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Change Request
July 13, 2018
The Food and Drug Administration is submitting this nonmaterial/non-substantive change request (83-C) to add a Follow-up 5 to our data collection schedule and refine the data collection documents for Follow-up 5. Follow-Up 5 is scheduled for October through December 2018. During this follow-up data collection effort, we will continue to re-contact participants and recruit new respondents to offset attrition. OMB previously concurred with the submission of this change request.
The Research and Evaluation Survey for the Public Education Campaign on Tobacco (RESPECT) among Lesbian, Gay, Bisexual, and Transgender (LGBT) Young Adults is a longitudinal survey designed to measure awareness of and exposure to the This Free Life tobacco public education campaign and assess its impact on outcome variables of interest. 
We request changes to the following documents:
· Supporting Statement Part A
· Supporting Statement Part B
· Survey Instrument (Attachment 2)
· New Participant Screener Instruments (Attachment 3)
· Emails to Respondents (Attachment 11)
· Longitudinal Screener (Attachment 13)

The following supporting documents are being submitted with this change request:
· Rationale for Item Changes to Follow-up Instrument FU5
· Video Storyboards FU5

Contents of the Change Request Package for Follow-Up 5
	Att #
	Documents (with tracked changes)
	Edits

	0

	Supporting Statement Part A


	· Updated annual burden hours, annualized cost burden estimate, annualized cost to the federal government
· Updated project time schedule

	0
	Supporting Statement Part B

	· Updated sample size numbers and total number of waves

	02
	Survey Instrument Specs_FU5

	· Updated survey logic throughout survey for new wave of data collection. 
· Added product name “JUUL” to the example list of electronic nicotine products.
· Updated list of celebrities in survey question. 
· Updated examples of an LGBT nightlife magazines.
· Updated location of an attention check item.
· Updated video content and related questions for new wave of data collection.

	02a
	Rationale for Item Changes to Follow-up Instrument FU5


	NA

	02b
	Video Storyboards FU5


	New document 

	03
	New Participant Screener_FU5


	· Alphabetized cities
· Changed “please state” to “please specify” in Other response options
· Updated programmer logic

	11
	EmailToRespondents_FU5


	· Updated wording and email address of incentive email
· Updated examples of incentives

	[bookmark: _Hlk516840977]13
	Longitudinal Screener_FU5


	· Updated programming logic 
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Food and Drug Administration’s Research and Evaluation Survey for the Public Education Campaign on Tobacco among LGBT (RESPECT) (0910-0808)



SUPPORTING STATEMENT Part A



A. Justification



Circumstances Making 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 young adult-targeted public education campaign to help prevent tobacco use among LGBT young adults and thereby reduce the public health burden of tobacco. The campaign will feature events, advertisements on television, 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 FDA’s [LGBT Campaign] designed to reduce tobacco use among LGBT young adults aged 18 to 24. 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 capture exposure to FDA’s [LGBT Campaign] young adult tobacco-focused public education campaign and evaluate whether campaign exposure is associated with changes in outcome variables of interest. A small pilot study to test the screening process will be conducted in late 2015, and baseline data collection is scheduled to begin in January 2016.  FourFive follow-up surveys will be conducted among those young adults who participated previously, with new cross-sectional participants being recruited to make up for attrition.  The post-campaign data collection will begin approximately 6 months following the launch of the campaign with new participants being recruited on an ongoing basis.  The data collection will end approximately 1831 months after the launch of the campaign. This design will facilitate analysis of relationships between individuals’ exposure to campaign activities and baseline to follow-up changes in outcomes of interest between campaign and comparison cities.

To complement this data collection, we will conduct cross-sectional media tracking surveys of LGBT 18 to 24-year-olds in the periods in between the primary outcome evaluation survey waves.  The purpose of these surveys is to capture self-reported data on the target audience’s awareness of and receptivity to campaign activities.  This media tracking survey effort is important to inform the campaign on a regular basis as research has shown that receptivity to campaign messages is causally antecedent to actual ad effectiveness (e.g., Davis et al., 2013; Davis, Uhrig, et al., 2011; Dillard, Shen, & Vail, 2007; Dillard, Webber, & Vail, 2007). We hypothesize that if the campaign is effective, the baseline to follow-up 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 young adults in campaign cities exposed to the campaign more frequently (i.e., dose-response effects).



The primary method to recruit young adults for the outcome evaluation will be via intercept screenings in LGBT venues (e.g., bars, nightclubs, community centers, universities, Pride eventsfestivals).  However, given that the target audience represents a relatively small proportion of young adults, we are complementing this approach by recruiting LGBT young adults through social media. Media tracking surveys will also be conducted by recruiting LGBT young adults via social media.  The baseline survey will include measures of tobacco-related beliefs, attitudes, intentions, and behaviors. The outcome follow-up surveys will include measures of audience awareness of and exposure to the campaign advertisements as well as the aforementioned outcome variables of interest. The baseline and follow-up questionnaires are presented in Attachments 1 and 2. A brief screener that will be used to identify LGBT young adults recruited in person and via social media for both the outcome baseline and follow-up surveys is presented as Attachment 3.



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 LGBT young adults’ 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 LGBT young adults 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 among those evaluated in this study.

· Inform FDA, policy makers, and other stakeholders on the impact of the campaign among evaluated cities.

· Inform the public about the impact of the campaign in the evaluated cities.

· Inform future programs that may be designed for similar purposes.



To achieve these goals, data collection will consist of a baseline survey and fourfive follow-up surveys with young adults as the target audience. The follow-up surveys will be conducted among those young adults who participated previously, with new cross-sectional participants being recruited to make up for attrition. By re-contacting study participants from previous waves, we can reduce the costs of data collection and allow for the possibility of examining changes in study outcomes within individuals over time.  However, we anticipate that it will be difficult to retain a sufficiently large proportion of the baseline sample to rely exclusively on a longitudinal design.  Young adults are more mobile than older adults (Benetsky et al., 2015) and may move out of the selected study markets or simply be difficult to re-contact.  As a result, our goal is to recruit additional LGBT young adults at each wave to ensure the same overall sample size remains constant.



Eligible respondents will be young adults who are 18 to 24 years old and who self-identify as LGBT. The sample will include young adults who self-identify as LGBT, as well as young adults who self-identify as being queer, trisexual, omnisexual, transsexual, gender variant or pansexual (definition from National Health Interview Survey (NHIS) (http://www.cdc.gov/nchs/nhis.htm). The [LGBT Campaign] will target up to 15 cities. The outcome evaluation data collection will occur in 12 campaign-targeted cities and 12 similar (“comparison”) cities. The embedded longitudinal cohort will also reduce cost, as well as respondent burden.  By re-contacting participants from previous waves of data collection, we will reduce the amount of screening of the population required to reach our target sample compared to collecting an entirely new sample at each wave.  The reduced screening reduces overall burden on the population and thus reduces costs.  



The outcome study will rely primarily on participants intercepted and invited to complete the screening in LGBT venues to identify eligible young adults, followed by web-based data collection for eligible participants.  We will supplement this approach by recruiting young adults through social media.  We will advertise in social media and invite young adults aged 18 to 24-years-old to complete the screening survey online. We will then ask eligible young adults to continue on to complete the same web survey completed by participants recruited and screened in person. 



The campaign’s target audience consists of young adults who participate in the LGBT community. To determine LGBT status, we will use a series of questions used by the National Health Interview Survey (NHIS) (http://www.cdc.gov/nchs/nhis.htm) to identify individuals as being LGBT. Survey participants will be categorized as LGBT if they self-identify as one or more of the following: lesbian, gay, bisexual, transgender, transsexual, gender variant, queer or pansexual (also referred to as trisexual or omnisexual). Eligible young adults intercepted in person will receive a link by email or text message to complete the web survey. Eligible young adults recruited via social media will continue immediately to the survey from the screener.



[bookmark: _Hlk504983856][bookmark: _Hlk504983449]This survey will be self-administered online (via the participant’s personal computer or mobile device). The baseline survey will have a sample size of 3,150, with half of the sample (N=1,575) from 12 campaign-targeted cities and half (N=1,575) from comparison cities.  The total sample for the follow-up surveys will be approximately 12,600, with an equal number of surveys in campaign and comparison cities. We will estimate the proportion of baseline participants expected to complete successive follow-up 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 young adults in targeted and comparison cities. Compared to a purely cross-sectional design with independent samples, the inclusion of participants from previous waves requires accounting for the over-time correlation in responses from the embedded longitudinal sample.  To account for the non-independence of these observations over time, we create unique identifiers for participants and use these to cluster the multiple observations per participant (Wooldridge, 2010; Wears, 2002). 



Schedule permitting, 80 young adult respondents will be screened in person at LGBT bars as part of a pilot test of procedures. Of the estimated total 15,75020,154 baseline and follow-up surveys, approximately 3,9384,995 (25%) will be completed by young adults recruited through social media.  



Information collected in this campaign evaluation will not be generalized to broader or national LGBT populations. 



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 partially in-person computer-based screener, social media screener and web surveys for baseline and follow-up data collection. The proposed approach of screening eligible young adults via intercept screeners in LGBT venues and via social media 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 tablet and web surveys, which will be used to collect intercept screener data and baseline and follow-up surveys, 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 and web-based administration increases the consistency of the data. The computerized version of the screener and web-based versions of screener and surveys 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 100% of the respondents will use electronic means (either via computerized screeners using a tablet, or web-based screeners and surveys) to fulfill the agency’s request.



Respondents who are screened in person at an LGBT venue will be screened with a self-administered questionnaire programmed on a tablet. All screener data collected in-person will be transmitted via secure encrypted data transmission to RTI’s offices, after which survey item response data will be automatically wiped from all field data collection devices.  Respondents will be distinguished in the data only by a unique identifier linking individual screenings and interviews. Identifiers (email address and first name) will be stored, transmitted, and maintained in a data file separate from responses to questions. The computer-assisted self-interview technology for the screener 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 day. 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, gender identity) less threatening and enhances response validity and response rates.



The in-person computerized sample will be supplemented by a sample of respondents who are recruited through social media.  These respondents will be recruited through the social media platformsplatform Facebook and Twitter, 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.



In an effort to prevent individual participants from completing surveys multiple times to receive additional incentives, we have implemented the following 5-step procedure to identify duplicates and poor-quality surveys for removal:



1) To prevent any duplicate email addresses that are exact email matches from moving past the screening instrument (an individual email can only enter the baseline survey one time).

2) After a participant completes the survey, identify exact/almost exact name matches (80%+ name matches for names longer than 5 characters) between email addresses provided during screening (e.g., janedoe1@gmail.com, janedoe2@gmail.com, janedoe1@yahoo.com, janedoe43@hotmail.com). These email addresses are flagged and reviewed by the project analyst to determine whether the names are similar enough to warrant coding these as suspicious and removed. Surveys that are not deemed as suspicious then go on to Step 3. Duplicate email addresses are then provided to the survey provider as people who should not automatically receive additional incentives beyond what incentives they have already received. If a participant labeled as a duplicate contacts us for their incentive, we will inform them that only one incentive is allowed per respondent.

3) Check questions with Likert-type scales- if simple straight-lining or other pattern is found then these surveys will be removed. The remaining surveys will go on to Step 4.

4) Identify low engagement behavior by reviewing the speed of answers, respondents who exceed four or five standard deviations from the mean completion time will be labeled as speeders and their surveys will be removed from the sample.

5) Identify patterns within the submitted data, including completes from the same IP address in a small window of time and completes from IP addresses known to be sources of malicious software or services.



In addition, to prevent fraudulent cases, we will be implementing the following procedures for the Follow-Up 2 survey:



· For social media participants, add a referrer field into the screener. If the referrer field does not contain facebook.com the individual is screened out.

· For social media participants add CAPTCHA at the screener. If CAPTCHA is failed at the screener they are screened out.

· For social media participants at the screener, if the country code of the IP address is not U.S.-based, they are screened out immediately.

· Have returning respondents who were recruited at prior waves (intercept and social media in all cohorts) answer questions in the survey that are asked in the screener.  If those answers don’t match they are screened out.



Checks for response straight lining, speeding, and passing attention checks will be conducted.  Respondents who do not pass these measures will not be invited to the next wave of the study. We have revised the consent form to inform respondents that they may not be invited back to the study if we determine that their data quality is not sufficient. 



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 if they do not complete the survey in one sitting, 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.



Efforts to Identify Duplication and Use of Similar Information



FDA’s Research and Evaluation Survey for the Public Education Campaign on Tobacco among LGBT (RESPECT) 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 LGBT young adult 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 surveys including LGBT young adults, including the National Adult Tobacco Survey (NATS) and the National Health Interview Survey (NHIS). Due to the timing of the campaign, the limited geographic reach of the campaign, and 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.



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.



Consequences of Collecting the Information Less Frequently



Respondents to this collection of information will be invited to answer up to fivesix surveys. While there are no legal obstacles to reduce burden, any lack of information needed to evaluate the [LGBT 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—LGBT young adults. Failure to collect these data could reduce effective use of FDA’s program resources to benefit young adults 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.



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.



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 June 30, 2015 (80 FR 37270). FDA received 1 comment:



Comment: The commenter did not believe the amount of hours was justified for learning about the LGBT population. Additionally, the commenter did not see an explanation of the value of collecting this information.



Response: FDA disagrees with this comment. The 2009 Family Smoking Prevention and Tobacco Control Act (Tobacco Control Act) authorized the FDA to develop and implement several public health education campaigns about the dangers of using tobacco products.  Through literature reviews and analysis of national survey data, FDA identified groups that are uniquely at-risk of tobacco initiation due to a variety of factors, and who would benefit from an innovative education campaign designed to prevent tobacco use.  One such group is young adults who identify as LGBT, who according to recent data smoke at approximately 2 times the rate of the general adult population.



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:



Gem Benoza

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20993

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 20993

Phone:	301-796-9298

E-mail: 	David.Portnoy@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 20993

Phone:	240-402-7134

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 20993

Phone:	240-402-9705

E-mail:	Janine.Delahanty@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 20993

Phone:	240-402-3824

E-mail:	Matthew.Walker@fda.hhs.gov



Ollie Ganz

Office of Health Communication & Education

Center for Tobacco Products

Food and Drug Administration

10903 New Hampshire Avenue

Silver Spring, MD 20993

Phone:	240-402-5389

E-mail:	Ollie.Ganz@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:



[bookmark: _Hlk503337952]Matthew Farrelly

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-541-6852

E-mail:	mcf@rti.org



Erik Crankshaw

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-316-3809

E-mail:	ecrankshaw@rti.org



Jennifer Duke

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-2269

E-mail: 	jduke@rti.org



Jamie Guillory

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-316-3725

E-mail:	 jguillory@rti.org



Kristine Fahrney-Wiant

RTI International

3040 Cornwallis Road

Research Triangle Park, NC 27709

Phone:	919-485-5531

E-mail:	fahrney@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 Avenue, Suite 2100

Chicago, IL 60606

Phone: 	312-777-5204

E-mail: 	plebaron@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



Joseph Lee

East Carolina University

Belk Building

Greenville, NC

Phone: 	919-966-2807

E-mail: 	leejose14@ecu.edu	



Jeff Jordan

Rescue Social Change Group

2437 Morena Blvd.

San Diego, CA 92110

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

2437 Morena Blvd.

San Diego, CA 92110

660 Pennsylvania Ave SE, Suite 400

Washington, DC 20003

Phone: 	619-231-7555 x 331

Email: 	dana@rescuescg.com



Brandon Tate

Rescue Social Change Group

6463 Sunset Boulevard, Suite 504

Hollywood, CA 90028

Phone: 	619-231-7555 x 152

Email: 	brandon@rescuescg.com



Explanation of Any Payment or Gift to Respondents



Participants who complete the in-person screener plus all six waves of the study during the early response period could receive a combination of cash or virtual gift cards valued at up to $160. Due to difficulty in recruiting intercept respondents, intercept respondents will be paid $10 in cash for completing the screener. Those who are eligible will receive an email invitation to complete the full survey.  If they choose to complete the full survey they will receive an online gift card of $20.00, with a $5 bonus (total of $25.00) if they complete the full survey within two days of invitation.  Incentives are particularly important in intercept surveys.  By definition, intercept respondents are busy doing something else at the time they are intercepted.  In the case of this study, when intercepted, respondents will be entering a venue, leaving the venue to go elsewhere, or are likely to be otherwise engaged in interactions with others inside the venue.  Unlike a mail or web survey that can be done at the respondent’s leisure, or a telephone or in-person interview that can be scheduled at the respondent’s convenience, in an intercept study the invitation to participate is a relatively immediate one, and respondents are likely to require motivation to stop what they are doing.  While there is little published experimental research that examines the effectiveness of incentives vs. no incentives with intercept surveys, there are numerous examples of public health research that has used cash incentives when intercepting respondents at bars or other “party” venues.  Incentives within this literature tend to range from $5-$10 for completing a brief survey when entering the venue (e.g., Bourdeau et al. 2015, Guillory et al. 2015, Miller et al. 2003, and Voas et al. 2013) and were typically $20 when both survey data and biological measures were collected upon leaving the venue data (e.g., Bourdeau et al. 2015, Miller et al. 2003, and Voas et al. 2013). A meta-analysis of incentive use during intercept studies in the transportation field suggests that incentives that are paid at the time of completion have a larger impact on response rates than promised incentives (Schaller, 2005).



Respondents who are recruited through social media (Facebook, Twitter) will receive a link to a virtual gift card via email, such as from Visa or Amazon, with a value of $20 upon completion of the survey.  Respondents recruited via social media will not receive separate compensation for completing screener instruments. The incentive procedures and amounts for new cross-sectional sample participants at follow-up waves will be identical to the baseline survey.  For the longitudinal sample, participants will receive $20 for completing the follow-up survey and an additional $5 if they complete the survey within 48 hours of the invitation to participate.



