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LETTER FROM ROBIN KOVAL
CEO AND PRESIDENT

““ We've realigned our efforts around a unifying

approach: we speak, seek and spread the truth
about tobacco. **

2014 marked the 1oth year of Legacy's work in the fight to end tobacco-related illness and
death. For us it was a year of change, a time for progress, and a source of inspiration that

will carry us through 2015 and beyond.

Circumstances around us are evolving rapidly.
Generation Z, the moniker used to describe the
generation of kids who were born after the year
2000, uses tobacco in a different way than their
Millennial predecessors. Teen cigarette use is
down — just eight percent. Use of other combus-
tible products, like little cigars, hookah and newer
products like e-cigarettes, is rising. And the age of
initiation is inching up. While tobacco use among
middle school students is at an all-time low, smok-
ing initiation among college-age young adults is
rising. The tobacco industry’s tactics continue to
evolve as well. So we needed to change too.

The change started with our mission: to achieve
a culture where all youth and young adults reject
tobacco. That new mission statement clarifies our
focus on youth and young adults and our commit-
ment to making this the generation that ends the
tobacco epidemic.

Our new mission provided the guidance for how
we work. We’ve realigned our efforts around a

unifying approach: to speak, seek and spread
the truth about tobacco. Through our truth®
campaign, we are speaking the truth to youth
and young adults. Our research, evaluation and

LETTER FROM CEO

policy functions, including the Schroeder Institute
for Tobacco Research and Policy Studies, are lead-
ing the way as we seek truth and provide valuable
guidance to regulators and policy makers. And,
because we are dedicated to making sure all pop-
ulations have the opportunity to live tobacco-free,
we are spreading the truth through our community
and youth activism efforts to the people and
communities most at risk for tobacco use.

We are extremely proud of the progress that
has followed.

In August 2014, we re-launched a revitalized
truth effort with a new campaign titled Finish It,
designed to engage our youth/young adult target
audience across traditional, digital and social
media channels. Our “Unpaid Spokesperson”
execution was named “Viral Video of the Week”
by The Wall Street Journal and within six weeks
our videos were viewed more than 16.5 million
times online. The award-winning campaign seeks
to de-normalize youth tobacco behavior by
inviting the more than 90 percent of teens who
don’t smoke to use their influence to speak the
truth to their peers and to use their power to, as
we like to say, “Finish It.”



We created that campaign on the rigorous sci-
entific base built by the Schroeder Institute and
our Evaluation Science and Research team whose
peer-reviewed work was published in leading
scientific journals during the past year, including
Journal of the American Medical Association, New
England Journal of Medicine and American Journal
of Public Health. Their work was cited by media,
as well, in outlets as varied as The New York Times,
BuzzFeed and Al Jazeera.

The Legacy team also played an important role
informing regulatory policy on menthol and fla-
vors, emerging technologies such as e-cigarettes
and tobacco marketing. This included testimony
before the U.S. Food and Drug Administration,
which took its first steps to regulate products
beyond cigarettes (including electronic/vapor
products) via their proposed “Deeming” regula-
tions. Our response to the proposed rulemaking
included a 139-page comment letter with 285
citations, the largest ever submission by Legacy.
The impact of their work, as part of the larger
tobacco control community, was also felt as close
as the corner drug store with CVS announcing that
it would be the first major drug store chain in the
U.S. to stop selling tobacco-related products.

In 2014 we also focused on supporting institutions
that share our dedication to achieving health
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equity and ending the undue burden tobacco
places on low socioeconomic and ethnic popula-
tions. We held our Youth Leadership Institute and
Coordinator Camp training events to prepare a
rising generation of youth activists to help us
spread the truth. To advance the U.S. Department
of Health and Human Services’ Tobacco-Free Col-
lege Campus Initiative, we built grant programs
that target community colleges and Historically
Black Colleges and Universities. These are first-
of-a-kind efforts to make the campuses that serve
diverse populations tobacco-free.

