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Exhibit 1. Evaluation Conceptual Framework for Social Media Campaign 

The evaluation is designed to provide process-level data on the intervention’s implementation.  
Examples of guiding evaluation questions include the following: 

Group implementation 

 ■ How many school or other TASK groups in Kansas have been 
funded to conduct the tobacco prevention activities/campaigns?

 ■ How many school or other groups have actually implemented 
some types of activities/campaign? 

Reach of messaging and tobacco prevention through social media 
strategies

 ■ Are messages being developed and made available for youth?

 ■ Are youth (particularly at-risk youth) aware of the messages?

 ■ Are youth responding to the messages?

 ■ Are the messages appealing, particularly for at-risk youth?

 ■ Who appears to be receiving the messages?

 ■ How broadly are the messages being disseminated?

Receptivity by Kansas youth to the use of social media to transmit 
tobacco prevention messages

 ■ How many youth are engaged in the intervention activities/
campaign from the design and development stages?

 ■ Do youth report liking the messages and do they perceive them 
to be effective?

 ■ Do additional youth become involved in the campaign/activities?

 ■ Are the intervention activities sustained after funding has ceased? 

Formative feedback for intervention improvement

 ■ What information can be successfully captured to inform adapta-
tion of the intervention to enhance receptivity/effectiveness?

 ■ What strategies seem to be well received by the youth?

 ■ What barriers are encountered in delivering the messages?

Funded by the Kansas Health Foundation, this project is designed to 
engage Kansas youth in tobacco prevention and cessation activities 
through an innovative, predominantly school-based approach to 
youth tobacco prevention using peer-to-peer social media campaigns. 

Two main assumptions underlying the design of the project are that: 

 ■ Tobacco prevention will have more impact on youth if it is 
created and presented by their peers, and 

 ■ Use of social media tools already popular with teenagers 
is an effective strategy for reaching today’s technologically 
sophisticated youth. 

To implement the intervention, the Kansas Health Foundation is 
partnering with already established TASK (Teens Against Smoking in 
Kansas) and other youth groups located throughout Kansas to design 
and implement the social media campaigns. The TASK program began 
in 1998 as a part of the Tobacco Free Kansas Coalition (TFKC), but has 
now evolved into an independent entity heavily involved with the 
prevention of teen tobacco use. These groups are primarily based 
at secondary schools and many have a track record of engaging in 
a variety of tobacco control efforts, including partnering with local 
adult groups on community-wide tobacco prevention efforts and 
advocating for tobacco-free policies on school grounds. Each group 
has an adult advisor. 

The intervention is designed to focus on engaging, training, and 
assisting the youth-led TASK groups in their creation of social media 
campaigns focused on tobacco prevention and control. TASK groups 
submitted proposals to participate in the intervention. Each group 
selected was awarded a $1500 stipend for the first year with minimal 
restrictions for how funds were to be used. Additional funding for $500 
per year was provided for TASK groups participating in subsequent 
years. Each group received initial training from a professional 
advertising agency in the areas of campaign development, use of 
social media, message development, audience analysis, and marketing. 
Technical assistance is provided to help the groups move forward to 
create, market, and distribute their campaigns through social media. 

RTI International is conducting the evaluation for this initiative. One 
of the early challenges of this evaluation was to design a meaningful 
framework and establish indicators to appropriately capture key 
components for a comprehensive evaluation. For this evaluation, we 
defined social media as a media with the potential for some form of 
direct interaction involving two or more peers because this is one of 
the key defining aspects that distinguishes social media from other 
electronic communication tools for this intervention. Unidirectional 
media that did not facilitate social interaction among peers was not 
considered. However, integrating such media (e.g., video, audio, 
pictures, written text) into a social media platform for distribution and 
discussion was consistent with the definition of social media. We also 
focused on media with the potential to reach large audiences of peers. 
To increase the potential for sustainability beyond the funding period, 
the Foundation recommended that the youth use already popular 
approaches to social media. To fit these parameters and enhance 
evaluability, the request for proposals requested that youth create a 
unique Facebook page as their primary social media platform. 

Exhibit 1 depicts the evaluation framework developed for this 
evaluation to operationalize the various social media campaign 
elements that should be considered as indicators of a comprehensive 
social media campaign. 

