIZE ORDER OF CHECKBOX LIST]



1. 1___ Live tobacco-free for the love of your family

1. 2___ Reject cigarettes to regain control

3___ Be heard when you live tobacco-free

4___ Smelling like cigarettes is gross

5___ Cigarettes can take even the finest down

6___ Choose to live tobacco-free because secondhand smoke causes death and disease

7___ Laws make it difficult for teens to buy cigarettes at convenient stores

8___ Being with friends is more important than smoking

9___ This generation of teens can play a big role in stopping smoking 

10___ When you smoke cigarettes, your younger brothers and sisters are more likely to smoke too. 

11___ Tobacco is addictive

12___ Cigarettes cause 1,300 people to die every day

13___ Smoking tobacco can make your breath and hair stink

14___ Tobacco smokers are found to be less attractive

2. 15___ Secondhand smoke causes an estimated 41,300 deaths per year

16___ The legal age for buying cigarettes is going up

17__ [INSERT MAIN MESSAGE OF NEW CAMPAIGN VIDEOS OR DIGITAL CONTENT] 

1___ Live tobacco-free for the love of your family

2___ Reject cigarettes to regain control

3___ Tobacco use causes death and disease

4___ Live tobacco-free to set a good example for your younger brother or sister 

5___ Tobacco use can control you

6___ Secondhand smoke causes an estimated 41,300 deaths per year

7___ The legal age for buying cigarettes is going up  

98___ Not sure

99___ Prefer not to answer 







F31_x.  How would you describe this video? [RANDOMIZE F31_1-F31_2] [MAKE THIS ITEM SKIPPABLE] 













		F31_1.

		Bad

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Good



		F31_2.

		Not enjoyable

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Enjoyable










F32_x. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		F32_1.

		This video is worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_2.	

		This video grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_3.

		This video is powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_4.

		This video is informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_5.	

		This video is meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_6.

		This video is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







DISPLAY VIDEO 2 [RANDOMIZE]

F29_2. Apart from this survey, how frequently have you seen this video in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

		|_|F32_7.

		This video is terrible 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_8.

		This video told me things I never knew before about tobacco 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_9

		This video gave me good reasons NOT to smoke cigarettes

		

		

		

		

		

		



		F32_10.

		This video gave me good reasons NOT to use tobacco

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9








F33_x_a. On a scale of 1 to 5, indicate whether the video made smoking cigarettes look like something you would or wouldn’t want to do.



1.  The video makes me want to smoke cigarettes

2

3

4

5.   The video makes me want to NOT smoke cigarettes 

		9.   5	Very Often

|_|9	Prefer not to answer 



INSERT SCREENSHOTS OF VIDEO 2

F30_2. What is the main message of this video? 

[RANDOMIZE ORDER OF CHECKBOX LIST]



2. Live tobacco-free for the love of your family

3. Reject cigarettes to regain control

F33_x_b. On a scale of 1 to 5, indicate whether the video made using tobacco look like something you would or wouldn’t want to do.



4. 1.  The video makes me want toTobacco use causes death and disease

5. Live tobacco-free to set a good example for your younger brother or sister 

2

3

4

5.   The video makes me want to NOT use tobacco  

6. 		9.  Tobacco use can control you

7. Secondhand smoke causes an estimated 41,300 deaths per year

8. The legal age for buying cigarettes is going up 

98___ Not sure

99___ Prefer not to answer 





F34_x. On scale of 1 to 5, where 1 means “not at all” and 5 means “very”, please indicate how much this video made you feel… 

	1	2	3	4	5	

	Not at all				Very	










F32_2. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		F32_11.

		This video is worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_12.	

		This video grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_13.

		This video is powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_14.

		This video is informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_15.	

		This video is meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_16.

		This video is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









DISPLAY VIDEO 3 [RANDOMIZE ORDER, THIS ITEM MUST BE SKIPPABLE]

F29_3. Apart from this survey, how frequently have you seen this video in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



INSERT SCREENSHOTS OF VIDEO 3

F30_3. What is the main message of this video? 

[RANDOMIZE ORDER OF CHECKBOX LIST]



3. Live tobacco-free for the love of your family

4. Reject cigarettes to regain control

5. Tobacco use causes death and disease

6. Live tobacco-free to set a good example for your younger brother or sister 

7. Tobacco use can control you

8. Secondhand smoke causes an estimated 41,300 deaths per year

9. The legal age for buying cigarettes is going up 

98___ Not sure

99___ Prefer not to answer 












F32_3. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		F32_21.

		This video is worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_22.	

		This video grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_23.

		This video is powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_24.

		This video is informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_25.	

		This video is meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_26.

		This video is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









DISPLAY VIDEO 4 [RANDOMIZE]

F29_4. Apart from this survey, how frequently have you seen this video in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



INSERT SCREENSHOTS OF VIDEO 4

F30_4. What is the main message of this video? 

[RANDOMIZE ORDER OF CHECKBOX LIST]



1. Live tobacco-free for the love of your family

2. Reject cigarettes to regain control

3. Tobacco use causes death and disease

4. Live tobacco-free to set a good example for your younger brother or sister 

5. Tobacco use can control you

6. Secondhand smoke causes an estimated 41,300 deaths per year

7. The legal age for buying cigarettes is going up 

98___ Not sure

99___ Prefer not to answer 












F32_4. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		F32_31.

		This video is worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_32.	

		This video grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_33.

		This video is powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_34.

		This video is informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_35.	

		This video is meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F32_36.

		This video is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









DISPLAY SCREENSHOT 1 [RANDOMIZE]

F29_5. Apart from this survey, how frequently have you seen these ads in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer





DISPLAY SCREENSHOT 2 [RANDOMIZE]

F29_6. Apart from this survey, how frequently have you seen these ads in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer





DISPLAY SCREENSHOT 3 [RANDOMIZE]

F29_7. Apart from this survey, how frequently have you seen these ads in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer







F34_a. Afraid

F34_b. Hopeful 

F34_c. Motivated 

F34_d. Worried 

F34_e. Understood

F34_f. Surprised 

F34_g. INSERT OTHER EMOTION HERE if necessary based on new campaign content

F34_h. INSERT OTHER EMOTION HERE if necessary based on new campaign content










RADIO AWARENESS



F35. In the past 3 months, that is since [FILL DATE], have you heard about Fresh Empire on the radio? (DISPLAY LOGO)

1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer



Now we would like to play you some radio clips that have aired in the U.S. Once you have listened to the clip, please click on the forward arrow below to continue with the survey.

[RANDOMIZE]



 F36_x1 – F36_5]

PLAY RADIO CLIP 1

F36_1. Apart from this survey, how frequently have you heard this on the radio in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F37_1. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		F37_1.

		This radio ad is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









PLAY RADIO CLIP 2

F36_2. Apart from this survey, how frequently have you heard this on the radio in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

s|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F37_2. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		

		This radio ad is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







PLAY RADIO CLIP 3

F36_3. Apart from this survey, how frequently have you heard this on the radio in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F37_3. How much do you agree or disagree with the following statements?







		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		

		This radio ad is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







PLAY RADIO CLIP 4

F36_4. Apart from this survey, how frequently have you heard this on the radio in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



F37_4. How much do you agree or disagree with the following statements?





3

		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		

		This radio ad is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







PLAY RADIO CLIP 5

F36_5. Apart from this survey, how frequently have you heard this on the radio in the past 6 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer



LOOP BACK TO ASK ABOUT 

F37_NEXT RADIO CLIP HERE. PRESENT ALL CLIPS BEFORE ASKING ANY RECEPTIVITY QUESTIONS.





DIGITAL CONTENT AWARENESS 

Now we would like to show you some digital content that you may have seen online.


[DISPLAY SCREENSHOT OF MATERIALS]



F37a. Apart from this survey, have you seen this content online in the past 3 months, that is since [FILL DATE]?



1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer



IF F37a=1,3, or 9 ASK F37b







F37b. How frequently have you seen this content online in the past 3 months, that is since [FILL DATE]?



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer







PROMOTIONAL MATERIALS AWARENESS



Now we would like to show you some materials that have been circulating in some cities in the U.S. 




[DISPLAY SCREENSHOT OF MATERIALS]



F38a. Apart from this survey, have you seen promotional materials like this in the past 3 months, that is since [FILL DATE]? 



1__ Yes

2__ No

3__ Not sure

9__ Prefer not to answer



IF F38a=1,3, or 9 ASK F38b



F38b. How frequently have you seen promotional materials like this in the past 3 months, that is since [FILL DATE]? 



|_|1	Never

|_|2	Rarely

|_|3	Sometimes

|_|4	Often

|_|5	Very Often

|_|9	Prefer not to answer





[ASK F38a and F38b UNTIL ALL MATERIALS HAVE BEEN SEEN]




POSTTEST OF KEY BELIEFS



[ASK E1 & E2 IF RESPONDENT WAS NOT PREVIOUSLY AWARE OF FRESH EMPIRE]



E1. How much do you agree or disagree with the following statements about people who are tobacco-free? ?

[RANDOMIZE ALL ROWS]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E1_1.

		People who are tobacco-free are confident. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_2.

		People who are tobacco-free are fresh.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_3.

		People who are tobacco-free are trendsetters.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_4.

		People who are tobacco-free are in control.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_5.

		People who are tobacco-free are real.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_6.

		People who are tobacco-free are attractive.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_7.

		People who are tobacco-free are lame. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_8.

		People who are tobacco-free are corny.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_9.	

		People who are tobacco-free are fake.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_10.

		People who are tobacco-free are annoying.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_11.

		People who are tobacco-free are boring.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_12.	

		People who are tobacco-free are followers.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_13

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E1_14

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9










E2. How much do you agree or disagree with the following statements about people who smoke cigarettes?

[RANDOMIZE ALL ROWS]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		E2_1.

		People who smoke cigarettes are confident. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_2.

		People who smoke cigarettes are fresh.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_3.

		People who smoke cigarettes are trendsetters.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_4.

		People who smoke cigarettes are in control. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_5.

		People who smoke cigarettes are real.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_6.

		People who smoke cigarettes are attractive.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_7.

		People who smoke cigarettes are lame. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_8.

		People who smoke cigarettes are fake.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_9.	

		People who smoke cigarettes are annoying.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_10.

		People who smoke cigarettes are boring. 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_11.

		People who smoke cigarettes are corny.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_12.	

		People who smoke cigarettes are followers.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_13

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		E2_14

		[INSERT BELIEF]

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9











		

		

		
Strongly Disagree

		
Disagree

		
Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		
Prefer Not to Answer



		

		This radio ad is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



















F39. [IF F5_4=1 OR 3 OR 9] How much do you agree or disagree with the following statements about Fresh Empire? 

[RANDOMIZE F39_1-F39_3] 

		

		

		1
Strongly Disagree

		2
Disagree

		3
Neither Agree or Disagree (Neutral)

		4
Agree

		5
Strongly Agree

		9
Prefer Not to Answer



		F39_1

		I want to help promote Fresh Empire 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_2	

		I’d defend Fresh Empire if someone was hating on it

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_3

		I’d wear a Fresh Empire T-shirt

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9





[RANDOMIZE ITEMS BELOW WITH F39_7/F39_8 ASKED TOGETHER IN THAT ORDER]] 

		F39_6

		I talk to my friends about Fresh Empire 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_7

		If I had the chance, I would tell people I know to watch the Fresh Empire videos 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_8

		If I had the chance, I would tell people I know to check out Fresh Empire at events

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_9	

		If I see anything from Fresh Empire, I check it out 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9





[RANDOMIZE ITEMS BELOW WITH F39_4/F39_5 AND F39_16/F39_17 ASKED TOGETHER IN THAT ORDER]

		F39_12

		Fresh Empire is popular with people like me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_13

		People are buzzing about Fresh Empire



		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_14

		Fresh Empire videos are becoming more popular with the people who hang out where I hang out

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_1514

		Checking out Fresh Empire at events is becoming more popular with the people who hang out where I hang out 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_16

		Fresh Empire videos are for people like me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F39_17

		Fresh Empire events are for people like me 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









F40_x. To what extent do you agree that each of the traits or statements listed below describe Fresh Empire? 

		

		

		1
Strongly Disagree

		2
Disagree

		3
Neither Agree or Disagree (Neutral)

		4
Agree

		5
Strongly Agree

		9
Prefer Not to Answer



		F40_1

		Trendy 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F40_2

		Fresh 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F40_3

		In control 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F40_4

		Keeps it 100

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F40_5

		Hosts the best parties

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F40_6

		Always looks good

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









F41. How much do you agree or disagree with the following statements? 

When I think of Fresh Empire, I think…



		

		

		1
Strongly Disagree

		2
Disagree

		3
Neither Agree or Disagree (Neutral)

		4
Agree

		5
Strongly Agree

		9
Prefer Not to Answer



		F41_1

		I can keep it fresh by living tobacco-free 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F41_2	

		Using tobacco will get in the way of my goals, dreams, and success

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		F41_3

		Tobacco use is not fresh 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9












Section G: Environment

[IF LONGITUDINAL = NO] The next section asks some questions about your household and peers. 

G1.	[IF LONGITUDINAL = NO] Other than you, has anyone who lives with you used any of the following during the past 30 days…? (You can CHOOSE ONE ANSWER or MORE THAN ONE ANSWER)Select all that apply.

|_|1	cigarettesCigarettes

|_|2	smokeless tobacco, such as chewing tobacco, snuff, snus or dip, such as Copenhagen, Skoal, Grizzly, Kodiak, and Red Seal

|_|2

|_|3	cigarsCigars, cigarillos, or little cigars, such as Swisher Sweets, Black & Mild, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s

|_|4	tobaccoTobacco out of a water pipe (also called “hookah”)

|_|5	electronic cigarettesElectronic nicotine products, also called “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs” such as [INSERT TOP BRANDS OF E-CIGARETTES HERE]

|_|6	anyAny other form of tobacco ___________ (please specify)

|_|7	No, no one who lives with me has used any form of tobacco during the past 30 days

|_|9	Prefer not to answer





G1a.  [IF G1=6 AND LONGITUDINAL = NO] What other form of tobacco has anyone who lives with you used during the past 30 days?

___________________________

G2. [IF LONGITUDINAL = NO] Have any of your brother(s) and/or sister(s) smoked cigarettes during the past 30 days?

|_|1	Yes

|_|2	No

|_|3	I don’t know

|_|4	I don’t have any brothers or sisters

|_|9	Prefer not to answer







G3.	[IF LONGITUDINAL = NO] Which statement best describes the rules about smoking in your home? Would you say…

|_|1	Smoking is not allowed anywhere inside your home

|_|2	Smoking is allowed in some places or at some times

|_|3	Smoking is allowed anywhere inside the home

|_|4	There are no rules about smoking inside the home

|_|9	Prefer not to answer 





G4.	[IF LONGITUDINAL = NO] How well would you say you have done in school? Would you say…

|_|1	Much better than average

|_|2	Better than average

|_|3	Average

|_|4	Below average

|_|5	Much worse than average

|_|9	Prefer not to answer 



G5. [IF LONGITUDINAL = NO] How much do you agree or disagree with the following statements? 

[RANDOMIZE G5_1-G5_3]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		G5_1.

		I feel close to people at my school.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		G5_2.

		I am happy to be at my school.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		G5_3.

		I feel like I am a part of my school.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9







G6.	[IF LONGITUDINAL = NO] How far do you think you will go in school?

|_|1	I don’t plan to go to school anymore

|_|2	6th grade 

|_|3	7th grade

|_|4	8th grade

|_|5	9th grade

|_|6	10th grade

|_|7	11th grade

|_|8	12th grade or GED

|_|9	Some college or technical school but no degree

|_|10	Technical school degree

|_|11	College degree

|_|12	Graduate school, medical school, or law school

|_|99	Prefer not to answer







G7.	[IF LONGITUDINAL = NO] How many close friends do you have? (Close friends include people whom you feel at ease with, can talk to about private matters, and can call on for help.).

__________ MIN 0 MAX 7

|_|9	Prefer not to answer 



G8.	[IF LONGITUDINAL = NO] How often do you attend church or religious services? Would you say…

|_|1	Never

|_|2	Less than once a month

|_|3	About once a month

|_|4	About 2 or 3 times a month

|_|5	Once a week

|_|6	More than once a week

|_|9	Prefer not to answer



G9. How much do you agree or disagree with the following statements? 

[RANDOMIZE G9_1-G9_4]

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		G9_1.

		I would like to explore strange places.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		G9_2.

		I like to do frightening things.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		G9_3.

		I like new and exciting experiences, even if I have to break the rules.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		G9_4.

		I prefer friends who are exciting and unpredictable.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









G10. 	[IF LONGITUDINAL = NO] Thinking about your mental health, which includes stress, depression, and problems with emotions, for how many days during the past 30 days was your mental health not good?

_____ Number of days 

|_|2	None



|_|3	Don’t know

|_|9	Prefer not to answer 





[IF LONGITUDINAL = NO] These next questions asks about your relationship with your parent(s) or guardian(s).  Some people your age have parents who they do not live with. As you answer these this questions, please think only about the parent(s) or guardian(s) you live with. 



G11.	[IF LONGITUDINAL = NO] Thinking about the parent(s) or guardian(s) you live with, how satisfied are you with the way you communicate with each other? 

|_|1	Not at all satisfied 

|_|2	Not very satisfied

|_|3     Somewhat satisfied 

|_|4	Quite satisfied 

|_|5	Very satisfied

|_|9	Prefer not to answer 





G12.	How close do you feel to your parent(s) or guardian(s)? 

|_|1	Not at all close

|_|2	Not very close

|_|3	Somewhat close

|_|4	Quite close

|_|5	Very close












FINAL [IF IN PERSON] That was the last question.  Once you move past this screen, your responses will be locked.  They cannot be seen by your interviewer.  Please tell your interviewer that you are finished.



CODE INTERVIEWER - ENTER 3 DIGIT CODE TO LOCK RESPONSES

|_|9	Prefer not to answer 





G13.   How many times has your parent(s) or guardian(s) said things that really hurt your feelings or made you feel like you were not wanted or loved?  

|_|1	1 time

|_|2	2 times

|_|3	3 to 5 times

|_|4	6 to 10 times

|_|5	More than 10 times

|_|6	Never

|_|7	Don’t know

|_|9	Prefer not to answer 



G14.	Has your parent(s) or guardian(s) ever talked to you about reasons for not smoking cigarettes or using other types of tobacco like cigars or chewing tobacco?

|_|1	Yes

|_|2	No

|_|9	Prefer not to answer 





G15.	During the past 7 days, on how many days did you and your parent(s) or guardian(s) do something together just for fun?

__________ MIN 0 MAX 7

|_|9	Prefer not to answer 






Section S_b: Study Screener, continued 



[IN PERSON INTERVIEW ONLY]











RECON Thank you for your responses!  We will be conducting another two rounds of this survey every 6 months.  Your participation in these next rounds is really important, so that we can measure what has changed over time and what has stayed the same. When we contact you again in the future, you will be able to decide if you want to take part in the survey at that time, and you can change your mind at any point. 



Can we contact you to invite you to take the next two rounds of the survey?

YES

NO



RECONREF  [IF RECON=NO] Your participation is important for the success of this study.  We will find a time that works for you to be interviewed, and you will receive another $25 after you complete the interview.  Can we contact you for the next two surveys?

YES

NO - -  GO TO QCID



MOVE [IF LONGITUDINAL = NO] Do you plan to move in the next 6 months?

YES

NO

DON’T KNOW



MOVEL During your first interview, you said that [FILL FRIFAM NAME] WOULD KNOW HOW TO CONTACT YOU AND PROVIDED THE FOLLOWING PHONE NUMBER [FILL FRIFAM PHONE]. 



Is this information still correct or would you like to update this information?  

1 INFORMATION IS CORRECT

2 UPDATE INFORMATION





FRIFAM [IF LONGITUDINAL = NO OR MOVEL=2 ] Just in case we have a hard time finding you, can you please give me the name and number of a close family member who does not live here, but who will know how to reach you?

Name

Phone Number 



RECONTH  Thanks for providing this information.   NEXT





INCENT01 [IF CONAGE=2] PROGRAMMER:  DISPLAY CASE ID FROM IFMS ON SCREEN. 

SIGN COMPENSATION RECEIPT AND HAND MONEY TO R I have signed this form to indicate that I have given you $25 for completing this interview.  Thanks again! 

NEXT



S01. [IF CONAGE=2] Next I have some questions about the people who live in this home.  I would like to ask these questions to one of your parents.  Please ask one of your parents to join us.



ONCE PARENT HAS JOINED, READ REMAINING QUESTIONS TO PARENT

Thank you for joining us.  Your child has completed his/her portion of the interview.  I have just a few questions for you about other children in the household.



[IF CONAGE=1] Next I have some questions about the people who live in this home.



S01. Please think about all of the people who live in this home who are 17 years old or younger.  Including yourselfNot including your child who just completed the interview, how many people live in this home who are 17 years old or younger?



__________ MIN 0 MAX 7

|_|9	Prefer not to answer



S02. If S01>1.  Please tell me more about these people, starting with the oldest.  How old is this person?





__________ MIN 0 MAX 17

|_|9	Prefer not to answer



S02a. If S02=1213-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer





S03. If S01>2  How old is the next oldest person in the household who is 17 years old or younger?



__________ MIN 0 MAX 17

|_|9	Prefer not to answer



S03a. If S03=1213-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer



S04. If S01>3.  How old is the next oldest person in the household who is 17 years old or younger?







__________ MIN 0 MAX 17

|_|9	Prefer not to answer



S04a. If S04=13-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer





S05. If S01>4  How old is the next oldest person in the household who is 17 years old or younger?





