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Chapter #
Syke: An Alternative Rock Anti-Tobacco Social Branding Campaign to Reduce Teen Tobacco Use in Virginia, USA 
Youth ages 13-18 years old who attend rock concerts in Virginia, USA have a highly disproportionate cigarette smoking prevalence of 32.4% compared to the state’s general high school population at 20%. By attending rock concerts, these youth are demonstrating an affiliation with the Alternative Rock peer crowd and highlighting the disproportionate tobacco use risk of this peer crowd. The Syke Campaign was developed based on the Social Branding model, a sophisticated application of social marketing, to appeal specifically to youth who identify with the Alternative Rock peer crowd in Virginia to reduce tobacco use. Syke includes the use of rock concert sponsorship, experiential marketing, direct mail, social media and brand ambassadors to associate tobacco-free lifestyles with the Alternative Rock peer crowd. An evaluation of the Syke program over two years collected surveys from teens at rock concerts that were not affiliated with the Syke intervention to measure changes in the overall Alternative Rock peer crowd. This evaluation documented a significant decrease in cigarette smoking within Alternative Rock peer crowd from 37.8% in 2009 to 28.3% in 2011, a 25.2% decrease. Social Branding is a promising application of social marketing for reducing tobacco use amongst high-risk peer crowds. 

Introduction

Nationwide, 23.4% of high school students use tobacco (Centers for Disease Control 2012). While teen tobacco use decreased 22% from 1997 to 2001 (43.4% to 33.9%), there was only a 9% reduction in teen tobacco use from 2007 to 2011 (25.7% to 23.4%) (Centers for Disease Control 2002; Centers for Disease Control 2012). The data provide evidence that contemporary efforts to reduce tobacco use are not successfully reaching high-risk teens; therefore innovative approaches are necessary to further reduce tobacco use in a significant manner. 
The 2012 U.S. Surgeon General’s Report states that, “adolescents and young adults are uniquely susceptible to social and environmental influences to use tobacco” given their present developmental stage (U.S. Department of Health and Human Services, Centers for Disease Control and Prevention. 2012). Indeed, existing literature has repeatedly identified peer influence to be one of the biggest predictors of teen tobacco use (Wang et al. 1995; Robinson et al. 2006). Furthermore, having friends who smoke has been found consistently to be a predictor of teen tobacco use (Mowery et al. 2004).

Early cigarette use is most likely to occur within a social context or when there are others present who smoke (Acosta et al. 2008), indicating that smoking is a socially influenced behavior. As such, it would benefit the public health community to understand the role of peer influence and peer crowds in the context of teen tobacco use to improve the precision and effectiveness of tobacco control efforts. “Peer crowds” have been defined as reputation-based social types with distinct lifestyle norms that are characterized by group homogeneity (Simons-Morton and Farhat 2010). Peer crowd members share a set of beliefs, values, attitudes, and behaviors (Kobus 2003), and are defined by lifestyle inclinations, which include a unique set of aesthetics, vernacular, style, and music preferences  Bobakova et al. 2012). These are particularly critical differences in the development of social marketing interventions designed to appeal to high risk teens. 

From this perspective, the risk behavior of tobacco use can be considered a characteristic of group homogeneity (Andrews et al. 2002). Non-mainstream peer crowd affiliation with specific peer crowds, such as hip hop, punk, techno, or metal, has been positively associated with substance use, including tobacco (Bobakova et al. 2012; van der Rijt, d’ Haenens, and van Straten 2002; Mulder et al. 2010). Thus, if peer crowd affiliation is truly associated with tobacco use, it also presents the public health community with an opportunity for unique intervention approaches (Lee, Jordan, Djakaria, & Ling in press). 

