
 

     |  2020 ARF David Ogilvy Awards - Winning Case Summary 1 

 
 
Award Designation and Category:   
Government, Public Service & Non-Profit 
 
Campaign Title:   
Tested on Humans 
 
Year the campaign took place:   2019

 
 
 
Brand:   truth 
Creative Agency:   72andSunny 
Media Company/Agency: Assembly Media 
Research Company:  Crux Research 
Additional Affiliated Companies:   Bridge Analytics 
 
 
  



 

     |  2020 ARF David Ogilvy Awards - Winning Case Summary 2 

 
 
Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 
 
After 20 years of fighting tobacco use among youth and young adults, truth 
and our audience has a new enemy – vaping. Young people have been trying 
this risky trend without knowing what possible long terms effects they may 
experience. Actually no one, not even JUUL, knows the long term effects of 
vaping. It’s almost as if Big Tobacco is running a big experiment to find out 
and young people are the test subjects. Formative research showed that this 
feeling of being manipulated and experimented on could be a compelling 
preventive message and the creative response to this insight was to show 
that just like young people may protest animal testing, animals would 
protest human testing. In market research showed that the campaign 
successfully increased basic knowledge about the nicotine content and 
addictiveness of JUUL while also spreading the message that no one knows 
the long term effects of JUULing. The campaign also sparked anger and 
distrust of the vaping industry, a sentiment that we at truth know can 
motivate young people to share what they know with others to further 
spread and amplify the message that vaping is bad news.        
 
 
 
 
 
 
Consumer Insight  
 
JUUL is conducting a real-time, human medical experiment, with unknowing 
and unconsenting millions of test-subjects - young people! 
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Marketing Challenge 
 
truth® is a public health campaign established to prevent smoking among 
young people. Over the last 20 years, we took Big Tobacco head on, helped 
drive the youth smoking rate down from 23% to 4.6% and saved millions of 
lives in the process. 

While we approached the finish line on cigarettes, another more insidious 
epidemic rose up in its place. In 2019, 27.5% of high schoolers vaped, a use 
rate that’s higher than the smoking rate when truth began campaigning 
against cigarettes 20 years ago.  This alarming new trend in young people is 
largely attributed to a new product: JUUL. The product is virtually 
synonymous with e-cigarettes – a new generation of devices that heat 
liquids to produce an inhalable aerosol. E-cigarette liquids almost always 
contain the addictive chemical nicotine.  

At its peak, JUUL controlled nearly 75% of the market, essentially creating 
the youth e-cigarette epidemic while selling nicotine addiction under the 
guise of flavors like mango and fruit medley.   

JUUL launched in 2015. By 2018, the JUUL brand had transformed from a 
noun to a verb among teens. You don’t use JUUL. You JUUL. That’s no 
accident. Their shift from novelty to ubiquity is the direct result of their 
extensive youth marketing.  

Despite JUUL’s adamant claims that they were not Big Tobacco, that simply 
was not true. They are a straight A student of Big Tobacco’s effective and 
deadly playbook. They even added a few chapters of their own, especially 
when it comes to the use of social media and technology. 

With a 35% ownership stake from Marlboro manufacturer, Altria, this was 
Big Tobacco on steroids. JUUL and Altria were working together to put a new 
generation of predominantly non-smokers at risk for nicotine addiction and 
threatening their future health. 

Because the youth vaping epidemic emerged so fast, there were no long-
term studies about the health effects of JUULing and vaping, and at the 
same-time regulatory agencies like the Food and Drug Administration hadn’t 
caught up with this new category. 
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In our research we uncovered that JUUL had no idea what the health effects 
of its products are either. Yet, they were spending millions on youth-oriented 
marketing, including social influencer campaigns and in-school education 
programs claiming that its products were “much safer than cigarettes.”   

How could a company with billions in revenue not have used a small amount 
of its resources before going to market to ensure the safety of the millions of 
teens and young adults hooked on its product? Because JUUL was already 
conducting a real-time generation-wide medical experiment, with 
unknowing test-subjects: young people. 

In typical Big Tobacco fashion, JUUL is deceiving consumers, and putting 
profit over due-diligence. We couldn’t wait around as a new generation fell 
victim to this.  

Our challenge was to get young people to see JUUL for what it was: 
a modern Big Tobacco company threatening the health of millions.   