__________ MIN 0 MAX 17

|_|9	Prefer not to answer



S05a. If S05=13-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer





[ASK FOR ALL HOUSEHOLD MEMBERS 17 YEARS OLD OR YOUNGER.  GENERATE A SCREENING INSTRUMENT FOR EACH MEMBER AGE 12-17. SCREEN EACH ADOLESCENT RESIDENT.]



S06. If S01>5.  How old is the next oldest person inThank you for taking time to complete this survey.




Additional Questions for Pre- and Post-Campaign Surveys 

Pending Finalized Campaign Materials and Media Buy 



BRAND AWARENESS

We want to ask you about some brands you might or might not have seen. 



[RANDOMIZE PRESENTATION OF F5_6 through F5_8]



F5_6

In the past 3 months, that is since [FILL DATE], have you seen or heard of the following brand?

Nike

1___ Yes

2___ No

3___ Not Sure

9__ Prefer not to Answer



F5_7

In the past 3 months, that is since [FILL DATE], have you seen or heard of the following brand?

World Star Hip Hop

1___ Yes

2___ No

3___ Not Sure

9__ Prefer not to Answer



F5_8

In the past 3 months, that is since [FILL DATE], have you seen or heard of the following brand?

 Air Jordan 

1___ Yes

2___ No

3___ Not Sure

9___ Prefer not to Answer



REACTIONS TO VIDEOS



F32_x the household who is 17 years old or younger?



__________ MIN 0 MAX 17

|_|9	. How much do you agree or disagree with the following statements?



		F32_11

		This video is silly



		F32_12

		I trust the information in this video



		F32_13

		The person/people in this video are like me



		F32_14

		This video is annoying





		F32_15

		This video was difficult to watch



		F32_16

		I can identify with what the video says



		F32_17

		This video is different from other anti-tobacco videos I’ve seen or heard










F33_x_c. On a scale of 1 to 5, how would you rate the claims or arguments in this video:



1.  Not believable

2

3

4

5.   Believable

9__ Prefer not to answer



Randomize respondents to be asked C8 through C14 for ALL Fresh Empire videos for which they report prior exposure IF TIME PERMITS. Otherwise, ask for a subset of  x/x videos. 



[DISPLAY SCREENSHOT AD FOR AD_x]



C8_x. After seeing this video, did you look for more information online?



|_|1	Yes

|_|2	No

S06a. If S06=13-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer





C9_x. After seeing this video, did you visit [insert campaign name] website or Twitter page?



|_|1	Yes

|_|2	No

S07. If S01>6  How old is the next oldest person in the household who is 17 years old or younger?





__________ MIN 0 MAX 17

|_|9	Prefer not to answer





C10_x. After seeing this video, did you share [insert campaign name] YouTube channel with a friend?



|_|1	Yes

|_|2	No

S07a. If S07=13-17.  What is this person’s name?



__________ 

|_|9	Prefer not to answer



S08.  [IF S01>1 AND CONAGE=2] We would like to invite [FILL S02A THROUGH S07A NAMES WHERE AGE = 12-17] to see if he/she qualifies for this study. 



[IF S01>1 AND CONAGE=1] We would like to invite [FILL S02A THROUGH S07A NAMES WHERE AGE = 12-17] to see if he/she qualifies for this study. But first we need parental permission. Is there a parent who is available to provide that permission?



INCENT02 [IF CONAGE=1] PROGRAMMER:  DISPLAY CASE ID FROM IFMS ON SCREEN. 

SIGN COMPENSATION RECEIPT AND HAND MONEY TO R I have signed this form to indicate that I have given you $25 for completing this interview.  Thanks again! 

NEXT



[IF S01>1 AND CONAGE=1] ONCE PARENT HAS JOINED, READ REMAINING QUESTIONS TO PARENT.



[IF S01>1 AND CONAGE=1] Thank you for joining us. Your child has completed his/her portion of the interview.  I have just a few questions for you about other children in the household.



Is [FILL NAMES OF 12-17 YEAR OLDS] available to answer a few questions to determine whether they qualify? If he/she/they are eligible, we can conduct the survey here and they will receive $25. 



S09. Finally, RTI may contact you by phone or mail to ask a few questions about the quality of my work. Can you please give me your name and phone number?



Name

Phone Number



NEXT



SPAWNEND  INTERVIEWER: ATTEMPT TO BEGIN THE SCREENER WITH KIDS IN THE HOUSEHOLD.  IF KIDS ARE NOT AVAILABLE, SCHEDULE AN APPOINTMENT.



FINAL  [IF S01=0] Thank you again for your help. That was my last question. 



EXIT



WEBTH [IF WEB] Thank you for your responses. Within 2 business days, we will send an email containing information about how to access and redeem your digital gift card.  This information must be sent via email.  What is the email address where we should send your gift card?



________________ PROGRAMMER:  MAKE ENTRY MANDATORY.  NO SKIPS ACCEPTED.





SNWBLL  [IF WEB] Share this survey with your friends! Your friends could earn $25 too if they are eligible.  

SHARE BUTTON TO SHARE VIA EMAIL, FACEBOOK, MESSENGER, TWITTER, TEXT



NEXT

END

Thank you for taking time to complete this survey.



OMB Control No. 0910-0788						Exp. 05/31/2018

Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 45 minutes per response to complete the mail screener (the time estimated to read, review, respond).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.





C11_x. After seeing this video, did you mention it on social media?



|_|1	Yes

|_|2	No

|_|9	Prefer not to answer





C12_x. Did you talk to anyone about this video?



|_|1	Yes

|_|2	No

|_|9	Prefer not to answer



[IF C12_x =1, ASK C13_x]






C13_x. When you talked about the video, did you talk about any of the following topics?  

	1	2 	9

	Yes	No	Prefer not to answer



[RANDOMIZE]



C13_1. This video was good

C13_2. This video was NOT good

C13_3. I should not smoke cigarettes

C13_4. The person I was talking to or someone else I know should not smoke cigarettes

C13_5. I should not use tobacco

C13_6. The person I was talking to or someone else I know should not use tobacco

C13_7. Other, please specify________________________



C14_x. What do you take away from this video? [check all that apply]

[RANDOMIZE ORDER OF CHECKBOX LIST]



|_|1 __ [Add targeted belief #1 from video] 

|_|2__	[Add targeted belief #2 from video]

|_|3__	[Add targeted belief #3 from video]

|_|4__	[Add other targeted belief from video]

|_|5__	One cigarette is not all that bad

|_|6__	Adults want to control me

|_|7__	Smokers don’t care what other people think

|_|8  __ Not sure

|_|9  __Prefer not to answer





REPEAT C8_x through C14_x. FOR ALL Fresh Empire videos if possible.

Otherwise, ask for a subset of  x/x videos. 





REACTIONS TO DIGITAL CONTENT 

C20. How would you describe the Fresh Empire digital content? [this item must be skippable]



		C20_1.

		Bad

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Good



		C20_2.

		Not enjoyable

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Enjoyable









C21x




. How much do you agree or disagree with the following statements?

		

		

		1
Strongly Disagree

		2
Disagree

		3
Neither Agree or Disagree (Neutral)

		4
Agree

		5
Strongly Agree

		9
Prefer Not to Answer



		C21_1

		This digital content is worth 

remembering

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_2	

		This digital content grabbed my attention

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_3

		This digital content is powerful

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_4

		This digital content is informative

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_5	

		This digital content is meaningful to me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_6

		This digital content is convincing

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_7

		This digital content is terrible 

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_8	

		This digital content told me things I never knew before about tobacco

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_9

		This digital content gave me good reason NOT to smoke cigarettes

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_10

		This digital content gave me good reasons NOT to use tobacco

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_11

		This digital content is silly

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_12

		I trust the information in this digital content

		

		

		

		

		

		



		C21_13

		The person/people in this digital content are like me

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_14

		This digital content is annoying

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_15

		This digital content was difficult to watch

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_16

		I can identify with what the digital content says

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		C21_17

		This digital content is different from other anti-tobacco digital content I’ve seen or heard

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9








C22_x_a. On a scale of 1 to 5, indicate whether the Fresh Empire digital content made smoking cigarettes look like something you would or wouldn’t want to do.



1.  The content makes me want to smoke cigarettes

2

3

4

5.   The content makes me want to NOT smoke cigarettes 

9__ Prefer not to answer



C22_x_b. On a scale of 1 to 5, indicate whether the Fresh Empire digital content made using tobacco look like something you would or wouldn’t want to do.



1.  The content makes me want to use tobacco

2

3

4

5.   The content makes me want to NOT use tobacco

9__ Prefer not to answer







REACTIONS TO RADIO 



C23. How would you describe the Fresh Empire radio clips? [this item must be skippable]



		C23_1.

		Bad

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Good



		C23_2.

		Not enjoyable

		|_|-3

		|_|-2

		|_|-1

		|_|0

		|_|+1

		|_|+2

		|_|+3

		Enjoyable









C24_x_a. On a scale of 1 to 5, indicate whether the Fresh Empire radio clips made smoking cigarettes look like something you would or wouldn’t want to do.



1.  The radio clips make me want to smoke cigarettes

2

3

4

5.   The radio clips make me want to NOT smoke cigarettes

9__ Prefer not to answer



C24_x_b. On a scale of 1 to 5, indicate whether the Fresh Empire radio clips made using tobacco look like something you would or wouldn’t want to do.



1.  The radio clips make me want to use tobacco

2

3

4

5.   The radio clips make me want to NOT use tobacco

9__ Prefer not to answer
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3. Summary of  Changes to EFECT Post-Campaign Instrument.docx


3. Summary of Changes to EFECT Post-Campaign Instrument.docx
Summary of Changes to EFECT Post-Campaign Instrument



		Item Number

		Description

		Addition

		Deletion 

		Edit 

		Rationale

		Prior Approval Given by OMB 



		S5a and S5b (female picture array)



S6a and

S6b (male picture array)

		Photo ranking of three people that would BEST FIT in main group of friends



Photo ranking of  three people that would LEAST FIT in main group of friends 

		X 

(longitudinal only)

		

		

		Detect changes since baseline for longitudinal participants 

		Item approved in screener 



		A1

		Ethnicity

		

		

		X

		Correct typo by adding “of” 

		Original item approved previously 



		A2

		Race

		

		

		X

		Added an “other” category to response options

		Original item approved previously



		A4

		Grade in school 

		

		

		X

		Clarify for any respondents taking survey during summer, and added college response options for 18 y/o’s. 

		Original item approved previously



		B2

		Age at first cigarette use

		

		

		X

		Added introductory language to remind longitudinal Rs of their previous response

		



		B8

		Smokeless ever use 

		

		X

		

		Reduce length

		



		B9

		Smokeless past 30 day use

		

		X

		

		Reduce length

		



		B14

		E-cigs ever use

		

		

		X

		Update to reflect emerging products and terminology

		Original item approved previously



		B15

		E-cigs past 30 day use

		

		

		X

		Update to reflect emerging products and terminology

		Original item approved previously



		B16 and B17

		Ever use marijuana and recency of use

		

		X

		

		Lower overall risk

		



		D1

		Stop smoking cigarettes for good

		

		X

		

		Reduce length

		



		D3

		Intentions to quit smoking

		

		X

		

		Reduce length

		



		E1_8 and E1_11

		Tobacco free traits

		

		X

		

		Reduce length

		



		E2_1 – E2_14

		Attitudes about people who smoke cigarettes: confident, fresh, trendsetters, in control, real, attractive, lame, fake, annoying, boring, corny, followers

		

		X

		

		Reduce length

		



		E3

		Smoking cig sentiments

		

		

		X

		Edited respondent instructions

		Original item approved previously



		E5_2

		Not harm my body

		

		X

		

		Reduce length

		



		E5_4

		Live just as long

		

		X

		

		Reduce length

		



		E5_5 

		Be controlled by smoking

		

		X

		

		Reduce length

		



		E5_8

		Decide when and where to smoke

		

		X

		

		Reduce length

		



		E5_10

		Be more attractive to others

		

		X

		

		Reduce length

		



		E5_11

		Have bad breath 

		

		

		X

		Reflect campaign messaging (deleted “and stinky hair”)

		Original item approved previously



		E5_12

		Not smell like cigarettes

		

		X

		

		Reduce length

		



		E5_13

		Be a good influence on my younger brothers, sisters, cousins, family or friends

		

		X

		

		Reduce length

		



		E5_14

		Be a bad influence on my younger brothers, sisters, cousins, family or friends 

		

		

		X

		Reflect campaign messaging (changed “role model for”)

		Original item approved previously



		E5_15

		Harm others with secondhand smoke

		

		X

		

		Reduce length

		



		E5_16

		Not hurt anyone with my secondhand smoke

		

		X

		

		Reduce length

		



		E5_17

		Achieve my goals more easily

		

		X

		

		Reduce length

		



		E5_18

		Be able to reach my goals 

		

		

		X

		Reflect campaign messaging (changed from “Have trouble reaching my goals”)

		Original item approved previously



		E5_20

		Be just as successful

		

		X

		

		Reduce length

		



		E5_20

		Be less physically fit

		X

		

		

		Reflect new campaign messaging

		



		E5_21

		Not perform at my best

		X

		

		

		Reflect new campaign messaging

		



		E6_2

		Smoke menthol cigarettes

		

		X

		

		Reduce length

		



		E6_3

		Smokeless use among four closest friends

		

		X

		

		Reduce length

		



		E6_7

		E-cig use among four closest friends 

		

		

		X

		Update to reflect emerging products and terminology

		Original item approved previously



		E7_2

		Smoke menthol cigarettes

		

		X

		

		Reduce length

		



		E7_3

		Smokeless use among “people who hang out where you hang out”

		

		X 

		

		Reduce length

		



		E7_7

		E-cig use among “people who hang out where you hang out”

		

		

		X

		Update to reflect emerging products and terminology

		Original item approved previously



		E10 

E10_1, E10_2, E10_4

E10_5

		Would or would not do with people who smoke

		

		

		X

		Edit for clarity. Introduce all items with: “This next set of questions asks about…”,  and made minor changes to update items  accordingly (change from “go out with” to “going out with”, etc.)

		Original item approved previously



		E10_3

		Dance with someone who smokes cigarettes

		

		X

		

		Reduce length

		



		E11_1 to E11_4

		Pictures of people who may or may not smoke

		

		X

		

		Reduce length

		



		F1_1 to F1_6

		Frequency of watching TV or any other platform

		

		

		X

		Changed ranges of response categories; edited intro text, edited platform description

		Original items approved previously in section F



		F2_1 to F2_6

		Frequency of visiting websites

		X

		

		

		Original items were deleted as they were captured in F1; new F2 items added to reflect where campaign appeared 

		



		F2_7 to  F2_11

		Time spent using devices to consume media

		

		X

		

		Reduce length

		



		F9-F13

		Parent/guardian rules on media

		X

		

		

		Added items from baseline for new cross-sectional respondents

		Original items approved in pre-campaign instrument



		F14

		Frequency of watching selected TV shows

		

		X

		

		Reduce length

		



		F15

		Frequency of YouTube visiting

		

		X

		

		Reduce length

		



		F16

		Frequency of Twitter

		

		X

		

		Reduce length

		



		F17

		Frequency of Instagram

		

		X

		

		Reduce length

		



		F18

		Frequency of Facebook

		

		X

		

		Reduce length

		



		F18_x

		Frequency on social media

		

		X

		

		Reduce length

		



		F19

		Frequency of Pandora or Spotify

		

		X

		

		Reduce length

		



		F20

		Frequency of PlayStation and Xbox use 

		

		X

		

		Reduce length

		



		F20_x

		Frequency of video exposure

		

		X

		

		Reduce length

		



		F6_1

		Tips from Former Smokers (Tips) ad

		

		X

		

		Reduce length

		



		F6_2

		Truth campaign ad

		

		X

		

		Reduce length

		



		F6_3

		The Real Cost campaign ad

		

		X

		

		Reduce length

		



		F7_1

		Where teen saw Tips from Former Smoker ads

		

		X

		

		Reduce length

		



		F7_2

		Where teen saw Truth campaign ads

		

		X

		

		Reduce length

		



		F7_3

		Where teen saw The Real Cost campaign ads

		

		X

		

		Reduce length

		



		F8

		Frequency of seeing ads on TV

		

		X

		

		Reduce length  

		



		F21_a to F21_m

		Where Fresh Empire ads are shown

		

		X

		

		Reduce length  

		



		F22_1 to F22_16

		Fresh Empire campaign online

		

		X

		

		Reduce length  

		



		F23_1

		Frequency of hearing of event in area associated with Fresh Empire

		

		X

		

		Reduce length

		



		F23_2

		Ways teen heard about Fresh Empire

		

		X

		

		Reduce length

		



		F25

		Fresh Empire events attended

		

		X

		

		Reduce length

		



		F26_1, F26_2

		Describe events using scale (e.g. good, bad)

		

		X

		

		Reduce length

		



		F27_7 to F27_10

		Reactions to events

		

		X

		

		Reduce length

		



		F28_a

		Event made smoking cigarettes something teen would do or not do

		

		X

		

		Reduce length

		



		F28_b

		Event made using tobacco something teen would do or not do

		

		X

		

		Reduce length

		



		F5_5b

		Seen a Fresh Empire video online

		

		X

		

		Reduce length

		



		F30_x

		Message of video

		

		

		X

		Reduced the number of response options; edits to wording

		Most response options had been approved previously



		F31_x, F31_1, F31_2

		Describe video using scale (e.g. good, bad)

		

		X

		

		Reduce length

		



		F32_7 to F32_10

		Reactions to video

		

		X

		

		Reduce length

		



		F33_x_a

		Video made smoking cigarettes something teen would do or not do

		

		X

		

		Reduce length

		



		F33_x_b

		Video made using tobacco something teen would do or not do

		

		X

		

		Reduce length

		



		F34_x, F34_a to F34_h

		How much video made you feel

		

		X

		

		Reduce length

		



		F35

		Heard Fresh Empire on radio

		

		X

		

		Reduce length

		



		F37_x, F37_1 to F37_5

		Radio ad is convincing

		X

		

		

		Added to evaluate radio portion of campaign



		Modeled after items approved previously for video



		F37a

		Saw digital content

		

		X

		

		Reduce length

		



		F37b

		Frequency of seeing digital content

		

		X

		

		Reduce length

		



		F38a

		Seen promotional materials

		

		X

		

		Reduce length

		



		F38b

		Frequency of seeing promotional materials

		

		X

		

		Reduce length

		



		F39_7

		Tell people to watch the Fresh Empire videos

		

		X

		

		Reduce length

		



		F39_8

		Tell people to check out Fresh Empire at events

		

		X

		

		Reduce length

		



		F39_14

		Fresh Empire popularity

		

		

		X

		Edited to be more general

		Original item approved previously 



		F39_15

		Fresh Empire at events more popular

		

		X

		

		Reduce length

		



		F39_16

		Fresh Empire videos are for people like me

		

		X

		

		Reduce length

		



		F39_17

		Fresh Empire events are for people like me

		

		X

		

		Reduce length

		



		F40_5

		Hosts best parties

		

		X

		

		Reduce length

		



		F40_6

		Always looks good

		

		X

		

		Reduce length

		



		F41_1

		Keep fresh by living tobacco free

		

		X

		

		Reduce length

		



		F41_2

		Using tobacco get in the way of goals

		

		X

		

		Reduce length

		



		F41_3

		Tobacco use is not fresh

		

		X

		

		Reduce length

		



		Section F - global

		Multiple items with reference period

		

		

		X

		Change reference period from 3 months to 6 months

		Original items approved previously



		E1_1 to E1_14, E2_1 to E2_14 (post-test)

		Statements about people who smoke cigarettes

		

		X

		

		Reduce length; Note: this item appeared twice in the survey; it remains in Section E but will be deleted in Section F)

		



		G1

		Cig use among “people who live with you”

		

		

		X

		Delete reference to smokeless tobacco and update to reflect emerging products and terminology

		Original item approved previously



		G12

		Closeness to parents

		

		X

		

		Reduce length

		



		G13

		Parents hurt feelings

		

		X

		

		Reduce length

		



		G14

		Have parents talked to teen about smoking cigarettes

		

		X

		

		Reduce length

		



		G15

		Days teen and parent did something together for fun

		

		X

		

		Reduce length

		



		MOVEL

		Update contact information from baseline

		X

		

		

		Verify contact information from baseline
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[bookmark: _Toc365038361][bookmark: _Toc365473626]attachment 2: evaluation of the FRESH EMPIRE campaign on tobacco 

MAIL SCREENER survey  



Form Approved
OMB No. 0910-0788XXXX-xxxx
Exp. Date 05/31/2018xx/xx/xxxx

[Control No.] 



Dear Parent or Guardian,



Do you have a young person living in your home who is at least 12 years old, and not older than 17 years old?  We would like to invite this young person to complete this voluntary survey about himself or herself and friends. 



· If yes, please haveask this young person in your12 to 17 year old household between the ages of 12 and 17 member to complete thisthe enclosed survey and mail it back using the enclosed postage-paid envelope. 

· If there is more than one person inof this age group living in thisthe household, please share this survey with the youth who has the next birthday coming up. This child with the next birthday is invited to complete the survey. 



We may be interestedThis short survey determines whether your child is eligible for an in speaking with you again to discuss the study further. Please-person interview on tobacco use and media use. The in-person interview offers $25 as a token of appreciation for your child’s time. So that we can contact you if your child is eligible, please provide your name and the best phone number to reach you and.  Then mail itthis form back to us along with your child’s completed survey. We may contact you again to request your permission for your child to participate in two additional surveys every six months. At that point, you can decide whether or not to allow your child to participate. Your child will also be able to choose whether or not to participate in those surveys. 