Furthermore, the CDC recommends that traditional media efforts be supplemented with events sponsorships and community tie-ins as in the 2007 Best Practices for Comprehensive Tobacco Control Programs (Centers for Disease Control 2007). Unlike traditional media that views consumers as rational and logical audiences, events are an experiential marketing outlet that views consumers as emotional human beings concerned with pleasurable experiences (Schmitt 1999). Specifically, experiential marketing allows the audience to have social-identity experiences that result from relating to a specific group (Schmitt 1999) such as a high risk peer crowd. In addition to the tobacco industry’s well-documented use of events-based promotions, recent public health innovations have shown evidence of success in counter-marketing efforts to reduce young adult tobacco use by hosting events at bars and clubs targeting a specific peer crowd (Ling and Jordan 2011; Ling et al. 2013 unpublished manuscript). While there is no evidence of tobacco industry promotions at youth events since the Master Settlement Agreement in 1998, the tobacco industry continues to target young adults through events at bars and nightclubs and youth tobacco prevention efforts can utilize the lessons learned from young adult event-based counter-marketing efforts. 

The Intervention

The Virginia Foundation for Healthy Youth (VFHY) funded the development and launch of a targeted Alternative Rock peer-crowd intervention branded as “Syke” in 2009. Developed and implemented by Rescue Social Change Group (Rescue SCG), the intervention focuses on teens aged 13-18 years old who identify with the Alternative Rock peer crowd. Through Rescue SCG market research separate from this study, the Alternative Rock peer crowd has repeatedly been associated with above average tobacco use levels. Consistent with Social Cognitive Theory (Bandura 1986) and Diffusion of Innovations (Rogers 2003), Syke targets socially influential youth within the Alternative Rock peer crowd to ensure that the intervention’s tobacco prevention messages are authentically disseminated to and adopted by other members in the peer crowd. 

The Syke Campaign was designed based on the Social Branding
 model, which is a social marketing approach that applies commercial branding best practices to break the association between affiliation with a specific peer crowd and a specific risk behavior in order to associate that same peer crowd with the inverse healthy behavior. Specifically, the objective of the Syke Campaign is to eliminate the pro-tobacco perceived norms within the Alternative Rock peer crowd while simultaneously increasing the belief that being tobacco-free is an important component of being part of the Alternative Rock peer crowd. For the purposes of this document, peer crowd represents the macro-level connections between peer groups with similar interests, lifestyles, influencers, and habits. While a teen has a local peer group (s)he socializes with, the teen and his/her peer group belong to a larger peer crowd that shares significant cultural similarities across geographic areas. 

The Social Branding model has been successfully implemented in other tobacco control programs. For example, the Commune Campaign in San Diego, CA utilized Social Branding to reduce tobacco use among Hipster young adults. Within three years, tobacco use among young adults at bars and nightclubs was reduced from 57% to 48%. Due to the success of the Social Branding model implementation among the young adult Hipster peer crowd, it is expected that the Syke campaign will also be effective to significantly reduce tobacco use among the teen Alternative Rock peer crowd. 

Unlike most youth-focused tobacco prevention programs that segment the target audience with basic demographics such as age, sex, and race/ethnicity, the Social Branding model requires peer crowd segmentation that focuses on the peer crowds’ shared psychographics of values, beliefs, and attitudes. This highly sophisticated segmentation effort is similar to that utilized by the tobacco industry to inform their marketing practices (Hafez and Ling 2006; Hendlin, Anderson, and Glantz 2010; Cruz, Wright, and Crawford 2010). By focusing on a specific peer crowd, messages can be designed to have a higher appeal and relevance to the specific target audience. Furthermore, messages are delivered through authentic channels that replicate the natural flow of information through a specific peer crowd to increase message receptivity and exposure. That is, the intervention focuses on reaching socially influential members of the peer crowd to ensure that the message and behavior is effectively disseminated to other members of the peer crowd. By carefully selecting who is presenting the message (i.e. the source of the message) in addition to how, when, and where these messages are presented, the Social Branding model achieves a norm shift within the peer crowd that is more likely to create sustainable behavior change. 

Social Branding focuses on experiential marketing to disassociate pro-tobacco attitudes and behaviors from the Alternative Rock peer crowd. For Syke, this approach relies heavily on the peer crowd’s pre-existing social venues like rock shows and concerts as authentic channels to disseminate campaign messages that create a tobacco-free Alternative Rock lifestyle. While the rock concert-based approach is novel in the public health arena, the tobacco industry has successfully utilized a lifestyle-based marketing approach to associate peer groups with tobacco use (Hafez and Ling 2006; Hendlin, Anderson, and Glantz 2010; Cruz, Wright, and Crawford 2010). Tobacco marketing often occurs in a peer group’s social environment, like bars, clubs, and concert venues, to further associate tobacco use with a group’s identity (Washington 2002; Katz and Lavack 2002). 