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 baseline and follow-up surveys and reduce attrition at follow-up within the embedded longitudinal cohort. The use of incentives will help ensure that baseline data collection is completed in a timely manner and potentially reduce the amount of additional intercept recruitment time in LGBT venues. Use of incentives within the embedded longitudinal cohort will reduce attrition, which in turn will reduce respondent burden and the cost of follow-up surveys. The specific amount of the proposed incentive is similar to the incentives used in several federally-funded projects, including the National Health and Nutrition Examination Survey (NHANES) (incentives range from $20 to $125 depending on the survey and physical exam components in which respondents agree to participate), and the National Survey on Drug Use and Health (NSDUH) ($30 for 60-minute interview).  RTI has also used similar incentives for previous FDA campaign evaluations, including the Evaluation of the Public Education Campaign on Teen Tobacco (ExPECTT), which employs a $20 promised incentive for 30 and 45 minute in-person or web surveys, and the Evaluation of the Fresh Empire Campaign on Tobacco (EFECT), which employs a $25 promised incentive for 30 and 45 minute in-person or web surveys. Additional research studies have used similar incentives to effectively recruit members of the LGBT community, noting that members of the LGBT community are a particularly difficult-to-reach population and that incentives for participating in research are an important component of recruiting LGBT research participants (Meyer & Wilson, 2009).  Jones et al. (2008) provided 18 to 30 year old black men who have sex with men $20 gift card incentives for participating in cross-sectional surveys. Silvestre et al. (2006) paid minority men who have sex with men $25 for an HIV epidemiological study. Remafedi and Carol (2005) offered LGBT youth $20 incentives and smoking cessation referrals for participating in interviews for designing tobacco prevention campaigns.



Assurance of Privacy Provided to Respondents



RTI’s Institutional Review Board (IRB) will review and approve the informed consent content (Attachments 5 and 6) for the evaluation survey. 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.



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 those who handle or analyze data will be required to adhere to the standard data security policies of RTI.



Respondents who are screened in venues will be screened with a self-administered questionnaire on a tablet, which affords more privacy than interviewer-administered or a self-administered paper and pencil instrument.  Respondents who participate in the full web survey will be encouraged to do so in private to reduce the likelihood of household members viewing their responses.  Respondents are given the choice to skip any question they choose.  All screener data collected in person will be transmitted via secure encrypted data transmission after which survey item response data will be automatically wiped from all field data collection devices.  Respondents will be distinguished in the data only by a unique identifier linking individual screenings and interviews. Identifiers (email address and first name) will be stored, transmitted, and maintained in a data file separate from responses to questions.



Data collection screeners and surveys for this study are hosted by Qualtrics. Qualtrics data are encrypted at rest and in transit, under password protection in both instances.   Data are encrypted and passed through a firewall to RTI, then collected and stored on a protected network share on the RTI Network.



Only Qualtrics and RTI project team members will have access to survey response data, and only a couple of RTI staff members will actually be able to download survey response data onto a project share drive.  This tight access control of the survey response data is a further step to mitigate risk.  These procedures adhere to the standard data security policies of RTI as well as the Standard of Good Practice (SoGP) security practices. These practices emphasize security management, safe business application protocols, safe computer installations, network fidelity, awareness of systems development requirements, and safety of the end user environment.



At each stage of the process, identifiers (e-mail addresses, phone numbers, and first names) are stored, transmitted, and maintained in a data file separate from responses to survey questions.



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 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.

· All data transferred to Qualtrics and then RTI servers from field staff tablets will be encrypted and transferred via a secure (SSL) broadband connection or optionally via 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 website 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 Qualtrics and RTI project staff members will have access to the data.

· Respondents who log onto the web survey hosted by Qualtrics log in with the e-mail address provided during their initial screener. After the survey is completed, that e-mail address cannot be used to re-enter the survey, which will ensure that no one else who happens to find the link can access the respondent’s answers.

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 others 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 for both the screener consent (Attachment 5) and the main instrument consent (Attachment 6).



Justification for Sensitive Questions



The majority of questions asked will not be sensitive in 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 sensitive in nature in order to assess specific health behaviors, such as cigarette smoking and marijuana and alcohol use. While this may be a sensitive question, we feel that it is important to ask respondents about marijuana use because it is a common risk factor that may influence receptivity to the campaign.  We have also included questions asking participants about their alcohol use.  While these also may be sensitive questions, non-daily smoking while drinking alcohol is a common behavior among young adults and it is important to understand how co-use of alcohol and cigarettes is influenced by the campaign.  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, gender, sexual identity and income, could be considered sensitive, but not highly sensitive. Questions about gender and sexual identity are necessary to determine whether participants identify as LGBT so that we can screen them as eligible participants for the baseline, follow-up and media tracking surveys. To address any concerns about inadvertent disclosure of sensitive information, respondents will be fully informed of the applicable privacy safeguards. The informed consent (see Attachments 5 and 6) 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.



Estimates of Annualized Burden Hours and Costs



Annualized Hour Burden Estimate



FDA's burden estimate is based on prior experience with in-person studies similar to the Agency’s plan presented in this document, as well as previous research using social media advertising to recruit young adult participants. To reduce overall burden hours, participants who screen and complete the baseline outcome evaluation questionnaire will be re-contacted to complete the first follow-up campaign evaluation questionnaire, those who complete the first follow-up campaign evaluation questionnaire will be re-contacted to complete the second follow-up campaign evaluation questionnaire, and so on.  Re-contacted individuals will not need to complete the screener again.  We expect a 65 percent eligibility rate and 50 percent response rate for individuals recruited in person and a combined eligibility and response rate of 30 percent for individuals recruited via social media.  In each successive round of data collection, we expect 50 percent of re-contacted individuals to complete the follow-up questionnaire, therefore, additional screenings will be conducted for each follow-up in order to maintain the target sample size for each follow-up questionnaire.



The target number of completed questionnaires (“completes”) for the outcome evaluation study is15,765is 20,154, or 5,255annually6,718 annually over the 3-year approval period (“annualized”). The annualized sample sizes and burden hours are presented in Exhibit 1 below and provided in parentheses following the study totals in the following paragraphs.



In-person recruitment will take place in a variety of LGBT venues (e.g., bars, nightclubs, community centers, LGBT Pride events, etc.). festivals). The owners or managers of potential recruitment sites will be asked a series of questions to determine the appropriateness of its clientele for participation in the study. Approximately 1,920950 venues (640650 annualized) will be assessed at 5 minutes per assessment for a total of 159162 hours (5354 annualized).



To obtain the target number of completed questionnaires (“completes”) for the outcome evaluation study, 29,694 (9,89837,014 (12,338 annualized, or annually over the 3-year approval period) young adults (21,813 [7,27127,765 [9,255 annualized] recruited in person and 7,881[2,6279,249 [3,083 annualized] recruited via social media) will participate in a screening process (“screener”). The estimated burden per screener is 5 minutes (0.083 hour), for a total of 2,4663,072 hours [8221,024 annualized] (1,8152,304 hours [605768 annualized] for participants recruited in person and 651768 hours [217256 annualized] for persons recruited via social media). Before the beginning of data collection, the 5-minute screener will be tested in a small pilot study of 81 young adults (27 annualized) for a total of 6 hours (2 hours annualized).



A total of 15,765 (5,255annualized20,154 (6,718 annualized) LGBT young adults (11,820 [3,94015,159 [5,053 annualized] of those screened in person and 3,9454,995 [1,315665 annualized] of those screened through social media) will complete questionnaires in 5 rounds of data collection (baseline and four post-campaign follow up rounds).  At each of the 5 rounds, 788 (annualized) individuals who have been recruited in person and 263 (annualized) who have been recruited via social media will complete the questionnaire. rounds). The estimated burden per complete is 30 minutes (0.5 hour) for the baseline questionnaire and 40 minutes (0.667 hour) for each follow-up complete, for a total of 9,98712,915 hours (3,3294,305 annualized) (7,4949,720 hours [2,4983,240 annualized] for those recruited in person and 2,4933,333 hours [8311,111 annualized] for those recruited via social media).



To obtain the target number of completes (1,503 completes [501 annualized]) for the media tracking survey, 5,004 (1,668 annualized) young adults will be recruited via social media ads to complete a screener for all three waves of the media tracking survey.  The estimated burden per screener response is 5 minutes (0.083 hour), for a total of 415 [138 annualized] hours for all waves of media tracking screener. An estimated 501 (167 annualized) LGBT young adults will complete each of the three waves of the media tracking survey (assuming a 30 percent combined eligibility and response rate to screeners via social media). The estimated burden per completed media tracking questionnaire is 40 minutes (0.667 hour), for a total of 999 (333 annualized) hours for the three waves. The total burden for the media tracking survey (screeners and completes) is 1,413 hours (471 annualized).



The target number of completed campaign questionnaires (i.e., screeners and questionnaires for both the outcome evaluation and media tracking survey) for all respondents is 53,967 (17,98965,706 (21,902 annualized). The total estimated burden is 14,031 (4,677annualized17,568 (5,856 annualized).



Exhibit 1. Estimated Annual Burden Hoursa

		[bookmark: _Hlk504734983]Type of Respondent

		Activity

		Number of Respondents Annually

		Number of Responses per Respondent

		Total Annual Responses

		Average Burden per Response (in hours)

		Total Annual Hours



		

		

		

		

		

		

		



		Venue owners and managers

		Venue recruitment assessment

		640650

		1

		640650

		0.083

		5354



		Total Venue Recruitment

		640650

		1

		640650

		

		5354



		General Population:  Pilot test of procedures in bars

		Screener – Pilot study

		27

		1

		27

		0.083

		2



		Total Screener Pilot

		27

		1

		27

		

		2



		
General population outcome screener (in person)

		Screener – Baseline, outcome study

		2,423

		1

		2,423

		0.083

		201



		

		Screener – First follow up, outcome study

		1,212

		1

		1,212

		0.083

		101



		

		Screener –  Second follow up, outcome study

		1,212

		1

		1,212

		0.083

		101



		

		Screener – Third follow up, outcome study

		1,212

		1

		1,212

		0.083

		101



		

		Screener – Fourth follow up, outcome study

		1,212

		1

		1,212

		0.083

		101



		

		Screener – Fifth follow up, outcome study

		1,984

		1

		1,984

		0.083

		165



		Screeners:  Recruited in person

		7,2719,255

		 

		7,2719,255

		 

		605768



		

General population –outcome screener:(social media) 

		Screener – Baseline, outcome study

		875

		1

		875

		0.083

		73



		

		Screener – First follow up, outcome study

		438

		1

		438

		0.083

		36



		

		Screener – Second follow up, outcome study

		438

		1

		438

		0.083

		36



		

		Screener – Third follow up, outcome study

		438

		1

		438

		0.083

		36



		

		Screener – Fourth follow up, outcome study

		438

		1

		438

		0.083

		36



		

		Screener – Fifth follow up, outcome study

		456

		1

		456

		0.083

		38



		Screeners:  Recruited via social media

		2,6273,083

		 

		2,6273,083

		 

		217256



		Total screeners

		9,89812,338

		 

		9,89812,338

		 

		8221,024



		LGBT young adult outcome baseline (in person)

		Questionnaire –  Baseline outcome study

		788

		1

		788

		0.500

		394



		LGBT young adults outcome follow up questionnaire (in person)

		Questionnaire –  First follow up, outcome study

		788

		1

		788

		0.667

		526



		

		Questionnaire –  Second follow up, outcome study

		788

		1

		788

		0.667

		526



		

		Questionnaire –  Third follow up, outcome study

		788

		1

		788

		0.667

		526



		

		Questionnaire –  Fourth follow up, outcome study

		788

		1

		788

		0.667

		526



		

		Questionnaire –  Fifth follow up, outcome study

		1,113

		1

		1,113

		0.667

		742



		Completes:  Recruited in person

		3,9405,053

		 

		 3,9405,053

		 

		2,4983,240



		LGBT young adult outcome baseline (social media)

		Questionnaire –  Baseline outcome study

		263

		1

		263

		0.500

		131



		LGBT young adult outcome follow up questionnaire (social media)

		Questionnaire –  First follow up, outcome study

		263

		1

		263

		0.667

		175



		

		Questionnaire –  Second follow up, outcome study

		263

		1

		263

		0.667

		175



		

		Questionnaire –  Third follow up, outcome study

		263

		1

		263

		0.667

		175



		

		Questionnaire –  Fourth follow up, outcome study

		263

		1

		263

		0.667

		175



		

		Questionnaire –  Fifth follow up, outcome study

		350

		1

		350

		0.6677

		234



		Completes: recruited via social media

		1,315665

		 

		1,315665

		 

		8311,065



		Total completes (recruited in person and via social media)

		5,2556,718

		 

		5,2556,718

		 

		3,3294,305



		LGBT young adults media tracking screener

		Screener –  First media tracking

		556

		 1

		556

		0.083

		46



		

		Screener –  Second media tracking

		556

		 1

		556

		0.083

		46



		

		Screener –  Third media tracking

		556

		 1

		556

		0.083

		46



		Media tracking screeners

		1,668

		 

		1,668

		 

		138



		LGBT young adults media tracking questionnaire

		Questionnaire –  First media tracking

		167

		 

		167

		0.667

		111



		

		Questionnaire –  Second media tracking

		167

		 1

		167

		0.667

		111



		

		Questionnaire –  Third media tracking

		167

		 1

		167

		0.667

		111



		Media tracking questionnaires

		501

		 

		501

		 

		333



		Total media tracking (screeners and questionnaires)

		2,169

		 

		2,169

		 

		471



		TOTALS ACROSS ALL STUDY COMPONENTS

		17,98921,902

		

		17,98921,902

		

		4,6775,856





aTherea There are no capital costs or operating and maintenance costs associated with this collection of information.



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 young adults. 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 baseline outcome survey and 40 minutes for the follow-up surveys.  We estimate that the media tracking surveys will also take 40 minutes. According to the U.S. Department of Labor (DOL) Bureau of Labor StatisticsBureau of Labor Statistics the average hourly wage in 20132018 was $8.19 for adults over 1826.92. Thus, assuming an average hourly wage for adults of $8.19, the estimated total cost to participants will be $114,938157,644 (3 years of data collection).  The estimated annual value of respondents’ time for participating in the information collection is summarized in Exhibit 2.



Exhibit 2. Estimated Annual Costa

		Type of Respondent

		Activity

		Annual Burden Hours

		Hourly Wage Rate

		Total Cost



		Adults 18 and older in the United States



		Venue Recruitment

		5354

		$8.1926.92

		$434.07$1,453.68



		

		Pilot screening 

		2

		$8.1926.92

		$16.38$  53.84



		

		Screener for baseline survey 

		274

		$8.1926.92

		$2,244.06$7,376.08



		

		Screener for follow-up surveys

		548750

		$8.1926.92

		$4,488.12$20,190.00



		

		Screener for media tracking surveys

		138

		$8.1926.92

		$1,130.22$3,714.96



		

		Baseline survey

		525

		$8.1926.92

		$4,299.75$14,133.00



		

		Follow-up surveys

		2,8043,780

		$8.1926.92

		$22,964.76$101,757.60



		

		Media tracking survey

		333

		$8.1926.92

		$2,727.27$8,964.36



		Total

		

		5,856

		

		$38,304.63$157,643.52





aNumbers reflect cost for 1 year of data collection (total data collection period is 3 years).



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.



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 $8,039,606 (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 2016 through 2018.

[bookmark: _Toc361824171]

Exhibit 3. Itemized Cost to the Federal Government

		Government Personnel

		Time Commitment

		Average Annual Salary

		Total



		GS-13

		25%

		$96,970

		$24,243



		GS-14

		15%

		$114,590

		$17,189



		GS-15

		5%

		$134,789

		$6,739



		Total Salary Costs

		$48,171



		Contract Cost

		$7,991,435



		Total

		$8,039,606







Explanation for Program Changes or Adjustments



The Food and Drug Administration is submitting this nonmaterial/non-substantive change request to add a Follow-up 4 5 to our data collection schedule and refine the data collection documents for Follow-up 45. Follow-Up 45 is scheduled for May October 2018 through July December 2018. During this follow-up data collection effort, we will continue to re-contact participants and recruit new respondents to offset attrition.  OMB previously concurred with the submission of this change request.  The addition of Follow up 4 5 increases respondents by 2,7013,913 and burden hours by 8381,179.  Also, 3,153 responses and 2,103 hours that were misallocated in ROCIS during the original submission have been reallocated to the correct IC, resulting in a total change due to agency adjustment of 5,854 annualized responses and 2,941 burden hours.



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 LGBT young adults. 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 baseline to follow-up 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 baseline to follow-up 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 young adults 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.



Baseline 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



		Baseline data collection

		January 2016 – May 2016



		Wave 2 (Follow up 1) data collection

		September 2016 – November 2016



		Wave 3 (Follow up 2) data collection

		April 2017 – June 2017



		Wave 4 (Follow up 3) Data Collection

		September 2017 – November 2017



		Wave 5 (Follow up 4) Data Collection

		May 2018 – July 2018



		Wave 6 (Follow up 5) Data Collection

		October 2018 –December 2018



		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







Reason(s) Display of OMB Expiration is Inappropriate

Not applicable. All data collection instruments will display the expiration date for OMB approval of the information collection.



Exceptions to Certification for Paperwork Reduction Act Submissions

Not applicable. There are no exceptions to the certification statement.
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B.	Statistical Methods



Respondent Universe and Sampling Methods



[bookmark: _GoBack]The primary outcome study will consist of a baseline survey and follow-up cross-sectional surveys with an embedded longitudinal cohort in campaign and control cities beginning approximately 6 months after campaign launch.  The outcome evaluation data collection will occur in 12 campaign-targeted cities and 12 similar (“comparison”) cities. The 12 campaign and 12 comparison cities were randomly selected from a list of 24 potential campaign cities identified by FDA and their media contractor.  We drew a stratified random sample of 12 cities to serve as comparison cities, with the remaining 12 cities selected as campaign markets.  All 24 markets were initially grouped into regions.  The primary method for this data collection involves conducting intercept interviews at LGBT social venues (e.g., bars, nightclubs, LGBT Pride eventsfestivals, community centers). Eligible respondents will be young adults who are 18 to 24 years old and who self-identify as LGBT. The sample will include young adults who self-identify as LGBT, as well as young adults who self-identify as being queer, transsexual, gender variant or pansexual (also referred to as omnisexual or trisexual). We will screen potential respondents at these venues.  Eligible participants will be invited to complete the outcome survey online (via the participant’s personal computer or mobile device). We will complement this strategy by recruiting LGBT young adults via social media from the same cities. Each wave of the foursix waves of follow-up data collection will consist of a sample size of 3,150 18-24 year -olds, with half of the sample (N=1,575) from 12 campaign-targeted cities and half (N=1,575) from comparison cities. Our goal is to recruit 75% of the sample via intercept interviews and 25% via social media at baseline. Baseline respondents will be invited to complete follow-up surveys at 6-month intervals. We are assuming a 50% retention rate at each wave and will recruit additional participants at each follow-up wave to keep the sample size constant at 3,150 18-24 year-olds.  Once again, 75% of the newly recruited participants will come from intercept interviews and 25% from social media.



