Effect of Promotional Materials on Nonusers’ Intentions to Try and Use a Specific e-Vapor Product
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Significance. The Family Smoking Prevention and Tobacco Control Act gave FDA the authority to regulate Design and Procedure Incoming intentions to try e-vapor products were low (between 1.9 and 2.4) in both conditions and across subgroups. There were no significant changes from pre-test to post-test, in either condition or subgroup.

tobacco products. FDA issued Draft Guidance regarding the evidence manufacturers should provide to . . . .

support new product applications, including data on the effects of marketing and advertising on tobacco users ) Qua_3|_-Exper|mentaI, 40_—m|nute online survey . . . . . .

and non-users’ likelihood of trying and using the candidate tobacco product. This research examined whether ) Partlc:lpan_ts were recruited from a variety of non-probability sampling methods, including online, e-mail,

promotional materials have an effect on non-users’ intentions to try and use any of the e-vapor products phone_, orin-person . . . . . Changes in Intentions to Try (composite score) in Full Exposure Condition Change in Intentions to Use (composite score) in Full Exposure Condition

associated with a specific brand (referred to here as “e-vapor products”). . Recrwt_ment matched thg U.S. population on major demographic variables (gender, age, race/ethnicity,

M . _ _ _ education, and region) using quotas from PATH (Wave 1) €6 - c 6

ethods. A convenience sample of self-reported adult former (n = 841) and never tobacco users (n = 840), . Data collected betwesn Eebruary 2017 to Aoril 2017 S S5 .

iIncluding a subsample of legal age (LA) to 24 year olds (n = 838), were assigned to one of two conditions: full vs . "y P 3 4 - S a4 -

reduced exposure. In the full exposure condition, participants viewed print marketing materials, a digital video Study Groups £3 - Zal 231 1.92 1.85 2-11—203 E3. 234 227 RT——T 191 196

ad, and front pack shots representing the portfolio of e-vapor products. In the reduced exposure condition, Qualified adult participants of legal age to purchase tobacco were placed into one of five groups (N = 5,374): g1 I , I , - 22 - e _ ' _

participants viewed the front pack shots. Participants completed both a pre- and post-test survey measuring  Adultsmokers not planning to quit smoking (ASNPQ; n=841) Former Users Never Users LA-24 Non-Users 1 - - -

intentions to try and intentions to use e-vapor products. Separate Analyses of Variance (ANOVA) were « Adult smokers planning to quit smoking (ASPQ; n=841) (n=417) (n=425) (n=410) Former Users Never Users LA-24 Non-Users

employed to test the differential effect of exposure on intentions to try and use the e-vapor products. In each . Adulte-vapor users (EV users; n=841) (n=417) (n=425) (n=410)

ANOVA, the factors included time (within-subjects; pre-exposure, post-exposure) and condition (between « Adultformertobacco users (Former Users; n=841) W Pre 1 Post mPre = Post

subjects; full exposure, reduced exposure), and time-X-condition interaction. « Adult nevertobacco users (Never Users; n=840)An initial pool of items was developed by a team of subject .

Results and Significance. Results revealed that promotional materials did not have a differential effect on matter experts, drawing from previous research. Importantly, published items were modified and new items 1 (strongly disagree)to 6 (strongly agree)

non-users intentions to try and/or use the e-vapor products. Specifically, there were no statistically significant were developed in order to adequately capture behavioral intentions regarding e-vapor/e-cigarette

interactt_ionsl fOFttO'?E:CC(?dnthe; Usersa_fc?rme:_ Ulsef;S, tOF tobacco _nonb-UﬁerS_’ agle'dt LAE_-24- In conclusion, the products. There was no significant interaction effect between time and condition, such that participants in the full exposure condition did not have higher intentions to try and/or use the e-vapor product after viewing higher levels of exposure to

promotional materials did not have a differential effect on increasing behavioral intentions among non-users. . RESPONDENT SAWPLE romotional materials.