Your Name _____________________ 	Phone Number _________________________





If there are no young people between the ages of 12 and 17 living in your household, please check the box below and return this packet to us using the enclosed postage-paid envelope. 



   |_| I don’t have a youth between the ages of 12 and 17 living in my household. 



The enclosed materials are for a study related to youth tobacco use and media use conducted by the U.S. Food and Drug Administration’s Center for Tobacco Products (CTP) called the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). For more information about the EFECT study, please contact [CONTACT NAME],you can call our project assistance line toll-free at [CONTACT NUMBER] extension [CONTACT EXTENSION]. If you have a question about your rights as aan EFECT study participant, you can call RTI’s Office of Research Protection toll-free at (866) 214-2043.  



Your help is very important to this study’s success. Thank you for your cooperation.



Sincerely, 

XXXXXYouth: We would like to ask you some questions about yourself and your friends. Your participation is voluntary, and your answers to these questions will be kept private. There are no physical risks to you from completing this survey. It is possible that some questions might make you mildly uncomfortable, depending on your responses. There are no direct benefits to you from answering our questions.  However, you will be contributing to important research related to tobacco use among youth. If you meet our criteria to participate in the study, you will be invited to complete an in-person interview that offers $25 upon completion. 

	I understand that I will be answering some questions about myself, and if I meet the criteria, I will be invited at a future date to participate in the study. 



__Agree

__Disagree





                      























Evaluation of the Fresh Empire Campaign on Tobacco- Screener (EFECT-S)





Subjects for Questionnaire:

Section S: Study Screener








S1.	How old are you? 

	|_|1   Younger than 12 --  STOP.  SKIP TO S8.

[bookmark: Check1]|_|2	12 years old 

|_|3	13 years old

|_|4	14 years old 

|_|5	15 years old

|_|6	16 years old 

|_|7	17 years old 

|_|8	18 years old or older --  STOP.  SKIP TO S8.



|_|9	Prefer not to answer





S2.	What is your gender? 

|_|1	Female

|_|2	Male

|_|3	Other (Please specify _______________)



|_|9	Prefer not to answer



S3.	Are you of Hispanic, Latino/a, or Spanish origin? (One or more categories may be selected)

|_|1	No, not of Hispanic, Latino, Latina, or Spanish origin

|_|2	Yes, Mexican, Mexican American, Chicano or Chicana

|_|3	Yes, Puerto Rican

|_|4	Yes, Cuban

|_|5	Yes, Another Hispanic, Latino/a or Spanish origin



|_|9	Prefer not to answer 



S4.	What race or races do you consider yourself to be? (You can CHOOSE ONE ANSWER or MORE THAN ONE ANSWER or YOU MAY SKIP THIS QUESTION)

|_|1	American Indian or Alaska Native

|_|2	Asian

|_|3	Black or African American

|_|4	Native Hawaiian or Other Pacific Islander

|_|5	White

|_|6	Other (specify)___________________



|_|9	Prefer not to answer 



 [DISPLAY I-BASE PHOTO ARRAY OF 36 FEMALES, then ask S3a and S3b]





S3a[image: ]



S5a.	Rank the three people that would BEST FIT in your main group of friends, starting with the best fit. 

         1st Best Fit                  2nd Best Fit                    3rd Best Fit  



S5b. 	Rank the three people that would LEAST FIT in your main group of friends, starting with the worst fit.

[DISPLAY I-BASE PHOTO ARRAY OF 36 MALES, then ask S4a and S4b]



S4a         1st Worst Fit                2nd Worst Fit                 3rd Worst Fit  



[image: ]



S6a.	Rank the three people that would BEST FIT in your main group of friends, starting with the best fit. 

         1st Best Fit                  2nd Best Fit                    3rd Best Fit  



S6b. 	Rank the three people that would WORSTLEAST FIT in your main group of friends, starting with the worst fit.

S5. How much do you agree or disagree with the following statements? 

		

		

		1

Strongly Disagree

		2

Disagree

		3

Neither Agree or Disagree (Neutral)

		4

Agree

		5

Strongly Agree

		9
Prefer Not to Answer



		S5_1.

		I would like to explore strange places.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		S5_2.

		I like to do frightening things.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		S5_3.

		I like new and exciting experiences, even if I have to break the rules.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9



		S5_4.

		I prefer friends who are exciting and unpredictable.

		|_|1

		|_|2

		|_|3

		|_|4

		|_|5

		|_|9









S10         1st Worst Fit                2nd Worst Fit                 3rd Worst Fit  



S7.  What is your first name? ______________________________



S8. 	Thank you for your time.  Please place your completed survey in the postage paid envelope and return it to us.



Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 5 minutes per response to complete the mail screener (the time estimated to read, review, respond).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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[bookmark: _Toc365038361][bookmark: _Toc365473626]evaluation of the FRESH EMPIRE campaign on tobacco 

WEB SCREENER survey



Form Approved

OMB No. 0910-0788

Exp. Date 05/31/2018









Evaluation of the Fresh Empire Campaign on Tobacco- Web Screener (EFECT-S)





Subjects for Questionnaire:

Section S: Study Screener



S1.	How old are you?

|_|1	11 years old or younger 

|_|2	12 years old 

|_|3	13 years old 

|_|4	14 years old 

|_|5	15 years old 

|_|6	16 years old 

|_|7	17 years old 

|_|8	18 years old or older

|_|9	




Welcome!  To provide the best browsing experience, please enter your date of birth.  ALLOW ALL AGES TO PROCEED.



WELCOME	This survey contains questions about you and your friends.  It should take less than 5 minutes to complete.  Please take your time and answer each question.  



NEXT



WECON	We would like to ask you some questions about yourself and your friends. Your participation is voluntary. You can quit the survey at any time. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



There are no physical risks to you from participating in this survey. It is possible that some questions might make you mildly uncomfortable, depending on your responses.  



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among youth.  



[IF CAPI] If you meet our criteria to participate in the study, and we get your parent or guardian’s permission, we will invite you to continue on and answer a 40 minute survey on this laptop. You can decide whether or not you want to take the survey. If you decide to take the survey, you will receive $25 upon completion. We may contact you again to invite you to participate in two additional surveys every six months.  





[IF WEB AND 15 TO 17] If you meet our criteria to participate in the study, you will be invited to take part in our web survey. Your answers will not be shared with your parent or guardian. This is a 40-minute survey online. You can decide whether or not you want to take the survey. If you decide to take the survey, you will receive a $25 virtual gift card upon completion. We may contact you again to invite you to participate in two additional surveys every six months.  



[IF WEB AND 18 AND OLDER] If you meet our criteria to participate in the study, you will be invited to take part in our web survey. This is a 40-minute survey online. You can decide whether or not you want to take the survey. If you decide to take the survey, you will receive a $25 virtual gift card upon completion. We may contact you again to invite you to participate in two additional surveys every six months.  





[IF WEB AND YOUNGER THAN 15]  If you meet our criteria to participate in the study, you will be invited to provide your email address or mobile number and a parent or legal guardian’s first name and phone number so that we can get their permission for you to participate in our study. Your answers will not be shared with your parent or guardian. Once we receive your parent or guardian’s permission, we will email or text you a link to invite you to take a 40-minute survey online. You can decide whether or not you want to take the survey. If you decide to take the survey, you will receive a $25 virtual gift card upon completion. We may contact you again to invite you to participate in two additional surveys every six months.  



Please check the appropriate box below.



[IF CAPI] I understand that I will be answering some questions about myself, and if I meet the criteria and if my parents provide permission, I will be invited to answer a 40 minute survey for $25. 



[IF WEB AND YOUNGER THAN 15]

I understand that I will be answering some questions about myself, and if I meet the criteria will need to provide my email or mobile number and my parents’ first name and phone number to get their permission for me to be in the study. 



[IF WEB AND 15 OR OLDER]

I understand that I will be answering some questions about myself, and if I meet the criteria I will be invited to participate in a 40 minute survey for $25. 



__I understand – GO TO S0

__I decline to participate – GO TO REF



If you have any questions about the survey, please contact our research team at efectsurvey@rti.org or call 800-845-6708.





REF 	Thank you for your interest in the study. You do not qualify to participate.





S0. 	[IF WEB] How did you find out about this survey?

1. Facebook ad/Sponsored NewsFeed story 

2. Twitter ad/Promoted Tweet 

3. Instagram/Sponsored post on Instagram

4. Someone sent it to me on Facebook 

5. Someone sent it to me on Twitter 

6. Someone sent it to me in another way

7. Another way (Specify)



9. Prefer not to answer







S2.	What is your gender? 

|_|1	Female

|_|2	Male

|_|3	Other (Please specify _______________)



|_|9	Prefer not to answer



[RANDOMIZE ORDER OF S3 AND S4. ]



[DISPLAY I-BASE PHOTO ARRAY OF 36 FEMALES, then ask S3a and S3b.]





S3aS3.	Are you of Hispanic, Latino/a, or Spanish origin? Check all that apply.

.	Rank the three people that would BEST FIT in your main group of friends, starting with the best fit. |_|1	____No, not of Hispanic, Latino, Latina, or Spanish origin

|_|2	____Yes, Mexican, Mexican American, Chicano or Chicana

|_|3	____Yes, Puerto Rican

|_|4	Yes, Cuban

|_|5	Yes, Another Hispanic, Latino/a or Spanish origin



|_|9	Prefer not to answer 



S4.	What race or races do you consider yourself to be? Select all that apply. 

|_|1	American Indian or Alaska Native

|_|2	Asian

|_|3	Black or African American

|_|4	Native Hawaiian or Other Pacific Islander

|_|5	White

|_|6	Other (specify)



|_|9	Prefer not to answer 




[DISPLAY I-BASE PHOTO ARRAY OF 32 FEMALES, then ask S5a and S5b]



[image: ]

S5a.	Rank the three people that would BEST FIT in your main group of friends, starting with the best fit. 



S3bEnter the number that matches each person below. 

Best Fit  ____

Second Best Fit ____

Third Best Fit____



S5b. 	Rank the three people that would LEAST FIT in your main group of friends, starting with the worst fit.  Enter the number that matches each person below. 

|_|1	____

|_|2	____

|_|3	____

|_|9	Prefer not to answer 

Worst Fit ____

Second Worst Fit____

Third Worst Fit ____





[DISPLAY I-BASE PHOTO ARRAY OF 3632 MALES, then ask S4aS6a and S4b.]S6b]



[image: ]





S6a.	Rank the three people that would BEST FIT in your main group of friends, starting with the best fit.  Enter the number that matches each person below.

|_|1	____

|_|2	____

|_|3	____

|_|9	Prefer not to answer 





S4bBest Fit  ____

Second Best Fit ____

Third Best Fit____



S6b. 	Rank the three people that would WORSTLEAST FIT in your main group of friends, starting with the worst fit. Enter the number that matches each person below.

|_|1	____

|_|2	____

|_|3	____

|_|9	Prefer not to answer 



Worst Fit ____

Second Worst Fit____

Third Worst Fit ____





S7. 	

[ASK S5 AND S6 FOR RESPONDENTS TAKING WEB SURVEY] 



S6. 	[IF WEB] What is your zip code?  

|_||_||_||_||_|

|_|3	Don’t know

|_|9	Prefer not to answer

VALIDATE ZIP.  IF NOT VALID, SKIP TO S9.





S7a. What is your date of birth? 



MM/DD/YYYY



PROGRAMMER NOTE: WEB RESPONDENTS DOB AT FIRST QUESTION SHOULD MATCH S7A.  IF MISMATCH, MAKE INELIGIBLE. 





A HIP HOP SCORE OF 4 OR HIGHER IS ELIGIBLE

4 through 12 is eligible.  Otherwise,



S7. 	What county do you live in?  

[DROP DOWN MENU BASED ON ZIP]

|_|3	Don’t know

|_|9	Prefer not eligible.



IF AGE = 13-17 THEN GO TO S8.  IF AGE NE 13-17 THEN GO TO S9.



S9. [IF NOT ELIGIBLE] That was the last question. Unfortunately, you do not qualify for the study. Thank you for your time and responses. [IF CAPI] Please give the laptop back to the interviewer.



ELIGCAPI. [IF CAPI]  Thank you for your responses.  You are eligible to take move on and answer the next survey.  This survey takes about 40 minutes to complete.  Once you complete that survey, you will receive $25.  Please tell your interviewer that you have finished. 



ENTER



ELIGLAST.  [IF CAPI] INTERVIEWER:  THIS RESPONDENT IS ELIGIBLE FOR THE STUDY. IF THE RESPONDENT IS AVAILABLE, PLEASE OPEN THE CHILD INTERVIEW.  IF NOT, MAKE AN APPOINTMENT. 



END





S8.  [IF WEB] What is your first name?  ____________________________



S10.  [IF ELIGIBLE AND WEB] You are eligible to take part in an online study conducted by the U.S. Food and Drug Administration (FDA). This survey will take about 40 minutes to complete.  The survey will ask questions about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school.  Everyone who completes the online study will receive a $25 gift card by email.



[IF AGE=13 OR 14] We need your parent’s/guardian’s permission for you to take the survey. Your answers will not be shared with your parent/guardian. They will be kept private. 



Please provide the information below. If your parent/guardian gives their permission for you to take the survey, we will send the survey link to you. 



Parent/Guardian Name  ___________________

Phone Number __________________________



S10a. [IF ELIGIBLE AND WEB AND AGE=15-17] You will be sent to the survey on the next screen.  In case you don’t finish the survey today or in case we need to reach you, please enter you email address.  We will only use this address to contact you about the study. 



Email address:___________________



Verify Email address:________________





S11. [IF WEB AND AGE=13 OR 14] The survey can be taken on a computer, tablet or on the web on a smart phone, like an IPhone or an Android.  How do you prefer to take the survey?  

□  Laptop/Desktop Computer

□  Tablet

□  Cell Phone



S12. [IF WEB IF AGE=13 OR 14] Thanks!  Please provide your contact information so that we can send you the survey.  We will try to send it with email or text, depending on which way you prefer.  Just in case, please provide both your email and cell phone number.  We will only use this information to contact you about the survey. 



Your email address  ______________________  

□I don’t have an email address



Your cell phone number (xxx-xxx-xxxx)  ___-___-_____

□I don’t have a cell phone



S13. [IF DON”T HAVE EMAIL ADDRESS AND WEB IF AGE=13 OR 14]

Can you please provide the email address of someone in your family?  We can email the survey to them and ask them to share it with you

Family member’s email address____________________ 

□ Don’t Know Family Member’s email address







S14. [IF NO CELL PHONE AND WEB AND IF AGE=13 OR 14] 

Can you please provide the cell phone number of someone in your family who will share their phone with you? 

Family member’s cell phone number (xxx-xxx-xxxx)  ___-___-_____ 

□ Don’t Know Family Member’s cell phone number



S14a. [IF NO PHONE, EMAIL, FAMILY EMAIL OR FAMILY PHONE AND WEB AND IF AGE=13 OR 14] To be able to take the next survey, you need to provide contact information.  Please provide an email address or a cell phone number below.  



Email_________________



Cell Phone (xxx-xxx-xxxx)  ___-___-_____

 

□I don’t have/know this information



S14b.  [IF S14a=I DON’T HAVE INFO AND WEB AND AGE=13 OR 14]  Thank you for your responses.  That was the last question. 





S15. [IF WEB AND AGE=13 OR 14] Thank you for your responses!  Please be on the look-out for an email or text message with a link to the survey in the next few days.  Everyone who completes the survey will receive a $25 virtual Gift Card.



S16. PROGRAMMER:  IF R IS 15-17 AND ELIGIBLE, ROUTE TO THE BEGINNING OF THE MAIN INSTRUMENT. 



Thank you for your time.  

Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 5 minutes per response to complete the web screener (the time estimated to read, review, respond).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov
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ATTACHMENT 3a: SOCIAL MEDIA ADS



Social Media Ads for Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)





Social Media Ads

[6 total images will be rotated in this ad. Text will be the same as in the ads below for all ads, only images will change.]



Facebook Ad 

[image: ]



















Twitter Ad 1

[image: ]




Twitter Ad 2
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Twitter Ad 3
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6 Images for Social Media Ads



Image 1 for Social Media Ads
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Image 2 for Social Media Ads

[image: RTI-HipHop-FB-Images1]










Image 3 for Social Media Ads



[image: C:\Users\younlee\AppData\Local\Microsoft\Windows\Temporary Internet Files\Content.Word\RTI-HipHop-FB-Images4.jpg]













Image 4 for Social Media Ads
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Image 5 for Social Media Ads
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Image 6 for Social Media Ads
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[bookmark: _Toc365038364][bookmark: _Toc365473630]Attachment 5: Parental consent and adolescent assent 



Introduction for Parents or Guardians and Youth Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



FIRST, READ THE PARENTAL SCRIPT BELOW AND OBTAIN PERMISSION FROM THE PARENT 



	Your (PRELOAD AGE) year-old child has been selected to be in this study.  Your child’s participation is voluntary.  This interview asks about tobacco use, media use, and illegal behaviors.  , opinions about tobacco, and experiences at home and at school. Those who complete it will receive $25. 



All of your child’s answers will be kept private to the fullest extent allowable by lawin strict confidence and used only for statistical purposes.  Since your child will answer most of the questions on the computer, I will never see the answers, and you are not allowed to see them either.  not see the answers, and we will not share their answers with you or anyone else outside the research team. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your child’s data.If it is all right with you, we’ll get started.  



There are no physical risks to your child from participating in this interview. It is possible that some questions might make your child mildly uncomfortable, depending on his or her responses.  



There are no direct benefits to your child from answering our questions.  However, he or she will be contributing to important research related to tobacco use among youth.  The information provided will help researchers and policymakers understand the impact and effectiveness of public education activities aimed at reducing tobacco-related death and disease.  



We may contact you again to request your permission for your child to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether to give your child permission to complete those surveys. Your child will also be able to decide whether or not to complete those surveys. 



At the end of the interview, we will ask your child to provide a phone number and confirm your address, and we will use this information only for quality control purposes. 





If it is all right with you, we’ll get started.  (Can we find a private place to complete the interview?)







THEN, READ THE BOXED INFORMATION BELOW BEFORE STARTING EVERY INTERVIEW WITH YOUTH AGE 11-16  



ASSENT	Thank you for your interest in this study. We are interviewing about 2,100 youth across the nation. You have been randomly chosen to take part.  You will represent young people in this country who are similar to you.  You may choose not to take part in this study, but no one else can take your place.  We will offer you an incentive of $25 when you finish the interview.





GIVE STUDY DESCRIPTION TO RESPONDENT IF YOU HAVE NOT ALREADY DONE SO.



This study is designed to collect data from youth about tobacco use, media use, and illegal behaviors., opinions about tobacco, and experiences at home and at school.  It takes about [30 minutes for the pre-campaign survey; 45 minutes for the post-campaign survey] to complete.  You will answer most of the questions on the computer, so I will not see your answers.  Your answers will nevernot be seen byshared with your parent or guardian.  We are only interested in the combined responses from those selected to participate, not just one person’s answers.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses.  



There are no direct benefits to you from answering our questions.  However, you will be contributing to important research related to tobacco use among youth.  



While the interview has some personal questions, your answers will be kept private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions.   No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



RTI may contact you by phone or mail to ask a few questions about the quality of my work.  This is why we ask for your phone number and mailing address at the end of the interview. We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.



While the interview has some personal questions, federal law keeps your answers private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions.  



If it is all right with you, let’s get started.













1






image9.emf
Attachment  5a_Longitudinal Informed Consent and Assent.docx


Attachment 5a_Longitudinal Informed Consent and Assent.docx
[bookmark: _Toc365038364][bookmark: _Toc365473630]Attachment 5a: Longitudinal Parental consent and adolescent assent 



PERMISSION 	If you recall, about 6 months ago your address was randomly chosen to take part in this study. Your [PRELOAD AGE] year-old child, [CHILD’S NAME], was selected to be in this study and completed a survey at that time. We are asking your permission for your child’s participation in this second survey. [CHILD’S NAME]’s participation is voluntary. Like last time, this interview asks about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. Those who complete it will receive $25. 



All of your child’s answers will be kept in strict confidence and used only for statistical purposes. Since your child will answer most of the questions on the computer, I will not see the answers, and we will not share their answers with you or anyone else outside the research team. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your child’s data.



There are no physical risks to your child from participating in this interview. It is possible that some questions might make your child mildly uncomfortable, depending on his or her responses. 



There are no direct benefits to your child from answering our questions. However, he or she will be contributing to important research related to tobacco use among youth. The information provided will help researchers and policymakers understand the impact and effectiveness of public education activities aimed at reducing tobacco-related death and disease. 



We may contact you again to request your permission for your child to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether to give your child permission to complete those surveys. Your child will also be able to decide whether or not to complete those surveys. 



At the end of the interview, we will ask you to provide a phone number and to confirm your address. We will use this information only for quality control purposes. 





If it is all right with you, we’ll get started. 





ASSENT	Thank you for your continued interest in this study. We are interviewing about 2,100 youth across the nation. If you recall, about 6 months ago your address was randomly chosen to take part in this study. You will represent young people in this country who are similar to you. You may choose not to take part in this study, but no one else can take your place. If you decide to continue in this study, we will offer you $25 when you finish the interview.





GIVE STUDY DESCRIPTION TO RESPONDENT IF THEY ASK FOR ADDITIONAL INFORMATION ABOUT THE STUDY.



This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. It takes about 30-45 minutes to complete, depending on your responses. You will answer most of the questions on the computer, so I will not see your answers. Your answers will not be shared with your parent or guardian. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses. 



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among youth. 



While the interview has some personal questions, your answers will be kept private. We hope that protecting your privacy will help you to give accurate answers. You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



RTI may contact you by phone or mail to ask a few questions about the quality of my work. This is why we ask for your phone number and mailing address at the end of the interview. We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.