 
 
 
Methodology  
 
We employed a multi-phase research plan to inform the development of 
content for our public education campaign and to evaluate its impact among 
our target audience.  The research was conducted in 4 phases:  1) establish 
and formulate our strategic approach, 2) test creative concepts before 
production, 3) pre-market test final TV executions before airing to ensure 
they addressed desired strategies, and 4) track our in-market success. 
1.  Formative Research to Inform Creative Content:   

Once we uncovered that Juul was deceptively marketing a product that they 
knew nothing about the long-term health effects of, we knew it was time to 
go into action.  First we had to ensure that the deficiency in science around 
Juuling was motivating to young people The fact from the campaign, “No 
one knows the long term effects of Juuling” was tested in an online survey 
among the target audience and performed strongly when compared to the 
36 other vape related facts.  Next, we needed to make certain that Juul was 
held responsible for this deceptive generation-wide experiment. We did so 
by flipping the roles of a typical in-humane animal testing protest and 
created the concept, Tested on Humans: The first ever animal-lead protest, 
against JUUL’s blatant human-testing. 
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2. Concept and Preliminary Script Testing:     

The concept was tested among truth’s audience to identify how attention-
grabbing, engaging and motivating it can be. We uncovered that the idea is 
an easy understand, entertaining, and captures young people’s attention to 
tell them something new about Juul that they hadn’t considered before. This 
new perspective was also effective in lowering the desire and intention to 
Juul, but there was room for improvement. We learned that simply telling 
young people there’s a protest against Juul wasn't enough. They needed to 
understand why. They wanted to connect the dots on their own. Within the 
messaging and the scripts, we shifted focus from the protest itself to the 
reasons for the protest. This allowed us room to spotlight Juul’s manipulation 
and make the overall concept work harder. 
 
3. Pre-Market Copy Testing to Refine the Tone and Prove Efficacy:     

A mix of :15 and :30s  were  developed and put into formal copy testing.  
Each ad was evaluated among n=300 youth age 15-34.  While all part of the 
“tested on humans” campaign, the ads featured different scripts as the 
research sought to identify whether or not we could convey additional 
tobacco/addiction messages in addition to conveying the lack of safety 
resulting from JUUL being unregulated with no knowledge of the long term 
health effects of using.  deWe learned that a longer :30 length was required 
to properly deliver against the strategic intent and messaging strategies, and 
that by incorporating a secondary “addiction” message, viewers were more 
likely to identify with the message and be positively persuaded by the 
campaign.  Beyond communication, the study measured the value of the 
impact (percent of anti-tobacco and anti-vape attitudinal change and 
agreement to join the movement of quitting vaping); receptivity, 
comprehension, and attention; and truth® brand equity attributes.  Overall, 
the campaign proved effective among both Vape Triers and Non-Triers.  
 
4.  Continually Tracking In-Market Success  

We then measured the performance of the ad with post-campaign evaluation 
measures including a real-time monitoring survey to follow trends in Ad 
Likeability and Receptivity over time 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 tobacco use attitudes and 
behaviors. As messages aired on both television and digital platforms, target 
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audience feedback was continuously monitored using a media tracking study 
that surveyed a sample of approximately 200 youth and young adults ages 
15-24 per week. 
 
 
Creative Execution 
 
Armed with our insights that JUUL didn’t know the health effects of its 
products and that their “safer than smoking” marketing was driving 
unprecedented levels of tobacco use in youth, we developed and launched 
our “Tested on Humans” campaign: When animals are unfairly and 
inhumanely tested on, humans protest. Now that JUUL was doing the same 
to humans, animals returned the favor. 

How the campaign came to life was driven by specific objectives that would 
ultimately shift our audience’s knowledge, attitudes, and behaviors. First, we 
set out to get young people to question the risk-profile of JUUL. Our 
campaign ran August 24, 2019 - November 30, 2019, to coincide with back-
to-school season and infiltrate young people’s hallway conversations. 
Historically, tobacco initiation rates are high in the fall, with 27% of young 
people who used cigarettes for the first time doing so between August and 
October. Relatably, the number of 15-17 year-olds who tried JUUL for the 
first time rose significantly in September. We had to strike during back-to-
school to keep JUUL from attracting more test subjects. Here’s how we made 
it happen: 

 