This suggests that exposure to promotional material minimally influences non-users’ intentions to try and use - @ P Former Users Never Users LA-24 Non-Users

any ot the e-vapor products associated with this specific brand. ol s e s s e . Intentonto Tn - Intentionto Use __Intenfonto Tn __Intentionto Use Intenionto Tn Intentionto Use
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« The role of promotional materials and tobacco product packaging and design in initiation is an active area of "' . sUq 7 .31 5.0 .98 c.2i 3.0 : o . 3.0 - . 3.0 2 1€ 2 08 3.0 ' 97 . on
research and debate.”® ——— 50 _— 50 —— - e 1.0 - s .04 - — -0 _

« The FDA's Draft Electronic Nicotine Delivery Systems (ENDS) Premarket Tobacco Product Applications i 2.32 2.22 2 20 > 14 o o » o ] o 5 14 . B o . -
(PMTA) Guidance recommends submitting evaluations of “use intentions among current ENDS users, non- SURVEY EXIT QUESTIONS AND DEBRIEF 1.0+ “ 1.0 + ‘ 10— — 0 1.0 hos O 1.0 4 et 1.0 . mae
users, and other tobacco productusers...” Fre Post Pre Post Pre Post Pre Post Pre Post Pre Post

 The FDA further recommends that consumer perception studies “should address how consumers perceive Measures
product risk and include consideration of packaging and labeling,” and the evaluation of “perceptions of Intention to try was measured with 3 validated items:”
productrisk, (should be) both absolute and in comparison to other categories of tobacco products, as well as 1. lamopentotryinga e-vapor/e-cigarette productinthe next 30 days. | Before seeing promotional materials, 6-16% of participants in the non-user subgroups were identified Before seeing promotional materials, 7-17% of participants in the non-user subgroups were identified as likely to
to quitting all tobacco use™. 2. Base(j on Whattyou kdn0V;/ about e-vapor/e-cigarette products, how likely or unlikely are you to try a e- as likely to respond to intentions to try the e-vapor products with “positive affect” for trial. For many respond to intentions to use the e-vapor products with “positive affect”’. For many subgroups, across conditions, this

vapor/e-cigarette product. it - - i ials. i i ials.
3. Based on what you know about e-vapor/e-cigarette products, how likely or unlikely are you {o try a e- subgroups, across conditions, this percentage did not change following exposure to materials percentage did nc::t cilhznge following exposure to materials Reduced Exposure
- - vapor/e-cigarette product if one of your best friends were to offer a e-vapor/e-cigarette product to you? Full Exposure Reduced Exposure o i 100% -
O bj eCtlve A composite measure of intention to try was created by taking the average of the 3 items. . 100% - . 100% - :Zg;’ ' L 80% -
Intention to use was measured with 4 validated items:” 2 80? = ig; E 60% - E 60% -
1. would consider using a e-vapor/e-cigarette product more than once. § Zg;’ ' § 40; _ § 40; § 20%
- - °\° 0 - o\o 0 o\o 0 - o o o\° 0 7

. To.provid.e insights ipto likelihood of initiation among adult non-users of tobacco (former and never users), g tei;(ﬁﬁg};ct)huastel\?vi?l ;/eagpu(?;/relyﬂgsygraetet_evgr;)éirl;ecit(.:igarette oroductin the next 6 months. 20% - 16% 16% 9% 10% 6% 9% 20% -  12% 13% 7% 79 10% 10% 20% - 17% 17% 10% 10% 7% 9% 20% | 13% 14% 7% 7% 10% 10%
using validated metrics of: 4. Ae-vapor/e-cigarette product will be my regular brand of e-vapor/e-cigarette in the next 30 days. 0% — - — — . 0% . — — — - . 0% . — - — — . 0% - . — — — - .
— Intentions to Try e-vapor products Acomposite measure of intention to use was created by taking the average of the 4 items. Former Users Never Users  LA-24 Non-Users Former Users Never Users LA-24 Non-Users Former Users Never Users LA-24 Non-Users Former Users Never Users LA-24 Non-Users
- Intentions to Use e-vapor products Participants responded to items on a 6-point scale. (n=417) (n=425) (n=410) (n=424) (n=415) (n=428) (n=417) (n=425) (n=410) (n=424) (n=415) (n=428)

In addition to a composite measure, “positive affect” frequencies were calculated by considering participants B Pre B Post B Pre B Post B Pre B Post B Pre B Post
with a composite score above a 3.5 and who selected “yes” to whether they would purchase the product now at Posifi . . . . . N , , , L _
4 store. ositive affect was defined as above a 3.5 on intention to use measure and “yes”to purchase interest. Positive affect was defined as above a 3.5 on intention to use measure and “yes” to purchase interest.
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