If it is all right with you, let’s get started.
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18+ YOUTH CONSENT	

Thank you for your continued interest in this study. We are interviewing about 2,100 youth across the nation. If you recall, about 6 months ago your address was randomly chosen to take part in this study. You will represent young people in this country who are similar to you. You may choose not to take part in this study. If you decide to continue in this study, we will offer you $25 when you finish the interview.



This study is designed to collect from youth data about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. It takes about 30-45 minutes to complete, depending on your responses. 



GIVE STUDY DESCRIPTION TO RESPONDENT IF THEY ASK FOR ADDITIONAL INFORMATION ABOUT THE STUDY.



Because you are 18 years old, it is not necessary for your parent or legal guardian to give their permission for you to take this survey. 



You will answer most of the questions on the computer, so I will not see your answers. Your answers will not be shared with your parent or guardian. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses. 



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among youth. 



While the interview has some personal questions, your answers will be kept private. We hope that protecting your privacy will help you to give accurate answers. You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.

RTI may contact you by phone or mail to ask a few questions about the quality of my work. This is why we ask for your phone number and mailing address at the end of the interview. We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.



If it is all right with you, we’ll get started.


image11.emf
Attachment  5c_Longitudinal Web Consent and Assent.docx


Attachment 5c_Longitudinal Web Consent and Assent.docx
[bookmark: _Toc365038364][bookmark: _Toc365473630]Attachment 5C: Longitudinal WEB Parental consent and YOUTH assent 



PERMISSION 	

The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is a research study designed to collect data from youth in order to understand attitudes and beliefs towards tobacco use, media use, and other behaviors that are both legal and illegal.   



If you recall, about 6 months ago your address was randomly chosen to take part in this study. Your [PRELOAD AGE] year-old child, [CHILD’S NAME], was selected to be in this study and completed a survey at that time. We are asking your permission for your child’s participation in this second survey. 



[CHILD’S NAME]’s participation is voluntary. Like last time, this interview asks about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. Those who complete it will receive $25.



All of your child’s answers will be kept in strict confidence and used only for statistical purposes. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your child’s data.



There are no physical risks to your child from participating in this interview. It is possible that some questions might make your child mildly uncomfortable, depending on his or her responses. 



There are no direct benefits to your child from answering our questions. However, he or she will be contributing to important research related to tobacco use among youth. The information provided will help researchers and policymakers understand the impact and effectiveness of public education activities aimed at reducing tobacco-related death and disease. 



RTI may contact you by phone or mail to ask a few questions about the quality of my work.  



We may contact you again to request your permission for your child to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether to give your child permission to complete those surveys. Your child will also be able to decide whether or not to complete those surveys. 



If it is all right with you, please ask your child to answer the survey.  Please give them privacy so they can answer the questions on their own.  If you would rather they take the survey on a different device, they can log in on that device at the link on the study letter.



After you select your answer, please press  “Next.”



	1	Yes, I agree to allow my child to participate in this study.

 2	No, I do not want my child to participate in this study.



ASSENT

We are reaching out to kids all over the United States about a research study.  If you recall, about 6 months ago your address was randomly chosen to take part in this study and you completed a survey at that time. We are asking for your continued participation by completing this web survey.



Your parent or legal guardian has given permission for you to take this survey.



This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. It takes about 40 minutes to complete, depending on your responses. Your answers will not be shared with your parent or guardian, but please make sure that you are in a private place when you answer the questions. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



You will represent young people in this country who are similar to you. You may choose not to take part in this study, but no one else can take your place. If you decide to continue in this study, we will offer you $25 when you finish the interview.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses. 



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among youth. 



While the interview has some personal questions, your answers will be kept private. We hope that protecting your privacy will help you to give accurate answers. You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.

Follow-up Youth Assent

After you select your answer, please press  “Next.”

1	Yes, I agree to participate in this study.

2	No, I do not wish to participate in this study.
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CONSENT

The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is a research study designed to collect data from young people in order to understand attitudes and beliefs towards tobacco use, media use, and other behaviors that are both legal and illegal. If you recall, about 6 months ago your address was randomly chosen to take part in this study and you completed a survey at that time. We are asking for your continued participation by completing this web survey.  

Because you are 18 years old, it is not necessary for your parent or legal guardian to give their permission for you to take this survey. 



This study is designed to collect data from young people about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school. It takes about 40 minutes to complete, depending on your responses. Your answers will not be shared with your parent or guardian. We are only interested in the combined responses from those selected to participate, not just one person’s answers.



You will represent young people in this country who are similar to you. You may choose not to take part in this study, but no one else can take your place. If you decide to continue in this study, we will offer you $25 when you finish the interview.



There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses. 



There are no direct benefits to you from answering our questions. However, you will be contributing to important research related to tobacco use among young people. 



While the interview has some personal questions, your answers will be kept private. We hope that protecting your privacy will help you to give accurate answers. You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.



We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.



After you select your answer, please press  “Next.”

1	Yes, I agree to participate in this study.

2	No, I do not wish to participate in this study.
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Thank you for your interest in this study. We are interviewing about 2,100 youth across the nation. We will offer you a $25 virtual gift card as a token of our appreciation when you finish the interview.

This study is designed to collect data from youth about tobacco use, media use, illegal behaviors, opinions about tobacco, and experiences at home and at school.  It takes about 40 minutes to complete, depending on your answers.  

Your answers will not be shared with your parent or guardian. We are only interested in the combined responses from those selected to participate, not just one person’s answers.

There are no physical risks to you from participating in this interview. It is possible that some questions might make you mildly uncomfortable, depending on your responses.

There are no direct benefits to you from answering our questions.  However, you will be contributing to important research related to tobacco use among youth.  

While the interview has some personal questions, your answers will be kept private.  We hope that protecting your privacy will help you to give accurate answers.  You can quit the interview at any time and you can refuse to answer any questions. No absolute guarantees can be made because of the technology used for electronic surveys like these, but we are taking extensive precautions to protect the confidentiality of your data.

We may contact you again to invite you to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether or not you want to complete those surveys.



If you have any questions about the study, you may call our research team at, [CONTACT NUMBER], or email us as [CONTACT EMAIL].  If you have any questions about your rights as a study participant, you may call RTI's Office of Human Research Protections at 1-866-214-2043 (a toll-free number).





After  you select your answer, please press  “Next.”

1	Yes, I agree to participate in this study.

2	No, I do not wish to participate in this study.
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Study Description of the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)





Your address is one of several in this area randomly chosen for the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT).  This study, sponsored by the U.S. Food and Drug Administration’s Center for Tobacco Products, is collecting information from youth across the United States about tobacco use and media use.  



You and your child cannot be identified by any of the information you give to us.  Your name and address will never be connected to your answers.  Also, federal law requires that we keep all information collected as part of the responses private to the fullest extent allowable by law.study will be kept in strict confidence.  Any data provided will only be used for statistical purposes and reported in aggregate form.  



The interview itself will take approximately [30 minutes for the pre-campaign survey; to 45 minutes for the post-campaign survey] to complete.  The questions are on tobacco use, media use, your opinions about tobacco, as well as your child’s experiences at home and at school, as well as about his/her knowledge and attitudes about tobacco.  Your child.  You can refuse to answer any questions, and can quit at any time.  Your childYou will be offered an incentive of $25 in cash upon completing the interview as a token of appreciation. 



If you have any questions about the study, please contact the project representative [CONTACT NAME HERE],our research team at [CONTACT NUMBER HERE] extension [CONTACT EXTENSION HERE] or by email at [CONTACT EMAIL HERE]. If you have questions about your rights as a study participant in the EFECT study, call toll-free:  RTI’s Office of Human Research Protections at 1-866-214-2043.



Thank you for your cooperation and time. 





Paperwork Reduction Act Statement:  The public repor	ting burden for this information collection has been estimated to average 1 minute per response to review the study description (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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Lead Letter for the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



[NAME County/Parish/District]Adult Resident at:

1234 Main Street

Anywhere, XX 12345



Dear [NAME County/Parish/District]Adult Resident:



The Food and Drug Administration’s Center for Tobacco Products (CTP) is conducting athe Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) study called the Evaluation of the Fresh Empire Campaign on Tobaccorelated to youth tobacco use and media use. This study will provide the FDA, policy makers, and researchers critical information about youth exposure to public education messages on the health risks of smoking or using other tobacco products. The information collected by this study will also improve our understanding of how public education campaigns affect youths’ attitudes, beliefs, and behaviors toward tobacco use.  



Your address was randomly chosen along with more than 13over 213,000 others across the U.S. RTI International, a nonprofit research organization, was selectedchosen by the FDA to conduct this study. 



Please see the enclosed questionnaire for instructions on providing permission for a 12 to 17 year old youth in your household to complete this short questionnaire. This $2 is for the young person who completes the questionnaire, in appreciation of his or her time. If there are not any 12 to 17 year olds in your household, please check the appropriate box on the enclosed questionnaire and return it to us. You may keep the $2. Some youth who complete this questionnaire will be eligible to complete another survey at a later date. Each eligible youth in your household who completes the full survey will receive an incentive of $25. using the enclosed reply envelope. The young person completing the questionnaire is welcome to keep the enclosed $2, in appreciation of his or her time. 



Some youth who complete this questionnaire will be eligible to complete an in-person interview and two additional surveys every six months after that. Each of those surveys offer $25 to your child as a token of appreciation. If eligible, you can decide at a later date whether to give your child permission to complete an additional survey or surveys. Your child can decide not to complete these other surveys at any point for any reason. 



Your child’s participation is voluntary. All information provided by your child will be kept private to the fullest extent allowable by lawin strict confidence and used only for statistical purposes. You or your household will never be identified in any analysis, reports, or publications, and no one will try to sell you anything. 



For more information about the study, please contact [CONTACT NAME],you can call our project assistance line toll-free at [CONTACT NUMBER] extension [CONTACT EXTENSION], or email us at [CONTACT EMAIL]. If you have a question about your rights as a study participant in the EFECT study, you can call RTI’s Office of Research Protection toll-free at (866) 214-2043.  



Your help is very important to this study’s success. Thank you for your cooperation.



Sincerely, 



Data Collection Task Leader

RTI International



Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to read and respond the parent letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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[bookmark: _Toc365037588][bookmark: _Toc365038368][bookmark: _Toc365473633]Attachment 8A: WAVE 2Longitudinal parent lead letter



Longitudinal Lead Letter for Wave 2 of the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



Parent of [NAME County/Parish/DistrictCHILD’S NAME] Resident at:								[CASE ID] 

1234 Main Street

Anywhere, XX 12345[image: ]





Dear Parent of [NAME County/Parish/DistrictCHILD’S NAME] Resident:



The Food and Drug Administration’s Center for Tobacco Products (CTP) is seeking your continued participation in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). Your child, [CHILD’S NAME], is one of more than 2,100 youth taking part in this study. We thank you and [CHILD’S NAME] for your continued help in this important study.



Your child’s participation is important and will contribute to valuable research related to youth awareness, exposure, and receptivity to campaign messages. We will offer your child a $25 token of appreciation if he/she completes the survey. If your child does not complete the survey by [DATE], one of our professional interviewers will try to contact you to schedule a time to complete the survey in person. 



This study provides the FDA, policy makers, and researchers critical information about youth exposure to public education messages on the health risks of smoking or using other tobacco products. The information collected by this study will also improve our understanding of youths’ attitudes, beliefs, and behaviors toward tobacco use. We are interested in what has changed in your child’s[CHILD’S NAME] life since we talked to him/her last. 



 RTI International, a nonprofit research organization, was selected by the FDA to conduct this study. 





To complete the survey via a personal computer, laptop, tablet, or smartphone:

 

1. In your web browser type the study website address www.peercrowdsurvey.com or scan this QR code with your smartphone [QR CODE]

2. On the login screen, type your username and password exactly as shown below: 

Username: 

Password:

3. A parent or legal guardian must follow the listed steps to provide permission for your child to complete the survey. Once you have provided permission, your child can complete the survey on the same device or a different device by completing steps 1 and 2 above. 





If [CHILD’s NAME] is over 18 and not living at home, please pass this information along to him/her as soon as possible so he/she can complete the study online. 







Your help with this round of the study is voluntary, but greatly appreciated. All information provided by your child will be kept in strict confidence and used only for statistical purposes. You or your household will never be identified in any analysis, reports, or publications, and no one will try to sell you anything. 

In the next few weeks, an interviewer will be in your area conducting the next wave of this study. He or she will contact you to arrange an interview with your 12 to 17 year old child who participated in the study about 6 months ago.  Each eligible youth in your household who completes the full interview will receive an incentive of $25.



Your child’s participation is voluntary. All information provided by your child will be kept private to the fullest extent allowable by law and used only for statistical purposes. You or your household will never be identified in any analysis, reports, or publications, and no one will try to sell you anything. 











If you have questions about this study, you can call our project assistance line toll-free at [CONTACT NUMBER], or by email at [CONTACT EMAIL]. If you have a question about your rights as a study participant, you can call RTI’s Office of Research Protection toll-free at (866) 214-2043. 



For more information about the study, please contact [CONTACT NAME], at [CONTACT NUMBER] extension [CONTACT EXTENSION]. If you have a question about your rights as a study participant, you can call RTI’s Office of Research Protection toll-free at (866) 214-2043. 



Your help is very important to this study’s success. Thank you for your cooperation.



Sincerely,

[bookmark: _Toc365037589][bookmark: _Toc365038369][bookmark: _Toc365473634]





Data Collection Task Leader

RTI International







Paperwork Reduction Act Statement: The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review). Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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ATTACHMENT 9: REMINDER POSTCARD



Reminder Postcard for Wave 2 of the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)





Dear Adult Resident,



Last week aTwo weeks ago an Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) survey was mailed to you because your household was randomly selected to participate in a study about what teenagers think about tobacco use, media use, and illegal behaviors. 



If someone at your address has already completed and returned the survey, please accept my sincere thanks. If not, please have the young person in your household between the ages of 12 and 17 do so right away. If there are more than one youth in this age group living in this household, we ask that the person with the next birthday complete the survey. 



If you did not receive a survey or if it was misplaced, please call meour research team at [Phone], and we will get another one in the mail for you today. 



Thank you for your help with this important research and if. If you have any questions, please contact the survey manager, [Name]our research team by phone at [Phone], or email at [Email]. 



Sincerely,

Dr. Matthew Farrelly, Study Director

RTI International  
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Second Mailing for the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



[NAME County/Parish/District]«ControlNumber»



Adult Resident at:			

1234 Main Street

Anywhere, XX 12345[image: ]









Dear [NAME County/Parish/District]Adult Resident:



You may have received a mailing a couple of weeks ago containing a $2 bill and asking for your household to participate in the Evaluation of the Fresh Empire Campaign on Tobacco. (EFECT).  This study is conducted by the Food and Drug Administration’s Center for Tobacco Products (CTP). This study will provide the FDA, policy makers, and researchers critical information about youth exposure to public education messages on the health risks of smoking or using other tobacco products. Your household’s participation is important, which is why you’re receiving this reminder and another survey.



Do you have a child living in your home who is at least 12 years old, and not older than 17 years old?



· If yes, please give this brief survey to your child or ward to complete and return to us right away. (If someone at your address has already completed and returned the survey, please accept my sincere thanks.)



· If there is more than one youth in this age group living in this household, we ask that the person with the next birthday complete the survey. 



· If you don’t have a youth in this age range living in the household, please check the appropriate box on the enclosed survey and return it to us. 



After your child returns the brief survey—and if you give your permission—an interviewer may arrange to come to your home to complete the full interview.  Each eligibleEligible youth in your household who completescomplete the full interview will receive an incentive$25 cash as a token of $25our appreciation.



Your child’s participation is voluntary. All information provided by your child will be kept private to the fullest extent allowable by lawin strict confidence and used only for statistical purposes. YouYour child or your household will never be identified in any analysis, reports, or publications, and no one will try to sell you anything. 



For more information about the EFECT study, please contact [CONTACT NAME],you can call our project assistance line toll-free at [CONTACT NUMBER] extension [CONTACT EXTENSION], or by email at [CONTACT EMAIL]. If you have a question about your rights as aan EFECT study participant, you can call RTI’s Office of Research Protection toll-free at (866) 214-2043.  



Your help is very important to this study’s success. Thank you for your cooperation.



Sincerely, 





Data Collection Task Leader

RTI International

                      

Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review and respond to this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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Welcome to the Study Letter for the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)





 OMB No. 0910-0788xxxx-xxxx
Exp. Date 05/31/2018x/xx/xxxx

[DATE]	«caseID»





Adult Resident 

«address1» «address2»

«city», «state» «zip»		Attention: «YouthAge» year old «YouthGender»





Dear [Name]:Adult Resident:



Thank you for returning your household’s completed Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) survey. HouseholdsYouth in households who returned a completed survey will have an opportunity to participate in an in-person interview that will ask questions about attitudes towards tobacco use and media use.

 

RTI International, a nonprofit organization, was selected to conduct this interview. In the next few days, a Field RepresentativeInterviewer from RTI International will be in your area to request your permission to interview your child who completed the first survey. The interviewer will carry an identification card like the example shown below.  
on the back of this letter. 



Participation in this study is voluntary. A limited number of people were randomly chosen to represent the population of the United States. Your child cannot be replaced. If your householdchild chooses not to take part, yourhis or her experiences and views—as well as the thousands of people you representyour child represents—will not be heard.



Your child’s answers to the survey questions will be kept in strict confidence and will be combined with the answers of thousands of other people and reported only as overall numbers. To further protect your privacy, the survey is set up so that your child records most of their his/her own answers—the interviewer never sees or hears them. Also, your child can always refuse to answer any question.



This interview will take about [30 minutes for the pre-campaign survey; 45 minutes for the post-campaign survey] to complete. The interview is conducted in your home on a laptop computer. Everyone who completed provided by the interviewer. If your child completes the interview, he or she will receive $25 in exchange for their time. 



We may contact you again to request your permission for your child to participate in two additional surveys every six months. Each of those surveys offers $25 as a token of appreciation. You can decide at a later date whether to give your child permission to complete those surveys. Your child will also be able to decide whether or not to complete those surveys.

 

To ensure the accuracy of survey results, we need to interview as many eligible youth aged 12 to 17 as we can. The results of this study will help policy makers and researchers understand media use among today’s youth as well as their attitudes and beliefs about tobacco use. 



Your help is critical to the success of this study, and we are happy to work around your schedule so that you and your child can be included. Please feel free to call methe Field Supervisor for your area to set up an interview time—the interview. The Field Supervisor for your area is «FS». She can also be donereached at another location such as a public library.«FS_phone».



Thank you for your time. I hope you and your child will choose to take part in this very important and useful study. 



Sincerely,



Data Collection Task Leader

RTI International



[FS NAME], Field Supervisor



P.S. Please, if





If you have any questions or would like to set up an appointment,, please call me toll-freeour research team at [TOLL-FREE NUMBER].



[image: ]



You will be contacted by: _________________________________________                 1-800-845-6708, or email us at efectsurvey@rti.org. An example RTI Field Interviewer Namebadge is provided below.







[image: ]





Paperwork Reduction Act Statement: The public reporting burden for this information collection has been estimated to average 1 minute per response to read the welcome letter (the time estimated to read and review). Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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ATTACHMENT 12:  SORRY I MISSED YOU CARD

Sorry I Missed You Card for the Evaluation of the Fresh Empire Campaign on Tobacco



Dear Resident:



I stopped by today to talk to you about an important research study being conducted by the U.S. Food and Drug Administration and RTI. I am sorry that I did not find you at home.  I will return to talk withcall you in the next few days to reschedule our appointment.  Thank you in advance for your participation.

Sincerely, _____________________________________________

Date: __________________________	Time: _______________


image21.emf
Attachment  13_Unable to Contact Letters TC.docx


Attachment 13_Unable to Contact Letters TC.docx
OMB No. XXXX-xxxx0910-0788
Exp. Date xx/xx/xxxx05/31/2018

[bookmark: _Toc365037591][bookmark: _Toc365038371][bookmark: _Toc365473636]Attachment 13: Unable to contact letters

Notifications Related to the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)

Interview—Unable to Contact Child

[DATE]										     [CASE ID]





Adult Resident

Attention:  [age] year old [gender] resident

[STREET ADDRESS]

[CITY], [STATE] [ZIP]



Dear Adult Resident:



Recently, a Field Interviewer from RTI International came to your home and asked you andto ask your child to take part in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). Your child could not complete the interview at that time and has been away or was not free each time the interviewer has come back since then. Your help in this study is important—this is why we keep trying to reach you and your child.

A limited number of people were randomly chosen to represent the population of the United States. Your child cannot be replaced. If you choosehe or she chooses not to take part, yourhis/her experiences and views—as well as the thousands of people you representhe/she represents—will not be heard.

Your child’s answers to the survey questions are combined with the answers of thousands of other people and reported only as overall numbers. To further protect your child’s privacy, the survey is set up so that your child records most of their his/her own answers—the interviewer never sees or hears them. Also, youyour child can always refuse to answer any question.

To ensure the accuracy of survey results, we need to interview as many eligible youth aged 12 to 17 as we can. The results of this study will help policy makers and researchers understand media use among today’s youth as well as their attitudes and beliefs about tobacco use. 

Your child’s help is critical to the success of this study, and we are happy to work around your schedule so that you and your child can be included. Please feel free to call me to set up an interview time—the interview can also be done at another location such as a public library.

We know that your time is important. To thank you for your time, your child will be given a $25 incentivetoken of appreciation at the end of the interview.   

Thank you for your time. I hope you and your child will choose to take part in this very important and useful study. 

Sincerely,





Data Collection Task Leader

RTI International

[FS NAME], Field Supervisor

If you have any questions, please call our research team at [CONTACT NUMBER], or email us at [CONTACT EMAIL].  