To ensure adequate representation of different subgroups of the young adult LGBT community (e.g., lesbian/gay females, gay males, bisexual females, bisexual males, transgender young adults), social media advertisements will be run in three simultaneous campaigns using ad targeting tools to reach three subgroups of LGBT young adults: gay and bisexual male young adults (i.e., men who are interested in men or men and women), lesbian/gay and bisexual female young adults (i.e., women who are interested in women or women and men) and transgender or genderqueer young adults (identified via keyword targeting using keywords relevant to transgender/genderqueer young adults). Quotas for LGBT subgroups will be programmed in the survey instrument to ensure that adequate numbers of participants in LGBT subgroups are recruited via social media. Once social media quotas are met for each LGBT subgroup, additional members of this subgroup will not be recruited to complete the survey.



Field Data Collection

For the intercept surveys we will seek input from local LGBT Outreach Coordinators at Health Departments, and Rescue Social Change Group, and conduct online searches to identify LGBT bars, nightclubs, community centers, LGBT Pride festivalseventsfestivals, and other relevant LGBT-oriented venues and events.  We will select a convenience sample of venues and particular dates and times within each sampled bar to maximize likelihood of intercepting the targeted number of participants per city within a brief field period within each city. As needed to establish contact with venue owners, recruitment calls to venue owners and managers will be supplemented by in-person contacts by local field staff. As agreed upon with the venue owners, a small team of interviewers will visit the venue at an established time and will approach patrons who appear to be in the target age range.  Participants who agree to participate will be asked to fill out a short screening instrument (Attachment 3) on a tablet.



Data Collection Via Social Media

To supplement the field data collection strategy above, we will recruit a convenience sample of additional LGBT young adults through social media platforms, such as Twitter and Facebook. We will post advertisements to social media and invite young adults 18 to 24 to complete a brief online screener to determine their eligibility (i.e., LGBT, 18 to 24, and living in one of the 20 24 selected cities). Sample selection for respondents recruited from social media will involve posting advertisements on Facebook and Twitter for viewing by members more likely to be 18 to 24 years old and self-identify as a LGBT young adult, according to their account settings. The advertisements will be geographically targeted in these social media platforms to people living in the 20 24 selected cities. Eligible respondents will be directed to complete the outcome survey online until the required number of surveys is obtained.



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 [LGBT Campaign], we assume data collection will reflect a repeated cross-sectional design among 24 cities, with 12 [LGBT Campaign] cities and 12 cities that will serve as a comparison group.  Although the planned data collection includes an embedded longitudinal design, for the purposes of the analyses and power calculations, we are treating each wave of data collection as an independent cross-section.



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 young adults 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 cities as well as a 0.25 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 support by our experience conducting similar studies (Murray & Short 1997; Murray & 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 young adults will agree with campaign messages at baseline.



Given the parameters and assumptions detailed above, the impact evaluation of the [LGBT Campaign] will require data from 1,575 LGBT young adults in total in the 12 campaign cities and 1,575 LGBT young adults total in the 12 comparison cities (N = 3,150) at each wave of data collection. This sample size is predicated on the assumption that agreement with campaign messages is 50% at baseline and increases to 60% at the time of follow up 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 young adults exposed to the campaign would be 1.50 times more likely than young adults not exposed to the campaign to agree with campaign messages about the effects of smoking tobacco.



Procedures for the Collection of Information



2.1	Field Data Collection



This section describes the procedures for in person data collection. Data will be collected in 56 waves beginning in late 2015, prior to the launch of the campaign, and ending approximately 4031 months post campaign launch.



Recruitment

RTI staff will attempt to recruit venues for data collection following the Venue Recruitment Guide included as Attachment 7. As needed to establish contact with bar owners, these recruitment calls will be supplemented by in-person contacts by local field staff using the same Recruitment Guide. Calls will be made (and in-person visits, when possible) to the list of bars identified with input from local LGBT Outreach Coordinators at Health Departments, Rescue Social Change Group and online searches. Venue owners will be first be given brief background information about data collection procedures. They will then be asked questions about when and how often LGBT young adults visit their establishments and be provided with information about participant cash incentives (as a benefit of allowing for recruitment in venues). RTI staff will then confirm recruitment times with venue owners who agree to allow recruitment in their establishment.



As agreed upon with bar owners, a small team of interviewers will visit the bar at the established time and will approach patrons who appear to be in the target age range using the talking points and FAQs shown in Attachment 8. RTI staff will introduce themselves and provide the following information to potential participants: incentive amount for completing screener survey ($10 cash), time needed to complete survey (5 minutes), and incentive amount for emailed web survey ($20-25 depending on how quickly they respond). In addition, RTI staff will provide the following information based on questions asked by potential participants: study purpose, reasons for participating, study sponsor information, background information on RTI and FDA CTP, information on privacy and confidentiality, and IRB contact information.



Screening

Once a participant agrees to complete the screener, the interviewer will open the case, select the appropriate city and bar, advance the screener to the informed consent screen (Attachment 4) and then pass the tablet to the respondent to complete. Within the screener, respondents will be asked about their zip code, age, sexual identity and sexual orientation (all necessary to establish eligibility including LGBT status, being within the appropriate age range, and living in the recruitment city).  Respondents will also be asked two questions about their tobacco use; these tobacco questions are included to allow comparison of eligible respondents who do and do not later participate in the full survey to facilitate nonresponse bias analysis.



Completed screeners will be automatically analyzed within the survey software to determine the young adult’s eligibility. Respondents who screen as eligible will be asked for their email address, cell phone number, and first name so we can confirm we haven’t previously enrolled this person and so we can send an invitation for the full web survey to those who are eligible and new to the study. GPS data will be associated with each screened case to assist in detecting possible falsification by interviewers.  Completed screeners that appear to be completed somewhere other than a scheduled venue will be investigated further.  Respondents will be paid $10 in cash and will be asked to initial an incentive receipt (Attachment 9) at the end of the screener.  Respondents who screen as eligible will be provided with an information card (Attachment 10) advising them that they will receive an email or text message invitation for the full web survey within the next two days.



Incentives

Intercept respondents will be paid $10 in cash for completing the screener and will be asked to initial an incentive receipt (Attachment 9) at the end of the screener. Those who are eligible will receive an email invitation to complete the full survey. If they choose to complete the full survey they will receive an online gift card of $20.00, with a $5 bonus (total of $25.00) if they complete the full survey within two days of invitation.



Eligible participants who are recruited via social media (procedure described in Section B.2.2 below) will complete the screener integrated with the web survey and will be compensated $20 via an online gift card.  Ineligible participants will not be compensated for completing the short screener. We will only be compensating screener participants who participate in LGBT recruitment venues because we need to provide an additional incentive for these participants to complete the survey using the link that they receive via email at a later time.  Participants who screen in as eligible via social media ads will proceed immediately to the survey and thus will not need an additional incentive to complete the survey.  



Data Security

All interview data recorded on tablets will be transmitted at least daily 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 transmission to RTI, all survey item data will be automatically wiped from all data collection devices used in the field.



At follow-up, young adults who participated in prior waves of data collection will be re-contacted using a follow-up email (Attachment 11). All other data collection procedures relating to the embedded longitudinal cohort will be the same as those described above.



Respondents may be contacted againre-contacted via email to address errors in data collection procedures, such as paying the respondent an incorrect incentive or erroneously deeming respondents as ineligible due to errors in data processing (Attachment 11). 



2.2 Recruitment Via Social Media



To supplement this sample, young adult respondents will also be recruited in 24 U.S. cities (12 campaign and 12 comparison cities) through social media advertisements on Facebook and Twitter targeted at LGBT 18 to 24-year-olds, living in the same 24 U.S. cities.



RTI will place ads on social media platforms Twitter and Facebook.  Several examples of these ads are included in Attachment 12. As much as possible, these ads will be targeted toward potentially eligible respondents, who are thought to be 18 to 24 years old, live in the data collection cities, and potentially may self-identify as LGBT. When clicked, the ads will direct the potential participant to a web-based screener instrument (Attachment 3). Respondents who are deemed eligible following completion of the screener will then go on to provide consent (Attachment 6) and complete either the baseline or follow-up instrument (Attachments 1 and 2), which will be administered online. All respondents who complete this survey will receive a virtual gift card valued at $20. Participants recruited via social media will not be paid to complete the screener.



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 $20 incentive (with $5 bonus for intercept participants who complete the survey within 2 days of receipt of the survey link) and $10 incentive for intercept participants to complete the screening survey, the study will use procedures designed to maximize respondent participation. The incentive procedures and amounts for new cross-sectional sample at follow-up waves will be identical to the baseline survey.  For the longitudinal sample, participants will receive $20 for completing the follow-up survey and an additional $5 if they complete the survey within 48 hours of the invitation to participate.  Prior intercept studies have demonstrated the importance of careful recruitment and training of field staff.  Matching the characteristics of the interviewers to the study population has been found to be helpful (Spooner. et. al, 1997). To the extent possible, field interviewers will recruited from the LGBT community within each city.  The ideal candidate will be familiar with the venues we will be using for data collection and knowledgeable about times in which 18 to 24 year olds are most likely to be present in high numbers.  In addition, the ideal candidate will be reliable, articulate, outgoing, confident, and non-judgmental.  Interviewer training will be participatory allowing for ample time to practice approaching respondents to introduce the survey, answer common questions, and overcoming objections.  As noted in Section B.2.1, interviewers recruiting bar/nightclub intercept participants will use a document that includes talking points and FAQs (Attachment 8) to encourage participation.



When interviewers transmit their data from completed intercept screenings, 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 and production levels. This information will allow supervisors to determine progress toward production goals and adjust goals for the remaining venues within each city. Supervisors will discuss information and challenges with their interviewers each week.



Test of Procedures or Methods to be Undertaken



RTI will conduct rigorous internal testing of the online survey instrument prior to data collection. 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.



Individuals Consulted on Statistical Aspects and Individuals Collection and/or Analyzing Data
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Rescue Social Change Group
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ATTACHMENT 2:  LGBT YOUNG ADULT FOLLOW-UP INSTRUMENT



Research and Evaluation Survey for the Public Education Campaign on Tobacco among Lesbian Gay Bisexual Transgender (LGBT) (RESPECT)



Programming conventions and specifications notes

· Abbreviations used include ‘R’ for ‘respondent’ and ‘PNTA’ for ‘prefer not to answer.’

· Prefer Not To Answer/Don’t Know/Refused/None of these are not allowed in combination with other responses.

· Variable names and section headings are not displayed on screen.

· Response options should not be labeled with numbers.

· A back button will not be offered to respondents.

· Bolding conveys emphasis while capital letters convey instructions for programmers or interviewers.

· Questionnaire will include a progress bar.

· All items are required.

· “Next” buttons will be displayed on every survey screen as appropriate.

· All images should be arranged in such a way that focus on usability and layout.  Images should be aligned and of similar sizes as one another.





PROGRAMMER: Insert Longitudinal Screener Informed Consent (Attachment 14)

PROGRAMMER: Insert Longitudinal Screener (Attachment 13)

PROGRAMMER: Insert Cross-sectional Survey Informed Consent (Attachment 6a)

PROGRAMMER: Insert Longitudinal Survey Informed Consent (Attachment 6b)

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

PROGRAMMER: DISPLAY OCEAN VIDEO

ASK: All respondents

Y_video1	Are you able to view and hear this video?

1	Yes

2	No

PROGRAMMER:  IF Y_video1=2, display this message: ‘Viewing and hearing the videos in this survey is important. Please turn up on the volume on your device. If you cannot view the video, 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.’ If the respondent answers ‘No’ the instrument should resume at this screen.

ASK: All respondents






Section A: Demographic Items

A1. The first part of the survey asks you some general questions about yourself.

What is your date of birth?

Please Select:	Month			Year

PROGRAMMER:  CALCULATE MINIMUM AGE.  FOR EXAMPLE, IF MONTH IS CURRENT MONTH AND R CAN BE EITHER 17 OR 18 BASED ON DATE, CALCULATE 17. INCLUDE DROP DOWN MENUS FOR MONTH AND YEAR.  THE RANGE OF YEARS SHOULD INCLUDE 1985 TO 2005.

ASK: All respondents



ROUTE [IF MINIMUM AGE <18] Thank you for your responses. Based on your responses, you are not eligible to participate in the study.

NEXT

PROGRAMMER:  EXIT INTERVIEW

ASK: Respondents whose month and year of birth could make them 17 years old.



A2.	[IF LONGITUDINAL (LC_W5LC_W6 NE 1)]

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

PROGRAMMER: PROGRAM SO THAT RESPONDENTS CAN SELECT MORE THAN ONE RESPONSE ON 2-5

1	No, not of Hispanic, Latino/a, or Spanish origin

2	Yes, Mexican American, Chicano/a

3	Yes, Puerto Rican

4	Yes, Cuban

5	Yes, another Hispanic, Latino/a, or Spanish origin

9	Prefer not to answer



ASK:  All new cohort respondents



A3.	[IF LONGITUDINAL (LC_W5LC_W6 NE 1)]

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.

PROGRAMMER: PREFER NOT TO ANSWER SHOULD NOT BE COMBINABLE WITH OTHER RESPONSE OPTIONS

1	American Indian or Alaska Native

2	Asian

3	Black or African American

4	Native Hawaiian or Other Pacific Islander

5	White

5	Other

9	Prefer not to answer



ASK:  All new cohort respondents



A4. 	Which best describes your current job or paid employment status?

1	Work full-time at least 35 hours per week

2	Work part-time 15 to 34 hours per week

3	Work part-time less than 15 hours per week

4	I don't currently work for pay

5	Don’t know

9	Prefer not to answer



ASK: All respondents



A5.	What is the highest grade or level of school you have completed?

1	Less than high school

2	Some high school, no diploma

3	GED

4	High school graduate—diploma

5	Some college but no degree

6	Associate degree—occupational/vocational

7	Associate degree—academic program

8	Bachelor’s degree (ex: BA, AB, BS)

9	Master’s degree (ex: MA, MS, MEng, Med, MSW)

10	Professional school degree (ex: MD, DDS, DVM, JD)

11	Doctorate degree (ex: PhD, EdD)

12	Don’t know

99	Prefer not to answer



ASK: All respondents



A6.	Are you currently enrolled in a degree program?

1	Yes

2	No

3	Don’t know

9	Prefer not to answer



ASK: All respondents

_________________________________________________________________________

A7. 	Which of the following categories best describes your total household income in the past 12 months?

This is the total income before taxes of all persons in your household combined. Please include money from jobs, relatives, pensions, dividends, interest, social security payments or retirement benefits, net income from business, farm or rent, and any other money received by household members.

1	Less than $10,000

2	$10,000 to $14,999

3	$15,000 to $24,999

4	$25,000 to $34,999

5	$35,000 to $49,999

6	$50,000 to $74,999

7	$75,000 to $99,999

8	$100,000 to $149,999

9	$150,000 to $199,999

10	$200,000 or more

11	Don’t know

99	Prefer not to answer



ASK: All respondents






Section B: Tobacco Use Behavior

The next section asks about your experiences with tobacco products.

Cigarette Use

B1.	Have you ever tried cigarette smoking, even one or two puffs?

1	Yes

2	No – GO TO B9

9	Prefer not to answer



ASK: All respondents



B2.	[IF B1=1 or 9]

During the past 30 days, on how many days did you smoke cigarettes? Enter 99 if you prefer not to answer.

|_|_|	days	[RANGE: 0-30, 99]

ASK: Respondents who have ever smoked cigarettes or preferred not to answer whether they smoked cigarettes



B3.	[IF B2=1 to 30]

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

1	Fewer than 5 cigarettes

2	5-9 cigarettes

3	10 cigarettes (1/2 a pack)

4	11-19 cigarettes (more than 1/2 pack but less than 1 pack)

5	20 cigarettes (1 pack)

6	30 cigarettes (1 ½ packs)

7	40 cigarettes (2 packs)

8	More than 40 cigarettes (more than 2 packs)

9	Prefer not to answer



ASK: Respondents who smoked between 1 and 30 days in the past 30 days



B4. [IF B2=1 to 30]

On the days that you smoke, how soon after you wake up do you have your first cigarette? Would you say…

1	Within 5 minutes

2	6-30 minutes

3	31-60 minutes

4	After 60 minutes

9	Prefer not to answer



ASK: Respondents who smoked between 1 and 30 days in the past 30 days



B5.	[IF B2=1 to 30]

Do you consider yourself a smoker?

1	Yes

2	No

9	Prefer not to answer



ASK: Respondents who smoked between 1 and 30 days in the past 30 days



B6.	[IF B2=1 to 30]

Do you consider yourself a social smoker?

1	Yes

2	No

9	Prefer not to answer



ASK: Respondents who smoked between 1 and 30 days in the past 30 days



B7.	[IF B1=1]

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

1	1 or more puffs but never a whole cigarette

2	1 cigarette

3	2 to 5 cigarettes

4	6 to 15 cigarettes (about 1/2 a pack total)

5	16 to 25 cigarettes (about 1 pack total)

6	26 to 99 cigarettes (more than 1 pack, but less than 5 packs)

7	100 or more cigarettes (5 or more packs)

9	Prefer not to answer



ASK: Respondents who have ever smoked a cigarette



B8. [IF B1=1 AND B2=0 OR 99]

About how long has it been since you last smoked cigarettes?

