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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
After 20 years of striving to prevent youth and young adults from using tobacco, truth 
discovered that it was time to use our voice and platform to help the millions of young 
people who are trying to quit vaping. Our research showed that quitting was a lot harder 
and a lot more isolating than people expected and that young people needed targeted and 
non-judgemental support that made it feel like they were not on this journey alone. We 
developed a text-based quitting support program using old evidence-based cessation tactics 
in a modern and approachable way. To spread the word about This is Quitting, we created a 
TikTok challenge to motivate young people to Ditch JUUL and join the movement of young 
people quitting together. The in-market research showed that the Ditch JUUL campaign 
successfully normalized quitting and increased intentions to quit. Evaluation questions built 
in to the quitting program showed that it was working – within two weeks 60% of young 
people using the program were vaping less or not at all. 
 
 
 
 
Consumer Insight  
 
Quitting vaping feels isolating and impossible. No one wants to go on the quitting 
journey alone.  
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Marketing Challenge 
 

Since 2001, the truth® has been committed to shaping a culture where all youth 
and young adults reject tobacco. We’re nearly there. In two decades, we’ve helped 
drive down the youth smoking rates from 23% in 2000 to 3.7% in 2019.  

But seemingly overnight, a new enemy took public health, and young people, by 
storm: vaping.   

Between 2017 and 2018 alone, youth vaping rates rocketed 78%. And by the end 
of 2019, 1 in 4 high schoolers reported they had used an e-cigarette in the past 
month. It was an eye-popping reversal of decades of coordinated public health 
efforts against tobacco. Behind the lion’s share of it all? JUUL. After launching in 
2015, their product dominated the vaping market by 2018 – claiming a whopping 
75% market share.  

The vaping problem was such that truth® could no longer just be in the business of 
preventing young people from picking up a vape. We had to help them put it down 
– for good. The thing was, the vaping crisis had taken the public health community 
by surprise. There were little to no resources designed to specifically help young 
people quit. So we took it upon ourselves to create our own text-to-quit vaping 
program: This is Quitting. Texting made it easy to use, and inviting for underage 
JUULers who might be trying to conceal their habit from parents and teachers. It 
featured tips and motivation from other young people who had successfully quit to 
help them on their own quitting journeys.  

It quickly became clear that we could not treat the launch of This is Quitting like a 
tech brand might. You only needed to talk to a teenager or walk into a high school 
bathroom to begin to understand just how ubiquitous the JUUL had become. 
JUULing, as young people called it, had become a cornerstone of youth culture. It 
flooded Instagram feeds, Snapchats, and youth-produced online entertainment. It 
was everywhere, both online and in real life. As one young person we talked to 
said: “JUULing is inescapable. It’s almost easier to just take a hit then to try to 
explain why you’d say no.”  

That’s a huge problem. What this young person was signaling was what we in public 
health call “normalization.” In other words, it had become highly acceptable – 
normal – within youth culture and social circles to vape. Unlike cigarettes, which 
carried with them a degree of shame and sneaking outside, there was almost no 
stigma attached to the act of vaping itself. Picking up vaping had become a massive 
social phenomenon. And quitting vaping, on the other hand, felt like it was 
something almost nobody did.  

To successfully launch This is Quitting and meaningfully help young people stop a 
potential lifelong addiction dead in its tracks, we had two challenges ahead of us:  
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1. Normalize quitting in youth culture  

We had to flip the script. We had to make would-be quitters feel like they 
wouldn’t be going it alone when they decided to embark on the long path to 
quitting vaping. Otherwise, they might not take the plunge.   

2. Show young people how This is Quitting would help their quitting 
journeys  

We had to ensure young people understood how This is Quitting would help 
them specifically – whether it be fighting 3 AM nicotine cravings or hiding 
their addiction from their parents.  

To understand how we could best accomplish these objectives, we turned to 
audience research for answers.  

 
 
 
Methodology  
 
We employed a multi-phase research approach to inform the development of 
content for our public education campaign and to evaluate its impact among our 
target audience. 

1.  Formative Research to Inform This is Quitting 
We gained insight into our target audience of youth and young adult vapers by first 
conducting formative research by listening in on the way that they talked about 
quitting online and then by talking directly to young vapers trying to quit. We heard 
several critical things:  That quitting vaping was a lot harder than young people 
expected it would be and there were no quitting resources specific to vaping. That 
trying to quit was an overwhelmingly isolating experience. And that there were 
meaningful differences in use and quitting experiences by age group: teens and 
young adults talk about, use, and quit vaping very differently. We needed a 
program that could be adaptive to the age and context of each user.  

2.  Formative Research to Inform Creative Content 
Once we had a program that we knew would help young people, we had to promote 
it with a campaign that motivated young people to check it out and ultimately use 
it. We conducted qualitative interviews with young people all over the country – 
nonvapers, experimenters, and vapers alike – to understand their perceptions and 
motivations around quitting vaping. One truth united all three subsets: anything as 
challenging as quitting vaping would be easier and more inviting if they knew other 
people like them were on a similar journey. The overwhelming reality was that very 
few of them knew or had heard of other young people going on the journey. And for 
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vapers, the fear was that they would be deemed uncool or be outcast for going 
against the grain.   
The emotion they felt and described to us was frustration – which manifested in a 
unique, unexpected way. Our discussions with young people uncovered a social 
media phenomenon that was percolating in youth culture. Vapers, fed up with their 
nicotine addictions, were posting videos of themselves destroying their JUULs,  
 
throwing them out the car windows or into water to break themselves free of their 
habits. Young people saw their friends saying goodbye to their JUULs for good. We 
saw an opportunity to throw fuel on the fire. 