P.S. Please, if you have any questions or would like to set up an appointment, call me toll-free at [TOLL-FREE NUMBER].



Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.


Screening




Interview—Unable to Contact Household



	«caseID»

[DATE]





Adult Resident

[STREET ADDRESS]

[CITY], [STATE] [ZIP] 			Attention:  «YouthAge» year old «YouthGender» resident





Dear Adult Resident:



Recently, a Field Interviewer from RTI International tried to contact your household about taking part in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). So far, we have not been able to speak with anyone in your house. Your child’s help in this study is important—this is why we keep trying to reach you.



Some people are cautious about talking to a stranger at the door, and we understand that. Please know that we are not selling anything—we are just following up on the mail survey that you sent in a couple offew weeks ago.  If your child completes this in-person phase of the study, they will be given a $25 incentivetoken of appreciation at the end of the interview to thank them for their time. 



A limited number of households were randomly selected to represent the population of the United States. Your household cannot be replaced. If you choose not to take part, your child’s experiences and views—as well as the thousands of people you representhe/she represents—will not be heard.



Thank you for your time. I hope you’ll choose to take part in this very important and useful study. 



Sincerely,



[FS NAME], Field Supervisor





P.S. Please, if

Data Collection Task Leader

RTI International



If you have any questions or would like to set up an appointment,, please call me toll-freeour research team at [TOLL-FREE NUMBER], or email us at [CONTACT EMAIL]..







Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.






Interview Call Me-Youth 

[[DATE]	«caseID»





Adult Resident						

Attention: Parent of [age and gender of respondent]	

					

[ADDRESS]

[CITY], [STATE] [ZIP] 		Attention: Parent of «YouthAge» year old «YouthGender» resident





Dear Adult Resident:



Recently, an interviewer from RTI International came to your home and askedto ask your [SON/DAUGHTER] to take part in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). His/Her[HIS/HER] help in this study is important—which is why we keep trying to reach you.



We want to give you more information about the study: 

· A limited number of people—including your  [SON/DAUGHTER]child—were randomly chosen to take part. 

· As a thank you, he/she[HE/SHE] will be given a $25 incentivetoken of appreciation at the end of the interview.

· All information provided is kept private to the fullest extent allowed by lawcompletely confidential and will be used only for statistical purposes.



We are happy to work around your family’s schedule so that your [SON/DAUGHTER]child can be included. Please call our supervisor for your area, [FIRST & LAST NAME],«FS», to set up an appointment. 



		Please call:

[FIRST & LAST NAME]

[PHONE NUMBER] (toll free)







			Please call:

«FS»

«FS_phone»



If [MR./MS.Ms. [FS LAST NAME] is not available when you call, please leave your phone number, address, and the time you want to be visited for your [SON'S/DAUGHTER'S]child’s interview. [HE/SHEMs. [FS LAST NAME] will call you to confirm the appointment. 

 

Thank you for your time. Your call to [MR./MS.Ms. [FS LAST NAME] is very important to the success of this study, and I thank you in advance for your help. 



Sincerely,





National Field Director



Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.




Data Collection Task Leader

RTI International



If you have any questions, please call our research team at [CONTACT NUMBER], or email us at [CONTACT EMAIL].  








Interview—Needs Clarification 

											     «caseID»	

[DATE]



Adult Resident

Attention:  [age] year old [gender] resident

[STREET ADDRESS]

[CITY], [STATE] [ZIPCODE]			Attention:  «YouthAge» year old «YouthGender» resident



Dear Adult Resident,



Recently, a Field Interviewer from RTI International came to your home and asked youto ask your child to take part in a research study for the U.S. Food and Drug Administration’s (FDA’s) Center forEvaluation of the Fresh Empire Campaign on Tobacco Products.(EFECT). At the time, you or your child had some concerns about the study.



A limited number of people were randomly chosen to represent the population of the United States. YouYour child cannot be replaced. If you choose not to take part, your child’s experiences and views—as well as the thousands of people you representyour child represents—will not be heard.



Your child’s answers to the survey questions are combined with the answers of thousands of other youth and reported only as overall numbers. To further protect their privacy, the survey is set up so that your child enters most of their own answers into a laptop computer—the interviewer never sees or hears them. Also, youyour child can always refuse to answer any question.



The results of this study help policy makers and researchers understand youth awareness of and exposure to campaign ads—including their knowledge, attitudes, and beliefs about tobacco use—so that informed decisions about policies and programs can be made. By taking part in this study, you and your child will make a direct impact on important tobacco-related education activities. 



Your help is critical to the success of this study, and we are happy to work around your schedule so that you can be included.



We know that youyour and your child’s time is important. To thank you for your time, your child will be given a $25 incentivetoken of appreciation at the end of the interview. 

Thank you for your time.   

I hope you’llyou and your child reconsider and choose to take part in this very important and useful study. 





Sincerely,



[FS NAME], Field Supervisor



P.S. Please, if



Data Collection Task Leader

RTI International



If you have any questions or would like to set up an appointment,, please call me toll-freeour research team at [TOLL-FREE NUMBER] , or email us at [CONTACT EMAIL].





Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.







Interview —"Nothing in it for me"/Uncooperative 

[DATE]





Resident						Attention:  [age] year old [gender] resident

[STREET ADDRESS]

[CITY], [STATE] [ZIPCODE]



Dear Resident,



Recently, a Field Interviewer from RTI International came to your home and asked you and your child to take part in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). At the time, you did not want to participate. We are writing this letter to ask you to reconsider.



The results of this study will help policy makers and researchers understand youth awareness of and exposure to campaign ads—including their knowledge, attitudes, and beliefs about tobacco use—so that informed decisions about policies and programs can be made. By taking part in this study, you and your child will make a direct impact on important tobacco-related education activities. 



A limited number of people were randomly chosen to represent the population of the United States—and you were one of them!  You cannot be replaced. If you choose not to take part, your experiences and views—as well as the thousands of people you represent—will not be heard.



We know that your time is important. To thank you for your time, your child will be given a $25 incentive at the end of their interview.   



Thank you for your time. I hope you’ll reconsider and choose to take part in this very important and useful study. 



Sincerely, 



[FS NAME], Field Supervisor



P.S. Please, if you have any questions, call me toll-free at [TOLL-FREE NUMBER].







Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.



Interview—Too Busy/No Time 

[DATE]	«caseID»	



Adult Resident							

[STREET ADDRESS]				Attention:  [age]«YouthAge» year old [gender]«YouthGender» resident

[CITY], [STATE] [ZIPCODE]



Dear Adult Resident: 



Recently, a Field Interviewer from RTI International came to your home and asked you andto ask your child to take part in the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). At the time, you were reluctant to let your child spend the time needed to do the interview.

A limited number of youth were randomly chosen to represent the population of the United States. Your child cannot be replaced. If your child chooses not to take part, their experiences and views—as well as the thousands of people they represent—will not be heard.

As you know, this country is made up of all kinds of people, and so we are interviewing all kinds of people—including busy people like you and your child. If we only interviewed people who have a lot of free time, then active people like you would not be fairly represented. You and your child’s participation is critical to the success of this study, and we are happy to work around your schedule so that they can be included.

We know that your time is important. To thank you for your time, your child will be given a $25 incentivetoken of appreciation at the end of the interview.   

We combine your child’s answers with the answers of thousands of other youth and report them only as overall numbers. The survey is set up so that you recordyour child records most of yourhis/her own answers—the interviewer never sees or hears them. Also, youyour child can always refuse to answer any question.

The results of this study will help policy makers and researchers understand media use among today’s youth as well as their attitudes and beliefs about tobacco use. By taking part in this study, you and your child will make a direct impact on important education activities to reduce tobacco use. 

Thank you for your time. I hope you’ll reconsider and choose to let your child take part in this very important study. 



Sincerely,

[FS NAME], Field Supervisor

P.S. Please, if



Data Collection Task Leader

RTI International



If you have any questions or would like to set up an appointment,, please call me toll-freeour research team at [TOLL-FREE NUMBER], or email us at [CONTACT EMAIL].






Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.

Controlled Access Letter

											     «caseID»

[DATE]





[NAME], [TITLE]

[COMPLEX/COMMUNITY NAME]

[ADDRESS]

[CITY], [STATE] [ZIP]



Dear [MR./MS.] [NAME]:



Recently, one of our field interviewers, [FIRST & LAST NAMES], tried to contact specific residences within [COMPLEX/COMMUNITY NAME] that were randomly chosen to participate in a national study conducted by RTI International for the U.S. Food and Drug Administration. So far, [MR./MS.] [LAST NAME] has been unable to [GAIN ACCESS/GAIN FULL ACCESS] to [NAME OF COMPLEX/COMMUNITY], and we are asking for your help. 



We understand your responsibility to protect your residents and want to provide you with more information about the study:

· We are not selling anything. This is not a marketing survey.

· The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) provides valuable information about important health-related issues, including experiences with and opinions about media awareness and tobacco use among youth. 

· A limited number of household addresses were randomly chosen to take part. We do not have any information about the residents other than an address.

· Completing the interview only takes about [30 minutes for the pre-campaign survey; 45 minutes for the post-campaign survey]. Those completing the interview receive a cash incentive.

· All information provided is kept private to the fullest extent allowed by lawcompletely confidential.



By helping our interviewer access the selected households in [NAME OF COMPLEX/COMMUNITY], you will make a direct contribution to this important research effort. [FIRST & LAST NAMES],«FS», our supervisor in your area, will contact you soon to address any questions, or you may call [HIM/HER] toll-freeher at [TOLL FREE NUMBER]. «FS_phone».



Your assistance is very important to the success of this study, and I thank you in advance for your help.



Sincerely,







National Field Director, RTI

 

Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.


Data Collection Task Leader

RTI International



If you have any questions, please call our research team at [CONTACT NUMBER], or email us at [CONTACT EMAIL].  






Interview—Unable to Contact Wave 2 

 [DATE]





[DATE]	     [CASE ID]





Adult Resident						          

Attention:  [age] year old [gender] resident

[STREET ADDRESS]

[CITY], [STATE] [ZIP] 					Attention:  [age] year old [gender] resident





Dear Adult Resident:



Recently, a Field Interviewer from RTI International came to your home and asked you and your child to take part in the second wave of the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). Your child could not complete the interview at that time and has been away or was not free each time the interviewer has come back since then. Your help in this study is important—this is why we keep trying to reach you and your child.



Your child’s participation in the first wave of the study was important to the goals of this study. We are reaching outcontacting you for thethis second wave so that we can track trends in youths’ attitudes, beliefs, and behaviors toward tobacco use. If you chooseyour child chooses not to take part, yourhis or her experiences and views—as well as the thousands of people you representhe or she represents—will not be heard.



Your child’s answers to the survey questions are combined with the answers of thousands of other people and reported only as overall numbers. To further protect your child’s privacy, the survey is set up so that your childhe or she records most of their own answers—the interviewer never sees or hears them. Also, youyour child can always refuse to answer any question.



To ensure the accuracy of survey results, we need to re-interview as many Wave 1 respondents as we can. The results of this study will help policy makers and researchers understand media use among today’s youth as well as their attitudes and beliefs about tobacco use. 



Your help is critical to the success of this study, and we are happy to work around your schedule so that you and your child can be included. Please feel free to call meor email our research team using the below contact information to set up an interview time—the interview can also be done at another location such as a public library.



We know that your time is important. To thank you for your time, your child will be given a $25 incentivetoken of appreciation at the end of the interview.   



Thank you for your time. I hope you and your child will choose to take part in this very important and useful study. 



Sincerely,

[FS NAME], Field Supervisor

P.S. Please, if



Data Collection Task Leader

RTI International



If you have any questions or would like to set up an appointment,, please call me toll-freeour research team at [TOLL-FREE NUMBER] , or email us at [CONTACT EMAIL].



Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review this letter (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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[bookmark: _Toc365037589][bookmark: _Toc365038369][bookmark: _Toc365473634]Attachment 14A: Questions and Answers about the Evaluation of the fresh empire Campaign on Tobacco (EfECT) For use with the LONGITUDINAL ABS sample



What is the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)?

The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is designed to collect data from youth in order to understand attitudes and beliefs towards tobacco use, as well as youth media use. 



Why should I/ consider allowing my child to participate?

This is an opportunity for your child to contribute to important research related to tobacco use and to help researchers and policy makers understand the impact and effectiveness of public education activities aimed at reducing tobacco use and the health risks of using tobacco. 



Who is sponsoring this study? 

The study is sponsored by the U.S. Food and Drug Administration’s (FDA) Center for Tobacco Products (CTP). CTP is responsible for creating strategies to prevent youth from starting to use tobacco and to encourage tobacco users to quit. RTI International (RTI) has been selected by the FDA to conduct each round of the study and collect further data between each round. . 



Who is RTI International? 

RTI International (RTI) is a not-for-profit research organization located in North Carolina. RTI conducts research projects for a wide variety of government agencies, universities, and private companies. Professional RTI interviewers in your area are conducting the interviews with eligible youth.



How was I chosen? 

Six months ago A a random sample of households is selected throughout were sent a short paper survey in the United States. mail. A small portion of the households that returned that paper survey were eligible for an additional in-person interview. A professional RTI interviewer makesde a personal visit to each eligible household to one or possibly two children in your householdask the child that completed the paper survey to voluntarily participate in thean in-person survey. We are now conducting a follow-up survey with the youth that completed the in-person interview 6 months ago. Since the survey is based on a random sample, your child will represent thousands of other United States residents.  



How will I/my child be involved?

If your child is under 18 years old, Tthe interviewer will ask your permission to speak with your child about participating in the study.  The interviewer will read some questions off of a computer screen and enter the responses into a computer.  Your child will also read questions and answer choices from the computer screen and enter theirhis/her responses directly into the computer. The interviewer will also read some questions off of a computer screen and enter the responses into a computer.  



How is the study being conducted? 

A professional RTI interviewer will visit each selected address to ask adults aged 18 or older whether any children age 12 to 17 live in the household. In that does not complete this survey online. At each household where one or more children are eligible, interviewers will request permission from the parentsa parent or legal guardian of the eligible youth under the age of 18 to participate in the study. Once parental permission is provided for the eligible youth to participate, interviewers will use a laptop computer to first ask parents a few questions about the household and then begin interviews with eligible youth(s).  will read questions and answer choices from the computer screen and enter his or her responses directly into the computer.  We will ask 18 year old youth directly about their participation in the study.



How will I recognize the RTI interviewer?

The interviewer will carry an RTI identification badge with his or her picture on it. 



How long will it take?  

The youth interview will take about [3040 minutes for the pre-campaign survey; 45 minutes for the post-campaign survey] to complete, on averagedepending on your answers. Interviewers can schedule visits to your household when it is most convenient for you and your child. 



What happens to the information?  

Each computerized interview data file—which is identified only by code number—will be electronically transmitted to RTI and removed from the laptopon the same day the interview is conducted. TheSurvey answers will then be combined with all other participants’ answers, and then coded, totaled, and turned into statistics for analysis. As a quality control measure, your household might receive a telephone call from RTI to verify that the interviewer followed the correct steps inwhile completing the survey with you and your child. 



What about Privacy? 

All RTI staff members and interviewers have signed a Privacy Agreement guaranteeing that they will not reveal any information to anyone other than authorized project staff. All information collected as part of the study will be kept private to the fullest extent allowable by lawin strict confidence and used only for statistical purposes, and nothing you tellyour child tells us will be reported with your child’s name. 



The interviewer will ask for your permission before approaching your child for an interview. At that point, your child may choose whether or not to participate in the study. To protect your privacy and that of your child, you will not be able to see his/her answers to the interview questions. Answers obtained during the survey will be combined with those from thousands of others from around the country. 



Where do I get more information about the study? 

If you have other questions about this survey, you may call our research team toll-free at  XXXX, extension XXXXX, or contact us via email at [CONTACT EMAIL]. If you have questions about your rights as a study participant in the EFECT study, call toll-free: RTI’s Office of Human Research Protections at 1-866-214-2043.







Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review the frequently asked questions (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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[bookmark: _Toc365037589][bookmark: _Toc365038369][bookmark: _Toc365473634]Attachment 14B: Questions and Answers about the Evaluation of the fresh empire Campaign on Tobacco (EfECT) For Use with theNew COHORT social Media sample



What is the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)?

The Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is designed to collect data from youth in order to understand attitudes and beliefs towards tobacco use, as well as youth media use.  



Why should I/ consider allowing my child to participate?

This is an opportunity for your child to contribute to important research related to tobacco use and to help researchers and policy makers understand the impact and effectiveness of public education activities aimed at reducing tobacco use and the health risks of using tobacco.



Who is sponsoring this study?  

The study is sponsored by the U.S. Food and Drug Administration’s (FDA) Center for Tobacco Products (CTP).  CTP is responsible for creating strategies to prevent youth from starting to use tobacco and to encourage tobacco users to quit.  RTI International (RTI) has been selected by the FDA to conduct each round of the study and collect further data between each round.  



Who is RTI International? 

RTI International (RTI) is a not-for-profit research organization located in North Carolina.  RTI conducts research projects for a wide variety of government agencies, universities, and private companies. Professional RTI interviewers in your area are conducting the interviews with eligible youth.



How was I chosen? 

RTI has advertised this study through social media. Your child clicked on one of these ads and is eligible for the study. They provided your name and telephone number so that we could contact you to obtain permission to interview your child.  



How will I/my child be involved?

If you give your permission for your child to take the survey, and if your child agrees to take the survey, we will send an email with a link to the survey to the email address specified by your child in the screener Your child will click on the link to open the survey and will complete the survey online. 



How is the study being conducted? 

Once parental permission is provided for eligible youth to participate,  we will send an email with a link to the survey to the email address specified by your child. The child will complete the survey online.  



How long will it take?  

The youth interview will take about [30 minutes for the pre-campaign survey; 45 minutes for the post-campaign survey] to complete, on average. Interviewers can schedule visits to your household when it is most convenient for you and your child. 



What happens to the information?  

Each computerized interview data file—which is identified only by code number—will be electronically transmitted directly to RTI.  The answers will then be combined with all other participants’ answers, and then coded, totaled, and turned into statistics for analysis.

  

What about Privacy?  

All RTI staff members and interviewers have signed a Privacy Agreement guaranteeing that they will not reveal any information to anyone other than authorized project staff.  All information collected as part of the study will be kept in strict confidence and used only for statistical purposesprivate to the fullest extent allowable by law, and nothing your child tells us will be reported with your child’s name.  



An interviewer will call to ask your permission for their child to take the survey. At that point, yYour child may also choose whether or not to participate in the study. To protect your privacy and that of your child, you will not be able to see his/her answers to the interview questions. Answers obtained during the survey will be combined with those from thousands of others from around the country.  



Where do I get more information about the study? 

If you have other questions about this survey, you may call our research team toll-free at  XXXX, extension XXXXX, or contact us via email at [CONTACT EMAIL].  If you have questions about your rights as a study participant in the EFECT study, call toll-free:  RTI’s Office of Human Research Protections at 1-866-214-2043.







Paperwork Reduction Act Statement:  The public reporting burden for this information collection has been estimated to average 1 minute per response to review the frequently asked questions (the time estimated to read and review).  Send comments regarding this burden estimate or any other aspects of this information collection, including suggestions for reducing burden, to PRAStaff@fda.hhs.gov.
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OMB No. 0910-0788xxxx-xxxx
Exp. Date 05/31/2018xx/xx/xxxx



Interview Incentive Receipt

U.S. Food and Drug Administration 

and

RTI International

Thank you for participating in the Evaluation of the Fresh Empire Campaign on Tobacco.

In appreciation of your participation in this important study, you are eligible to receive $25 in cash.

Since maintaining the confidentiality of your information is important to us, your name will not be entered on this form.  However, the interviewer must sign and date this form to certify you received (or declined) the cash incentive.







[bookmark: _GoBack]___________________________________     _________	__ __ __ __ __ __ __ __ __ __ - __

Interviewer					 	Date		Case ID

  □  Accepted Cash Incentive			 	 □  Declined Cash Incentive
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Exp. Date 05/31/2018





Attachment 17: Telephone Verification Survey



Telephone Verification Survey for the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



Youth Verifications 



ID:	



Hello, my name is _______________________, with RTI International._______________________. I am calling from RTI International regarding a study sponsored by the Food and Drug Administration.



Our records indicate that a (AGE, GENDER) by the name of (YOUTH NAME) in your household was recently interviewed and that (teen’s relationship to R /an adult)a parent or guardian granted permission for this youth to complete the interview.  



This call is to verify the quality of our interviewer’s performance.  It, and will take just a few minutes of your time.  For training and quality assurance purposes, this call may be monitored..  



May I please speak to an adult in the household? 



IF UNAVAILABLE -When would be a better time to speak with an adult or can (he/she) be reached at another number?  (RECORD INFORMATION IN RECORD OF CALLSSPREADSHEET.)



IF AVAILABLE -	(IF SPEAKING TO THE SAME PERSON - As I just mentioned) I am calling to verify the work of one of our field representatives, (REPRESENTATIVE NAME), who reported conducting an interview with an adolescenta youth in the household on (DATE OF INTERVIEW) for the Evaluation of the Fresh Empire Campaign on Tobacco. Are you familiar with this interview?



1 = YES  GO TO QUESTION 1

[bookmark: OLE_LINK1][bookmark: OLE_LINK2]2 = NO   IF RESPONDENT DOES NOT REMEMBER THE INTERVIEW, REMIND HIM/HER THAT THE FRFI ASKED QUESTIONS ABOUT HOUSEHOLD CHARACTERISTICS, MEDIA USE, ATTITUDES TOWARDS TOBACCO. [FILL CHILD NAME]. IF RESPONDENT STILL DOES NOT REMEMBER, CONFIRM THAT YOU HAVE THE CORRECT ADDRESS AND DIALED THE CORRECT PHONE NUMBER. IF THESE ARE CORRECT, ASK IF THERE IS ANOTHER PARENT/GUARDIAN IN THE HH IF NO SKIP TO CONCLUSION.