Consistent with the Social Branding model, the Syke Campaign consisted of the following major activities:

Experiential Marketing consisted of in-person interactive experiences at organized events and/or high traffic urban areas where Alternative Rock teens can experience a message directly. By creating opportunities for the target audience to interact with the Syke campaign in person, the campaign builds relationships with members of the target audience that can be leveraged for message dissemination purposes, making campaign messages more likely to be retained and internalized. Experiential marketing consisted of local event sponsorships at rock concert venues in Richmond, VA and Northern Virginia where trained brand ambassadors delivered messaging though direct interaction and dissemination of materials. Venue staff were trained to reinforce messages, and branded educational displays were featured. Giveaways required a verifiable interaction with the featured tobacco education message, ensuring fact-based interactions with staff. These multiple message channels ensure a high dosage of message exposure, establishing perceived norms regarding a tobacco-free peer crowd identity. By establishing Syke as an integral part of the Alternative Rock peer crowd cultural scene, the brand earns sufficient social authority to influence socially successful members of the peer crowd, ensuring that the campaign message is naturally disseminated. 

Brand Ambassadors were socially influential youth members of the Alternative Rock peer crowd who were trained to conduct peer-to-peer anti-tobacco messaging by Syke campaign staff. Brand ambassadors were carefully selected by campaign staff based on their status as an influencer and position within the peer crowd. While the experiential marketing component of the Syke campaign is highly important, it only happened at specific times at rock concert venues. Trained brand ambassadors embedded within the Alternative Rock culture extended message reach beyond these events, increasing message authenticity, and building capacity within the peer group to sustain anti-tobacco messaging.

Syke Brand Ambassadors are recruited through social media, events and referrals. Typically, a Syke representative or staff member approaches potential brand ambassadors directly, either in person on online, after concluding the potential ambassador has sufficient influence within the Alternative Rock peer crowd. If the youth agrees and is confirmed to be tobacco-free, he or she is invited to a group training with other new recruits. Brand Ambassador trainings last approximately two hours and include a Tobacco 101 PowerPoint presentation as well as an overview concerning marketing tactics for events and how to talk to peers about living tobacco-free. 

Brand Ambassadors help promote Syke events and spread Syke’s smokefree message to friends. Ambassadors hand out event flyers and hang posters at local Hot Topic stores, tattoo and piercing shops, concert events and other places where local youth spend time. At events they talk to youth about the current campaign and collect contact information. When Brand Ambassadors are hired to work for Syke at events, they receive 50 cents for each direct mail card they collect. They also sometimes receive free Syke gear and concert tickets whether or not they work or Syke.

Influencer Endorsements focused on rock bands that were popular among Alternative Rock teens. These bands provided verbal endorsements during rock concerts and on video for Syke digital and traditional media campaigns. The campaign avoided bands associated with the “straight edge” Alternative Rock movement, which advocates for substance-free living, since they are already known advocates of living tobacco-free. Instead, Syke focused on bands that look like they are smokers but in reality are not. Focusing on these bands contributed to social norm change. 
Web, Digital Paid Media and Facilitated Social Media includes strategic messaging and engagement on Facebook, Twitter, and YouTube with the goal of building relationships with peer crowd members creating interest, reinforcing media/messaging, promotions, and overall discussions about campaign messages. Facilitated social media allow teens to frequently interact with the campaign messages. The Syke website housed all campaign information including upcoming rock shows, voting for bands of the month, in-depth tobacco fact pages and archives of the Syke direct mail. Digital paid media focused on driving traffic to the Syke influencer endorsement videos (on YouTube) and to the Syke Facebook page. Every two or three months, a targeted message-specific web, social and digital media campaign was developed with diverse components such as images, videos, and contests to engage users.