As you read our annual report and explore the
work we did in 2014, | believe you will be as inspired
as we are that a future when tobacco is a thing of
the past is within our grasp. In 2015 we will continue
to speak, seek and spread the truth empowered
and emboldened by our progress. We will have
much to share in the coming months: a new orga-
nizational brand that reflects our mission, a new
home that will foster collaboration and creativity,
and a broader community of partners to help us
achieve our mission.

We believe everyone has a role to play in the effort
to speak, seek and spread the truth about tobacco
and make this the generation to finish the epidemic.
We hope our change, progress and inspiration will

help you find yours.

Legacy’s Mission

Achieve a culture where all youth and young adults reject tobacco.
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SPEAKING THE TRUTH

Youth and young adults have the power to reject
tobacco. Speaking the truth means giving
young people the information and tools they
need to make the right choices and persuade
their peers to do the same. This is how we will
foster a tobacco-free generation.










TEEN SMOKING HITS ALL TIME LOW

Monitoring The Future reveals teen cigarette smoking is down from 9.6% in 2013 to 8.0% in 2014.
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FLORIDA RECORDED ITS
LOWEST TEEN SMOKING RATE EVER.
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X’ED PROFILES

Over 27,000 X'ed their social
media profiles to show
support for Finish It and
ending smoking. #XYourProfile







TRUTH IN ACTION

HITTING THE ROAD

truth revved its engines and hit the road in 2014 to
deliver life-saving messages for the 15th consecu-
tive year. Signature orange truth trucks, decked out
with DJ booths and video game consoles, again
proved to be a popular part of summer concerts
and festivals including the Vans Warped Tour and
the Rockstar Energy Drink Mayhem Festival.

Along the way, the truth truck provided the back-
drop for one-on-one interactions, or “inoculations,”
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between tour marketers and concert-goers. truth
marketers, like Desiree, understand how young peo-
ple think and how to talk to them about tobacco.
Desiree herself tried smoking in high school. After
her uncle passed away from a tobacco-related dis-
ease, she chose to spread messages that can make
a difference. She was one of 23 crew members who
spent their summers making lasting impressions
with young people and asking youth of all ages to
make the fight against tobacco use their own.
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PARTNERING TO TELL THE TRUTH

Long-time truth partner and iconic footwear
brand Vans continued its commitment to ending
tobacco in 2014. Vans provided truth platforms
to spark connections with young people.

Seven students from Sandy High School in
Oregon helped the school claim victory and
$10,000 for their arts program in the second
edition of the truth/Vans Custom Culture
Competition. The competition challenged art
students from 50 high schools to create an
anti-tobacco design on a blank skateboard
deck. The inspiration behind the 2014 winner:
the “greed of the tobacco companies and the
hush-hush nature of how they do business.”

A truth-inspired Vans apparel collection, including
a pair of custom-designed shoes, socks and
t-shirt, debuted in 2014. Skateboarder and graphic
designer Brett Stiles created the collection featur-
ing a stylized “smoke monster” based on truth fact
#240: Big Tobacco’s products kill 113 people from
secondhand smoke every day. The limited edition
“smoke monster” shoes proved to be a hot item,
nearly selling out the entire supply.




MEASURING OUR IMPACT

A key part of our commitment to speak the truth is an investment in evaluating our work to
ensure its effectiveness. Our evaluation efforts support and enhance the truth public education
campaign throughout the process, including campaign development, monitoring and outcome
studies. In 2014, we launched two critical components of our evaluation.

Our media monitoring study tracks a nationally
representative sample of 15-21 year olds. Each
week we survey 140 young people to gauge cam-
paign reach, awareness and receptivity to truth
advertising among our target audience.

Early results of campaign performance based
on media tracking showed audience ad aware-
ness averaging 57 percent during the early
phase of the campaign in the fall with the
campaign performing well across gender and
socio-economic status. We found especially
strong awareness among Black and Hispanic

youth, and overall awareness has recently
reached approximately 68%.