1a1. Our records show that we interviewed a (AGE, GENDER) by the name of (YOUTH’S NAME) for this study.  I would like to speak with him/her(YOUTH’S NAME) to verify the work of the field representativeinterviewer that interviewed him/her.  Is he/she(YOUTH’S NAME) available?



IF UNAVAILABLE -When would be a better time to speak with him/her or can (he/she) be reached at another number?  (RECORD INFORMATION IN RECORD OF CALLSSPREADSHEET.)





IF AVAILABLE -	I am calling to verify the work of one of our field representatives, (REPRESENTATIVEinterviewers, (FI NAME), who reported conducting an interview with you on (DATE OF INTERVIEW) for the Evaluation of the Fresh Empire Campaign on Tobacco. Do you remember this interview?



1 = YES

  GO TO QUESTION 2 = 

NO   IF RESPONDENT DOES NOT REMEMBER THE INTERVIEW, REMIND HIM/HER THAT THE FRFI ASKED QUESTIONS ABOUT HOUSEHOLD CHARACTERISTICS, MEDIA USE, ATTITUDES TOWARDS TOBACCO. [FILL CHILD NAME]. IF RESPONDENT STILL DOES NOT REMEMBER, SKIP TO CONCLUSION.





2.	First, wereWere you interviewed in person?

1 = YES

2 = NO  PROBE 





3.	Was the interview conducted in your home or somewhere else?

1 = IN RESPONDENT’S HOME

2 = SOMEWHERE ELSE (SPECIFY) ________________________________________



4.       About how long was the interviewer present in your home?

1 = <30 MINUTES

2 = 30-44 MINUTES

3 = 45-59 MINUTES

4 = 60-90 MINUTES

5 = OVER 90 MINUTES 



5.	Were        Did you paid for their participation inenter answers into the studycomputer yourself?

1 = YES

2 = NO  PROBE 





6.	Were you given money as a thank you for completing the survey?

1 = YES

2 = NO  SKIP TO Q9





8.	In what form were you paid? For example: cash, check, money order.

________________

		IF NOT “CASH”, PROBE



67.	How much did you receive?

$ _______________







7IF RESPONDENT STATES DOESN’T REMEMBER OR A DIFFERENT AMOUNT OTHER THAN $25, AND ANSWER TO Q8 WAS “CASH”

PROBE: Did you receive one bill or two bills? ____________





.	In what form were you paid? [EXAMPLES: CASH, CHECK, MONEY ORDER]	

________________







9.        Did you enter some of the answers into the computer yourself?

1 = YES

2 = NO 





109.	Did the interviewer behave in a professional manner?

1 = YES

2 = NO  (EXPLAIN) __________________________________________________









1310.	Those are all the questions I have. Do you have any additional comments you’d like to make about the interview(s)?



1 = YES (SPECIFY) ____________________________________________________

2 = NO

[bookmark: _GoBack]

CONCLUSION: Thank you very much for your time. Have a nice day/evening.
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Food and Drug Administration’s Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



0910-0788NEW



ABSTRACT FOR USE IN ICRAS

The Food and Drug Administration (FDA) requests Office of Management and Budget (OMB) approval to conduct in-person and Web-based surveys of multicultural youth in the United States, as the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT). These surveys will be fielded for purposes of evaluating FDA’s Fresh Empire public education campaign for multicultural youth 12 to 17 years old. The primary outcome evaluation will consist of a pre-test survey and ongoing cross-sectional post-test surveys with an embedded longitudinal cohort in campaign and control cities beginning approximately 3 6 months following the campaign launch. Data from this evaluation will be used to gauge campaign awareness and examine the statistical relationships between exposure to the campaign and changes in outcome variables of interest.


 Food and Drug Administration’s Evaluation of the Fresh Empire Campaign on Tobacco (EFECT)



0910-0788NEW



[bookmark: _Toc365038358][bookmark: _Toc365473622]SUPPORTING STATEMENT

A. Justification

1. Circumstances Making the Collection of Information Necessary

The 2009 Family Smoking Prevention and Tobacco Control Act (Tobacco Control Act) (Pub. L. 111–31) amended the Federal Food, Drug, and Cosmetic Act (the FD&C Act) to grant FDA authority to regulate the manufacture, marketing, and distribution of tobacco products to protect public health and to reduce tobacco use by minors. Section 1003(d)(2)(D) of the FD&C Act (21 U.S.C. 393(d)(2)(D)) supports the development and implementation of FDA public education campaigns related to tobacco use. Accordingly, FDA is currently developing and implementing a youth-targeted public education campaign to help prevent tobacco use among multicultural youth and thereby reduce the public health burden of tobacco. The campaign will feature events, advertisements on television and radio and in print, digital communications including videos and social media, and other forms of media. For the purpose of this OMB package, each of these campaign elements will be referred to as “advertisements” or “ads.”

The objective of the evaluation is to measure the effectiveness of CTP’s Fresh Empire campaign designed to reduce tobacco use among multicultural youth aged 12 to 17. FDA’s Fresh Empire youth tobacco prevention campaign will focus on reducing tobacco use among youth who affiliate with a Hip Hop peer crowd, and predominantly among African American, Hispanic, and Asian/Pacific Islander youth. The goal of the proposed information collection is to evaluate the effectiveness of these efforts in affecting specific cognitive outcomes related to tobacco use that are targeted by the campaign.

This study is designed to measure awareness of and exposure to FDA’s Fresh Empire youth tobacco prevention campaign and assess its impact on outcome variables of interest. The first data collection period will be in mid to late 2015. The post-campaign data collection will begin approximately 63 months following the launch of the campaign with new participants being recruited on an ongoing basis.  The data collection will end approximately 1824 months after the launch of the campaign. This design, which will include ongoing cross-sectional data collection with an embedded longitudinal cohort, will facilitate analysis of relationships between individuals’ exposure to campaign activities and pre-post changes in outcomes of interest between campaign and comparison cities. The continuous data collection will allow timely feedback on the target audience’s awareness of and receptivity to campaign activities.  Research studies have demonstrated that receptivity to advertisements is causally antecedent to actual ad effectiveness (e.g., Davis et al., 2013; Davis, Uhrig, et al., 2011; Dillard, Shen, & Vail, 2007; Dillard, Weber, & Vail, 2007). We hypothesize that if the campaign is effective, the pre-to-post changes in outcomes should be larger among individuals in campaign cities compared to individuals in comparison cities.  Furthermore, the differences should be more pronounced for youth in campaign cities exposed to the campaign more frequently (i.e., dose-response effects).

The primary method to recruit youth will be to send a brief mail screener to households in campaign and comparison cities. However, given that the target audience represents a relatively small proportion of youth, we are complementing this approach by recruiting youth through social media. Those youth who are recruited through mail or social media will become members of the longitudinal panel. The pre-test survey will include measures of tobacco-related beliefs, attitudes, intentions, and behaviors. The outcome post-test surveys will include measures of audience awareness of and exposure to the campaign advertisements as well as the aforementioned outcome variables of interest. The pre- and post-test questionnaires are is presented in Attachment 1. A brief mail screener that will be used to identify multicultural youth for both the outcome pre- and post-test survey is presented as Attachment 2.  Attachment 3 contains the content of the web screener that will be used to identify eligible youth recruited using social media.  

2. Purpose and Use of the Information Collection

The information obtained from the proposed data collection activities is collected from individuals and will be used to inform FDA, policy makers in the United States, prevention practitioners, and researchers about the extent of multicultural youth’s exposure to the campaign’s activities and the extent to which exposure to these activities is associated with changes in targeted outcomes. While not exhaustive, the list below illustrates a range of purposes and uses for the proposed information collection:



· Provide critical data on the reach of the campaign among multicultural youth in targeted cities, particularly with estimates of the proportion of the population that was exposed to the campaign.

· Understand the influence of the campaign on targeted beliefs and attitudes.

· Inform FDA, policy makers, and other stakeholders on the impact of the campaign overall.

· Inform the public about the impact of the campaign.

· Inform future programs that may be designed for similar purposes.



To achieve these goals, data collection will consist of a pre-test survey and ongoing post-test surveys with youth in the target audience. The post-test surveys will be conducted among those youth who participated previously, with new cross-sectional participants being recruited to make up for attrition. Eligible youth will initially be 12 to 17 year old youth who affiliate with a Hip Hop peer crowd. Youth in the embedded longitudinal cohort may reach the age of 18 during the course of the evaluation. The sample will be predominantly African American, Hispanic and Asian/Pacific Islander. The Fresh Empire campaign will target 44 cities. The data collection will occur in 15 campaign-targeted cities and 15 similar (“comparison”) cities. Collecting data in a subset of cities helps manage the costs of data collection, while not compromising statistical power (i.e., too much clustering reduces effective sample sizes).  The embedded longitudinal cohort will also reduce cost, as well as respondent burden. The outcome study will rely primarily on a mail screener survey to identify eligible youth, followed by in-person data collection.  We will supplement this approach by recruiting youth through social media.  We will advertise in social media and invite youth 13 to 17 years old to complete the screening survey online. Consistent with the Federal Children’s Online Privacy Protection Act, we will not contact youth under 13 online. We will then ask eligible youth to provide contact information for their parents/guardians so that we can obtain consent for completing the outcome survey online. In post-campaign survey rounds, 15 to 17 year old youth recruited by social media will not require parental consent to participate in the survey. For youth 13 to 14 years old, we will continue to require parental consent.



To ensure that the youth who participate in the outcome evaluation are members of the target audience, i.e., multicultural youth who affiliate with a Hip Hop peer crowd, eligible youth will be identified using the same screening method used by the agency implementing the Fresh Empire campaign—Rescue Social Change Group (RSCG).  This is accomplished by presenting photos of males and females representing various peer crowds.  The images will be displayed in two arrays stratified by gender. Respondents will be asked to rank order the three images depicting individuals who best represent their friend group and the three images that least represent it in each array. Survey participants will be categorized as members of the Hip Hop peer crowd based on this exercise.  Eligible youth will be contacted in-person and invited to complete the outcome survey. 



The outcomeis  survey will be self-administered on laptop computers provided by field interviewers or completed online. The pre-test survey will have a sample size of 2,100, with half of the sample (N=1,050) from 15 campaign-targeted cities and half (N=1,050) from comparison cities.  The total sample for the post-test surveys will be approximately 8,400, with an equal number of surveys in campaign and comparison cities. We will estimate the proportion of baseline participants expected to complete successive post-test surveys and supplement that longitudinal sample with new cross-sectional participants to meet our target total sample size. This design permits an analysis of trends in outcomes between youth in targeted and comparison cities. We plan to The original plan called for recruiting up to 500 participants for the pre-test surveys through social media platforms Twitter and Facebook. In actuality, there were fewer participants recruited through social media platforms as anticipated for the pre-test survey.  Of the 8,400 post-test surveys, approximately 2,100 will be completed by youth recruited through social media, such as Twitter, Facebook and Instagram.   

3. Use of Improved Information Technology and Burden Reduction

Use of an embedded longitudinal cohort will markedly reduce burden relative to a design consisting solely of cross-sectional surveys. In addition, this outcome study will rely on a mail-based screener and in-person computer-based outcome surveys for pre- and post-test data collection. The proposed approach of screening eligible youth by mail and recruiting eligible youth in-person provides a number of methodological advantages, including efficiency in identifying this hard-to-reach population, increased accuracy in measurement of key variables of interest, and reduced burden on study participants. Computerized administration permits the instrument designer to incorporate into the questionnaire routings that might be overly complex or not possible using a paper-based survey. The laptop computer and online survey whichthat will be used to collect youth data can be programmed to implement complex skip patterns and fill specific wordings based on the respondent’s previous answers. Interviewer and respondent errors caused by faulty implementation of skip instructions are virtually eliminated. Second, computerized administration increases the consistency of the data. The computer can be programmed to identify inconsistent responses and attempt to resolve them through respondent prompts. This approach reduces the need for most manual and machine editing, thus saving time and money. In addition, it is likely that respondent-resolved inconsistencies will result in data that are more accurate than when inconsistencies are resolved using editing rules. FDA estimates that 18% of the respondents will use electronic means to fulfill the agency’s request.



The self-administered mail screener (see Attachment 2) will be programmed using a TeleForm —a machine-readable data form—so that the survey responses can be automatically captured using a TeleForm reader, which will obviate the need for manual data entry.  Using this technology, the majority of surveys can be read electronically.  Those that cannot be scanned will be coded by a data processor.  



The computer-assisted self-interview technology for the outcome survey permits greater expediency with respect to data processing and analysis (e.g., a number of back-end processing steps, including coding and data entry, will be minimized). Data are transmitted electronically at the end of the daywithin 48 hours. These efficiencies save time due to the speed of data transmission, as well as receipt in a format suitable for analysis. Finally, this technology permits respondents to complete the interview in privacy. Providing the respondent with a methodology that improves privacy makes reporting of potentially embarrassing or stigmatizing behaviors (e.g., tobacco use) less threatening and enhances response validity and response rates.



The mail screener and in-person computerized sample will be supplemented by a sample of respondents who are recruited through social media.  These respondents will be recruited through social media platforms, such as Twitter, Facebook and TwitterInstagram, and led to an online screener for the study (see Attachment 3).  Respondents will be invited to complete the screener using a web survey programmed and hosted on RTI’s servers. This web survey will have the advantage of immediately notifying respondents if they are eligible for the full study.  In addition, use of social media as a recruitment tool will cast a wider net to identify additional, eligible study respondents who are members of this hard-to-reach population. 



Eligible respondents will be routed to the full web survey, and given a unique ID to use to enter the survey.  Respondents will be able to quit the survey at any time and resume where they left off upon reentry. Respondents will also be emailed a link to resume the survey, contact information to ask questions, receive reminders to complete the survey, and receive a virtual gift card upon completion. 



Administration of the survey using web methods will help to contain costs, allowing for a sample that is geographically diverse without driving up interviewer costs for travel during data collection. 

4. Efforts to Identify Duplication and Use of Similar Information

FDA’s Evaluation of the Fresh Empire Campaign on Tobacco (EFECT) is new. To date, there has been no in-depth evaluation of this campaign in a real-world setting, and there are no existing data sources that contain measures on awareness of and exposure to the campaign. This proposed information collection therefore does not duplicate previous efforts. In designing the proposed data collection activities, we have taken several steps to ensure that this effort does not duplicate ongoing efforts and that no existing data sets would address the proposed study questions. We have carefully reviewed existing data sets to determine whether any of them are sufficiently similar or could be modified to address FDA’s need for information on the effectiveness of the campaign with respect to reducing youth tobacco-related outcomes. We investigated the possibility of using existing data to examine our research questions, such as data collected as part of ongoing national surveillance systems, evaluations of current or past state-level campaigns for youth, the National Youth Tobacco Survey, and the Youth Risk Behavior Surveillance System. Due to the timing of the campaign and the specificity of the target population, none of these existing data sources will be able to provide the necessary data collection needs of the campaign, none will include the necessary in-depth survey questions on awareness of individual ads and other campaign materials, and none contain all of the necessary outcome variables specific to the campaign’s messages.

5. Impact on Small Businesses or Other Small Entities

Respondents in this study will be members of the general public and specific subpopulations, not business entities. No impact on small businesses or other small entities is anticipated.

6. Consequences of Collecting the Information Less Frequently

Respondents to this collection of information will answer just one survey during each data collection period. While there are no legal obstacles to reduce burden, any lack of information needed to evaluate the Fresh Empire campaign may impede the federal government’s efforts to improve public health. Without the information collection requested for this evaluation study, it would be difficult to determine the value or impact of the campaign on the lives of the people they are intended to serve—multicultural youth. Failure to collect these data could reduce effective use of FDA’s program resources to benefit youth in the United States. Careful consideration has been given to how frequently the campaign’s intended audience should be surveyed for evaluation purposes. We believe that the proposed outcome study design will provide sufficient data to evaluate the campaign effectively.

7. Special Circumstances Relating to the Guidelines of 5 CFR 1320.5

There are no special circumstances for this collection of information that require the data collection to be conducted in a manner inconsistent with 5 CRF 1320.5(d)(2). The message testing activities fully comply with the guidelines in 5 CFR 1320.5.

8. Comments in Response to the Federal Register Notice and Efforts to Consult Outside the Agency

In accordance with 5 CFR 1320.8(d), FDA published a 60-day notice for public comment in the Federal Register on January 5, 2015 (80 FR 230). FDA received two comments; however, only one was related to PRA.  Neither required a response.



Comment: One comment stated that the media tracking survey and the outcome evaluation study proposed by FDA are critical to FDA’s efforts to develop and implement an effective multicultural youth tobacco prevention campaign.



Response: FDA agrees that this collection of information is necessary to the Agency’s efforts to promote and improve public health.



The following individuals inside the agency have been consulted on the design of the campaign evaluation plan, audience questionnaire development, or intra-agency coordination of information collection efforts:



Tesfa Alexander

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796.9335

E-mail:	 Tesfa.Alexander@fda.hhs.gov



Lucinda Miner

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796-9181

E-mail: Lucinda.Miner@fda.hhs.gov



April.Brubach@fda.hhs.gov



Gem Benoza

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-0088

E-mail:	 Maria.Benoza@fda.hhs.gov



David Portnoy

Office of Science

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796-9298

E-mail: David.Portnoy@fda.hhs.gov



Matthew Walker

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-3824

E-mail:	 Matthew.Walker@fda.hhs.gov



Leah Hoffman

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-743-1777

E-mail:	 Leah.Hoffman@fda.hhs.gov



Janine Delahanty 

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-9705

E-mail:	 Janine.Delahanty@fda.hhs.gov



 The following individuals outside of the agency have been consulted on questionnaire development. Additionally, input has been solicited and received from FDA on the design of this study, including participation by FDA in meetings with OMB:



Matthew Farrelly

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-541-6852

E-mail:	mcf@rti.org



Jennifer Duke

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-2269

E-mail: jduke@rti.org



Jane Allen

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-597-5115

E-mail:	 Janeallen@rti.org



Youn Lee

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-5536

E-mail:	 Younlee@rti.org



Amy Henes

RTI International

701 13th Street, NW

Washington, DC, 20005

Phone: 202-974-7821

E-mail: ahenes@rti.org



Patricia LeBaron 

RTI International

230 W Monroe  Suite 2100

Chicago, IL 60606

Phone: 312-777-5204

E-mail: plebaron@rti.org



Azucena Derecho

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-541-7231

E-mail:	 derecho@rti.org



Stephen King

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone: 919-541-8094

Email: stephenking@rti.org



Pamela Rao

Akira Technologies, Inc.

1747 Pennsylvania Ave NW Suite 600

Washington, DC 20002

Phone: (202) 517-7187

Email:  prao@akira-tech.com



Xiaoquan Zhao

Department of Communication

George Mason University

Robinson Hall A, Room 307B

4400 University Drive, 3D6

Fairfax, VA 22030

Phone: 703-993-4008

E-mail: xzhao3@gmu.edu



Jeff Jordan

Rescue Social Change Group

3436 Ray Street

San Diego, CA 92104

Phone: 619-231-7555 x 150

Email: jeff@rescuescg.com 



Mayo Djakaria

Rescue Social Change Group

660 Pennsylvania Avenue SE, Suite 400

Washington, DC 20003

Phone: 619-231-7555 x 120 

Email: mayo@rescuescg.com



Dana Wagner

Rescue Social Change Group 

660 Pennsylvania Ave SE, Suite 400

Washington, DC 20003

Phone: 619-231-7555 x 331

Email: dana@rescuescg.com

9. Explanation of Any Payment or Gift to Respondents

Households that receive the mail screener will all receive a nominal incentive of a $2 bill to encourage completing and returning the screener before participating in this brief survey. The lead letter indicates that the $2 bill is intended for the potential youth participant, but that the adult recipient of the latter letter may keep the $2 if there are no eligible youth in the household. A meta-analysis of studies examining the use of incentives in mail surveys showed that pre-paid incentives and promised incentives increase participating in mail surveys by 19% and 8% respectively, compared to no incentives (Church, 1993).  More recent studies confirm these findings (e.g., Montaquila et al., 2013; Brick et al., 2012; Beebe et al., 2005).



Youth invited to participate in the outcome evaluation surveys will receive incentives. Youth participants will be offered a $25 incentive for completion of the pre- and post-test surveys. We estimate that the pre-campaign survey will take 30 minutes to complete, and the post-test survey will take up to 45 minutes. The incentives are intended to recognize the time burden placed on participants, encourage their cooperation in subsequent post-test surveys, which will reduce both respondent burden and cost, and convey appreciation for contributing to this important study.  Incentives are similar to those offered for most surveys of this type. Both surveys will take less than an hour to complete, and thus design protocols call for the same incentive amount. Numerous empirical studies have shown that incentives can significantly increase response rates in cross-sectional surveys and reduce attrition in longitudinal surveys (e.g., Abreu & Winters, 1999; Castiglioni, Pforr, & Krieger, 2008; Jäckle & Lynn, 2008; Shettle & Mooney, 1999; Singer, 2002; Singer and Ye, 2013). The decision to use incentives for this study is based on the need to promote ongoing continued participation by this hard-to-reach and specific population of multicultural youth who affiliate with a Hip Hop peer crowd (Beebe et al., 2005).



Respondents who are recruited through social media (such as Twitter, Facebook and Instagram) and who complete the outcome survey online will receive a link to a virtual gift card via email, such as from Visa or Amazon, with a value of $25 upon completion of the survey. 