Traditional Media was utilized occasionally. A commercial featuring a popular rock band talking about living tobacco-free was aired once per year for 6 weeks or less. Traditional media was a very small component of this intervention. 
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Clothing was developed featuring the Syke tobacco prevention message in a fashionable manner that fit the Alternative Rock style, see Figure #-1. Clothing was given away to influencers and brand ambassadors to wear outside of structured Syke activities. This encouraged the message to continue dissemination through teens’ natural environments in an authentic way. 
Figure #-1 Syke Shirt Designs, "Die Old," and “Tobacco Companies Torture Animals."

Direct Mail delivered messaging in an uncluttered and uncompetitive manner, since teens rarely receive direct mail directly. Providing opportunities to reaffirm that Syke is an authentic part of Alternative Rock culture with messages, images, and language that are consistent with the Alternative Rock peer crowd, in addition to reinforcing messages between events. Each direct mail included at least one Syke tobacco prevention ad and an interview with a popular band that talks about living tobacco-free.

 [image: image5.jpg]PACK

K




[image: image2.jpg]SYKEVACOM i JANUARY2012

E
g
5 B!
: g
: £
2 s
8
3 5
H
=
2

THE DRUG IN ME IS YOU TOUR 2012

i
- : e
GDO g i
GO ouam B &
ENE =3

~ KINGOOMRYA COM





Figure #-2 Syke Direct Mail featuring an interview with an Alternative Rock band, a promotion for a future event, pictures from past events and an anti-tobacco advertisement. 
Methods

Constructing the Sample

While random-digit dialing phone surveys have been used to reach youth in nationwide studies, there are no known and/or validated methods to identify youth peer crowd affiliation via phone surveys. Even if a phone-based peer crowd identification method did exist, only a portion of all youth in Virginia actually identify with the Alternative Rock peer crowd, making it difficult to contact and survey the target population using phone-based methods. Thus, random-digit dialing data collection would be highly inefficient and wasteful. As a result, a more targeted data collection approach was employed. 
To more efficiently survey Alternative Rock teens, we used time location sampling (TLS)  Raymond et al. 2007) to generate a random sample of youth attending all-ages alternative rock concerts ( Magnani et al. 2005; Muhib et al. 2001; Raymond et al. 2010). Researchers often use this method to collect data among hard-to-reach populations. By targeting specific venues where the population of interest tends to gather or congregate, surveys can be administered without the use of cost prohibitive methods. This has been used in many situations such as nightclubs frequented by men who have sex with men, commercial sex workers in “red light” districts; or intravenous drug users at “shooting galleries” ( MacKellar et al. 1996; Magnani et al. 2005; Muhib et al. 2001; Raymond et al. 2010).
To identify venues frequented by the population, key informants, focus groups, and in-depth interviews with youth were conducted. This inquiry focused on rock concerts that allow all ages to enter and were expected to have a large proportion of teenage patrons. Rock concerts where data collection was possible were randomly selected from this list. Trained study personnel collected intercept surveys, and recorded the total number of people present in the venue (if indoors) or who entered a specific sampling area (such as crossing a line drawn near the entrance) during the two-hour time slot used to collect data at each venue. All 13 to 18 year old attendees who were present in the venue at the time of data collection were eligible to complete the surveys. Baseline data were collected between August 2009 and September 2009, and a follow up data collection occurred between November 2011 and March 2012. The study protocol was approved by Independent Review Consulting in San Anseimo, CA.

At baseline, youth age 13 to 18 years old (N=318) were surveyed in Richmond and Northern Virginia (NOVA). Cross-section follow up data collection in 2011 resulted in 455 surveys. 

Measures of Peer Crowd Affiliation

Using techniques described elsewhere (Lee, Jordan, Djakaria, & Ling in press) to measure peer crowd affiliation, the survey included pictures of unknown others who represent various youth peer crowds prevalent in Richmond and NOVA. Respondents selected and rated pictures that personify those that they are most likely and least likely to be friends with. The pictures included in the surveys were validated by previously conducted qualitative interviews and focus groups. Respondents who most frequently selected photos affiliated with the Alternative peer crowd as their “best” photos and least frequently selected Alternative peer crowd photos as their “worst” photos were classified as Alternative.