1	More than 30 days ago but within the past 3 months

2	More than 3 months ago but within the past 12 months

3	More than 12 months ago but within the past 3 years

4	More than 3 years ago

9	Prefer not to answer



ASK: Respondents who have ever smoked but have not smoked in the past 30 days or refuse to answer whether they have smoked in the past 30 days



Other Tobacco Use

B9.	Have you ever used smokeless tobacco, such as chewing tobacco, snuff, snus (rhymes with goose) or dip, such as Copenhagen, Skoal, Grizzly, Kodiak, and Red Seal even just a small amount?

[image: ]

1	Yes

2	No – GO TO B11

9	Prefer not to answer – GO TO B11



ASK: All respondents



B10.	[IF B9=1]

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 or

7	All 30 days

9	Prefer not to answer



ASK: Respondents who report ever having used chewing tobacco



B11. Have you ever smoked cigars, cigarillos, or little cigars such as Swisher Sweets, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s, even one or two puffs?

[image: ]

1	Yes

2	No – GO TO B13

9	Prefer not to answer – GO TO B13



ASK: All respondents

_________________________________________________________________________

B12.	[IF B11=1]

During the past 30 days, on how many days did you smoke cigars, cigarillos, or little cigars such as Swisher Sweets, 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



ASK: Respondents who report ever smoking cigars



B13. Have you ever tried smoking tobacco out of a water pipe (also called “hookah”)?

[image: ]

1	Yes

2	No  - GO TO B15

9	Prefer not to answer – GO TO B15



ASK: All respondents

_________________________________________________________________________

B14.	[IF B13=1]

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

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



ASK: Respondents who have ever used a hookah





B15.	These are examples of electronic nicotine products: e-cigarettes, e-cigars, e-hookahs, e-pipes, vape pens, hookah pens, mods, and personal vaporizers. These products are battery-powered, usually use nicotine fluid, and produce vapor instead of smoke. Some common brands include JUUL, Fin, NJOY, Blu, e-Go and Vuse.  Have you ever tried these products, even once or twice?

[image: cid:image002.jpg@01D3EE92.35F76D00][image: ]



1	Yes

2	No – GO TO B17

9	Prefer not to answer – GO TO B17



ASK: All respondents

_________________________________________________________________________

B16.	[IF B15=1]

During the past 30 days, on how many days did you use electronic nicotine 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

9	Prefer not to answer



ASK: Respondents who report ever using electronic nicotine products

________________________________________________________________________

 B17. During the past 30 days, on how many days did you drink one or more drinks of an alcoholic beverage?

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



ASK: All respondents



BBKO. Your opinions are vital to this study. Thank you for sharing your responses.  Click the forward arrow to go on to the next question.

ASK: All respondents






Section C: Tobacco Use Intentions and Self-Efficacy

C1. [IF B1=2 OR B2= 0]

Thinking about the future…

		

		

		
Definitely Yes

		
Probably Yes

		
Probably Not

		Definitely Not

		Prefer not to answer



		C1_1.

		Do you think that you will try 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





ASK: Respondents who have either not ever smoked or have not smoked in the past 30 days.



C2.	How sure are you that, if you really wanted to, you could avoid smoking cigarettes if…

PROGRAMMER: RANDOMIZE C2_1-C2_5

		

		

		
Not at all sure

		
Slightly sure

		
Somewhat sure

		
Mostly sure

		
Completely sure

		Prefer not to answer



		C2_1.

		You are at a party, bar or club?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		C2_2.

		You are in a place where most people are smoking?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		C2_3.

		Someone you know offers it?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		C2_4.

		Someone you want to get to know offers it? 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		C2_5.

		Someone offers it to take a break?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents






Section D: Cessation (Intention, Behavior, Motivation)	

D1.	[IF  B2=1-30]

How much do you want to stop smoking for good? Would you say…?

1	Not at all

2	A little

3	Somewhat

4	A lot

9	Prefer not to answer



ASK: Respondents who have smoked between 1 and 30 days in the past 30 days.



D2.	[IF B2=1-30]

How much do you think your health would improve if you were to stop smoking for good?

1	Not at all

2	A little

3	Somewhat

4	A lot

9	Prefer not to answer



ASK: Respondents who have smoked between 1 and 30 days in the past 30 days.



D3.	[IF B2=1-30] How worried are you that smoking will damage your health in the future?

1	Not at all worried

2	A little worried

3	Somewhat worried

4	Very worried

9	Prefer not to answer



ASK: Respondents who have smoked between 1 and 30 days in the past 30 days.



D4.	[IF B2=1-30] How worried are you that smoking will damage your physical appearance or attractiveness?

1	Not at all worried

2	A little worried

3	Somewhat worried

4	Very worried

9	Prefer not to answer



ASK: Respondents who have smoked between 1 and 30 days in the past 30 days.






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

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

Attitude

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

PROGRAMMER: RANDOMIZE ALL ROWS

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		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 trendsetting.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_3.

		People who are tobacco-free are happy.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_4.

		People who are tobacco-free are judgmental.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_5.

		People who are tobacco-free are attractive.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_6.

		People who are tobacco-free are basic.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_7.	

		People who are tobacco-free are boring.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E1_8.	

		People who are tobacco-free are predictable.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



E2. Smoking cigarettes is…

[RANDOMIZE E2_1-E2_2]

		E2_1.

		Bad

		☐

		☐

		☐

		☐

		☐

		☐

		☐

		Good



		E2_2.

		Unenjoyable

		☐

		☐

		☐

		☐

		☐

		☐

		☐

		Enjoyable





PROGRAMMER: DETERMINE HOW TO HAVE AN OVERT PREFER NOT TO ANSWER OPTION

ASK: All respondents



E3A. [IF  B1= 2 OR B2= 0 AND B9=2 OR B10= 1 AND B11= 2 OR B12= 1 AND B13= 2 OR B14= 1 AND B15= 2 OR B16= 1]

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

 PROGRAMMER: RANDOMIZE E3A_1- E3A_5

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		Prefer not to answer



		E3A_1.	

		I am proud to live tobacco-free.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3A_2.	

		Living tobacco-free is important to me.  

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3A_3.

		Tobacco use is harmful to the LGBT community.  

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3A_4.

		Being tobacco free when I go out makes me feel excluded.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3A_5.

		Using tobacco makes life harder.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK:  Any respondents who have either never used any of the tobacco products in Section B or have not used any of them in the past 30 days.



E3B. [IF B2 NE 0 OR B10 NE 1 OR B12 NE 1 OR B14 NE 1 OR B16 NE 1]

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

PROGRAMMER: RANDOMIZE E3B_1-E3B_7

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree

		

Agree

		

Strongly Agree

		Prefer not to answer



		E3B_1.

		I would be proud to live tobacco-free.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_2.

		Living tobacco-free is important to me.  

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_3.

		If I lived tobacco-free I would be proud to tell other people.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_4.

		Using tobacco interferes with my life. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_5.

		Tobacco use is harmful to the LGBT community.  

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_6.

		If I was tobacco free I would feel excluded when I go out. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E3B_7.

		Using tobacco makes life harder.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have used any type of tobacco in the past 30 days







E4. How much do you agree or disagree with the following statements? If I smoke cigarettes every day, I will…

PROGRAMMER: RANDOMIZE ROWS

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		Prefer not to answer



		E4_1.	

		Shorten my life

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_2.

		Be able to stop smoking when I want to

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_3.

		Damage my immune system

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_4.

		Turn off potential partners

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_5.

		Damage my teeth

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_6.

		Damage my skin 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E4_7.

		Develop lung cancer

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



Social Norms

E5. How many of your four closest friends…

		

		

		

None

		

One

		

Two

		

Three

		

Four

		Prefer not to answer



		E5_1.

		Smoke cigarettes?

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9



		E5_4.

		Smoke cigars, cigarillos, or little cigars?



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

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9



		E5_2.

		Use a hookah or water pipe to smoke tobacco?

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9



		E5_3.

		Use electronic nicotine products such as “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs”?



Common brands are JUUL, Blu, Njoy, Logic, Fin, Swisher, 21st Century Smoke, Vuse, Markten, V2 Cigs, Nicotek or Vapin Plus.

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9







ASK: All respondents



E6. How many LGBT people who are your age...

		

		

		

None

		

A few

		

Some

		

Most

		

All

		Prefer not to answer



		E6_1.

		Smoke cigarettes?

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9



		E6_4.

		Smoke cigars, cigarillos, or little cigars?



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_2.

		Use a hookah or water pipe to smoke tobacco?

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9



		E6_3.

		Use electronic nicotine products such as “e-cigarettes”, “e-cigs”, “vapor pens”, or “e-hookahs”?



Common brands are JUUL, Blu, Njoy, Logic, Fin, Swisher, 21st Century Smoke, Vuse, Markten, V2 Cigs, Nicotek or Vapin Plus.

		☐0

		☐1

		☐2

		☐3

		☐4

		☐9







ASK: All respondents



E7. How do LGBT people your age feel about cigarette smoking? Would you say most LGBT people your age...



1	Strongly disapprove

2	Somewhat disapprove

3	Neither approve nor disapprove

4	Somewhat approve

5	Strongly approve

9	Prefer not to answer



ASK: All respondents



E8. Compared to 3 months ago, people my age at LGBT bars, clubs and events are smoking...

1	More often

2	Less often

3	About the same

4	Not sure

9	Prefer not to answer



ASK: All respondents



EBKO. Thank you for thinking so carefully about your responses so far. Click the forward arrow to move on.

ASK: All respondents



Perceived Approval

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

PROGRAMMER: RANDOMIZE E9_1-E9_3

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		Prefer not to answer



		E9_1.

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

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E9_2.

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

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E9_3.

		According to people my age in LGBT communities it is very important for me to not smoke cigarettes. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



E10. How much do you agree or disagree with the following statements? If I only smoke cigarettes on some days (for example, smoking only when I go out), I will…

PROGRAMMER: RANDOMIZE ROWS IN TABLE

		

		

		Strongly Disagree

		Disagree

		Neither Agree or Disagree 

		Agree

		Strongly Agree

		Prefer not to answer



		E10_1.

		Shorten my life

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_2	.

		Be able to stop smoking when I want to

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_3.

		Damage my immune system

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_4.

		Turn off potential partners

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_5.

		Damage my teeth

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_6.

		Damage my skin 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E10_7.

		Develop lung cancer

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



Approval of Smoking

E11.  This next set of questions asks about how willing or unwilling you are to do things with people who smoke cigarettes. Would you:

		

		

		

Definitely Yes

		

Probably Yes

		

Probably Not

		

Definitely Not

		Prefer not to answer



		E11_1.

		Go to a bar, club, party, concert or event where people are smoking cigarettes?

		☐1

		☐2

		☐3

		☐4

		☐9



		E11_2.

		Hang out with someone who smokes cigarettes? 

		☐1

		☐2

		☐3

		☐4

		☐9



		E11_3.

		Dance with someone who smokes cigarettes?

		☐1

		☐2

		☐3

		☐4

		☐9



		E11_4.

		Kiss someone who smokes cigarettes?

		☐1

		☐2

		☐3

		☐4

		☐9



		E11_5.

		Date someone who smokes cigarettes?

		☐1

		☐2

		☐3

		☐4

		☐9







ASK: All respondents





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

		

		

		
Strongly Disagree

		
Disagree

		Neither Agree or Disagree 

		
Agree

		
Strongly Agree

		Prefer not to answer



		E12_1.	

		It is safe for me to smoke for only a year or two, as long as I quit after that.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_2.

		If I started to smoke occasionally I would not become addicted.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_3.

		Smoking cigarettes helps people relieve stress.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_4.

		Cigarette ingredients are harmful.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_5.

		Cigarette ingredients are dangerous.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_6.

		Smoking is a way to show my identity to others.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_7.

		Smoking cigarettes can help keep your weight down.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_8.

		Smoking can cause damage to nearly every part of your body. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_9.

		Smoking weakens your immune system. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		E12_10.

		Please select the option labeled ‘Disagree’ as your answer.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents






Section F: Media Use and Awareness

F1.	Next, we’d like to ask you about your use of TV and other media.

How often do you…

		

		Several times a day

		About Once a Day

		3-5 days a week

		1-2 days a week

		Every few weeks

		Less often

		Never

		Prefer not to answer



		F1_1. Watch TV shows or movies on any platform including a TV set, a computer, laptop or tablet, a 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 radio?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9







ASK: All respondents



F2. Thinking about the social media sites you use, about how often do you visit or use …

 [RANDOMIZE ALL]

		

		Several times a day

		About Once a Day

		3-5 days a week

		1-2 days a week

		Every few weeks

		Less often

		

Never

		Prefer not to answer



		F2_1. Facebook

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F2_2. Instagram

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F2_3. Twitter

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F2_4. Tumblr

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F2_5. Snapchat

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9







ASK: All respondents





F3. Think about the following websites. About how often do you visit or use…

[RANDOMIZE ALL]

		

		

Several times a day

		

About Once a Day

		

3-5 days a week

		

1-2 days a week

		

Every few weeks

		

Less often

		

Never

		Prefer not to answer



		F3_1. Queerty http://www.queerty.com/

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F3_2. Logo TV http://www.logotv.com/

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F3_4. Autostraddle http://www.autostraddle.com/

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F3_5. After Ellen http://www.afterellen.com/

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9



		F3_7. GayCities.com  http://www.gaycities.com/

		☐1

		☐2

		☐3

		☐4

		☐5

		☐6

		☐7

		☐9







ASK: All respondents



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



ASK: All respondents



F5.  In the past 30 days, on how many days did you go to an LGBT party, night, bar, club, or event?

1	0 days

2	1-3 days

3	4-6 days

4	7 or more days

5	Don’t remember how many days

9	Prefer not to answer



ASK: All respondents



F6.  How many LGBT celebrities, athletes, musicians, or artists do you follow on social media (e.g.,[IF Z3= 2 OR 4 AND Z6= 1 OR 3; IF A3= 2 OR 4 AND A6= 1 OR 3 THEN FILL ‘Ingrid Nilsen, Tegan & Sara, Ruby Rose, Angel Haze’

IF Z3= 1 OR 3 AND Z5= 1 OR 3; IF A3= 1 OR 3 AND A5= 1 OR 3; THEN FILL Adore Delano, Bretman Rock, Colton Haynes, Adam RipponTom Daley

ELSE FILL ‘Laverne Cox, Ingrid Nilsen, Tom DaleyAdam Rippon, Adore Delano’])?

1	0

2	1-2

3	3-4

4	5 or more

9	Prefer not to answer



ASK: All respondents



Brand Awareness

F7.   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.

_________________________________________________________________________



F7_2.  In the past 3 months, that is since [FILL DATE], have you seen or heard the following brand?



The Real Cost

[image: ]

1	Yes

2	No

3	Not Sure

9	Prefer not to answer



ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

F7_3.  In the past 3 months, that is since [FILL DATE], have you seen or heard the following brand?

This Free Life

[image: ]

1	Yes

2	No

3	Not Sure

9	Prefer not to answer



ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

F7_5.  In the past 3 months, that is since [FILL DATE], have you seen or heard the following brand?

Digital Young Adults Against Tobacco



[image: ]

1	Yes

2	No

3	Not Sure

9	Prefer not to answer



ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.



Ad Awareness Other TC Campaigns (To Use As Controls)

F8.  The next set of questions asks whether or not you’ve seen any of the following ads.

ASK: All respondents



PROGRAMMER: RANDOMIZE F8_1-F8_3

_________________________________________________________________________

F8_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.

[image: \\rtpnfil02\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\SRD\Follow-up_3\Instruments\Media\Rose2.jpg][image: \\rtpnfil02\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\SRD\Follow-up_3\Instruments\Media\Brian.jpg][image: \\rtpnfil02\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\SRD\Follow-up_3\Instruments\Media\Brett2.jpg][image: \\rtpnfil02\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\SRD\Follow-up_3\Instruments\Media\Stoma.jpg][image: \\rtpnfil02\0213772_FDA_Marketing_BPA\001_Call_1\Task_2_Data_Collection\FreshEmpire\SRD\Follow-up_3\Instruments\Media\Terrie1.jpg][image: ]				









1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

F8_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.

[image: ]



1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

F8_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.

[image: ][image: ]
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1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

Channels of This Free Life Awareness

F9. [IF F7_3= 1 or 3]

Where have you seen or heard about This Free Life? Check all that apply.

PROGRAMMER: RANDOMIZE RESPONSE OPTIONS.  KEEP ‘OTHER’ AND ‘PNTA’ AT THE END

F9_1	On TV

F9_2	On the Internet or anywhere online

F9_3	Outdoor ads like billboards, bus shelters, subways, or posters at bars or nightclubs

F9_4	At a bar, nightclub, or other event (e.g. Pride festival)

F9_5	LGBT nightlife magazine or bar photo book (Boi Magazine, Gay City News, LGBT WeeklyOutClique, etc.)

F9_6	National LGBT magazines (e.g., OUT Magazine, Curve, FTM Magazine)

F9_7	Some other place (please specify____________)

F9_9	Prefer not to answer

ASK: Respondents who have heard of This Free Life or are not sure

_________________________________________________________________________

F10.  [IF F7_3= 1 or 3]

This Free Life is online.  In the past 3 months, have you seen This Free Life on…   Check all that apply

[RANDOMIZE; ALL APPEAR ON SCREEN AT ONCE]

[image: ]

F10_1	Twitter?

F10_2	Instagram?

F10_3	Facebook?

F10_4	YouTube?

F10_5	Pandora?

F10_6	Tumblr?

F10_7	LGBT websites (e.g., Autostraddle, After Ellen, Queerty, Gay Cities, etc.)?

F10_8	Other websites with LGBT content (e.g., Buzzfeed)?

F10_10	Other (please specify____________)?