A more detailed justification for the use of incentives is provided in Attachment 4. The use of modest incentives is expected to enhance survey response rates without biasing responses. A smaller incentive would not appear sufficiently attractive to participants. We also believe that the incentives will result in higher data validity as participants will become more engaged in the survey process. This will also enhance overall response to the pre-test and post-test surveys and reduce attrition at follow-up within the embedded longitudinal cohort. The use of incentives will help ensure that pre-test data collection is completed in a timely manner and potentially reduce the number of follow-up visits needed to contact non-respondents. Use of incentives within the embedded longitudinal cohort will reduce attrition which in turn will reduce respondent burden and the cost of post-test surveys. The specific amount of the proposed incentive is based on several previous projects conducted by RTI, including a survey used to evaluate FDA’s general market tobacco prevention education campaign and the National Survey of Child and Adolescent Well-Being, which found that use of similar incentives increased response rates among youth.

10. Assurance of Privacy Provided to Respondents

RTI’s and FDA’s Institutional Review Boards (IRBs) will review and approve the consent and assent forms (Attachments 5, 5a, 5b, 5c, 5d, 5e) for the outcome evaluation survey. These consent forms include language for parental consent and adolescent assent, or youth consent. The IRB’s primary concern is protecting respondents’ rights, one of which is maintaining the privacy of respondent information to the fullest extent of the law.

Concern for privacy and protection of respondents’ rights will play a central part in the implementation of the outcome evaluation study and will receive the utmost emphasis. Interviewers will be thoroughly educated in methods for maximizing a respondent’s understanding of the government’s commitment to privacy to the fullest extent of the law. Several procedures ensure that respondents’ rights are protected. First, the interviewer introduces himself or herself and the study to parents or guardians of eligible youth respondents using the Consent Scripts and the Study Description (Attachments 5, 5a, 5b, and 6). As part of the process for obtaining informed consent, respondents are given a Study Description (Attachment 6), which includes information on their rights as study participants. Specifically, the Study Description states that respondents’ answers will be used only by authorized personnel for statistical purposes and cannot be used for any other purpose. Parental consent is obtained from the youth’s parent or guardian; subsequently, youth assent is requested. In post-campaign survey rounds, youth who have turned 18 do not require parental consent and provide their own consent. Signed consent and assent are waived in this study.

After obtaining informed consent, interviewers make every attempt to secure an interview setting in the respondent’s home that is as private as possible. In addition, the interview process, by design, includes techniques to afford privacy for the respondent. The self-administered portion of the interview maximizes privacy by giving control of the interview directly to the respondent. This allows the respondent to read the questions directly from the computer screen and then key his or her own responses into the computer via the keyboard.

Each day they work, iInterviewers electronically transmit all completed screening and interview data to RTI’s servers via secure encrypted data transmission within 48 hours of each day they work. On the data files, respondents are distinguished only by a unique identifier assigned to screenings and interviews. These identifiers will not be linked with names, and will be used to link adult and youthscreener and interview data prior to analysis.

Security for respondents of the Web-based surveys will be assured in a number of ways: (1) we will obtain parental consent for all eligible youth screened online and prior to completing the pre-test outcome survey  and for 13 to 14 year-old eligible youth prior to  post-test outcome surveys, which is fully compliant with COPPA’s revised standards; each respondent will remain completely anonymous and will be known only by a unique alphanumeric variable; respondents will be asked to provide their email address to receive the incentive; (2) participants will log onto the secure server hosted by RTI using a link provided in the completed screener and the unique identifier, with the result that no information about the respondent’s identity (with the exception of an email address) will be downloaded to or housed on RTI’s serverconnected to their survey responses; (3) respondents will be provided with information about the privacy of their data to the fullest extent of the law before they encounter the first survey item; (4) respondents will be required to provide their assent or consent to freely participate before they encounter the first survey item; and (5) respondents will have the option to decline to respond to any item in the survey for any reason. All those who handle or analyze data will be required to adhere to the standard data security policies of RTI.

To ensure data security, all RTI project staff are required to adhere to strict standards and to sign a nondisclosure agreement as a condition of employment on this project (Attachment 7). RTI maintains restricted access to all data preparation areas (i.e., receipt and coding). All data files on multi-user systems will be under the control of a database manager, with access limited to project staff on a “need-to-know” basis only. No respondent identifiers will be contained in reports to FDA, and results will only be presented in aggregate form.

Implementation of data security systems and processes will occur as part of the survey data collection. Data security provisions will involve the following:

· All data collection activities will be conducted in full compliance with FDA regulations to maintain the privacy of data obtained from respondents and to protect the rights and welfare of human research subjects as contained in their regulations. Respondents will receive information about privacy protections as part of the informed consent process.

· All data collectors will be trained on privacy procedures and be prepared to describe them in full detail, if necessary, or to answer any related questions raised by respondents. Training will include procedures for safeguarding sample member information in the field, including securing hardcopy case materials and laptops in the field, while traveling, and in respondent homes, and protecting the identity of sample members.

· All project employees will sign a privacy agreement that emphasizes the importance of respondent privacy and describes their obligations.

· All field staff laptops and tablet computers will be equipped with encryption software so that only the user or RTI administrators can access any data on the hard drive even if the hard drive is removed and linked to another computer.

· Laptops will use the Microsoft Windows operating system and require a valid login ID and password to access any applications or data.

· All data transferred to RTI servers from field staff laptops will be encrypted and transferred via a secure (SSL) broadband connection or optionally a secure telephone (land) line. Similarly, all data entered via the Web-based survey system will be encrypted as the responses will be on a Web site with an SSL certificate applied. Data will be passed through a firewall at RTI and then collected and stored on a protected network share on the RTI Network. Only authorized RTI project staff members will have access to the data on the secure network share.

· Respondents recruited through social media (such as Twitter, Facebook and InstagramFacebook and Twitter) will also access the survey with a unique ID and will complete the survey on a secure server. Respondents who are part of the longitudinal cohort have the option to complete post-test outcome surveys online, following the same secure procedures. The result is that no information about the respondent’s identity (with the exception of an email address) will be downloaded to or housed on RTI’s serverwill be connected with their survey responses.

All respondents will be assured that the information they provide will be maintained in a secure manner and will be used only for the purpose of this research. Respondents will be assured that their answers will not be shared with family members and that their names will not be reported with responses provided. Respondents will be told that the information obtained from all of the surveys will be combined into a summary report so that details of individual questionnaires cannot be linked to a specific participant.

Respondents will participate on a voluntary basis. The voluntary nature of the information collection is described in the introductory section of the Consent Process (Attachments 5, 5a, 5b, 5c, 5d, and 5e) and the initial lead letters (Attachments 8 and 8a).

11. Justification for Sensitive Questions

The majority of questions asked will not be of a sensitive nature. There will be no requests for a respondent’s Social Security Number (SSN). However, it will be necessary to ask some questions that may be considered to be of a sensitive nature in order to assess specific health behaviors, such as cigarette smoking. These questions are essential to the objectives of this information collection. Questions about messages concerning lifestyle (e.g., smoking, current smoking behavior, attempts to quit smoking) and some demographic information, such as race, ethnicity, and income, could be considered sensitive, but not highly sensitive. To address any concerns about inadvertent disclosure of sensitive information, respondents will be fully informed of the applicable privacy safeguards. The informed consent protocol (see Attachments 5, 5a, 5b, 5c, 5d, and 5e) will apprise respondents that these topics will be covered during the survey. This study includes a number of procedures and methodological characteristics that will minimize potential negative reactions to these types of questions, including the following:



· Respondents will be informed that they need not answer any question that makes them feel uncomfortable or that they simply do not wish to answer.

· Web surveys are entirely self-administered and maximize respondent privacy without the need to verbalize responses.

· Participants will be provided with a specific toll-free phone number (linking directly to the RTI IRB Office) to call in case they have a question or concern about the sensitive issue.



Finally, as with all information collected, these data will be presented with all identifiers removed.

12. Estimates of Annualized Burden Hours and Costs

12 a. Annualized Hour Burden Estimate

Information will be initially collected through interviews involving youth ages 12 to 17. Those youth will then be asked to participate in subsequent rounds. The sample will be predominantly African American, Hispanic and Asian/Pacific Islander. Information will be collected prior to and following the campaign’s launch. To better understand youth’s awareness of and receptivity to campaign materials as the campaign evolves, we will collect data continuously starting 63 months after the campaign launches and ending 1824 months following the campaign’s launch. Statistical power estimates provide guidance on reasonable expectations for observing statistically significant change in outcomes of interest as detailed in Section B.1.

A mail-based screener will be one of the methods used to identify eligible youth (Attachment 2).  Parents or guardians will be asked to provide consent and their contact information on this form.  For the pre-launch survey, the five-minute screener will be completed by 13,816 households for a total of 1,151 burden hours for youth and an additional 229 hours for the parents or guardians.  For the pre-test survey, 2,100 youth will complete a questionnaire with an estimated burden of 30 minutes per respondent, for an annualized total of 1,050 hours. For the post-test screening survey, the estimated burden is 1,208 hours for youth and 241 hours for adults.  For the post-test surveys, the estimated burden is 45 minutes per respondent, for a total of 4,725 burden hours.

We will also recruit youth through social media (such as Twitter, Facebook and Instagramand Twitter) as a secondary strategy to recruit youth 13 to 17.  An online version of the screener described above will be used to identify eligible youth (included in Attachment 3). Eligible youth will be asked to provide their parents’ or guardians’ contact information. For the post-campaign outcome surveys, 15 to 17 year-old youth will not require parental consent and will therefore not be asked to provide their parents’ or guardians’ contact information. For youth 13 to 14 years old, we will continue to require parental consent. The screener will take five minutes and will be completed by 7,500 youth for the pre-test survey for a total of 625 burden hours.  Of these, 500 will be eligible and complete the pre-test survey for a total of 250 burden hours. For the post-test survey, 31,500 youth will complete the 5-minute screener, for 2,624 burden hours. Of these, 2,100 will be eligible and complete the post-test survey online (up to 45 minutes), for a total of 1,575 burden hours.  

This data collection will take place in 2015, 2016 and 2017. Thus, the target number of completed campaign questionnaires for all respondents is 106,645, and the annualized response burden is estimated at 13,678 hours. OMB approval is requested for 2 years. Exhibit 1 provides details about how this estimate was calculated. The Web self-administered surveys will be designed to maximize ease of response (at home on personal computers or mobile devices) and thus decrease respondent burden.

[bookmark: _Toc361824170]
Exhibit 1. Estimated Annual Burden Hoursa

		Type of Respondent

		Activity

		Number of Respondents

		Number of Responses per Respondent

		Total Annual Responses

		Average Burden per Response

		Total Hours



		Youth aged 12 to 17 in the United States

		Screener and Consent Process-Pre-test outcome survey

		13816

		1

		13816

		0.0833

		1151



		

		 

		 

		 

		 

		(5 min.)

		 



		

		Screener and Consent Process- First post-test outcome survey

		4836

		1

		4836

		0.0833

		403



		

		 

		 

		 

		 

		(5 min.)

		 



		

		Screener and Consent Process- Second post-test outcome survey

		4836

		1

		4836

		0.0833

		403



		

		 

		 

		 

		 

		(5 min.)

		 



		

		Screener and Consent Process- Third post-test outcome survey

		4836

		1

		4836

		0.0833

		403



		 

		 

		 

		 

		 

		(5 min.)

		 



		Adults 18 and older in the United States

		Screener and Consent Process- Pre-test outcome survey

		13816

		1

		13816

		0.0166

		229



		

		 

		 

		 

		 

		(1 min.)

		 



		

		Screener and Consent Process- First post-test outcome survey

		4836

		1

		4836

		0.0166

		80



		

		 

		 

		 

		 

		(1 min.)

		 



		

		Screener and Consent Process- Second post-test outcome survey

		4836

		1

		4836

		0.0166

		80



		

		 

		 

		 

		 

		(1 min.)

		 



		

		Screener and Consent Process- Third post-test outcome survey

		4836

		1

		4836

		0.0166

		80



		 

		 

		 

		 

		 

		(1 min.)

		 



		Multicultural Youth aged 12-17 in select media markets

		Pre-test outcome evaluation survey

		2100

		1

		2100

		0.5

		1050



		 

		 

		 

		 

		 

		(30 min.)

		 



		Longitudinal Cohort 

		First post-test evaluation survey

		1365

		1

		1365

		0.75

		1024



		 

		 

		 

		 

		 

		(45 min.)

		 



		 

		Second post-test evaluation survey

		1365

		1

		1365

		0.75

		1024



		 

		 

		 

		 

		 

		(45 min.)

		 



		 

		Third post-test evaluation survey

		1365

		1

		1365

		0.75

		1024



		 

		 

		 

		 

		 

		(45 min.)

		 



		Cross-Sectional Cohort

		First post-test evaluation survey

		735

		1

		735

		0.75

		551



		 

		 

		 

		 

		 

		(45 min.)

		 



		 

		Second post-test evaluation survey

		735

		1

		735

		0.75

		551



		 

		 

		 

		 

		 

		(45 min.)

		 



		 

		Third post-test evaluation survey

		735

		1

		735

		0.75

		551



		 

		 

		 

		 

		 

		(45 min.)

		 



		Multicultural youth aged 13-17 in the select media markets recruiting through social media and online panels

		Pre-test online screener

		7500

		1

		7500

		0.0833

		625



		 

		 

		 

		 

		 

		(5 min.)

		 



		 

		Pre-test online survey

		500

		1

		500

		0.5

		250



		 

		 

		 

		 

		 

		(30 min.)

		 



		 

		Post-test online screener

		31500

		1

		31500

		0.0833

		2624



		 

		 

		 

		 

		 

		(5 min.)

		 



		 

		Post-test online survey

		2100

		1

		2100

		0.75

		1575



		 

		 

		 

		 

		 

		(45 min.)

		 



		Total

		 

		106,648

		 

		

		 

		13,678





a There are no capital costs or operating and maintenance costs associated with this collection of information.

12b. Annualized Cost Burden Estimate

Respondents participate on a purely voluntary basis and, therefore, are subject to no direct costs other than time to participate. There are also no start-up or maintenance costs. RTI has conducted many smoking-related surveys of similar length among youth. We have examined diagnostic data from each of these prior surveys and estimate that data collection for this study will take approximately 30 minutes per respondent for the pre-test outcome survey and 45 minutes for the post-test surveys.  We estimate that the web surveys will also take 30 minutes. According to the U.S. Department of Labor (DOL) Bureau of Labor Statistics the average hourly wage in 2013 was $8.19 for ages 16 to 19. Thus, assuming an average hourly wage of $8.19 for youth respondents and an hourly wage for adults of $24.75, the estimated total cost to participants will be $119,809.  The estimated value of respondents’ time for participating in the information collection is summarized in Exhibit 2.

Exhibit 2. Estimated Annual Cost

		Type of Respondent

		Activity

		Annual Burden Hours

		Hourly Wage Rate

		Total Cost



		Youth aged 12 to 17 in the United States

		Screener for pre-test survey 

		1,151

		$8.19

		$9,427



		

		Screener for post-test surveys

		1,208

		$8.19

		$9,894



		Adults 18 and older in the United States

		Screener for pre-test survey

		229

		$24.75

		$5,668



		

		Screener for post-test surveys

		241

		$24.75

		$5,965



		Multicultural youth aged 12 to 17 in the United States

		Pre-test survey

		1,050

		$8.19

		$8,600



		

		Post-test surveys

		4,725

		$8.19

		$38,698



		Multicultural youth aged 13 to 17 in the United States (social media

		Screener for pre-test survey 

		625

		$8.19

		$5,119



		

		Screener for post-test surveys

		2,624

		$8.19

		$21,491



		

		Pre-test survey

		250

		$8.19

		$2,048



		

		Post-test surveys

		1,575

		$8.19

		$12,899



		Total

		

		

		

		$119,809







Estimates of Other Total Annual Costs to Respondents and/or Recordkeepers/Capital Costs

There are no capital, start-up, operating, or maintenance costs associated with this information collection.

13. Annualized Cost to the Federal Government

This information collection is funded through a contract with RTI. The total estimated costs attributable to this data collection are $7,500,2758,028,118 (Exhibit 3). There are additional contract-funded activities occurring before and after this data collection that include project planning and data analysis. Other activities outside this data collection include coordination with FDA and its media contractor, evaluation plan development, instrument development, reporting, RTI IRB, and progress reporting and project management. This information collection will occur from 2015 through 2017.

[bookmark: _Toc361824171]Exhibit 3. Itemized Cost to the Federal Government

		Government Personnel

		Time Commitment

		Average Annual Salary

		Total



		GS-13

		25%

		$90,82373,846

		$22,70518,462



		GS-14

		15%

		$110,90287,263

		$16,63513,089



		GS-15

		5%

		$126,245102,646

		$6,3125,132



		Total Salary Costs

		$45,65236,683



		Contract Cost

		$7,991,435



		Total

		$8,037,0878,028,118





14. Explanation for Program Changes or Adjustments

This is a new data collection.

15. Plans for Tabulation and Publication and Project Time Schedule

Data from this information collection will be used to estimate awareness of and exposure to the campaign among multicultural youth. These estimates will take the form of self-reported ad recognition and recall that assess basic exposure as well as frequency of ad exposure. These estimates will also be calculated separately for each specific campaign advertisement.



Data from this information collection will also be used to examine statistical associations between exposure to the campaign and pre-post changes in specific outcomes of interest for campaign and comparison groups. We will conduct two primary types of analyses. The first will focus on aggregate changes in outcomes from the pre- to post-periods between the campaign and comparison cities.  The second analytic approach will focus on individual changes in outcomes as a function of campaign exposure, which will vary within and across campaign and comparison cities.  The embedded longitudinal cohort may also permit some longitudinal analysis. The primary outcomes of interest among youth will be awareness of the campaign as well as tobacco-related beliefs, attitudes, intentions and behaviors. We hypothesize that there should be larger changes in outcomes among individuals with more frequent campaign exposure (i.e., dose-response effects).



In addition to relying on self-reported exposure, we will also utilize measures of market-level campaign intensity, which will be constructed with available data on campaign activities, including traditional and digital advertising and local campaign events. These data will be merged to the survey to provide an additional measure of campaign exposure among study participants. This will allow us to analyze the relationship between the market-level delivery of the campaigns and actual levels of awareness in each sample that is collected. This will also facilitate further analyses of the relationship between exogenous market-level measures of campaign dose and changes in the aforementioned outcome variables of interest.



The reporting and dissemination mechanism will consist of three primary components: (1) summary statistics (in the form of PowerPoint presentations and other briefings) on individual awareness of and reactions to the campaign, (2) a comprehensive evaluation report summarizing findings from this information collection, and (3) at least two peer-reviewed journal articles that document the relationships between campaign exposure and changes in the aforementioned outcomes of interest. The key events and reports to be prepared are listed in Exhibit 4.



Pre-test information collection must be completed before the launch of the campaign. OMB approval is requested as soon as possible.

[bookmark: _Ref216592722][bookmark: _Toc66689102][bookmark: _Toc140476560][bookmark: _Toc216595340][bookmark: _Toc361824172]Exhibit 4. Project Schedule

		Project Activity

		Date



		Pre-test data collection

		JuneJuly-SeptemberOctober 2015



		Post-test data collection

		January April 2016-June October 2017



		Preparation of analytic data file

		Approximately 4 weeks after completion of data collection



		Data analysis

		Approximately 5–12 weeks after completion of each analytic data file



		Report writing and dissemination

		Approximately 12-16 weeks after completion of each analytic data file





16. Reason(s) Display of OMB Expiration Date is Inappropriate

Not applicable. All data collection instruments will display the expiration date for OMB approval of the information collection.

17. Exceptions to Certification for Paperwork Reduction Act Submissions

[bookmark: _Toc361824168][bookmark: _Toc365037510]Not applicable. There are no exceptions to the certification statement.
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B.	Statistical Methods

1. Respondent Universe and Sampling Methods



The primary outcome study will consist of a pre-test survey and ongoing post-test cross-sectional surveys with an embedded longitudinal cohort in campaign and control cities beginning approximately 63 months after campaign launch.  The primary data collection strategy involves using address-based sampling (ABS) to screen households with eligible youth, followed by field interviews of eligible youth. All youth who participated in a previous survey wave will be re-contacted at each follow-up wave. As needed to account for attrition, these longitudinal data will be supplemented with cross-sectional data in order to achieve our target sample size for each wave (n=2100). Based on attrition of youth observed in the ExPECTT study, including attrition overall and among racial/ethnic minority youth, we expect that 65% of youth who completed a survey will complete the next survey. The pre-test wave of data collection will include 2,100 12 to 17 year old multicultural youth who will be predominantly African American, Hispanic, and Asian/Pacific Islander.  We will collect half of the sample (N=1,050) from 15 campaign cities and the other half (N=1,050) from 15 comparison cities. The ongoing post-test data collection sample size will be 6,300, equally split between campaign and comparison cities.  The goal is to complete this data collection relying on ABS data collection. However, this strategy will be supplemented by recruitment of youth through social media, such as Twitter, Facebook and Instagram, —specifically, Facebook and Twitter—followed by parental consent and online data collection. Based on the scant literature available on this topic, we estimate that between 2% and 7% of youth screened will complete the screener, obtain parental consent and complete the survey. Data are not available to estimate whether response rate will differ by social media platform (Facebook or Twitter). The few studies that shed light on this issue are based on experiences with Facebook. We will use Twitter in the absence of this information because Twitter has a high proportion of racial/ethnic minority and urban users. We plan to recruit up to 500 youth 13 to 17 through social media. In the post-test surveys, we plan to use other social media platforms, such as Instagram, to recruit youth. 