Trend Sensitivity
Trend Sensitivity is a useful measure to identify changes in cultural norms amongst those most likely to respond first to these changes. The Trend Sensitivity Index was used to measure sensitivity to changes in peer trends based on a set of psychographic measures, which consists of a series of binary choices where respondents select the best self-descriptor such as: “Center of Attention / Lay low” or, “Partier / Studier”. In addition, respondents reported attitudes, such as whether they have considered being an entertainer or an actor, the frequency with which they go out at night, and how late they stay out. Individuals most sensitive to changes in cultural norms have personality and attitudinal characteristics that place them in more socially prominent positions, and also report taking part in social activities more frequently than their peers. Respondents with scores in the top tercile on the Trend Sensitivity Index were defined as “trend sensitive”. Cronbach’s alpha for reliability for the Trend Sensitivity Index was 0.58-0.68, suggesting a low but reasonable level of internal consistency. While this is lower than would traditionally be expected from a classical test theory perspective, reliability measurement for trend sensitivity is complicated in that all items do not share the same response format. Some items are dichotomous, indicating that an alternative to Cronbach’s alpha such as Kuder-Richardson’s formula 20 which indicates item consistency for dichotomously scored items. However, this method would not accommodate the mixed response format. 
Smoking Behavior

Participants reported how many times they had smoked cigarettes in the past 30 days, and were classified into smokers (smoking 30 of the past 30 days), nondaily smokers (smoked on at least one of the past 30 days but not every day), and nonsmokers (did not smoke at all in the past 30 days). While many studies simply categorize teens as smokers and non-smokers, we chose to distinguish between daily and non-daily smokers to capture any differences in how the intervention may affect different types of smokers. Further subgroupings, however, were not feasible due to sample size.

Demographics
Demographic variables were coded for gender (male/female), age (coded as a continuous variable), school attendance (currently in high school, dropped out or high school graduate), race/ethnicity (Caucasian, African American, Hispanic, or Other, which included Asian, Pacific Islander/Hawaiian, and American Indian/Native Alaskan).

Statistical Methods

Descriptive statistics of current smoking behavior and tobacco-related attitudes at both time points were computed. As nondaily smoking is an increasingly prevalent behavior particularly among youth, changes in smoking during the months of the intervention were tested using logistic regressions fitting the generalized logit model. Smoking behavior was used as the dependent variable in most cases, and several other variables including, time, Alternative Rock peer crowd affiliation, exposures to the Syke campaign, and trend sensitivity were used in this study. Data management and statistical analyses were performed with SPSS 17.0 (SPSS Inc. 2008). Statistical significance throughout was defined α ≤ 0.05.

Results

Sample Demographics

Two thirds of the sample was male, and age ranged from 13 to 18 years old with a mean age of 16.8. The majority of our sample was white (86%) and not Hispanic (90%). The sample was largely current high school students (67%) or high school graduates (28%).

Exposure to the Intervention

Nearly two thirds (62%) of the Alternative Rock youth surveyed reported being exposed to the Syke campaign and less than half (45%) of all other youth were exposed two years after the intervention OR = -0.672 (95% CI: -1.048, -0.296). This suggests that the intervention was more successful at reaching Alternative Rock youth, but also indicates that there is considerable reach outside of this peer crowd. Those Alternative Rock youth who reported higher levels of trend sensitivity were considerably more likely to report being exposed to Syke (71%) than those who reported low trend sensitivity (42%) OR = 1.222 (95% CI: 1.916, 0.527). 
Across all youth who were exposed to the campaign, 63% reported positive ratings, indicating that they liked the campaign. When looking only at Alternative youth, 70% indicated that they liked the campaign. In addition, 55% of Alternative Rock respondents reported attending a Syke event, representing a high level of reach and exposure for a targeted intervention without significant traditional media. 

Attitudes on Tobacco-Free Activities and Lifestyles

Though not a significant change across teens, the proportion of teens who said they didn't care at all or cared only a little about living a tobacco free lifestyle decreased from 34.0% to 27.7%. Similarly, there was an increase (50.6% to 56.5%) in the proportion of youth who cared a lot or a great deal about living a tobacco free lifestyle. However, there was a significant increase in the ratings Alternative Teens indicating that they were more likely to say that a tobacco free lifestyle was important (45% to 56.5%, F = 6.78, p ≤.01).  
Though not a significant change across all teens, the proportion of who said they didn't care at all or cared only a little about being involved with efforts to get rid of cigarette smoking decreased from 47.16% to 43.29%. Finally, there was a small but not significant decrease (46.2% to 43.1%) in the proportion of youth who said that taking a stand against tobacco is not at all or only a little important to them. 