Show the national scale of this ironic protest with a back-to-school 
campaign.  The vaping epidemic spreads in the hallways and bathrooms of 
schools across America, making schools the front line in the battle against 
JUUL. We launched with a flood of efforts that brought to life the notion that 
animals everywhere were rising up to defend the health of humans. 
Consumers were directed to the truth site and owned channels including 
YouTube, Facebook, Instagram, and Twitter to learn more about the facts 
and dangers around vaping and JUULing. Consumers could join the 
movement to become brand advocates and buy “Tested on Human” 
merchandise (e.g. bandanas, tee shirts). Truth also sponsored the MTV 
Video Music Awards in August, including live stream, influencers, custom 
tagged tune-ins and social amplification.  
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Through years of successful tobacco campaigns, we know that anti-industry 
sentiment drives down the desire to use. So not only did we need to get 
young people to question the risk-profile of Juul, we had to also reveal the 
fact that JUUL is a product of deceit, to incite young people’s anger at JUUL 
and big vape. This was our plan: 

Tap national and local leaders to lead the charge against Juul.  We 
used social-influential animals like Doug the Pug and The Dogist to lead the 
protest against JUUL and rile up their combined 7.4 million followers. In a 
concerted effort, we also activated hundreds of micro-influencers to post and 
lead the local charge against JUUL on social platforms. Our micro-influencers 
had the power to connect more personally with their followers and magnify 
the virtual protest.  
We invited others to join and signal their part in the protest against 
JUUL.  We partnered with Giphy to create the first ever digital protest gear 
in the form of instagram stickers for people to outfit their pets in. We also 
created one-of-a-kind merch that we sent to protest supporters, to help 
them show their support in real life. 

Additionally, we gave protesters updates from real-time impacts.  
When JUUL’s CEO admitted publicly that he and the company did not know 
the long-term effects of vaping, we quickly put his guilty plea out into the 
world for young people to see. JUUL’s admission coincided with growing 
reports of vaping-related lung injuries and deaths – the vast majority of 
which were happening to young people. 

Finally, we set out to help users quit with This Is Quitting, the first ever 
text-to-quit vaping service, created by truth. Nicotine is highly addictive so 
people need help once they’ve decided to quit and we could provide it. 

Within the campaign we offered a way for test-subjects to break out of 
JUUL’s experiment. We knew prevention was just a part of the battle 
against JUUL, since nearly 28% of high schoolers vaped in 2019. We needed 
to provide a solution for the millions of potentially addicted test-subjects 
who needed help quitting. We used Doug the Pug to bring attention to our 
text-to-quit service, This Is Quitting. 
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Business Results/Lessons Learned  
 
Drove an increase in negative sentiment toward JUUL 
Tested on Humans drove an increase in negative JUUL sentiment and 
instigated a nation-wide conversation about JUULing’s health-effects. The 
protest gained national attention with $16 million in earned media in outlets 
like PEOPLE, Buzzfeed, and Dodo – garnering 368 million video views in just 
three days. In eight weeks after launching Tested on Humans, we saw 
significant increases across our KPIs.   
 
More young people questioned the risk-profile of JUUL. 
We saw an increase in agreement with the statements “No one knows the 
long-term health effects of JUULing” and “Even JUUL doesn't know the long-
term effects of JUULing.” The campaign increased people’s knowledge about 
basic facts about JUUL and vaping, with more people aware that JUUL 
contains nicotine and that nicotine is addictive post-campaign.  
 
We successfully revealed the fact that JUUL is a product of deceit to 
incite young people’s anger at JUUL and big vape. 
After Tested on Humans launched, more respondents also agreed that 
people who use JUUL and e-cigarettes were being used as test subjects and 
that people should be angry at JUUL for promoting JUUL use recklessly. 
There was a substantial increase in people who understood that e-cigarettes 
like JUUL are often made by the same companies that make regular 
cigarettes. Anger at vape companies went up by 66%.  
An in depth analysis of the truth anti-vaping campaign, including Tested on 
Humans, 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. 
In the first 8 weeks after launching almost 12,000 young 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 
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access to in-app resources like quit lines and medication information. 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*.  
We’ve been on the front lines of the fight against tobacco for 20 years. 
However, JUUL threatens to undo years of progress by putting a new 
generation at risk for nicotine addiction. It’s employing the same Big 
Tobacco playbook to dupe young people, and we won’t stand by and watch it 
happen. When we arm young people with the truth, they are a formidable 
and invincible force. That has always been and will always be our secret 
weapon!  
 
 
*Graham, Jacobs, Amato, Nicotine and Tobacco Research, May 2020 DOI: 
10.1093 
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