F10_11	I have not seen This Free Life online

F10_99	Prefer not to answer



ASK: All respondents



F10b. [IF ANY RESPONSES TO F10_1 to F10_10 ARE YES] Have you ‘liked’, shared, or commented on any social media posts about This Free Life?

1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: Respondents who have seen This Free Life on social media in F10

_________________________________________________________________________

F10c. [IF F7_3= 1 or 3] Do you know or know of anyone who is part of This Free Life?

1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: Respondents who have heard of This Free Life or are not sure

_________________________________________________________________________

Events Awareness, Channel of Awareness

F34_1. In the past 3 months, that is since [FILL DATE], have you seen This Free Life at an event, club, concert, or nightclub??

[image: ] This Free Life video online



1	Yes

2	No

3	Not Sure

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

F13_3. [IF F34_1=1 OR 3 OR 9]  Did you talk to anyone from This Free Life at the event?

1	Yes

2	No

9	Prefer not to answer

ASK: Respondents who have either seen This Free Life at an event, weren’t sure or preferred not to answer

_________________________________________________________________________

F15. [IF F34_1=1 OR 3 OR 9] 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



		F15_7.

		I would go to another This Free Life event in the future 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F15_8.

		The event was fun 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: Respondents who have either attended a This Free Life event, weren’t sure or preferred not to answer

_________________________________________________________________________

Video Awareness

F11_2. In the past 3 months, that is since [FILL DATE], have you seen a This Free Life video online?

[image: ]

1	Yes

2	No

3	Not Sure

9	Prefer not to answer



ASK: All respondents



DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

F18a_2.  To show us that you are paying attention, please select Never as your response to this item.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer



ASK: All respondents

_________________________________________________________________________

F17.	Now we would like to show you some videos that have been shown in the U.S. Once you have viewed the video, please click on the forward arrow below to continue with the survey.

NEXT

ASK: All respondents



PROGRAMMER: RANDOMIZE BLOCKS OF QUESTIONS ABOUT EACH VIDEO (F18_1 – F32_1) AND (F18_2 – F32_2F21_2_j) AND ({F18_5 – F23_5_fh)) AND (F18_6 – F32_6F23_6_h) AND (F18_7 – F23_7_h)  ALL RESPONDENTS RECEIVE ALL BLOCKS.

TO DETERMINE EFFECTS OF PRESENTING ITEMS IN A GRID OR DISAGGREGATING THEM INTO INDIVIDUAL ITEMS, PRESENT GRIDS BOTH WAYS.  RANDOMIZE ASSIGNMENT BY GRID AND BY RESPONDENT SO THAT EACH RESPONDENT RECEIVES HALF GRIDS AND HALF INDIVIDUAL ITEMS, BUT NO ITEM IS ALWAYS PRESENTED TO RESPONDENTS IN A PARTICULAR FORMAT.



F18_1. PROGRAMMER: DISPLAY OUR STORY VIDEO 

Apart from this survey, how frequently have you seen this video in the past 3 months, that is since [FILL DATE]?

PROGRAMMER:  ALLOW ANSWER TO BE MADE ONLY AFTER VIDEO PLAYS FOR 15 SECONDS.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer

ASK: All respondents

_________________________________________________________________________

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________

Reactions to Videos



F21_1.  How much do you agree or disagree with the following statements?

[image: ]

		 

		 

		Strongly Disagree

		Disagree

		Neither Agree or Disagree

		 Agree

		Strongly Agree

		Prefer Not to Answer



		F21_1_a.

		This video is worth

remembering

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_1_b.

		This video grabbed my attention

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_1_c.

		This video is powerful

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_1_d.

		This video is informative

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_1_e.

		This video is meaningful to me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_1_f.

		This video is convincing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







F18_2. PROGRAMMER: DISPLAY FLAWLESS VIDEO (SEE FLAWLESS STORYBOARD IN ATTACHMENT 2B)

Apart from this survey, how frequently have you seen this video in the past 3 months, that is since [FILL DATE]?

PROGRAMMER:  ALLOW ANSWER TO BE MADE ONLY AFTER VIDEO PLAYS FOR 15 SECONDS.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.



Reactions to Videos

F21_2. How much do you agree or disagree with the following statements?

PROGRAMMER:  RANDOMIZE GRID ITEMS

[image: ]

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		F21_2_a.

		This video is worth

remembering

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_b.

		This video grabbed my attention

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_c.

		This video is powerful

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_d.

		This video is informative

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_e.

		This video is meaningful to me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_f.

		This video is convincing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_g

		This video is terrible 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_h

		This video told me things I never knew before about tobacco 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_i

		This video gave me good reasons not to smoke cigarettes

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_2_j

		This video gave me good reasons not to use tobacco

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



[image: ]

F32_2. [IF F18_2=2-5]  Have you ‘liked’, shared, or commented on any social media posts about this video?

1 Yes

2 No

3 Not sure

9 Prefer not to answer 



ASK: All respondents

F18_5. [DISPLAY LET LOVE IN VIDEO (SEE LET LOVE IN STORYBOARD IN ATTACHMENT 2B)] Apart from this survey, how frequently have you seen this video in the past 3 months, that is since [FILL DATE]?

PROGRAMMER:  ALLOW ANSWER TO BE MADE ONLY AFTER VIDEO PLAY FOR 15 SECONDS.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer



ASK: All respondents





F19_5. What is the main message of this video?

[image: ]

[RANDOMIZE ORDER OF CHECKBOX LIST KEEPING NOT SURE AND PNTA LAST]

1	Smoking can hurt nearly every part of you

2	3 out of 4 people who start smoking as teens will continue smoking as adults

3	Tobacco gets in the way of your health and happiness

4	Life is better when you’re tobacco-free

5	You don’t need tobacco to express who you are

6	Smoking tobacco puts poisons in your body

98	Not sure

99	Prefer not to answer

_________________________________________________________________________

F21_5. How much do you agree or disagree with the following statements?

PROGRAMMER:  RANDOMIZE GRID ITEMS
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Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		F21_5_a.

		This video is worth

remembering

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_b.

		This video grabbed my attention

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_c.

		This video is powerful

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_d.

		This video is informative

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_e.

		This video is meaningful to me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_f.

		This video is convincing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_g.

		This video is terrible 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_h.

		This video told me things I never knew before about tobacco 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_i

		This video gave me good reasons not to smoke cigarettes

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_j.

		This video gave me good reasons not to use tobacco

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_5_k.

		Please select the option labeled ‘Agree’ as your answer.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







F32_5. [IF F18_5=2-5] Have you ‘liked’, shared, or commented on any social media posts about this video?

1 Yes

2 No

3 Not sure

9 Prefer not to answer



ASK: All respondents





[image: C:\Users\plebaron\Downloads\LLIFlag30Stim.jpg]



F23_5. 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…

PROGRAMMER:  RANDOMIZE GRID ITEMS

		

		1 Not at all

		2

		3

		4

		5 Very

		Prefer not to answer



		F23_5_a. Afraid

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_b. Irritated

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_c. Understood

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_d. Uneasy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_e. Happy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_f. Accepted

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_g. Inspired

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_5_h. Confident

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



F18_6. [DISPLAY LOVE ME LILA VIDEO (SEE LOVE ME STORYBOARD IN ATTACHMENT 2B)] Apart from this survey, how frequently have you seen this video in the past 3 months, that is since [FILL DATE]?

PROGRAMMER:  ALLOW ANSWER TO BE MADE ONLY AFTER VIDEO PLAY FOR 15 SECONDS.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer

ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.





[image: C:\Users\plebaron\Downloads\LoveMeStim.png]

F19_6. What is the main message of this video?

[RANDOMIZE ORDER OF CHECKBOX LIST KEEPING NOT SURE AND PNTA LAST]

1	Tobacco gets in the way of your health and happiness

2	Cigarette smoke contains more than 7,000 chemicals

3	Life is better when you’re tobacco-free

4	Addiction to cigarettes is expensive

5	You don’t need tobacco to express who you are

98	Not sure

99	Prefer not to answer



ASK: All respondents
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F21_6. How much do you agree or disagree with the following statements?

PROGRAMMER:  RANDOMIZE GRID ITEMS

		

		

		

Strongly Disagree

		

Disagree

		Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		F21_6_a.

		This video is worth remembering

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_b.

		This video grabbed my attention

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_c.

		This video is powerful

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_d.

		This video is informative

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_e.

		This video is meaningful to me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_f.

		This video is convincing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_g.

		This video is terrible 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_h.

		This video told me things I never knew before about tobacco 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_i.

		This video gave me good reasons not to smoke cigarettes

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_6_j.

		This video gave me good reasons not to use tobacco

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents






[image: C:\Users\plebaron\Downloads\LoveMeStim.png]



F32_6. [IF F18_6=2-5] Have you ‘liked’, shared, or commented on any social media posts about this video?

1 Yes

2 No

3 Not sure

9 Prefer not to answer



ASK: All respondents



[image: C:\Users\plebaron\Downloads\LoveMeStim.png]




F23_6. 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…

PROGRAMMER:  RANDOMIZE GRID ITEMS

		

		1 Not at all

		2

		3

		4

		5 Very

		Prefer not to answer



		F23_6_a. Afraid

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_b. Irritated

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_c. Understood

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_d. Uneasy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_e. Happy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_f. Accepted

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_g. Inspired

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_6_h. Confident

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents



F18_7. [DISPLAY UNPREDICTABLE VIDEO (SEE UNPREDICTABLE STORYBOARD IN ATTACHMENT 2B)] Apart from this survey, how frequently have you seen this video in the past 3 months, that is since [FILL DATE]?

PROGRAMMER:  ALLOW ANSWER TO BE MADE ONLY AFTER VIDEO PLAY FOR 15 SECONDS.

1	Never

2	Rarely

3	Sometimes

4	Often

5	Very Often

9	Prefer not to answer



ASK: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.

_________________________________________________________________________



F19_7. What is the main message of this video?
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[RANDOMIZE ORDER OF CHECKBOX LIST KEEPING NOT SURE AND PNTA LAST]

1        	Addiction to cigarettes is expensive

2      	Many LGBT lives are cut short by tobacco each year

3	Tobacco gets in the way of your health and happiness

4     	You don’t need tobacco to express who you are

5 	Cigarette smoke contains more than 7,000 chemicals.

98	Not sure

99	Prefer not to answer



ASK: All respondents



F21_7. How much do you agree or disagree with the following statements?

PROGRAMMER:  RANDOMIZE GRID ITEMS
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Strongly Disagree

		

Disagree

		Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		F21_7_a.

		This video is worth

remembering

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_b.	

		This video grabbed my attention

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_c.

		This video is powerful

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_d.

		This video is informative

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_e.	

		This video is meaningful to me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_f.

		This video is convincing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_g.

		This video is terrible 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_h.

		This video told me things I never knew before about tobacco 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_i

		This video gave me good reasons not to smoke cigarettes

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F21_7_j.

		This video gave me good reasons not to use tobacco

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents





F32_7. [IF F18_7=2-5] Have you ‘liked’, shared, or commented on any social media posts about this video?

1 Yes

2 No

3 Not sure

9 Prefer not to answer



ASK: All respondents
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F23_7. 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…

PROGRAMMER:  RANDOMIZE GRID ITEMS

		

		1 Not at all

		2

		3

		4

		5 Very

		Prefer not to answer



		F23_7_a. Afraid

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_b. Irritated

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_c. Understood

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_d. Uneasy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_e. Happy

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_f. Accepted

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_g. Inspired

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F23_7_h. Confident

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents





Other Content Awareness

F33. Now we would like to show you some digital content you may have seen online.



DISPLAY LLI BRAND CONTENT - OTHER CONTENT 1

[image: LLI%20Digital%20Ad%20Combined%20Placeholder%20.png]

Apart from this survey, how frequently have you seen ads with similar content 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: All respondents

DISPLAY: FILL DATE will calculate the date 3 months prior to the current date.



Brand Equity

F29. [IF F7_3 = 1 OR 3 OR 9]

How much do you agree or disagree with the following statements about This Free Life?

[RANDOMIZE F29_1- F29_3] 

		

		

		Strongly Disagree

		Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		F29_1.

		I want to help promote This Free Life  

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29_2	.

		I’d defend This Free Life if someone was making fun of it

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29_3.

		I’d wear a This Free Life T-shirt

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have heard of This Free Life, or those who are not sure or who preferred not to answer

_________________________________________________________________________

[IF F7_3 = 1 OR 3 OR 9]

PROGRAMMER: RANDOMIZE ITEMS BELOW WITH F29_5/ F29_6 ASKED TOGETHER IN THAT ORDER

		F29a_4.

		I talk to my friends about This Free Life

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29a_5.

		If I had the chance, I would tell people I know to watch This Free Life videos 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29a_6.

		If I had the chance, I would tell people I know to check out This Free Life at events

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29a_7.	

		If I see anything from This Free Life, I check it out 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have heard of This Free Life, or those who are not sure or who preferred not to answer

_________________________________________________________________________

 [IF F7_3 = 1 OR 3 OR 9]

PROGRAMMER: RANDOMIZE ITEMS BELOW WITH F29_10/ F29_11 AND F29_12/ F29_13 ASKED TOGETHER IN THAT ORDER

		F29b_8.

		This Free Life is popular with people like me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29b_9.

		People are talking about This Free Life

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29b_10.

		This Free Life videos are becoming more popular with the people who hang out where I hang out

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29b_11.

		Checking out This Free Life at events is becoming more popular with the people who hang out where I hang out 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29b_12.

		This Free Life videos are for people like me

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F29b_13.

		This Free Life events are for people like me 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have heard of This Free Life, or those who are not sure or who preferred not to answer

_________________________________________________________________________



F30. [IF F7_3 = 1 OR 3 OR 9]

To what extent do you agree that each of the traits or statements listed below describe This Free Life?

PROGRAMMER: RANDOMIZE RESPONSE OPTIONS

		

		

		

Strongly Disagree

		

Disagree

		Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		Prefer Not to Answer



		F30_1.

		Trendsetting

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F30_2.

		Motivating 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F30_3.

		Confident 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F30_4.

		Outgoing

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F30_5.

		Hosts the best parties

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F30_6.

		Always looks good

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have heard of This Free Life, or those who are not sure or who preferred not to answer

_________________________________________________________________________

F31. [IF F7_3 = 1 OR 3 OR 9]

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

When I think of This Free Life, I think…

		

		

		

Strongly Disagree

		

Disagree

		Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		Prefer Not to Answer



		F31_1.

		I have the freedom to be tobacco-free 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F31_2	.

		Using tobacco can undo some of the progress I have made

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		F31_3.

		Tobacco use is not attractive

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: Respondents who have heard of This Free Life, or those who are not sure or who preferred not to answer

_________________________________________________________________________

Section G: Environment

G1.	Your survey is almost complete. The next section asks some questions about your household and peers.

Other than you, has anyone who lives with you used any of the following during the past 30 days? Check all that apply.

1	Cigarettes

2	Cigars, cigarillos, or little cigars such as Swisher Sweets, White Owl, Cheyenne, Dutch Masters, Garcia Y Vega or Middleton’s

3	Tobacco out of a water pipe (also called “hookah”)

5	Electronic nicotine products, also called ‘e-cigarettes’, ‘e-cigs’, ‘vapor pens’, or ‘e-hookahs’

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

9	Prefer not to answer



PROGRAMMER:  DO NOT ALLOW A RESPONSE OF 4 IN COMBINATION WITH OTHER RESPONSES.

ASK: All respondents



G2.	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



ASK: All respondents



G3.	Please tell us if you strongly disagree, disagree, neither agree nor disagree, agree, or strongly agree with the following statements.

	I would like to explore strange places. Would you say you…

1	Strongly Disagree

2	Disagree

3     	Neither agree nor disagree

4	Agree

5	Strongly Agree

9	Prefer not to answer



ASK: All respondents



G4.	I like to do frightening things. Would you say you…

1	Strongly Disagree

2	Disagree

3     	Neither agree nor disagree

4	Agree

5	Strongly Agree

9	Prefer not to answer



ASK: All respondents

_________________________________________________________________________

G5.	I like new and exciting experiences, even if I have to break the rules. Would you say you…

1	Strongly Disagree

2	Disagree

3     	Neither agree nor disagree

4	Agree

5	Strongly Agree

9	Prefer not to answer



ASK: All respondents



G6. I prefer friends who are exciting and unpredictable. Would you say you…

1	Strongly Disagree

2	Disagree

3	Neither agree nor disagree

4	Agree

5	Strongly Agree

9	Prefer not to answer



ASK: All respondents



G7. 	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  (Range: 1-30)

	None

	Don’t know

	Prefer not to answer



ASK: All respondents



G8. In the last month, how often have you…

		

		

		Never

		Almost never

		Some-times

		Fairly often

		Very often

		Prefer not to answer



		G8_1.

		Felt that you were unable to control the important things in your life?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		G8_2.

		Felt confident about your ability to handle your personal problems?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		G8_3.

		Felt that things were going your way?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		G8_4.

		Felt difficulties were piling up so high that you could not overcome them?

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents






Section H: LGBT Identity and Community

Discrimination

H1. You have reached the final questions in the survey.

Have you ever experienced discrimination, been prevented from doing something, or been hassled or made to feel inferior in any of the following seven situations because of your sexual identity (lesbian, gay, bisexual, transgender)?

		

		

		Yes

		No

		Prefer not to answer



		H1_1.

		In your family

		☐1

		☐2

		☐9



		H1_2.

		At school

		☐1

		☐2

		☐9



		H1_3.

		Getting a job

		☐1

		☐2

		☐9



		H1_4.

		At work

		☐1

		☐2

		☐9



		H1_5.

		At home

		☐1

		☐2

		☐9



		H1_6.

		Getting medical care

		☐1

		☐2

		☐9



		H1_7

		On the street or in a public setting

		☐1

		☐2

		☐9







ASK: All respondents



LGBT Community Involvement

H2_1. Have you ever attended an LGBT pride event?

1	Yes

2	No

9	Prefer not to answer



ASK: All respondents



H2_2. [IF H2_1= 1]

Have you attended an LGBT pride event in the past 12 months?