Intent to Smoke

The number of Alternative Rock youth that indicated they would probably or definitely not smoke a cigarette in the following year increased from 53.9% to 61.5%. Similarly, the number of Alternative Rock youth who predicted that they probably or definitely would smoke over the next year decreased from 31.1% to 27.3%. While these changes were in the correct direction, they were not significant. 
Smoking Behavior

In general, certain characteristics were associated with higher rates of smoking in this study. Alternative youth were generally more likely to have smoked at all over the last 30 days than other peer crowds, OR = 0.353 (95% CI: 0.685, 0.021). Youth with the highest levels of trend sensitivity were much more likely to smoke that those with the lowest trend sensitivity, OR = 1.294 (95% CI: 1.722, 0.866). 
32.4% of all teens who attend rock shows in Virginia indicated that they smoked in the last 30 days, compared to 20% of all Virginia high school students the same year (Virginia Foundation for Healthy Youth 2012). In 2011, this figure has been reduced to 27.6%, a non-significant, 14.8% decrease. However, when only the target audience is considered, the Alternative peer crowd, there was a significant decline in smoking from 37.8% at baseline to 28.3% at follow-up. The odds ratio for the proportion of Alternative youth reporting that they have smoked zero cigarettes over the last thirty days was OR: -0.652 (95% CI: -0.029, -1.274). Figure #-3 shows this decline and also indicates that there was a slight increase in reported smoking among youth who did not identify as Alternative Rock. Though slightly different audiences across the different surveys, this demonstrates that the Alternative Rock peer crowd exhibits higher risk and greater potential for change. 
Further data analysis was conducted to investigate the relationship between campaign exposure, peer crowd affiliation, and trend sensitivity. While each of these analyses revealed interesting information, the effect of the campaign on the most susceptible youth in the target audience remained in question. It was hypothesized that Alternative Rock youth who were exposed to the campaign and had the highest levels of trend sensitivity would be most impacted by this intervention and would exhibit reduced tobacco use. Indeed, the analysis supported this hypothesis. Youth who identified as Alternative Rock and reported high trend sensitivity showed a marked reduction in smoking two years after the baseline measurement from 57.7% to 28.6% OR = -1.897 (95% CI: -0.78, -3.014), a reduction of 50.5%. 
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Figure #-3. Syke Change in Smoking Behaviors (Alternative Rock v. Non-Alternative Rock Youth) 

	Table #-1. Comparison of Alternative v. Non-Alternative Youth Responses to Survey at Baseline and Follow-Up

	 
	Alternative (N=180)
	Non-Alternative (N=138)
	Alternative (N=230)
	Non-Alternative (N=225)

	Response Measures
	Baseline
	Follow-up

	Liked Syke
	35.6%
	27.5%
	43.0%
	24.0%

	Live Tobacco Free
	45.0%
	58.0%
	56.5%*
	56.4%

	Get Involved
	28.3%
	43.5%
	37.4%
	32.9%

	Intent to Smoke
	31.1%
	25.4%
	27.0%
	25.3%

	Smoked in Past 30 Days
	37.8%
	23.9%
	28.3%*
	26.7%


* Significant change in mean ratings from baseline to follow-up p < .05

Discussion

The Syke intervention was designed to appeal specifically to the peer crowd most at-risk for tobacco use as identified in the formative research process: youth who identify with the Alternative Rock peer crowd. With lessons learned from the tobacco industry’s lifestyle-based marketing practices and other applications of Social Branding, the Syke campaign leveraged Alternative Rock peer crowd social venues to be intervention sites where culturally authentic messages are disseminated. Since rock concerts attract a high concentration of youth who currently use tobacco, they were ideal sites for this intervention. Two years after launching the Syke campaign in 2009, tobacco use among Alternative Rock youth declined by 25.2%. 

