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PROTECT the truth 
 You Can Make A Difference 

 

The largest national youth-focused anti-tobacco education 
campaign’s future is in jeopardy. 

As part of the Master Settlement 
Agreement of 1998, many tobacco 
companies have provided millions of dollars to 
state and national anti-tobacco campaigns. 
The MSA public education funds have been 
the major source of funding the Truth 
campaign. 
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Unfortunately, in 2003, the funding stopped. 
Defunding a highly efficient tobacco use 
prevention campaign may signal a rise in pro-
tobacco beliefs and attitudes, and an 
increase in youth intention to smoke.  



 

 

2 

Protect the truth 

 

In 1998, The Florida Tobacco Pilot Program launched the truth 
anti-smoking campaign to alert youth and teens to the dangers 
of smoking and to reduce teen tobacco use. The campaign’s 
efficacy stems from the premise that the targeted youths 
gravitate towards smoking for its societal symbol as leverage for 
independence, rebellion, and status. The campaign’s general 
ads portray the tobacco industry as manipulative and smoking 
itself is an uncool habit. Its main mediums of communication to 
the public are through newspapers, magazine, televisions, and 
radio. Also it has started a social marketing campaign and its 
own website with a link to a photo blog where visitors can learn 
facts about tobacco companies and voice their opinions.   

Introduction to the  
              truth campaign 

The campaign is designed to 
reach at-risk youth, ages 12 
to 17 years. Young adults, 
ages 18 to 24 years, 
compose an important 
secondary audience.  

The truth 
Audience 

 

Overview 

“You don’t always die from 
tobacco, sometimes you just 
lose your lung. Oh, you don’t 
always die from tobacco, 
sometimes you just snip out 
your tongue…” A cowboy sits 
in the middle of a busy street 
and sings, using a voice box 
(because he has a hole in his 
throat). This provocative ad is 
an example of the type of 
persuasive tactics that the 
truth embeds in its campaign. 
The truth is the largest youth 
smoking prevention 
campaign in the U.S. and it 
has become a popular 
success story that educates 
society about the tobacco 
industry and the effects of 
smoking through 
advertisements. 

The truth 
Ads 
 

The characteristics of the truth 
campaign’s ads are stylistically very 

engaging and sometimes shockingly 
disturbing. They are usually shot on a 
hand-held camera, and feature real 

people and real world. The 
commercials allow the viewers 

watching at home to witness and 
really experience the graphic anti-

smoking demonstrations that are 
spontaneously set up in the city streets.  
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The Truth anti-smoking campaign has systematically 
communicated its messages to the viewers through a powerful 
combination of emotional appeals. Its strategy of using real 
world setting and the reactions from real people to emotional 
stimuli has put the severity of problems caused by smoking 
onto a larger perspective. The ads suggest that individuals are 
responsible for their actions and provide the viewers 
straightforward facts.  

 

The campaign has a clearly defined target audience and 
feature messages that are designed to influence knowledge, 
beliefs, social norms, and attitudes that are statistically 
associated with the behavior the campaign seeks to change. 
The campaign gains a viewing power through its own brand 
name. Teens react to the truth ads and provide comments 
through social media and regular focus groups sites.  

Strategy of 
the truth 
campaign 

“Body bag" 

“Unsweetened 
Truth” 

The dual presence of smoking 
and body bags in several of 
truth ads illustrate one simple 
but strong message: smoking 
kills. This message is present in 
most of truth’s advertisements, 
both print and video. These 
visual statements 
communicate the 
campaign’s branding by 
pointing out the stark contrast 
between their advertising and 
that of tobacco companies 

This ad presents six real 
patients suffering from 
tobacco-related health 
problems, such as cancers of 
lung, throat, and neck. As 
they travel across the city on 
a parade float, spectators 
can see the obvious physical 
disabilities each person is 
living with. The ad vividly 
showed the impact of 
smoking on health and 
highlight how tobacco-
related diseases are not just 
about dying-having such 
diseases is also about living 
with the effects of such 
horrifying illnesses. Online 
components of the ad 
featured video vignettes 
showcasing the daily lives and 
struggles of each of the real 
people.  