The media contractor developed a list of 60 potential cities for the campaign.  From the potential 60 cities, 15 cities were randomly selected to serve as comparison cities, leaving 45 cities for the campaign.  Subsequently, two of these cities were merged to form one site, resulting in 44 campaign cities.  The 15 comparison cities were selected excluding the 15 largest cities so as not to remove a large segment of the campaign’s target audience.  As a result, the 15 campaign cities were then selected from the remaining 30 markets.  These 15 were selected to match the comparison cities in terms of region of the country and city size.



Address-based Sampling and Field Data Collection

Within cities, we will select an equal number of census block groups. The census block groups will serve as the areas in which our address sample will be selected. To obtain the 2,100 completed interviews for the pre-test data collection, we will start with 118,520 sampled addresses from RTI’s Enhanced Address-based Sample (ABS) Frame.  This frame starts with addresses in the U.S. Postal Service (USPS) Computerized Delivery Sequence File and adds complementary data from commercial sources to better characterize household members’ demographics and lifestyles.  We will use this frame to identify households likely to have eligible youth. Nationally, 6.3% of households have at least one eligible youth. In addition, based on formative research by those developing the Fresh Empire campaign, we expect about 20% of multicultural youth ages 12 to 17 will affiliate with a Hip Hop peer crowd.  As a result, approximately 1.3% of households would have an eligible youth.  Given the challenge of reaching such a small population, we will rely on available indicators in RTI’s Enhanced ABS Frame to oversample households with a greater likelihood of having eligible youth.  Our goal is to make comparisons between the campaign and comparison cities and not make claims that these results are fully representative of the target audience.



Based on prior experience using this frame to identify youth, we expect that 35.4% of selected households will have at least one youth in the eligible age range and race/ethnicity. We are also assuming that 95% of the mailings sent to these addresses will be successfully delivered.  In addition, based on recent RTI studies and published studies, we expect that 35% of households with eligible youth will complete the screener that will be used to identify youth in a Hip Hop peer crowd (20%).  Of these, we expect that 75% will complete the outcome survey. Based on attrition of youth observed in the ExPECTT study, including attrition overall and among racial/ethnic minority youth, we expect that 65% of youth who completed a survey will complete the next survey.  Exhibit 5 illustrates the sample selection estimates.



[bookmark: _Toc361824173]Exhibit 5. Addresses and the Associated Assumptions to Yield the Needed Number of Completes for Field Data Collection



		Activity

		Pre-test

		Post-test



		Selected addresses

		118,520

		124,775



		Mail delivered

		112,594 (95%)

		118,537 (95%)



		Age and race eligible housing unit

		39,894 (35%)

		42,000 (35%)



		Age and race eligible youth who returns screener

		13,963 (35%)

		14,700 (35%)



		Eligible youth who affiliate with a Hip Hop peer crowd

		  2,793 (20%)

		  2,9440 2,940 (20%)



		Completed interviews

		2,100 (75%)

		2,205 (75%)







Power Analysis

Statistical power estimates provide guidance on reasonable expectations for observing statistically significant change in outcomes of interest. This process requires an understanding of the study design, planned analyses (i.e., statistical model), expectations about the minimum detectable effect (MDE), as well as characteristics of the population and measures involved.



For the purpose of estimating statistical power for the Fresh Empire Campaign, we assume data collection will reflect a cross-sectional design among 30 cities, with 15 cities receiving Fresh Empire campaign messages and 15 cities that will serve as a comparison group with minimal exposure to national television advertisements. The proposed impact analysis accounts for the repeated cross-sectional data collection using a generalized linear hierarchical regression model that assesses change in the proportion of youth that agree with a belief statement related to smoking tobacco (e.g., perceived approval, perceived prevalence, and perceived popularity). The test statistic will involve a two-tailed hypothesis test with a Type I error rate of 0.05 and a Type II error rate of 0.20, yielding 80% statistical power. Our parameter estimates include an intraclass correlation coefficient (ICC) of 0.01 to account for the geographic clustering of respondents and a variance inflation factor of 1.25 to account for potential imbalance across conditions. To some extent, these factors are offset by parameters that will serve to reduce variation. Those parameters include over-time correlation corrections of 0.55 at the cluster levels that account for repeated measures in the same DMAs as well as a 0.20 variance reduction at the individual level for the inclusion of demographic and socio-economic covariates. These parameter estimates are available in the published literature and supported by our experience conducting similar studies (Murray and Short 1997, Murray and Blitstein 2003, Janega, Murray et al., 2004, Farrelly, Davis et al., 2005).



The campaign evaluation’s goal is to be able to identify change of 10 percentage points or greater as statistically significant.  There is little available data in the peer-reviewed literature on the level of agreement we can anticipate at baseline. Accordingly, we rely on the conservative assumption that 50% of youth will agree with belief items that align with campaign messages at baseline.



Given the parameters and assumptions detailed above, the impact evaluation of the Fresh Empire campaign will require data from 70 self-identified, Hip Hop multicultural youth in each of the 30 media markets (N = 2,100) at the pre-test.  In addition, we expect to accumulate 2,100 completed interviews approximately every 46 months during the post-test period for a total of 8,400 interviews.  The data collection will end 1824 months following the campaign launch. The primary comparison for statistical power calculations is between the pre-test period and the final 2,100 complete interviews (during months 15-18).  However, the interim data collection will permit multiple comparisons between the pre- and post-test periods to accommodate evolving campaign strategies and monitoring campaign exposure and receptivity. The pre-post sample size of 2,100 is predicated on the assumption that agreement with Campaign messages is 50% at baseline and increases to 60% at the end of data collection. If actual agreement at baseline is either higher or lower than this value, statistical power is improved and smaller program impacts can be detected with the same sample of respondents. This effect would result in an odds ratio of approximately 1.50, meaning that youth exposed to the campaign would be 1.50 times more likely than youth not exposed to the campaign to agree with campaign-targeted beliefs and perceptions.



Data Collection Via Social Media

To supplement the ABS strategy above, we will recruit additional multicultural youth 13 to 17 through social media platforms, such as Twitter, and Facebook and Instagram. We will post advertisements to social media and invite youth to complete the brief online screener to determine their eligibility. For this brief survey, we will only require youth assent. We will ask eligible youth to provide their parent or guardian’s contact information (name and telephone number) so that we can obtain their consent prior to inviting youth to complete the pre- or post-test survey. For 15 to 17 year-old youth recruited via social media for the post-test surveys, we will not require parental consent. For youth 13 to 14 years old, we will continue to require parental consent. For those youth, an interviewer will call the parent to obtain permission. A link to the survey will then be emailed sent to the email address or mobile number indicated by the youth on the screener. If a parent has a question about the study, we will email or mail them the Question & Answer Fact Sheet-Social Media Sample (Attachment 14b). All youth, regardless of recruitment method, will be advised of the privacy of their data and be asked to provide their assent to participate before encountering the first survey question. All data will be disassociated with names, addresses, and other identifying information to ensure respondent privacy to the fullest extent of the law, and all data will be stored on secure RTI servers. 



2. Procedures for the Collection of Information



B.2.1	ABS Field Data Collection

This section describes the procedures for field data collection. Data will be collected continuously throughout the study period, beginning in late 2015, prior to the launch of the campaign, and ending 1824 months post campaign launch. Continuous This data collection will allow timely feedback on the target audience’s awareness of and receptivity to campaign activities. Eligible youth will be screened by mail and interviewed in person. This approach provides a number of methodological advantages, including efficiency in identifying this hard-to-reach population, increased accuracy in measurement of key variables of interest, and reduced burden on study participants.



Sample Selection

An address-based sample will be drawn with the goal of oversampling households with youth ages 12 to 17 who are African American, Hispanic, or Asian/Pacific Islander.  Sampled dwelling units (SDUs) will receive a lead letter and a brief mail screener along with a $2 bill as an incentive.  The lead letter will describe the study and be addressed to a parent or guardian.  The parent would first indicate whether or not there are any youth in the household 12 to 17.  If not, they will be asked to indicate as much and return the survey in an enclosed, postage-paid envelope.  If there is at least one child 12 to 17, we would ask the parent or guardian to provide their name and phone number and then pass the screener to their child to complete and return.  If there are multiple youth ages 12 to 17 in the household, we would ask them to share the survey with the child with the next birthday. The youth would complete the brief survey and return in an enclosed, postage-paid envelope.  To encourage participation, we will send a reminder postcard (see Attachment 9) followed by a final mailing with a follow up cover letter and another copy of the screening instrument (Attachment 10).



Screening

Each wave of data collection will begin with a mail screening survey to identify eligible youth (Attachment 2).  In the post-test waves, this screening will be used to identify new sample members to replace those lost to follow-up from the longitudinal sample. Each mail screening survey will be accompanied by a lead letter, explaining the study and the process for completion (Attachments 8 and 8a). To be eligible, youth must match the target audience of the Fresh Empire campaign. That is, they must be youth 12 to 17 and they must affiliate with a Hip Hop peer crowd. The sample will be predominantly African American, Hispanic, and Asian/Pacific Islander. To ensure that the youth who participate in the outcome evaluation match this target audience, eligible youth will be screened using the same method used by the agency implementing the Fresh Empire campaign—Rescue Social Change Group (RSCG).  This is accomplished by presenting two arrays of photos—one with males and one with females representing various peer crowds. Respondents will be asked to evaluate the arrays and to rank order the three images depicting individuals who best represent and least represent their friend group in each array. Survey participants will be categorized as members of the Hip Hop peer crowd based on this exercise.



Completed screeners will be analyzed to determine youth’s eligibility.  Eligible youth will then be contacted in-person and invited to complete the outcome survey.



Recruitment

Before the interviewer’s arrival at the SDU, a Welcome to the Study letter (see Attachment 11) will be mailed to the selected addresses. This letter will briefly explain the purpose of the survey and request the cooperation of a parent or legal guardian aged 18 or older in each household. This letter will be printed on project-specific letterhead with the signature of FDA’s Project Director and RTI’s Project DirectorRTI’s project Data Collection Task Leader.



Upon arrival at each SDU, the interviewer will refer an adult resident to this letter and answer any questions the person might have about the study. If the resident has no knowledge of the lead letter, the interviewer will provide another copy, explain that one was previously sent, and then answer any questions the person might have. If no one is home during the initial visit to the SDU, the interviewer will have the option to leave a card (see Attachment 12) to inform the residents that the interviewer plans to visit the household at a different time. Further visits will be made as soon as feasible after the initial visit. Interviewers will make at least four additional visits beyond the initial visit to each SDU to complete the interview.



If the interviewer is unable to contact a parent or legal guardian aged 18 or older at the SDU after repeated attempts, the field supervisor may send an unable-to-contact letter (see Attachment 13) to reiterate information provided in the lead letter and ask for participation in the study. If the interviewer is still unable to contact anyone at an SDU, the interviewer might send an additional call-me letter (see Attachment 13) to the SDU. The call-me letter will request that the residents call the field supervisor to set up an interview appointment.



When contact is made with an adult member of an SDU and introductory information about the study is communicated, the interviewer will present a Question & Answer Fact Sheet-ABS Sample (see Attachment 14a) that provides answers to commonly asked questions. When a potential respondent refuses to cooperate in the interview, the interviewer will rely on their training and experience to accept the refusal in a positive manner. This technique will reduce the potential for creating an adversarial relationship between the residents and the interviewer that could preclude future visits. The supervisor might then request a refusal letter (see Attachment 13) be sent to the residence. The refusal letter will be tailored to the specific concerns expressed by the potential respondent and ask him or her to reconsider participating in the study. Refusal letters will also include the supervisor’s telephone number, in case the potential respondent has questions or would like to set up an appointment with the interviewer. Unless the respondent calls the supervisor or RTI’s office to refuse participation in the study, one further attempt to enlist the household’s cooperation will be made by specially selected interviewers with experience in addressing initial refusals. Specially trained interviewers will also be selected based on their proximity to the case to minimize travel costs.



All youth who participated in a previous survey wave will be re-contacted at each follow-up wave. Households of youth who previously completed an in-person survey will receive a lead mailing reminding them of their initial participation and requesting further participation. The lead mailing will include a web address and request that the selected youth participate in a web survey. Youth that have not participated via web within a few weeks of receipt of the lead mailing will be followed up by an interviewer in person. 



Interview Procedures

When an adult resident of a household agrees to cooperate with the study procedures, the interviewer will begin the interview procedures with the eligible youth participant. For the youth selected to complete the survey, the interviewer will follow these steps:



· The interviewer will obtain verbal consent from the parent or legal guardian for the selected youth before approaching the youth for participation in the study (Attachment 5 for cross-sectional youth; Attachment 5a for longitudinal youth).

· After obtaining informed consent, interviewers make every attempt to secure an interview setting in the respondent’s home that is as private as possible. In addition, the interview process, by design, includes techniques to afford privacy for the respondent. The self-administered portion of the interview maximizes privacy by giving control of the interview directly to the respondent. This allows the respondent to read the questions directly from the computer screen and then key his or her own responses into the computer via the keyboard.

· The interviewer will obtain verbal assent or consent from the selected youth respondent. The assent or consent form, which will appear as the first visible screen on the laptop, will be designed to communicate the goals and procedures to youth aged 12 to 17 (Attachment 5 for cross-sectional youth; Attachment 5a for longitudinal youth) and youth who have turned 18 (Attachment 5b). The interviewer will also read the assent or consent language to the youth before beginning the interview, to assure them that what they report will be kept confidential and to communicate the voluntary nature of participation and their right to refuse to answer any question asked.

· When both consent and assent have been obtained, the interviewer will arrange for the youth respondent to self-administer the survey. The interviewer will turn the computer over to the youth to read the survey questions and enter responses to the questions directly into the computer (Attachment 1).



The purpose of the outcome survey is to measure youth’s awareness of the campaign, attitudes toward smoking; their tobacco-related behavior; intentions; self-efficacy; cessation intentions, motivation and behavior; attitudes, beliefs, risk perceptions and social norms; media use and awareness; and environment. 



Incentives and Verification

After the interview is completed and before the verification information is collected, youth respondents will be given $25 for participation. Youths will receive an incentive receipt (Attachment 15). For verification purposes, one parent of eachsome youth respondents will be contacted via telephone after the interview. Immediately following the interview, the interviewer will collect the parent’s contact information to be used for this verification call (Attachment 16). The verification interviews will ask the youth respondent to answer a few questions confirming that the interview took place, that proper procedures were followed, and that the amount of time required to administer the interview was within the expected duration (Attachment 17). Verification letters will be mailed to respondent addresses when telephone numbers are unavailable (see Attachment 18).



Data Security

All interview data will be transmitted at least dailywithin 48 hours via secure encrypted data transmission to RTI’s offices, where the data will be subsequently processed and prepared for analysis, reporting, and data file delivery. Upon After transmission to RTI and confirmation of data receipt, all data will be automatically wiped from all data collection devices used in the field.



At follow-up, parents of youth who participated in prior waves of data collection will be re-contacted using the follow-up lead letter (Attachment 8a). All other data collection procedures relating to the embedded longitudinal cohort will be the same as those described above.



B.2.2 Recruitment Via Social Media

To supplement this sample, RTI will place ads on social media platforms, such as Twitter, and Facebook and Instagram.  An example of such an ad is included in Attachment 3a.  As much as possible, these ads will be targeted toward potentially eligible respondents, who are thought to be age 13-17, in the data collection cities, and potentially may affiliate with a hip hop peer crowd. When clicked, the ads will direct one to a web-based screener instrument (Attachment 3). Respondents who are deemed eligible following completion of the screener will then go on to obtain parental consent (Attachment 5) and complete either the pre- or post-test survey (Attachment 1), which will be administered online. For cross-sectional respondents recruited via social media for post-test survey rounds, parental consent is not required for 15 to 17 year-olds. Those youth will complete youth consent (Attachment 5e) and go on to complete the survey online. 



All respondents who complete this survey online will receive a virtual gift card valued at $25. This includes respondents recruited via social media and members of the longitudinal cohort who opt to take the post-test web survey instead of having a field interviewer come to their house. At the end of the post-test web surveys, all respondents will be asked to share a link to the web screener with their friends. Respondents who are recruited through this snowball sampling approach will follow the procedures outlined above. 





3. Methods to Maximize Response Rates and Deal with Nonresponse



The ability to obtain the cooperation of potential respondents in the baseline survey and maintain their participation across all survey waves will be important to the success of this study. In preparation for launching the baseline data collection, we will review procedures for enlisting respondent cooperation across a wide range of surveys, incorporate best practices from those surveys into the data collection procedures, and adapt the procedures through continuous improvement across the survey waves.



In addition to the $25 youth incentive, the study will use procedures designed to maximize respondent participation. Data collection procedures will begin with assignment of SDUs to specific interviewers at the start of data collection. When assigning cases, supervisors will take into account which interviewers are in closest proximity to the work, interviewer skill sets, and basic information such as demographics and size of each sampled area. Supervisors will assign cases to interviewers in ways designed to maximize production.



In post-test survey rounds, respondents who have completed previous surveys will have the option to take the survey online or in-person. Offering these two options may encourage potential non-responders to participate.



To further improve response rates in post-test surveys, eligible 15 to 17 year-old respondents recruited via social media will no longer require parental consent. As a result of these new consenting procedures, sensitive questions from the post-test survey questionnaire have been removed. 



When interviewers transmit their data from completed household screenings and interviews, the data will be summarized in daily reports posted to a Web-based case management system accessed by field supervisors and RTI’s data collection managers. On a daily basis, supervisors will use these reports to review response rates, production levels, and record of call information. This information will allow supervisors to determine each interviewer’s progress toward weekly production goals, when interviewers should attempt further contacts with SDUs, and how to handle challenging situations such as households that initially refuse to participate or households where the interviewer has been unable to contact anyone. Supervisors will discuss information and challenges with their interviewers each week. When feasible, cases will be transferred to other interviewers with different skill sets to assist with converting initial refusals into participating households. Cases might also be transferred among interviewers to improve production in areas where the original interviewer is not meeting response rate goals.



As noted in Section B.2, interviewers will use a Sorry I Missed You Card (Attachment 12) and the Question and Answer Fact Sheet-ABS Sample (Attachment 14a) when needed to contact respondents and encourage participation. To assist efforts to convert households that initially refuse to participate, refusal letters (Attachment 13) tailored to specific refusal reasons will be used. Similarly, an unable-to-contact letter (Attachment 13) will be sent to an SDU if the interviewer has been unable to contact an adult resident after multiple attempts. When interviewers have been unable to gain access one or more SDUs due to an access barrier, such as a locked gate or doorperson, controlled access letters (Attachment 13) will be sent to the appropriate person or organization to obtain assistance in gaining access to these SDUs.



4. Test of Procedures or Methods to be Undertaken



RTI will conduct rigorous internal testing of the online survey instrument prior to its fielding. Evaluators will review the online test version of the instrument that we will use to verify that instrument skip patterns are functioning properly, delivery of campaign media materials is working properly, and that all survey questions are worded correctly and are in accordance with the instrument approved by OMB.



5. Individuals Consulted on Statistical Aspects and Individuals Collecting and/or Analyzing Data



The following individuals inside the agency have been consulted on the design and statistical aspects of this information collection as well as plans for data analysis:



Tesfa Alexander

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796.9335

E-mail:	 Tesfa.Alexander@fda.hhs.gov



Lucinda Miner

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796-9181

E-mail: Lucinda.Miner@fda.hhs.gov



Gem Benoza

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-0088

E-mail:	 Maria.Benoza@fda.hhs.gov



David Portnoy

Office of Science

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	301-796-9298

E-mail: David.Portnoy@fda.hhs.gov



Matthew Walker

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-3824

E-mail:	 Matthew.Walker@fda.hhs.gov



Leah Hoffman

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-743-1777

E-mail:	 Leah.Hoffman@fda.hhs.gov



Janine Delahanty 

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20903

Phone:	240-402-9705

E-mail:	 Janine.Delahanty@fda.hhs.gov



The following individuals outside of the agency have been consulted on questionnaire development. Additionally, input has been solicited and received from FDA on the design of this study, including participation by FDA in meetings with OMB:



Matthew Farrelly

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-541-6852

E-mail:	mcf@rti.org



Jennifer Duke

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-2269

E-mail: jduke@rti.org



Jane Allen

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-597-5115

E-mail:	 Janeallen@rti.org



Youn Lee

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-5536

E-mail:	 Younlee@rti.org



Amy Henes

RTI International

701 13th Street, NW

Washington, DC, 20005

Phone: 202-974-7821

E-mail: ahenes@rti.org



Patricia LeBaron 

RTI International

230 W Monroe  Suite 2100

Chicago, IL 60606

Phone: 312-777-5204

E-mail: plebaron@rti.org



Azucena Derecho

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-541-7231

E-mail:	 derecho@rti.org



Stephen King

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone: 919-541-8094

Email: stephenking@rti.org

 



Pamela Rao

Akira Technologies, Inc.

1747 Pennsylvania Ave NW Suite 600

Washington, DC 20002

Phone: (202) 517-7187

Email: prao@akira-tech.com



Xiaoquan Zhao

Department of Communication

George Mason University

Robinson Hall A, Room 307B

4400 University Drive, 3D6

Fairfax, VA 22030

Phone: 703-993-4008

E-mail: xzhao3@gmu.edu



Jeff Jordan

Rescue Social Change Group

3436 Ray Street

San Diego, CA 92104

Phone: 619-231-7555 x 150

Email: jeff@rescuescg.com 



Mayo Djakaria

Rescue Social Change Group

660 Pennsylvania Avenue SE, Suite 400

Washington, DC 20003

Phone: 619-231-7555 x 120 

Email: mayo@rescuescg.com



Dana Wagner

Rescue Social Change Group 

660 Pennsylvania Ave SE, Suite 400

Washington, DC 20003

Phone: 619-231-7555 x 331

Email: dana@rescuescg.com
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