The results from the study provide evidence that this venue-based social marketing intervention, Social Branding, successfully reached the target audience. About two thirds of Alternative youth and almost half of youth at rock shows who identified with other cultures were exposed to the Syke brand. Furthermore, across all youth, higher levels of trend sensitivity were related to higher levels of Syke exposure. This finding is very important because it illustrates that those who need the intervention the most are being exposed to anti-tobacco messages. That is, those youth who actively engage the culture, seek opportunities to fit in a particular peer crowd, and who are ultimately the most influenced by the culture were more likely to be exposed to anti-tobacco messages in a culturally authentic way. 
While exposure and appeal are important, behavior change was the ultimate consideration for success. While overall youth smoking rates showed a non-significant decline, the smoking rate in the most vulnerable members of the Alternative Rock youth population declined significantly from 37.8% in 2009 when the campaign started to 28.3% in 2011. In addition, the most trend sensitive Alternative Rock teens showed and even larger decline in past 30-day tobacco use from 57.7% to 28.6%. While there were many other intervening factors that could have accounted for this decline, this study adds to a growing body of evidence suggesting that Social Branding is an effective strategy for reaching at risk youth and creating behavior change. In addition, this study suggests interventions targeted to the most at risk youth can be effective. 

This study also contributes to a large and growing body of evidence demonstrating that the content of a social marketing or other health communications message needs to be relevant to the audience. However, this study adds to this literature by demonstrating that segmentation by peer crowd allows for more precise targeting and tailoring of intervention materials. In addition to informing effective messaging, peer crowd segmentation also informs the selection of the right the channel for the intervention. For instance, the same message when communicated by a band on stage at a rock concert is much more effective than if the message was delivered by an authority figure at school. The social-environmental context, or the “place” in the social marketing mix, must be considered in interventions that aim to reach high-risk audiences. 

Limitations and Recommendations for Future Research

This evaluation of the Syke intervention provides considerable evidence that efforts leveraging the social-environmental context can yield large reductions in smoking behavior. However, this study was subject to some limitations. The sampling method used in this study is well established and rigorous but future efforts could solicit other types of locations or even employ population-based methods to evaluate a broader population and provide a more rigorous evaluation of the intervention. The major drawback associated with this recommendation is the large cost associated with ensuring a representative sample. 
This evaluation focused only on the Alternative Rock peer crowd and demonstrated a considerable effect on smoking behavior. Future efforts should evaluate the effect of multiple interventions designed to target different peer crowds at risk for smoking initiation, such as the Hip Hop and Country peer crowds, concurrently in the same geographic location. As this study indicated, there was considerable exposure to youth that did not identify with the Alternative Rock peer crowd. It would be interesting to determine if simultaneous campaigns with different targets would result in just a simple additive effect or a multiplicative effect. At this point, it is uncertain how multiple interventions across different youth peer crowds will work in conference to influence the groups to which they are targeted and the broader youth culture. 
The cross-sectional nature of the study leaves the effects open to many other potential explanations. Futures studies should conduct in-person longitudinal studies to evaluate the reach and impact of targeted Social Branding. While this approach would close one alternative explanation it would also be susceptible to other limitations such as participant retention and enhanced response bias due to social desirability from repeated measures. 
Conclusion

Social branding is a promising approach to reducing teen tobacco use. By combining social marketing principles with unique insights on teen peer crowds and influencers, the Syke intervention was able to successfully reach a high-risk group of teens. Furthermore, the Syke intervention intended to change behavior through the natural flow of culture change. This was supported by the study as demonstrated by the significant tobacco use decline among trend sensitive Alternative Rock youth. With promising results in Northern Virginia and Richmond, Syke may be expanded to reach youth who identify with Alternative peer crowd in other parts of Virginia as well as surrounding states. While most successful applications of social marketing to tobacco prevention focus on mass media efforts with large budgets, the Syke intervention achieved similarly promising results with low cost strategies including events, social media, direct mail and brand ambassadors. Additional implementations of Syke and more rigorous evaluations are recommended to determine if Social Branding can in fact effectively reach this hard to reach audience in more geographic areas. 
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