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Addressing Youth Tobacco Use – 
Evidence-based Approaches  

• Mass Reach Media (with & w/0 community 
education) 
 

• Price increase 
 

• Smoke-free areas 
 

 Change the norm to tobacco free!  

 



Maryland Youth Tobacco Use 
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Source: High School Youth: 2000-2010 Maryland Youth Tobacco Survey and the 2013 Maryland Youth Tobacco & 

Risk Behavior Survey. Adults: 2012 Behavioral Risk Factor Surveillance System.  



Maryland Underage High School Cigar Users - 2012 
What Kind of Cigar Usually Smoked Past 30 Days  
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Source: 2013 Maryland Tobacco and Risk Behavior Survey 



Flavored Cigar Smoking by Underage High 
School Youth in Maryland, 2013 

(Among such youth who smoked a cigar product during the past 30 days) 

28.1%

71.9%

Flavored Cigars

Unflavored Cigars

Source: 2013 Maryland Tobacco and Risk Behavior Survey 



Why Cigars? 

New York Times, August 17, 2013 



Flavors 

Campaign for Tobacco Free Kids, 2013 

 



Packaging  

Campaign for Tobacco Free Kids, 2013 

 



Price 

www.countertobacco.org; Campaign for 
Tobacco Free Kids, 2013 

 

http://www.countertobacco.org/


Location, Location, Location 

www.countertobacco.org 

http://www.countertobacco.org/


Dodging Regulations  

Campaign for Tobacco Free Kids, 2013 



Cause for Concern 

Youth 
Cigar 
Use 

Many  
unaware of  

dangers/ 
marketing 

Fruit and candy 
flavors 

Cigars cheaper 
than cigarettes 

Cigars sold singly 



What to do?? 
Mass Reach Campaign 

• Hard data and anecdotal evidence → need 
for education 

• Develop a public health communications 
campaign targeting parents 

• Utilize various media avenues to reach more 
Marylanders 

• Work with youth coalitions and partners to 
educate community members – Teens 
Rejecting Abusive Smoking Habits (TRASH) 

 



Campaign Objective 

• Target → Parents and adult community 
members 

• Overcome misperceptions  

– Cigar products are NOT safer than cigarettes 

– Cigars DO contain the same cancer-causing 
chemicals as cigarettes 

– Cigars ARE just as addictive as cigarettes 

– Youth ARE using cigar products 



Campaign Messaging  

• Cigars are attractive, accessible, and affordable 

– Available in same flavors and prices as ice cream cone or 
candy 

– Sweet flavors mask the harshness of tobacco 

– Cheap – often <$1 

– Often sold individually, decreasing price point and 
increasing affordability 
 

• Seemingly harmless products can lead to a lifelong 
trap of addiction 



The Cigar Trap 



Radio ad – 
Disturbing Facts 





Informational Packet 

• Provides further 
information about the 
dangers of youth cigar use 
 

• Easy to use and reference 
 

• Professional design 
 

• Printed hard copies, but 
available on website as well 
 

• Continue to update as new 
information emerges 



Informational Packet:  
Fact Sheets 



The Cigar Trap:  
 Local Health Department Initiatives 

• Disseminate information to teachers, PTAs 

• Update curriculums to include cigar use 
prevention information 

• Inform Head Start teachers, medical center 
staff, and the Department of Juvenile 
Services 

• Developed own TV PSA using artwork and 
aired on local cable channels 

 



Campaign Continuation 

• Continue materials distribution 

• Collaborate with partners 

• Provide materials to partners and files to 
Local Health Departments 

• NYT article – August 2013  

• Creative posted CDC MCRC 

• TV ads/YouTube video 
 



Price Increases 



MD Tobacco Taxes 

• Cigarette Tax – $2.00/pack (2008) 
 

• Non-premium cigar products – 70% of 
wholesale price (2012) 
– 15% of wholesale price prior to 2012 

 

• Smokeless Tobacco – 30% of wholesale price 
(2012) 
– 15% of wholesale price prior to 2012 



Smoke-free Areas 

• Indoor:      

– Clean Indoor Air Act – 2008  

– Smoking tobacco products banned in indoor 
public areas – including bars and restaurants! 

• Outdoor: 

– Many college campuses 

– Several local health department campuses/parks 

– Orioles and Ravens Stadiums 



Opportunities 

• Point of Sale 
Advertising:  
Store Audits 

• Litter 

• Youth Coalitions 
– MD TRASH 

• SGR 

 

 

 

 

 



National Media 

• CDC 

 

 

 

 

 

• FDA – Stay tuned… 



Maryland Tobacco Quitline –  
Youth Support Program 

• Counseling specifically tailored to youth 
needs 

– Five counseling calls delivered by highly-skilled 
Youth Quit Coaches 

– Discussion of triggers, stressors, peer influences, 
and exposure to second-hand smoke 

– Relapse prevention addressed through planning 
and preparation 

 



Quitline Promotional Items – 
www.smokingstopshere.com  

POSTERS 

Brochures 

Wallet Cards 

http://www.smokingstopshere.com/


Make the Next Generation  
Tobacco-Free! 

https://www.youtube.com/watch?feature=player_embedded&v=6dJ_vKN4h58
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