Reviews of the e-mail exchanges, group plans, and Facebook page 
were used to develop an initial formative evaluation summary of 
social media campaign activities during the first 2 years of this 5-year 
project. A total of 22 TASK groups received $1,500 mini-grants (8 in 
Year 1 and 14 in Year 2) to develop and implement peer-to-peer social 
media campaigns focused on tobacco prevention and control. The 
eight TASK groups from Year 1 also agreed to continue, receiving an 
additional $500 to supplement their initial $1,500 grant from the 
previous year. All of the funded TASK groups participated in an initial 
training. Analysis of training materials suggested that the trainings 
in Years 1 and 2 predominantly focused on concept development 
of media tactics rather than on how to conduct a social media 
campaign. The trainers reported that implementing the trainings was 
challenging. There was often little advance notice for when groups 
would be available for training and only limited time was available for 
conducting these trainings (in some cases only half an hour) because 
of schedule constraints, particularly in the school-based settings. 

Analysis of the groups’ plans and other work products, including 
Facebook pages, showed that at the point at which the data were 
abstracted, only a few of the 22 groups were coded as having activities in 
which social media approaches were the centerpiece for their approach. 
Examples of these groups’ activities included using videos and uploads of 
clips from interviews with youth about their decisions to remain tobacco 
free. About half of the groups had activities that were primarily focused 
on activities that were centered on more traditional tobacco prevention 
tactics, such as poster campaigns, generating pamphlets, and hosting 
battles of the bands. Some of these groups then used Facebook posts as 
a way to advertise these activities or they posted descriptions of these 
events on their Facebook page to showcase what had occurred instead of 
using Facebook for a more comprehensive social media campaign. 

Facebook pages were identified for the 21 of the 22 funded grants for Year 
1 and Year 2. Several of the Facebook pages were affiliated with multiple 
groups (i.e., focusing on other activities in addition to the grant) and these 
pages were in existence prior to this initiative, making the information 
on these pages difficult to evaluate. In terms of judging receptivity 
to information, it was difficult to ascertain which of the posts and 
interactions came from within the group versus from outside audiences. 
For example, it was not possible to determine if the “likes” were generated 
by group members or provided by others. The TASK group adult leaders 
appear to be a primary source for posting information for some groups 
rather than the having the youth themselves posting information. 

Drawing on the evaluation framework, we would expect to see 
interesting Facebook pages together with evidence of an effort to 
develop audiences (with the potential to reach youth at risk for tobacco 
use) who would receive information distributed through Facebook 
along with plans for developing ongoing approaches to keep the 
audience engaged and interested in a fully implemented social media 
campaign. Seven of the Facebook pages focused their concepts on 
a teen audience, two focused on elementary school audiences, and 
other groups appeared to focus on more general audiences. Some 
mentioned approaches to encourage people to visit their Facebook 
pages, for example to see their posters or “like” their page. There was no 
evidence of using existing networks to expand the potential audience, 
identify audience needs, or systematically create “groups” to receive 
social media. The number of interactive posts in most cases was very 
limited at the point in time at which the information was abstracted.
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Although there have been challenges to date, we believe the use of 
a peer-to-peer social media campaign remains a promising approach 
for youth tobacco prevention and control. The lessons learned from 
the project implemented thus far provide important feedback for this 
project and for other similar projects in the future. 

The youth appear to be interested in using social media as a tool but, 
based on evidence to date, they either do not know how to use it or 
are not comfortable using it to engage in a peer-to-peer social media 
campaign. Many are instead tending to rely on traditional tactics and 
use of social media is primarily limited to distributing information 
about these events. 

More training and ongoing technical assistance for the youth is 
needed than was initially envisioned. Specifically, considerably more 
emphasis through training and ongoing technical assistance is needed 
on all aspects of how to conduct a social media campaign. 

The following summarizes some of the lessons learned from this 
formative phase of the evaluation and provides recommendations and 
next steps for the remaining 3 years of the project. 