1	Yes

2	No

9	Prefer not to answer

ASK: Respondents who have attended an LGBT pride event



LGBT Identity Development

H3. For each of the following questions, please mark the response that best indicates your current experience as an LGBT person. Please be as honest as possible. Indicate how you really feel now, not how you think you should feel. There is no need to think too much about any one question. Answer each question according to your initial reaction and then move on to the next.

		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		H3_1.

		I am glad to be an LGBT person.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_2.

		My sexual identity is an insignificant part of who I am.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_3.

		I’m proud to be part of the LGBT community.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_4.

		My sexual identity is a central part of my identity.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_5.

		To understand who I am as a person, you have to know that I’m LGBT.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_6.

		Being an LGBT person is a very important aspect of my life.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_7.

		I believe being LGBT is an important part of me.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_8.

		I am proud to be LGBT.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_9.

		I feel part of the LGBT community.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		H3_10.

		I feel accepted by the LGBT community.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9





ASK: All respondents

PROGRAMMER:  CALCULATE A VARIABLE CALLED GC5 THAT EQUALS 1 ONCE A RESPONDENT ANSWERS H3_10. ELSE VARIABLE EQUALS 0.





Please indicate how much you agree or disagree with the following statements about the RESPECT study.



		

		

		

Strongly Disagree

		

Disagree

		

Neither Agree or Disagree 

		

Agree

		

Strongly Agree

		

Prefer Not to Answer



		SSAT1.

		This survey took too long to complete. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		SSAT2.

		Researchers value my participation in the RESPECT study.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		SSAT3.

		The questions in this survey are repetitive. 

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		SSAT4.

		If I am invited, I will participate in another RESPECT study.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		SSAT5.

		The questions in the survey are interesting.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9



		SSAT6.

		This research doesn’t benefit people like me.

		☐1

		☐2

		☐3

		☐4

		☐5

		☐9







ASK: All respondents

PROGRAMMER:  CALCULATE A VARIABLE CALLED GC6 THAT EQUALS 1 ONCE A RESPONDENT ANSWERS H3_10. ELSE VARIABLE EQUALS 0.

_________________________________________________________________________



WEBTH Thank you! Click the ‘Finish’ button below and within the next 3 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 to the email address you supplied before starting this survey.  Check your spam, junk or clutter folder(s) if you don’t see our email in your email inbox.  The study team is available to assist you at respect@rti.org if you are unable to locate the message in your inbox, junk, or clutter folders.

_____________________________________________________NEXT________________



RECON

We may contact you again to complete another survey and offer you the same digital gift card as a reward, so please be on the lookout for that invitation email. If you have any questions about the study, please email us at respect@rti.org.

Should we contact you, 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.



OMB No. 0910-0808					Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 30 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



FINISH



ASK: All respondents



END Thank you for taking time to complete this survey.  You may close this window now.



ASK: All respondents
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Attachment  02a_Rationale for Item Changes to Followup Instrument FU5.docx


Microsoft_Word_Document4.docx
Research and Evaluation Survey for the Public Education Campaign on Tobacco (RESPECT) (OMB Control No. 0910-0808)



Attachment 2a:  Rationale for Item Changes to the RESPECT LGBT Follow-up 5 Instrument



		Item Number

		Description

		Add

		Delete

		Edit

		Rationale

		Prior Approval Given by OMB



		A2, A3, F17, F21_2, 5, 23_5, F18_6, F21_6, H3, SSAT

		Survey

		

		

		X

		Updated programming logic 

		Original items were approved by OMB



		B15

		Tobacco Use Behavior/Social Norms

		

		

		X

		Added “JUUL” and image to examples of an electronic nicotine product and updated spelling of “e-pipes”

		Original items were approved by OMB



		E5_3, E6_3

		Tobacco Use Behavior/Social Norms

		

		

		X

		Added common brand, JUUL, as an example of an electronic nicotine product

		Original items were approved by OMB



		F6

		Media Use and Awareness

		

		

		X

		Updated celebrities that respondents may follow

		Original items were approved by OMB



		F9

		Channels of This Free Life Awareness

		

		

		X

		Updated example of LGBT magazine

		Original items were approved by OMB



		F34_1

		Events Awareness, Channel of Awareness

		

		X

		

		Deleted erroneous text

		Original items were approved by OMB



		F18a_2, 

F21_5_k

		Attention Check

		

		

		X

		Moved attention check item later in the survey.

		Original items were approved by OMB



		F18_1, F21_1, F32_1 &_2

		Reactions to Videos 

		

		X

		

		Deleted questions about Our Story video

		Original items were approved by OMB



		F21_2_g – F21_2_i

		Video Exposure

		X

		

		

		Added items about perceived effectiveness back to the Flawless video series

		Original items were approved by OMB



		F18,21,32_1

		Reactions to Videos

		

		X

		

		Deleted questions

		Original items were approved by OMB



		F32_2

		Reactions to Videos

		

		X

		

		Deleted question

		Original items were approved by OMB



		F18_7 – F23_7_h

		Reactions to Videos

		X

		

		

		Added items about a new video:  Unpredictable

		Questions (but not video) previously approved by OMB



		F18_6, F19_6, F21_6. F32_6

		Reactions to Videos

		

		

		X

		Updated video

		Questions (but not video) previously approved by OMB



		F23_6, F18, 19, 21, 32, & 23_7, 

		Reactions to Videos

		X

		

		

		Added items about the Love Me Lila video. 

		Questions (but not video) previously approved by OMB
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RIHSC No. 15-108CTP 


 


1 
 


ATTACHMENT 2B:  THIS FREE LIFE CAMPAIGN VIDEO STORYBOARDS 
 


Video 1: Storyboard for Love Me Flagship :30 Spot 
 
Audio: Quiet piano and slow strings underscore a pensive voiceover.  
 


VISUALS COPY 


 


Female young adult talent (Lila) walks on the street. Onscreen text: A 
LETTER TO MY YOUNGER SELF…  


Female VO:  
Little Lila. 


Shot of Lila’s handwritten journal:  
“Dear Little Lila, When she says she don’t want you…” 


When she says she 
don’t want you, 
And you’re feeling at 
your lowest, most 
broken and lost, 
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2 
 


A preteen girl who looks like Lila (“Little Lila”) is shown relaxing on a 
couch in a living room. She rises and walks to the window. Stylized onscreen 
text matches the VO: “You will find a way.”   


You will find a way. 


 


Young adult Lila continues to read from journal.  Safe from the dark 
places and the troubles 
that chase you, 
You will find a way 


 


Lila is shown walking down city street toward camera. She opens a door and 
walks into the same empty room where we previously saw Little Lila on the 
couch. Little Lila is walking down the street.  


Where you will learn 
your sexuality is not a 
curse. 
Where negative 
thoughts won’t cloud 
your mind. 
Where nothing will hurt 
your spirit or your 
body. 


Little Lila is walking down the same street toward camera right, and stylized 
text mirrors the VO: “toxic, you’ll reject.”   


Yours to protect,  
And anything toxic, 
You will reject. 
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Lila is shown walking down city street toward camera left. Stylized text: 
“Cigarettes can damage nearly every part of your body.” Some words fade 
as focus changes to Little Lila: “Cigarettes    damage        your body.” 


Including cigarettes that 
can damage nearly 
every part of your body. 
 


 


 


A pensive Lila is facing the camera. Halfway through this line, focus shifts to 
Little Lila also facing camera. 


Little Lila, 
You have found your 
voice. And you are 
already on your way 
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Little Lila mouths the last word of Lila’s VO: Home. 


 


 


Lila stands and exits frame beneath stylized text “Love, Lila.”   


ENDCARD  Announcer VO:  
This Free Life 
Freedom to be, tobacco-
free.  
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Video 2: Storyboard for Unpredictable Flagship :30 Spot 
 


VISUALS COPY 


A variety of found YouTube footage of LGBT young adults living 
confidently in their diversity.  


We were born... 
To push limits... 
To re-set expectations... 
To be unpredictable. 


 







RIHSC No. 15-108CTP 


 


6 
 


 


Muscular FtM talent lifts weights in a gym. A man is shown before 
and after applying ‘beat face’ drag makeup. 


We live beyond what’s expected 
for us to look like, do, or be.  
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Portrait shots of young adults ladder up across the screen in a 
‘rainbow’ of vertical color filters.  


 


 


 


Each ‘stripe’ portrait fades away to reveal onscreen text: TENS 
OF THOUSANDS OF LGBT LIVES ARE CUT SHORT BY 
TOBACCO, EVERY YEAR. 


So when tens of thousands of 
LGBT lives are cut short by 
tobacco, every year. 
We set a NEW standard.   


Four talent walk away from camera down an alley, laughing. 
Perspective films out to show many ‘windows’ of YouTube videos 
simultaneously.  


Because, nothing about us is 
predictable. 
So WHY would we DIE 
predictably? 
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ENDTAG THIS FREE LIFE. FREEDOM 
TO BE. TOBACCO-FREE 
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Video 3: Storyboard for Let Love In Flagship :30 Mashup Spot 
 


VISUALS COPY 


Six (6) diverse talent are walking confidently toward camera in 
individual urban environments.  


Shangela VO:  
Confidence required. 
We block the hate. 
Poison stays out and love shines in. 


 


 
Smash cuts of talent in unique settings. FtM talent exercises in 
local park. Female-centric lesbian talent sifts through vinyl 
records.  


Controlling your life means choosing 
what affects you. 
And for us, cigarettes, even bumming 
some on the patio,  
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Dexter struts past a marquee that reads, ‘SMOKING CAN 
DAMAGE NEARLY EVERY PART OF YOUR BODY.’   


would be letting something toxic 
damage nearly every part of our bodies. 


 
The talent individually arrive to an outdoor party and greet one 
another as friends.  


So whether you’re serving on the 
runway, on your own, or together, we 
do it living free from tobacco. 
Because this life is non-toxic.  
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ENDCARD WITH LOGO LOCKUP  This Free Life. Freedom to be, 


tobacco free. 
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Video 4: Storyboard for Flawless Flagship :30 Spot 
 
Audio: Upbeat drums and synthy beat  
 


VISUALS COPY 


 


Shangela is framed against a wavy green backdrop that matches her glitzy 
dress. A circle of standing mirrors surrounds her. She looks into the 
camera with confidence.  


Shangela VO:  
I’m known for my cute 
face and flawless skin. 


 


Trixie Mattel is framed against a textured pink backdrop that matches her 
glitzy dress. Two giant wooden vogue-ing hands fill the background. 


Trixie VO: 
 I’m known to be a 
queen with a sensible 
nail. 
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Manila Luzon is framed against a black-and-yellow cheetah stripe 
background that matches her glitzy dress. Two male dancers vogue behind 
her.    


Manila VO:  
Hair! Known for that. 
 
 


 


Close shot of Tammie Brown as she flashes a bright smile into camera.   Tammie VO:  
My smile! 
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Trixie speaks into camera. A bird’s eye shot looks down on Shangela as the 
standing mirrors fall away from her and shatter. 


Trixie VO:  
I’ll be known for a lot of 
things, but I will never  
 
Shangela VO:  
…be known for wrinkled 
skin 
 


 


Trixie looks distraught into camera while holding up her hands. Her 
fingernails and the nails of the giant vogue hands are yellowed. Manila is 
shown vacuuming out her wig with stark lighting. Tammie gives another 
close-up smile, this time with missing and yellowed teeth.  


Trixie VO:  
Yellow nails!  
 
Manila VO:  
Smelly hair 
 
Tammie VO: 
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Or a busted smile! 


 


All queens are shown looking glam and happy again as they read lines into 
camera. A wide shot of Tammie reveals a runway leading away from a 
giant mouth with white teeth. The set’s blue that matches her dress.  


Shangela VO: 
All caused by WHAT? 
 
Trixie VO:  
Smoking. 
 
Manila VO: 
Yes, queen – every 
cigarette is doing you 
damage.  


A subtle smile from Shangela. Shangela VO:  
Because I’m known for 
my flawless, 
I live free from tobacco. 


ENDCARD  Announcer VO:  
This Free Life 
Freedom to be, tobacco-
free.  
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		Video 1: Storyboard for Love Me Flagship :30 Spot

		Video 2: Storyboard for Unpredictable Flagship :30 Spot

		Video 3: Storyboard for Let Love In Flagship :30 Mashup Spot

		Video 4: Storyboard for Flawless Flagship :30 Spot
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[bookmark: _Toc365473623]ATTACHMENT 3: SCREENER FOR NEW PARTICIPANTS (INTERCEPT AND SOCIAL MEDIA) (RESPECT)



[THESE SPECIFICATIONS SCREEN NEW PARTICIPANTS FOR ELIGIBILITY FOR THE STUDY. THE FIRST SECTION INCLUDES THE INTERCEPT SCREENER, WHICH IS ADMINISTERED TO NEW POTENTIAL STUDY MEMBERS IN PERSON.  THE SECOND INCLUDES THE SOCIAL MEDIA SCREENER, WHICH IS ADMINISTERED ON THE WEB.]

Form Approved

OMB No. 0910-0808

Exp. Date 01/31/2019

RIHSC No. 15-108CTP



Research and Evaluation Survey for the Public Education Campaign on Tobacco among LGBT (RESPECT)



Programming conventions and specifications notes

· Abbreviations used include ‘R’ for ‘respondent’ and ‘PNTA’ for ‘prefer not to answer.’

· Prefer Not To Answer/Don’t Know/Refused/None of these are not allowed in combination with other responses.

· Variable names and section headings are not displayed on screen.

· Response options should not be labeled with numbers.

· A back button will not be offered to respondents.

· Bolding conveys emphasis while capital letters convey instructions for programmers or interviewers.

· Questionnaire will include a progress bar.

· All items are required.

· “Next” buttons will be displayed on every survey screen as appropriate. 

· All images should be arranged in such a way that focus on usability and layout.  Images should be aligned and of similar sizes as one another.

Intercept Screener for In-Person Respondents



AA2s_1AA1.  INTERVIEWER, SELECT MARKET AND BAR

	PROGRAMMER: DISPLAY MARKETS



1. ATLANTA

1. AUSTIN

1. BOSTON

1. CHICAGO

1. DALLAS

1. DENVER

1. DETROIT

1. LOS ANGELES

1. MIAMI-FT LAUDERDALE

1. MINNEAPOLIS

1. NEW YORK

1. NORFOLK 

1. PITTSBURGH

1. PHOENIX

1. PORTLAND

1. PROVIDENCE

1. SACRAMENTO 

1. SAN ANTONIO

1. SAN DIEGO

1. SAN FRANCISCO

1. SEATTLE

1. ST LOUIS

1. TAMPA

1. WASHINGTON DC

NEW YORK

LOS ANGELES

CHICAGO

SAN FRANCISCO

DALLAS

BOSTON

MIAMI-FT LAUDERDALE

WASHINGTON DC

ATLANTA

PHOENIX

SEATTLE

DETROIT

SAN DIEGO

MINNEAPOLIS

DENVER

PORTLAND

TAMPA

AUSTIN

ST LOUIS

SAN ANTONIO

PROVIDENCE

NORFOLK 

PITTSBURGH

SACRAMENTO

ASK: All intercept interviewers





AA2s_2.  PROGRAMMER: DISPLAY BARS



[GPS COORDINATES CAPTURED AT THIS SCREEN FOR AUTHENTICATION PURPOSES.]



ASK: All intercept interviewers





AA3.  PROGRAMMER: Insert Intercept Screener Consent (First half of Attachment 5)



ASK: All intercept respondents





C0S. [IF INTERCEPT AND AA3=2(NO)] Thank you for your consideration.  Please give the tablet back to the interviewer.  INTERVIEWER: ENTER A PASSWORD TO CONTINUE.

EXIT



ASK: Intercept respondents who select No to informed consent







Section A: Demographic Items



The first part of the survey asks you some general questions about yourself.  

A1.	What is the 5-digit zip code where you currently live?

__ __ __ __ __ (5-digit, numeric responses only)



ASK: All intercept respondents



PROGRAMMER:  SET RESPONDENT DMA BASED ON THIS VALUE



A2.	What is your date of birth? 

	Month			Year



Please confirm your date of birth.

	Month			Year



PROGRAMMER:  CALCULATE MINIMUM AGE.  FOR EXAMPLE, IF MONTH IS CURRENT MONTH AND R CAN BE EITHER 17 OR 18 BASED ON DATE, CALCULATE 17. INCLUDE DROP DOWN MENUS FOR MONTH AND YEAR.  THE RANGE OF YEARS SHOULD INCLUDE 1985 TO 2005.  BIRTHDAY ENTRIES SHOULD MATCH.  IF ENTRIES DON’T MATCH, DISPLAY ERROR MESSAGE.



ASK: All intercept respondents



A3.	What is your current gender identity?

1	Male

2	Female

3	Trans male/Trans man

4	Trans female/Trans woman

5	Genderqueer/Gender non-conforming

6 	Different identity (please statespecify)______________________

9	Prefer not to answer



ASK: All intercept respondents





A4. 	What sex were you assigned at birth, on your original birth certificate?

1	Female

2	Male

9	Prefer not to answer



ASK: All intercept respondents





A5.	[IF A3=1 OR 3] Which of the following best represents how you think of yourself?

1	Gay – GO TO A109

2	Straight, that is, not gay – GO TO A910

3	Bisexual – GO TO A109

4	Something else – GO TO A7

5	I don’t know the answer – GO TO A8

9	Prefer not to answer – GO TO A109



ASK: All male or trans male intercept respondents





A6.	[IF A3=2 OR 4 OR 5 OR 6 OR 9] Which of the following best represents how you think of yourself?

1	Lesbian or gay – GO TO A9A10

2	Straight, that is, not lesbian or gay – GO TO A9A10

3	Bisexual  - GO TO A9A10

4	Something else – GO TO A7

5	I don’t know the answer – GO TO A8

9	Prefer not to answer – GO TO A9A10



ASK: All female or trans female intercept respondents





A7.	[IF A5=4 OR A6=4] What do you mean by something else?