Campaign 
Slogan 

“Heck, we love everybody. 
Our philosophy isn’t anti-
smoker or pro-smoker. It’s not 
even about smoking…” 
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Does truth work! 
 

The reach of this campaign has 
extended across the nation and impacted 
a number of teens.  

 

Within six months of the campaign 
launch, awareness of the campaign 
among the target teen audience reached 
92%. A year after launch, smoking among 
middle school students declined by 19,4%, 
and smoking among high school students 
declined by 8%.  

 

From 2000 to 2002, cigarette smoking 
among high school students fell by more 
than one million. More recently, among 12-
17-year olds in the U.S., 75% can accurately 
describe more than one of the truth ads, 
90% reported that the ad they saw was 
convincing, and 85% responded that the 
ad gave them good reasons not to smoke.  

 

Monitoring the Future, one of the 
nation's most comprehensive substance 
abuse surveys, reported dramatic declines 
in smoking rates among 8th, 10th, and 12th 
graders, citing truth as a factor in this 
public health success story. 

 

Evidently, its countermarketing strategy 
has been highly efficient and as a result, 
the Center for Disease Control 
recommended the practice as “the best” 
model for tobacco control.  

You bet it does! 
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The leading cause of preventable 
death in the United States is not 
obesity, shootings, alcohol use, 
drug abuse or HIV/AIDS-it is 
cigarette. Tobacco-related 

illnesses such as lung cancer, stroke, and chronic bronchitis claim the lives of more than 
440,000 Americans each year, and an estimated 50,000 of these smoking-related deaths 
are the result of secondhand smoke exposure (CDC, Smoking and Tobacco Use). While 
approximately 1,200 people die each day from cigarette smoking, tobacco companies 
constantly seek for new customers. Such 
studies suggest that highly effective 
messages intended to prevent teen 
tobacco use like the Truth campaign ads 
are substantially important. 

 

Barriers to the truth 
campaign 

Decline of 
funding for the 
truth campaign 
 In 1998, 46 state attorneys general and other state officials and all of the major 
tobacco companies, Big Tobacco, signed the Master Settlement Agreement (MSA) to resolve 
the states’ legal claims against the tobacco companies. As part of the settlement, tobacco 
companies agreed to provide funding for the purpose of educating the public about the 
dangers of tobacco use. 

The MSA public education funds have supported the truth campaign and most of its 
other activities. Unfortunately, the funding stopped in 2003 due to the weaknesses of the 
settlement. Under the agreement, the tobacco companies were obligated to donate $300 
million per year for five years to the public education fund, unless the companies’ control of 
the cigarette market dipped below 99.05 percent. The tobacco companies’ control has fallen 
below the agreed-upon threshold, so the companies stopped the funding and has turned 
downed the requests from the campaign.  

The MSA prohibits the marketing of cigarettes and other tobacco products to youth, 
such as the use of cartoon characters in tobacco advertising, though they have continued to 
reach youth through new communication outlets, such as the Internet and their new 
products, cigarettes with flavors. Thus, it’s important to urge the public community to continue 
support the truth campaign.  
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We are collecting 1 million signatures via our 
web site http://www.protectthetruth.org/ and 
through our social media sites (please visit our 
Facebook and Twitter pages). This is to show the 
tobacco companies that Americans are strongly 
in favor of effective anti-smoking campaigns.  

 

Also, we’re filing friend-of-the-court briefs in 
lawsuits involving the tobacco industry to urge 
judges to include funding for the truth campaign 
as a remedy against tobacco industry 
misconduct.  

 

Please join us and protect the truth! 

 

You Can Make a       
                   Difference 

PROTECT the truth 
 You Can Make A Difference 

 

We The 
People 

 