1. Although youth may be very adept at using social media tools 
such as Facebook, results suggest that they need very specific 
guidance on how to use these tools to conduct a social media 
campaign. Results from this evaluation indicate that youth do 
not understand how to use social media to create a social media 
campaign, and perhaps do not understand that they are expected 
to create a social media campaign for peer-to-peer communications 
around youth tobacco prevention and control. Technical assistance 
communications with the TASK groups have emphasized the 
importance of having a Facebook page and including the 
disclaimer on the page. More technical assistance guidance on 
developing a social media campaign (e.g., creating an audience, 
engaging the audience in messages) would be beneficial. 

2. Providing youth with “starter” concepts and ideas and ongoing 
materials may be more effective than relying on youth to generate 
the ideas. Providing youth with a series of ideas that could feed a 
social media campaign (rather than requiring youth to come up 
with their own ideas) could be helpful in stimulating their thinking, 
particularly because they are not media experts and also because 
their time is already constrained by busy schedules and other 
commitments. With ideas and approaches as starting points, the 
youth may then be able to bring their creative energy and potential to 
“customizing” the ideas and engaging the audience in dissemination. 

3. Groups who have formerly engaged in traditional activities 
may need more guidance to help them shift their approach 
away from traditional tactics. Although existing TASK groups 
had the advantage of being known, established groups, it may be 
more challenging for these groups to move beyond traditional 
approaches to a social media–based approach because of their 
history of using these approaches.

4. Youth could benefit from ways to develop and sustain communi
ca tions with “atrisk” groups for youth prevention efforts. Some 
of the youth have focused on peer groups while others reached out 
to younger children who may have limited access to social media. 
Although youth may have the ability to reach more at-risk peers 
through school pages, etc., they may need help in both reaching 
these audience and perhaps in how to relate to some of the more 
at-risk youth.

5. Other social media options, such as policyfocused approaches, 
could be considered in lieu of a peertopeer social media campaign. 
Youth in the TASK groups may be well equipped to reach out to key 
stakeholders for creating policy changes. This alternative strategy could 
be considered as an option for school-based social media campaigns. 

Information from the formative evaluation results to date are being 
used to guide modifications for the training and technical assistance 
activities to provide youth with more comprehensive information 
and guidance for conducting meaningful peer-to-peer social media 
campaigns. With these changes, we believe that this initiative could 
lead to a robust and powerful peer-to-peer social media campaign.

6. Conclusions and Recommendations
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Audience Development 
• Characterize and describe potential 

audience  
• Identify ways to develop audience that 

meets desired characteristics 
• Existing social media contacts  
• Develop group (e.g., school “class”) 
• Develop additional strategies to recruit 

new audience members 
Create and Maintain 

Campaign and Teen Audience 
Engagement 

• Launch and distribute 
concepts/messages through 
social media format 

• Continue to build audience 
• Maintain interest through 

regular innovative 
multimedia updates 

• Use contests to increase 
target audience  

• Update content regularly (e.g., 
2–3 times per week) with fresh 
materials 

• Engage audience in interactive 
discussions around messages 
and content through current 
Facebook audience  

Evaluate Social Media Tobacco 
Prevention Campaign Efforts 

Process-level Implementation 
• Number, type and frequency of 

materials posted by TASK group 
• Audience and moderator 

characteristics 
• Number, type and frequency of 

audience interactions 

Audience Receptivity and 
Engagement 
• In-depth analysis of audience 

actions (Like, Share, Comment) 
in response to moderator content 

Audience Response to Messages 
• In-depth analysis of content of 

audience messages  

Identify/Select Social Media Mechanisms 
and Develop Skills Needed to Use 

Technologies 
• Examples of popular social media 

technologies: Facebook, Twitter 
• Examples of skills include: Posts and 

uploads, interactive posts, use of strategies 
to engage users (e.g., allow fans to interact 
by posting their own videos/links), 
integration of other applications (Twitter, 
YouTube, Flickr, games), use of strategies to 
engage users (polls, contests) 

• Become knowledgeable of copyright and 
other issues 

Develop Initial Concepts and Strategies 
to Reach Audience  

• Develop concepts that are “social media” 
friendly to stimulate interest in key 
messages 

• Identify strategies for disseminating 
messages  
• Interesting Facebook landing page 
• Videos, pictures, polls 
• Call to action posts 

Launch 
Campaign 