1	You are not straight, but identify with another label such as queer, trisexual, omnisexual, or pansexual – GO TO A9A10

2	You are transgender, transsexual, or gender variant - GO TO A9A10

3	You have not figured out or are in the process of figuring out your sexuality - GO TO A9A10

4	You do not think of yourself as having sexuality - GO TO A9A10

5	You do not use labels to identify yourself - GO TO A9A10

6	You mean something else (please state) _____________- GO TO A9A10 

9	Prefer not to answer - GO TO A9A10



ASK: All intercept respondents who report ‘something else’ in A5 OR A6





A8.	[IF A5=9 5 OR A6=95] What do you mean by don’t know?

1	You don’t understand the words

2	You understand the words, but you have not figured out or are in the process of figuring out your sexuality

3	You mean something else 

9	Prefer not to answer



ASK: All intercept respondents who report ‘don’t know’ in A5 OR A6





A10.	Have you ever tried cigarette smoking, even one or two puffs?

1	Yes

2	No

9	Prefer not to answer



ASK: All intercept respondents



A11.	[IF A10=1] About how many cigarettes have you smoked in your entire life? Your best guess is fine.

1	1 or more puffs but never a whole cigarette

2	1 cigarette

3	2 to 5 cigarettes

4	6 to 15 cigarettes (about 1/2 a pack total)

5	16 to 25 cigarettes (about 1 pack total)

6	26 to 99 cigarettes (more than 1 pack, but less than 5 packs)

7	100 or more cigarettes (5 or more packs)

9	Prefer not to answer



ASK: Intercept respondents who have ever tried cigarette smoking according to A10



A12.	[IF A10=1] During the past 30 days, on how many days did you smoke cigarettes?

|_|_|	days	[RANGE: 0-30, 99] 

ASK: Intercept respondents who have ever tried cigarette smoking according to A10



A12a.  To show that you are paying attention, please respond to this item by marking “Disagree”.

1	Strongly Agree

2	Agree

3	Neither Agree nor Disagree

4	Disagree

5	Strongly Disagree



ASK: All respondents



A13.	Have you ever received money or gift cards from a company for sharing your opinions about LGBT health in a discussion group, interview, or survey?

1	Yes, within the past 9 months

2	Yes, more than 9 months ago

3	No

4	I’m not sure



ASK: All intercept respondents





A14.	How old are you?  

	______________________ Age (Range: 15 – 60)



ASK: All intercept respondents



PROGRAMMER: Allow whole numbers only





PROGRAMMER:  CALCULATE AGE BASED ON DOB IN A2. IF BIRTH MONTH = CURRENT MONTH, THEN USE FIRST DAY OF MONTH AS BIRTH DAY.





PROGRAMMER: SET ELIGFLAG. IF [A1= VALID AND A2= 18 to 24-years-old] AND [A3= 3 to 5 OR A5= 1 or 3 OR A6= 1 or 3 OR A7= 1 or 2 OR 6] AND IF AGE CALCULATED FROM A2 = AGE IN A14 OR AGE IN A14-1 THEN ELIGFLAG=1.  ELSE ELIGFLAG=2.





INELGBL_intercept Thank you for your responses. We have no further questions at this time. The interviewer will now give you $10 for answering these questions.



Please give the tablet back to the interviewer.



INTERVIEWER: ENTER A PASSWORD TO CONTINUE



PROGRAMMER: DISPLAY DISPOSITION SUCH AS INELIGIBLE AGE, INELIGIBLE NOT LOCAL, INELIGIBLE OTHER. INELIGIBLE AGE SHOULD BE USED FOR ALL OUT OF RANGE AGES, INCLUDING THOSE YOUNGER THAN 18



Response has been recorded.



ASK: Respondents who are ineligible for the main study based on their responses to the screener





ELGBL_ContactInfo Based on your answers to our questions, you meet our criteria to complete our web survey for a $20 digital gift card.  We would like to collect your contact information and want to keep it secure.  Please hand the tablet back to the interviewer.  They will open another questionnaire and hand it right back.



Please give the tablet back to the interviewer.



INTERVIEWER: ENTER A PASSWORD TO CONTINUE



PROGRAMMER: DISPLAY DISPOSITION SUCH AS COMPLETE AND ELIGIBLE



Response has been recorded.  



INTERVIEWER: RETURN TABLET TO RESPONDENT



ASK: Eligible respondents





B1. Congratulations!  Based on your answers to our questions, you are eligible to complete our survey for a $20 electronic gift card.  Please provide your first name, email address, and cell phone number so that we can send you a link to the web survey that you will complete on your own. You can choose whether you want to receive the link via email or text message. If you complete the survey within 48 hours of receiving the link you will receive an added $5 for a total of $25.  We will only use this information to contact you about the survey.

 

First name. ______________ 

Primary Email address ______________

Confirm Email address______________________

Cell phone number ___-____-____

Confirm phone number______________________



PROGRAMMER:  VALIDATE EMAIL ADDRESS AND CELL PHONE NUMBER FOR CORRECT FORMAT. EMAIL ADDRESS IS REQUIRED TO MOVE FORWARD.



ASK: Eligible respondents





B2. 	The survey can be taken on a computer, tablet or on the web on a smart phone, like an iPhone or an Android.  To make sure this invitation is easy for you to find, can we send you both a text and an email with the survey link?   



1	Yes, send both a text and an email 

2	No, just send an email



ASK: Eligible respondents





B3.  Within the next few days, if you have not previously been invited, we will send you a text message and/or an email with a link to the web survey that you will complete on your own. Only one entry is allowed per participant. 



If you complete the survey within 48 hours of receiving the link you will receive an added $5 for a total of $25.  



The interviewer will now give you $10 for answering these questions.



OMB No: 0910-0808						Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



ASK: Eligible respondents





LAST Please give the tablet back to the interviewer.



ASK: Eligible respondents





PASS INTERVIEWER:  ENTER A PASSWORD TO CONTINUE. 

PROGRAMMER: THIS SCREEN CANNOT MOVE FORWARD UNTIL PASSWORD IS ENTERED.  



PASSWORD IS EXIT



Response has been recorded. 



ASK: Eligible respondents





Inelig_dupe	Thank you for your responses. Our records indicate that we already have your email address or cell phone number on file. Thank you for completing the follow-up survey if you already have. If not, you will receive a reminder email or text message with the survey link to complete and receive your $10.  



ASK: Respondents who have a duplicate email address to one previously collected










Web Screener for Social Media Respondents



CAPTCHA. PROGRAMMER: INSERT CAPTCHA ON SCREEN SUCH AS THE IMAGE BELOW

[image: Image result for captcha code]

ASK: All respondents recruited from social media







AA3. PROGRAMMER: Insert Social Media Consent (Second half of Attachment 5)



ASK: All respondents recruited from social media







REFSCRN.  [IF SOCIAL MEDIA AND AA3 [SCREENER CONSENT] = NO]



Thank you for your time.



ASK: Respondents who are recruited from social media and who refuse informed consent





Section A: Demographic Items



A0. 	The first part of the survey asks you some general questions about yourself.  

How did you find out about this survey?



1	Facebook ad/Sponsored NewsFeed story

2	Instagram/Sponsored post on Instagram

3	Someone sent it to me on Facebook

4	Someone sent it to me on Instagram

5	Someone sent it to me in another way

6	Another way (Specify) _______________

9	Prefer not to answer



PROGRAMMER: PLEASE ONLY ALLOW ALPHA CHARACTERS IN THE OTHER SPECIFY FIELD.  NUMBERS AND SPECIAL CHARACTERS SHOULD NOT BE ALLOWED. 



ASK: All respondents



A1.	What is the 5-digit zip code where you currently live?

__ __ __ __ __ (5-digit, numeric responses only)



ASK: All respondents



A2.	

What is your date of birth? 

	Month			Year



Please confirm your date of birth.

	Month			Year



PROGRAMMER:  CALCULATE MINUMUM AGE.  FOR EXAMPLE, IF MONTH IS CURRENT MONTH AND R CAN BE EITHER 17 OR 18 BASED ON DATE, CALCULATE 17. INCLUDE DROP DOWN MENUS FOR MONTH AND YEAR.  THE RANGE OF YEARS SHOULD INCLUDE 1985 TO 2005.  BIRTHDAY ENTRIES SHOULD MATCH.  IF ENTRIES DON’T MATCH, DISPLAY ERROR MESSAGE.



ASK: All respondents



A3.	What is your current gender identity?

1	Male

2	Female

3	Trans male/Trans man

4	Trans female/Trans woman

5	Genderqueer/Gender non-conforming

6 	Different identity (please statespecify) ___________________

9	Prefer not to answer



ASK: All respondents



A4. 	What sex were you assigned at birth, on your original birth certificate?

1	Female

2	Male

9	Prefer not to answer



ASK: All respondents



A5.	[IF A3=1 OR 3] Which of the following best represents how you think of yourself?

1	Gay – GO TO A9A10

2	Straight, that is, not gay – GO TO A9A10

3	Bisexual – GO TO A9A10

4	Something else – GO TO A7

5	I don’t know the answer – GO TO A8

9	Prefer not to answer – GO TO A9A10



ASK: All male or trans male new cohort respondents



A6.	[IF A3=2 OR 4 OR 5 OR 6 OR 9] Which of the following best represents how you think of yourself?

1	Lesbian or gay – GO TO A9A10

2	Straight, that is, not lesbian or gay – GO TO A9A10

3	Bisexual  - GO TO A9A10

4	Something else – GO TO A7

5	I don’t know the answer – GO TO A8

9	Prefer not to answer – GO TO A9A10



ASK: All female or trans female new cohort respondents



A7.	[IF A5=4 OR A6=4] What do you mean by something else?

1	You are not straight, but identify with another label such as queer, trisexual, omnisexual, or pansexual – GO TO A9A10

2	You are transgender, transsexual, or gender variant - GO TO A9A10

3	You have not figured out or are in the process of figuring out your sexuality - GO TO A9A10

4	You do not think of yourself as having sexuality - GO TO A9A10

5	You do not use labels to identify yourself - GO TO A9A10

6	You mean something else (please state) ___________ - GO TO A9A10

9	Prefer not to answer - GO TO A9A10



ASK: All new cohort respondents who report ‘something else’ in A5 OR A6



A8.	[IF A5=5 OR A6=5] What do you mean by don’t know?

1	You don’t understand the words

2	You understand the words, but you have not figured out or are in the process of figuring out your sexuality

3	You mean something else 

9	Prefer not to answer



ASK: All respondents who report ‘don’t know’ in A5 OR A6





A10.	Have you ever tried cigarette smoking, even one or two puffs?

1	Yes

2	No

9	Prefer not to answer



ASK: All respondents



A11.	[IF A10=1] About how many cigarettes have you smoked in your entire life? Your best guess is fine.

1	1 or more puffs but never a whole cigarette

2	1 cigarette

3	2 to 5 cigarettes

4	6 to 15 cigarettes (about 1/2 a pack total)

5	16 to 25 cigarettes (about 1 pack total)

6	26 to 99 cigarettes (more than 1 pack, but less than 5 packs)

7	100 or more cigarettes (5 or more packs)

9	Prefer not to answer



ASK: Respondents who have ever tried cigarette smoking according to A10



A12.	[IF A10=1] During the past 30 days, on how many days did you smoke cigarettes? Enter 99 for ‘Don’t Know’

|_|_|	days	[RANGE: 0-30, 99]



ASK: Respondents who have ever tried cigarette smoking according to A10





A12a.  To show that you are paying attention, please respond to this item by marking “Disagree”.

1	Strongly Agree

2	Agree

3	Neither Agree nor Disagree

4	Disagree

5	Strongly Disagree

ASK:  All respondents



A13.	Have you ever received money or gift cards from a company for sharing your opinions about LGBT health in a discussion group, interview, or survey?

1   Yes, within the past 9 months

2	Yes, more than 9 months ago

3	No

4	I’m not sure



ASK: All respondents



A14.	How old are you?  

______________________ Age (Range: 15 – 60)



ASK: All intercept respondents



PROGRAMMER: Allow whole numbers only





PROGRAMMER: If [A1= valid AND A2= 18 to 24-years-old] AND [A3= 3 to 5 OR A5= 1 or 3 OR A6= 1 or 3 OR A7= 1 or 2 or 6] AND A12a =2 AND IF AGE CALCULATED FROM A2 = AGE IN A14 OR AGE IN A14-1 THEN ELIGFLAG=1. Else ELIGFLAG=2.





SMINELIG Thank you for your responses. We have no further questions at this time. Your responses have been recorded.



NEXT



ASK: Respondents who are not eligible for the main study based on their responses to the screener





SMEML Based on your answers, you may be eligible to complete our web survey for a $20 electronic gift card. Please provide your first name, email address and cell phone number. If you are eligible we will use this information to send you your $20 electronic gift card after you complete the full survey.



First name. ______________

Primary Email address: ______________

Confirm Email address________________

Cell phone number ___-____-____

Confirm Cell Phone Number ______-_______-_________



PROGRAMMER: EMAIL ADDRESS WILL BE A REQUIRED FIELD, BUT CELL PHONE NUMBER IS OPTIONAL



To make sure this invitation is easy for you to find, can we send you both a text and an email with the survey link?   



1	Yes, send both a text and an email 

2	No, just send an email 



ASK: Eligible respondents





CONF Thank you, we will verify your eligibility to continue with the survey now.



NEXT



ASK: Eligible respondents





SMELIG Congratulations!  You are eligible and are invited to complete our web survey for a $20 electronic gift card. Please click Next to continue to the survey.

												NEXT

ASK: Eligible respondents





SMINEDUPE Thank you for your responses. Our records indicate that we already have your email address on file. Thank you for completing the follow-up survey if you already have. If not, you may have received a reminder email with the survey link.



Check your spam, junk or clutter folder(s) if you don’t see our email in your email inbox.  The study team is available to assist you at respect@rti.org if you are unable to locate the message in your inbox, junk, or clutter folders.



ASK: Respondents who submit an email address that is already in the system





OMB No: 0910-0808					Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



ASK: All respondents
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ATTACHMENT 11: EMAILS AND TEXT MESSAGES TO RESPONDENTS 



Emails will come from: noreply@Qemailserver.com except for the digital gift card email, which will come from reward@virtualrewardcenter.com noreply@tangocard.com.  Replies to email will route to RESPECT@rti.org



[bookmark: _Hlk494443674]Initial Formal Recruitment Email – New Participant Intercept



FROM: RESPECT Staff

SUBJECT: Your invitation to the RESPECT Study



Hi [FIRST NAME],



Thanks for taking the time to talk our staff at [VENUE/EVENT NAME]; based on the information you provided, you are eligible to participate in the RESPECT Study Web Survey.  If you complete this short web survey within 48 hours, you’ll receive a $25 digital gift card for a store of your choice from many online and in-store options, like Amazon.com, Starbucks, or Panera Bread. If you participate after the early bird deadline, you will still receive a $20 digital gift card. 



This is an ongoing study. That means if you participate in this survey, we will contact you again to complete similar surveys every few months. Each survey will offer the same $20 digital gift card, with an extra $5 if you respond quickly. 



You can click the link below to take the survey or to learn more about it. 



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



Your answers are completely confidential and will be released only as summaries in which no individual’s answers can be identified.



If you have any questions or comments about the RESPECT survey, please call the project helpline toll free at 800-848-4072 between 9 am and 5 pm, Eastern Time, Monday through Friday or email us at respect@rti.org.



Thank you very much for helping with this important study. 



Sincerely,

RESPECT Study Team



Don’t miss emails related to the RESPECT study.  Add noreply@Qemailserver.com to your contacts.



[bookmark: _GoBack]OMB No: 0910-0808								Expiration Date: 01/31/2019

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



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}


Initial Formal Recruitment Text – New Participant Intercept



As promised at [VENUE/EVENT], here is your link to the RESPECT Survey. Submit within 2 days for $25.  Thank you! Text STOP to opt out. [survey link here]




1st Reminder Formal Prompt – All Participants



FROM: RESPECT Staff

SUBJECT: Complete the RESPECT Web Survey for a $20 digital gift card



Dear [FIRST NAME],



This is a reminder that you were selected to participate in the RESPECT study. Please click on the following link to participate in the web survey or to learn more about it.  For completing this brief survey, you will receive a $20 digital gift card for a store of your choice from among many online and in-store options including Amazon.com, Starbucks, or Panera BreadTarget. 



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



You were selected for this study based on your answers to the survey you completed previously. We need you to take the survey so that your views and experiences are counted.  



Your participation is voluntary and your answers are completely confidential.



Thanks for your participation!

RESPECT Study Team



PS:  If you have any questions, please feel free to call the project helpline toll free at 800-848-4072 between 9 am and 5 pm, Eastern Time, Monday through Friday or email us at respect@rti.org.  



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}






1st Reminder Text – All Participants



Please complete the RESPECT Survey for $20 We value your input! Text STOP to opt out. [survey link here]


2nd Reminder Formal Prompt – All Participants



FROM: RESPECT Staff

SUBJECT: Time is running out to participate in the RESPECT Study



Dear [FIRST NAME],



You were selected to participate in the RESPECT study based on your previous participation in a short survey. We have not yet received your response.  We cannot replace you in this study and need you to participate in the survey so that your views and experiences are represented. For completing this brief survey, you will receive a $20 digital gift card for a store of your choice from among many online and in-store options including Amazon.com, Starbucks, or Panera BreadTarget.



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



The study is being conducted by RTI International--a non-profit research organization.   The survey will take about 30 minutes to complete.  Your participation is completely voluntary.  The answers you provide will remain completely confidential.



If you have any questions about the study, please email us at respect@rti.org.



We greatly appreciate your participation.

RESPECT Study Team



Don’t miss emails related to the RESPECT study.  Add noreply@Qemailserver.com to your contacts.