In order to assess the campaign’s impact over the
long-term, we established a nationally represen-
tative sample of more than 10,000 young people
ages 15-21. The truth Longitudinal Cohort (TLC)
will include data collection every six months over
a period of approximately two-and-a-half years.

A baseline online data collection was completed in
mid-2014, with additional waves planned that will
begin reporting in 2015 and continue through 2017.



Effective tobacco control policies and
practices must be grounded in evidence.
We are committed to seeking the truth about
tobacco and tobacco control policies.
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The Schroeder Institute for Tobacco Research and Policy Studies and our Evaluation Science
and Research team are committed to rigorous science to identify the most effective means to
minimize the harms from tobacco use, measure the effectiveness of interventions and point the
way to promising practices grounded in science. Our researchers are generating the insights

needed to create the programs and policies that will prevent youth and young adults from

using tobacco and help current tobacco users quit.

TOBAGCO PRODUGT PROMOTION

Our researchers work to inform local, state and
federal regulators and tobacco control programs on

ways to counter deadly and addictive tobacco prod-

uct marketing. In 2014, we exposed how tobacco
industry marketing of menthol cigarettes is reaching
African Americans and younger consumers through
a variety of channels, including print and direct mail.
One study examined the promotion of cigars on

SEEKING THE TRUTH

Instagram by Snoop Dogg, drawing attention to the
use of unregulated, social media channels to reach
youth and young adults. A review of noncombusti-
ble tobacco product advertising revealed the largest
portion of ad spending was devoted to direct mail
for smokeless tobacco and snus, but it was e-cig-
arette ads that were the most widely circulated via
television and print.
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E-CIGARETTE AWARENESS
AMONG YOUTH & YOUNG ADULTS

AGES 13-17

3%

RETAIL AND POINT-OF-SALE

In 2014, Legacy researchers shared cutting-edge
approaches to confronting tobacco’s pervasive
point-of-sale promotions. Using cell phones for
real time monitoring of proximity to tobacco
retail locations, our investigators concluded
that studies examining access to retail products
must account for an individual’s movement
patterns and preferences. Researchers also
improved point-of-sale data collection using
a custom-built tool for analyzing photographs
of retail tobacco advertising.

We also examined the impact of tobacco retail
outlet density on smoking behaviors. In one study,
our investigators found that in poor neighborhoods,
smokers who lived closest to tobacco outlets were
less likely to quit. They noted, too, that the tobac-
co outlet environment may be a critical factor in
young adult tobacco use initiation. Another study
found an association between tobacco use initiation
and tobacco outlet density among young adults
that varied by product type and age.

SEEKING THE TRUTH
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ELEGTRONIC CIGARETTES

Legacy researchers helped to shape the dialogue
on electronic cigarettes in 2014. Thoughtful
commentaries in the Journal of the American
Medical Association and the New England Journal
of Medlicine offered perspectives on the role of
science in evidence-based policy decision-making
and the opportunities for the use of e-cigarettes
in tobacco cessation. And in a fast-changing
marketplace, our research is helping shed light
on these new products and their potential to
reduce harm and to help smokers quit.

Researchers helped us understand how e-cigarettes
are promoted and how they are perceived by
young people. A study of online tobacco and
e-cigarette advertising revealed that some ads for
e-cigarettes were found on websites with youth
readership of up to 35 percent. The most common
themes for e-cigarette ads were harm reduction
or as an alternative to cigarettes either for being
environmentally friendly or for use in places where
one cannot smoke.

In our special report called Vaporized: E-Cig-
arettes, Advertising and Youth, we noted that
awareness of e-cigarettes among young people
is nearly ubiquitous and that e-cigarette adverti-
sing is pervasive across many media channels.
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SPREADING THE TRUTH

To achieve our goal of a generation free of tobacco,
we need to spread the truth to the individuals,
coalitions and organizations who can partner with
us and take action in their communities.