3.  Pre-Market Copy Testing to Refine the Messaging and Prove Efficacy 
Two versions of TiQ were tested – one branded for JUUL and one simply speaking 
to Vape.  The ads were tested among n=300 respondents age 15-24 years olds.   
Performance was assessed on critical metrics related to appeal, receptivity, 
relevance and self-identification with the message. The pre-market test proved that 
our “quitting” campaign was also effective in motivating prevention among non-
vapers as well.  This was a critical learning in that the campaign could speak to and 
motivate all youth nearly universally, regardless of their current vaping status.   

4.  Continually Tracking In-Market Success 
We then measured the performance of the ad with post-campaign evaluation 
measures. This included a real-time monitoring survey to follow trends in ad 
likeability and receptivity over time and a longitudinal survey to understand the 
shifts in attitudes among those aware of the truth brand. In-market testing 
occurred while the ad executions were aired across media platforms, for which 
media penetration, placement, and context play important roles in determining 
message recall, receptivity, and impact on vape use attitudes and behaviors. 
Additionally, This is Quitting, had built a evaluation strategy to track engagement 
and satisfaction with the program as well as progress on the quitting journey.  
 
 
 
 
Creative Execution 
 
Our formative research revealed two undeniable truths: 1. the act of quitting was a 
difficult and isolating experience and 2. Young people were painfully unaware of any 
of their peers who would themselves embark on the trial of quitting vaping. Thus, 
creating fear of judgment for trying to buck the norm of the JUULing trend that 
“everyone was doing.”  
 
At the intersection of these two truths lay our creative insight: no one wants to go 
on the quitting journey alone. Aspiring quitters needed to feel like other young 
people were in it with them.  
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Armed with this insight, and inspired by the existing, but nascent, behavior of 
public JUUL destruction, we created "Ditch JUUL" – an idea to make saying goodbye 
to vaping feel like a massive, can't-miss party of JUUL destruction. “Ditch JUUL” 
was the perfect opportunity to fan the flames of the JUUL destruction on social 
media we identified in our discussions with young people –  and amplify it on a level 
that would give permission other young people to break their habits (and vapes) to 
join in on the fun without fear of being ostracized or judged in their social circles.   
 
Fuel the social behavior  
Our first order of business was to decide where this idea could live, and be shaped 
by young people. In order to change perceptions and earn as many eyeballs as we 
could, we decided to go where no public health brand had been before: TikTok. The 
platform lent itself perfectly, given that it’s often a place where young people 
experiment with and build off of others' creations and behaviors through 
challenges. These challenges are repeatable actions, skits and dances you can add 
your spin to, with the hopes of going viral from one’s bedroom.  
 
Enlist influencers to help us  
In order to get young people to participate, we had to make it look and feel as if 
influential young people were behind quitting. To do so, we enlisted influential 
TikTok creators to help us show up as their peers, kick-start our challenge, and 
invite others to participate.  
 
Bring the party to the masses  
Alongside our TikTok challenge, we wanted to further amplify this new way of 
quitting to make it feel like a social phenomenon. To do so, we launched a longer-
form film, to show off the participation from young people, highlighting their 
creative and unique ways of destroying their JUULs.  
 
Drive sign-ups 
After capturing their attention and participation, we wanted to extend our hand one 
last time to help close the gap between intent to sign up and signing up. To harvest 
excitement and interest, we pushed TIQ once again, focusing on it’s features to 
drive sign up. We pushed TIQ as a discrete, always-on resource to help them follow 
through on quitting, and to receiving tips and motivation from people like them. 
Also, to make it appear as a popular tool among their peers, we flaunted our 150K+ 
user base who were looking to quit, just like them.  
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Business Results/Lessons Learned  
 
Our in-market testing demonstrated that, compared to 3 weeks pre-launch, within 
8 weeks post-launch the Ditch JUUL campaign is de-normalizing vaping and 
normalizing quitting instead. 

• Fewer young people Agree that “Vaping is okay to do socially when with 
friends”  

• More young people Agree that “Young people are quitting vaping/JUULing”  
 
Showing that quitting is possible and popular is getting people talking. The 
campaign drove 6.8 Million social engagements and gained national attention with 
$16 million in earned media in outlets like PEOPLE, PopSugar, and Cheddar – 
garnering 368 million campaign views in the first three days. 
 
An in depth analysis of the truth anti-vaping campaign, including Ditch JUUL, found 
that increased exposure to the campaign was significantly associated with e-
cigarette related attitudes including perceived product harm, social unacceptability, 
and anti-industry attitudes about e-cigarette companies. truth’s messages can 
change beliefs and attitudes about e-cigarette use among youth and young adults, 
even during a phase of growth in e-cigarette sales and popularity among young 
people. 
 
 
We encouraged youth to quit vaping, driving huge numbers to This Is 
Quitting, truth’s text-to-quit vaping service. 

Over 55,000 people signed up for This is Quitting, a quit-smoking mobile app with 
companion text messaging for young adults. Users receive motivation and 
inspiration about quitting from other young adult quitters across the social Internet 
and have access to in-app resources like quit lines and medication information. Built 
in evaluation tools allow for the collection of more than 20,000 open ended 
responses.  More importantly, while the data is preliminary, This is Quitting is 
showing strong efficacy: after two weeks of program usage, over 60% of users 
reported vaping less or not at all*.  
 
 
 
*Graham, Jacobs, Amato, Nicotine and Tobacco Research, May 2020 DOI: 10.1093 
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