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}






2nd Text Prompt- All Participants



Time is running out to complete the RESPECT Survey for $20.Your experiences matter! Text STOP to opt out. [survey link here]




3rd Reminder Formal Prompt – All Participants



FROM: RESPECT Staff

SUBJECT:  Last Chance to participate in the RESPECT Study for a $20 digital gift card



Dear [FIRST NAME],



This is a final reminder that you were selected to participate in the RESPECT Study. Please click on the following link to participate in the web survey or to learn more about it. For completing this brief survey, you will receive a $20 digital gift card for a store of your choice from among many online and in-store options including Amazon.com, Starbucks, or Panera BreadTarget.



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



The survey will take about 30 minutes to complete.  Your participation is completely voluntary.  The answers you provide will remain completely confidential.



If you have any questions about the study, please email us at respect@rti.org.



We appreciate your participation!

RESPECT Study Team



Don’t miss emails related to the RESPECT study.  Add noreply@Qemailserver.com to your contacts.



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}








3rd Text Prompt – All Participants



Last chance to complete the RESPECT Survey for $20.Make your voice heard! Text STOP to opt out. [survey link here]


Breakoff/Timeout Formal Email – All Participants



FROM: RESPECT Staff

SUBJECT: Please Complete your RESPECT Survey



Dear [FIRST NAME],



Thank you for getting started on the RESPECT survey. Your survey is not complete and cannot yet be included in our study. We cannot replace you in this study and need you to complete the survey so that your views and experiences are represented. Your participation is completely voluntary, and the answers you provide will remain completely confidential.



Within three business days of completing the survey, you will receive a $20 digital gift card for a store of your choice from among many online and in-store options including Amazon.com, Starbucks, or Panera BreadTarget.



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



If you have any issues in continuing your RESPECT survey, please call the project helpline toll free at 800-848-4072 between 9 am and 5 pm, Eastern Time, Monday through Friday or email us at respect@rti.org.  We greatly appreciate your participation.



Thank you,

RESPECT Study Team



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}




Breakoff/Timeout Text – All Participants



Please finish the RESPECT Survey to receive $20. Click the link to finish. Have questions? Call 800-848-4072. Text STOP to opt out. [survey link here]


Thank You Email – All Participants



FROM: RESPECT Staff

SUBJECT: Thank you!



Hi [FIRST NAME],



Thanks for completing your RESPECT survey. Within 3 business days you’ll receive an email from RESPECT Staff (reward@virtualrewardcenter.comnoreply@tangocard.com ) offering you your digital gift card for participation.



We may contact you again to complete another survey and offer you the same digital gift card as a reward, so please be on the lookout for that invitation email. If you have any questions about the study, please email us at respect@rti.org.



Thanks again for your help!

RESPECT Study Team





OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov.




Thank you Text – All Participants



Thanks for completing your RESPECT survey. Within3 business days you’ll receive an email from RESPECT Staff offering you your digital gift card.




Digital Gift Card Offer Email – All Participants



From:  RESPECT Staff (reward@virtualrewardcenter.com

noreply@tangocard.com)

Subject line: Here is your RESPECT Study Digital Gift Card



Dear Enter FirstName,



Thank you for participating in the RESPECT study! Enclosed is your gift card reward. You are receiving a $XX , which can be used to instantly select an Amazon.com Gift Card or choose an eGift Card from top brands, such as Starbucks, Old Navy, Shell, or Whole Foods.



The reward has no expiration date.



[image: ]

If you need assistance with your Virtual Reward, please contact support@virtualrewardcenter.com.

RTI may contact you again to participate in other RESPECT surveys and give you the opportunity to earn more digital gift cards like this one.

Thank you,

RESPECT Study Team



		



		[image: qualtrics logo]



				 

				Dear {{recipient_first_name}},

Thank you for participating in the RESPECT study! Enclosed is your gift card reward.

You are receiving a digital gift card, which can be used instantly. Select an Amazon.com Gift Card or choose a digital gift card from top brands such as Starbucks, Chili’s, Barnes and Noble, and Gap Brand.

The reward has no expiration date.

Please save this message as you’ll need the card information and instructions below.







		 



		 

				$(5.00) (20.00) (25.00)

[image: https://d30s7yzk2az89n.cloudfront.net/images/brands/b077325-278w-326ppi.png]

To Redeem 



				• Click on the redemption link above to activate your Reward Link.
• Next, you will be able to spend your balance on retail gift cards.

If you don't want to spend your entire Reward Link value right away, save the email or URL and return via the redemption link - your value will be waiting to be spent. This allows you to store the balance to redeem at another time.













		



		

						



		If you have any problems or questions please contact customer service at cs@tangocard.com or 1-877-55-TANGO.

RTI may contact you again to participate in other RESPECT surveys and give you the opportunity to earn more digital gift cards like this one.

Thank you,

RESPECT Study Team

[image: http://static-integration.tangocard.com/uploads/bc7bc9a16214b7860aa6b9c46d06f617090819f4.png]



		Reward Link is managed by Tango Card, Inc. Reward Links do not expire and are valid within the USA only. Your Reward Link balance may be redeemed for national gift cards or donation options and can be accessed at any time by clicking the Reward Link URL.  All redemptions are final.  Reward Link balances cannot be combined.  Please treat like cash. Please view our full terms of service at https://www.tangocard.com/terms-of-service.

{{reference_id}}-1 













		 
















Digital Gift Card Follow-up Email



[THIS EMAIL WILL BE SENT TO RESPONDENTS IN THE EVENT THAT THEY RECEIVE A GIFT CARD IN THE WRONG AMOUNT]



From: RESPECT Staff

Subject Line: Digital gift card from the RESPECT survey



Thank you again for participating in the RESPECT online survey. An audit of our records over the past [fill] month(s) has revealed that we sent you a digital gift card for $20 when in fact we promised you $25. We apologize for the error and any inconvenience this has caused. To rectify this, we will send you a $5 digital gift card in a separate email.  Please do not hesitate to reach out to us with any questions. 



Regards,



RESPECT Staff




Follow Up Survey Longitudinal Recruitment E-mail 

FROM: RESPECT Staff

SUBJECT: You’re invited to the new RESPECT Survey. Earn a gift card today!



Dear [FIRST NAME],



You previously participated in the RESPECT survey, and you are invited to participate again. Whether your opinions and experiences are the same as last time or different, you are an important and valued part of this study.  Your continued participation helps shed light on continuity and change in the community.  The study is being conducted by RTI International—an independent, non-profit research organization. 



For completing this brief web-based survey within 48 hours of receiving this email, you will receive a $25 digital gift card for a store of your choice from among many online and in-store options, including Amazon.com, Starbucks, and Domino’s PizzaTarget. If you participate more than 48 hours after receiving this email, you will still receive a $20 digital gift card. 



If you participate in this survey, we will contact you again to complete similar surveys at a later time. Each survey you complete will offer a $20 digital gift card, with an extra $5 if you respond quickly. 



Please click on the following link to participate in the survey or to learn more about it. 



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



The survey will take about 30 minutes to complete.  Your participation is completely voluntary.  The answers you provide will remain completely confidential.



If you have any questions about the study, please email us at respect@rti.org.



Your views and experiences are very important, so we hope you will make your voice heard by taking the survey!  Don’t miss emails related to the RESPECT study.  Add noreply@Qemailserver.com to your contacts.



Thank you,

RESPECT Study Team



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}

Follow Up Survey Longitudinal Recruitment Resend E-mail 



[THIS EMAIL WILL BE SENT TO RESPONDENTS IN THE EVENT THEY ARE DEEMED INELIGIBLE FROM A PROGRAMMING ERROR.]



FROM: RESPECT Staff

SUBJECT: Oops! Let’s start over: New RESPECT Survey - Your link enclosed



Dear [FIRST NAME],



You previously participated in the RESPECT survey, and you are invited to participate again. Whether your opinions and experiences are the same as last time or different, you are an important and valued part of this study.  Your continued participation helps shed light on continuity and change in the community.  The study is being conducted by RTI International—an independent, non-profit research organization. 



For completing this brief web-based survey within 48 hours of receiving this email, you will receive a $25 digital gift card for a store of your choice from among many online and in-store options, including Amazon.com, Starbucks, and Domino’s PizzaTarget. If you participate more than 48 hours after receiving this email, you will still receive a $20 digital gift card. 



If you participate in this survey, we will contact you again to complete similar surveys at a later time. Each survey you complete will offer a $20 digital gift card, with an extra $5 if you respond quickly. 



Please click on the following link to participate in the survey or to learn more about it. 



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



The survey will take about 30 minutes to complete.  Your participation is completely voluntary.  The answers you provide will remain completely confidential.



If you have any questions about the study, please email us at respect@rti.org.



Your views and experiences are very important, so we hope you will make your voice heard by taking the survey!  Don’t miss emails related to the RESPECT study.  Add noreply@Qemailserver.com to your contacts.



Thank you,

RESPECT Study Team



OMB No: 0910-0808								Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}




Follow Up Survey Longitudinal SMS



Here is your link to the next round of the RESPECT Survey. Submit within 2 days for $25.  Thank you! Text STOP to opt out. [survey link here]




2nd Breakoff Message



Dear [FIRST NAME],



Thank you for starting the RESPECT survey. We noticed that you have not quite completed.  [INCLUDE IF %>50: However, you have completed more than X% of the survey. ] We can only include your responses in the study if you finish the survey.



Members of your community are often underrepresented in federal research. This study is an opportunity for you to contribute your voice to this important research.



After you complete the survey, you will receive a $20 digital gift card for a store of your choice from among many online and in-store options including Amazon.com, Starbucks, or Panera BreadTarget. (Allow 3 business days for delivery.)



Follow this link to the Survey:



${l://SurveyLink?d=Take%20the%20Survey}



If you have any issues in continuing your RESPECT survey, please reply to this email or call the project helpline toll free at 800-848-4072 between 9 am and 5 pm, Eastern Time, Monday through Friday.  We greatly appreciate your participation.



Thank you,

RESPECT Study Team



OMB No: 0910-0808							Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}




Longitudinal Thank you/Prenotification E-mail – Intercept and Social Media



FROM: RESPECT Staff

SUBJECT: Thank you for your commitment to the RESPECT study



Dear [FIRST NAME],



Thank you for being a valued member of the RESPECT study and sharing your opinions with us.  Your participation helps to bring more attention to a community that has long been under-represented in surveys of this kind.  We appreciate your ongoing commitment to the study.



We also wanted to let you know there will be another opportunity to participate in the survey later this [FILL fall/spring/summer]. This next wave of the survey is still 30 minutes. Invitations will be sent out on [DATE], so check your inbox and spam folders. We are offering $20 for participation plus a bonus $5 if you participate within 2 days of receiving the invitation.  



If you don’t see your invitation by May 9th[DATE] or if you have any questions or comments about the study, feel free to reply to this message.



Don’t miss emails related to the RESPECT study. Add noreply@Qemailserver.com to your contacts.



Thank you,

RESPECT Study Team



OMB No: 0910-0808								 Expiration Date: 01/31/2019

Paperwork Reduction Act Statement:  The public reporting burden for this collection of information has been estimated to average 5 minutes per response. Send comments regarding this burden estimate or any other aspects of this collection of information, including suggestions for reducing burden to PRAStaff@fda.hhs.gov



Follow the link to opt out of future emails:
${l://OptOutLink?d=Click here to unsubscribe}
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Microsoft_Word_Document7.docx
Form Approved

OMB No. 0910-0808

Exp. Date 01/31/2019

IRB 13819

RIHSC No. 15-108CTP



ATTACHMENT 13:  LONGITUDINAL SCREENER 

[LONGITUDINAL RESPONDENTS THAT LAUNCH THE MAIN SURVEY WILL FIRST SEE THE LONGITUDINAL SCREENER CONSENT AND THEN THE QUESTIONS IN THIS ATTACHMENT. ATTACHMENT 2 INCLUDES PLACEHOLDERS FOR THESE DOCUMENTS.]

Z0. [IF LONGITUDINAL (LC_W5LC_W6=1)] Before we begin, we have a couple of general questions about you. You may have seen these questions before, but we appreciate you responding to them again.

NEXT

PROGRAMMER:  VALIDATE FORMAT FOR EMAIL ADDRESS.  IF FORMAT IS INCORRECT, PLEASE DISPLAY “Please enter a valid email address.” IF THE EMAIL ADDRESSES DON’T MATCH PLEASE DISPLAY “The email addresses do not match.  Please try again.”

ASK: All longitudinal respondents who have been recruited in prior waves



Z1.	[IF LONGITUDINAL (LC_W5LC_W6=1)]  What is the 5-digit zip code where you currently live?

__ __ __ __ __ (5-digit, numeric responses only)

ASK: All longitudinal respondents who have been recruited in prior waves



Z2.	[IF LONGITUDINAL (LC_W5LC_W6=1) What is your date of birth?  

PROGRAMMER: DISPLAY A DROP DOWN LIST OF 12 MONTHS AND ANOTHER OF YEARS 1985 – 2005. 

ASK: All longitudinal respondents who have been recruited in prior waves



Z2a.	[IF LONGITUDINAL (LC_W5LC_W6=1)] You have entered your month and year of birth as [FILL FROM Z2]. Is that correct?

1	Yes

2	No  GO BACK TO Z2



ASK: All longitudinal respondents who have been recruited in prior waves



Z3.	[IF LONGITUDINAL (LC_W5LC_W6=1)] 

What is your current gender identity?

1	Male

2	Female

3	Trans male/Trans man

4	Trans female/Trans woman

5	Genderqueer/Gender non-conforming

6 	Different identity (please state) ________________________

9	Prefer not to answer



ASK: All longitudinal respondents who have been recruited in prior waves



Z4. 	[IF LONGITUDINAL (LC_W5LC_W6=1)] 

What sex were you assigned at birth, on your original birth certificate?

1	Female

2	Male

9	Prefer not to answer



ASK: All longitudinal respondents who have been recruited in prior waves





Z5.  [IF Z3= 1 or 3 AND LONGITUDINAL (LC_W5LC_W6=1)] 



Which of the following best represents how you think of yourself?

1	Gay – GO TO Z9

2	Straight, that is, not gay – GO TO Z9

3	Bisexual – GO TO Z9

4	Something else – GO TO Z7

5	I don’t know the answer – GO TO Z8

9	Prefer not to answer – GO TO Z9



ASK: All longitudinal respondents who have been recruited in prior waves and who are male or trans male



[bookmark: _GoBack]Z6.	[IF (Z3= 2 OR 4 OR 5 OR 6 OR 9) AND LONGITUDINAL (LC_W5LC_W6=1)] Which of the following best represents how you think of yourself?

1	Lesbian or gay – GO TO Z9

2	Straight, that is, not lesbian or gay – GO TO Z9

3	Bisexual  - GO TO Z9

4	Something else – GO TO Z7

5	I don’t know the answer – GO TO Z8

9	Prefer not to answer – GO TO Z9



ASK: All longitudinal respondents who have been recruited in prior waves and who are female or trans female



Z7.	[IF Z5=4 OR Z6=4 AND LONGITUDINAL (LC_W5LC_W6=1)] 

What do you mean by something else?

1	You are not straight, but identify with another label such as queer, trisexual, omnisexual, or pansexual – GO TO Z9

2	You are transgender, transsexual, or gender variant - GO TO Z9

3	You have not figured out or are in the process of figuring out your sexuality - GO TO Z9

4	You do not think of yourself as having sexuality - GO TO Z9

5	You do not use labels to identify yourself - GO TO Z9

6	You mean something else (please state) - GO TO Z9 ________________

9	Prefer not to answer - GO TO Z9



ASK: All longitudinal respondents who have been recruited in prior waves and who report ‘something else’ in Z5 or Z6





Z8.	[IF Z5=5 OR Z6=5 AND LONGITUDINAL (LC_W5LC_W6=1)] What do you mean by don’t know?

1	You don’t understand the words

2	You understand the words, but you have not figured out or are in the process of figuring out your sexuality

3	You mean something else 

9	Prefer not to answer



ASK: All longitudinal respondents who have been recruited in prior waves and who report ‘don’t know’ in Z6



Z9.	[IF LONGITUDINAL (LC_W5LC_W6=1)] 

What is your age?  ____________ (Range: 15-80)

ASK: All longitudinal respondents who have been recruited in prior waves





PROGRAMMER: IF LONGITUDINAL (LC_W5LC_W6=1) THEN SET ELIGFLAG. IF [Z1 IS THE SAME ZIP OR DMA AS FRAME INFORMATION, OR IF FRAME DMA=CONTROL AND Z1=CONTROL, OR FRAME DMA=TREATMENT AND Z1=TREATMENT, AND Z2 MATCHES SAMPLE FRAME INFORMATION AND (LONGITUDINAL (LC_W5LC_W6=1) AND Z9= 18 to 26-years-old AND Z9= LAST KNOWN AGE OR LAST KNOWN AGE+1 OR LAST KNOWN AGE +2 AND LAST KNOWN AGE +3) AND [Z3= 3 to 5 OR Z5= 1 or 3 OR Z6= 1 or 3 OR Z7= 1 or 2 or 6] THEN ELIGFLAG=1.  ELSE ELIGFLAG=2.



NOTE: Respondent cannot be younger than their last known ages and be eligible

PROGRAMMER: PUSH ELIGIBLITY OUTCOME TO SURVEY FLOW AND PANEL. INCLUDE REASON FOR INELIGIBLITY.

NOTE:  This programming directs who is eligible for the study. To be eligible, respondents must be in the same zip code or the same DMA as they were previously.  If they are not in the same DMA, the DMA that they are in must remain a control or a treatment DMA. They must have the same date of birth as previously reported. They must be between 18 and 26 years old or be the same age as last wave or one year older than last wave. They must also be LGBT, but their sexual orientation or identity is not compared to that of last survey. 





INELIG [IF (ELIGFLAG=2 AND LONGITUDINAL (LC_W5LC_W6=1)]

Thank you for your responses. Based on your responses, you are not eligible to participate in the study. We have no further questions at this time. 

ASK: Respondents who are ineligible due to responses to the screening questions





ELIG [IF (ELIGFLAG=1 AND LONGITUDINAL (LC_W5LC_W6=1)]

Please click Next to continue.

NEXT

ASK: Respondents who are eligible due to responses to the screening questions
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