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Client

 

 We're excited to work with you, TSET, because based on our focus group, interviews and surveys 
(as well as secondary research) we're going to show you how we will utilize the Trust Fund's money in such 
a way that will increase support for legislation combating the tobacco companies, increase awareness of 
manipulation tactics the tobacco companies use and, most importantly, increase the number of committed 
non-smokers in Oklahoma. 

 A Master Settlement Agreement between the State of Oklahoma and the four major tobacco 
companies established a trust, called the Oklahoma Tobacco Settlement Endowment Trust, which would 
pay the trust about $2 billion over the first 25 years. Oklahoma Consistution, the people amended, to 
create a five-member Board of Investors to oversee the investment of the trust funds. The mission of the 
Tobacco Settlement Endowment Trust (TSET) is to improve the health and quality of life of all Oklahomans 
through programs and services that address the hazards of tobacco use and other health issues. Nutrition 
and Fitness is one of TSET’s three priority areas.

 

1



contents

situation  analysis

research

problems and opportunities

marketing strategy

media

creative  strategy

creative  executions

PUBLIC  RELATIONS  AND sales PROMOTIONS

BUDGET

WRAP UP

SOURCES

2

3
4

8

9
10
13

14
23

28
29
31



Client/ issue 
For more than a century, people have been using 

tobacco in one form or another. For much of this time 
the harmful effects of smoking tobacco were unknown. 
In the last 30 years, anti-smoking campaigns have 
diligently worked to show the harmful effects smoking 
causes. In Oklahoma, smoking is the cause of more 
deaths every year than alcohol, auto accidents, AIDS, 
suicides, murders and illegal drugs combined. (25) 
 Adult smoking in the United States has fallen in 
all age groups except young adults 18 to 24-years-old, 
which has only increased. (20) Most individuals, in this 
age group, identify themselves as “social smokers.” Their 
cigarette use is a component of their social activities 
rather than a behavior characterized by nicotine 
addiction. (20) Most social smoking is associated with 
alcohol consumption at bars, nightclubs and house 
parties. Many social smokers do not believe their 
smoking habits increase their risk for smoking related 
diseases. Also, many social smokers don’t see smoking 
as becoming a habit later in life.  The tobacco industries 
brand their products to provide a sense of independence, 
peer acceptance, attractiveness and popularity. Tobacco 
companies also sponsor promotions in bars and 
nightclubs in an attempt to make young adults view 
smoking as a social norm. (27) In order to decrease the 
use of cigarettes among this age group, it is important 
to show the negative short-term effects of smoking and 
why they should not start smoking. 

 how other states are dealing with this 
issue

PEnnsylvania
 Many states in the U.S. have been working toward 
decreasing the use of tobacco products.  Pennsylvania 
passed a smoking ban on all state-owned universities. 
The 14 universities have more than 110,000 students. A 
few months later they put a ban on cigarettes in several 
offices and public places. (30) This act has encouraged 
more U.S. campuses to promote health by banning 
smoking on universities. 

TEXAS
 In Texas, the “Americans for Non-smokers 
Rights” organization is awarding the “Smoke-Free 
Texas” organization with an award for encouraging 
smoke free indoors. The award was presented in Dallas, 
a city where smoking in a bar still remains legal, to 
encourage the government of Dallas to do the right 
thing and create smoking laws. (3)
 

Las Vegas
 Las Vegas’ approach to encourage teens to 
not start smoking is to use the bar and nightclub 
scene ads featuring attractive men and women 
in sexually suggestive poses. The district plans to 
spend millions of dollars over the next years on a 
campaign using this tactic. (16)
 
Past campaigns
 According to the annual state tobacco 
prevention plan publication (25), many previous 
campaigns for reducing the number of smokers 
have been centered on: 
           • Cessation: the primary objective being, to
             assist current smokers to quit for good.
           • Prevention: preventing people from ever          
 picking up that first cigarette. 
           • Protection: reducing secondhand smoke.

 Some of the main public health advocacy 
groups who are fighting the tobacco companies 
are: The Tobacco Free Kids Action Fund, The 
American Cancer Society, The American Heart 
Association and The American Lung Association. 
These campaigns tend to target 12 to 17-year-olds. 
The major tobacco companies choose to target 18 to 
24-year-olds because they believe this is when true 
addiction forms. (12)
 Lately, campaigns have decided to take a 
different approach to anti-smoking advertising. 
Rather than using the traditional shock value and 
highlighting the high rate of mortality smokers suffer 
from, many campaigns have focused on the benefits 
of not smoking. (8) It seems the oversaturation 
of traditional anti-tobacco campaigns has forced 
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COMPETITIVE  SITUATION

advertisers to rethink the manner in which they 
advertise to the public.

Existing Audience
 According to the U.S. Census Bureau in 2009, 
78 percent of Oklahomans are white, 8.1 percent are 
black, 8 percent are American Indian and Alaska 
Native, and 1.7 percent are Asians. (24) Eighty 
percent of Oklahomans are high school graduates 
and 20.3 percent have a bachelor’s degree or higher.
 Blacks
 Billboards advertising tobacco products are 
placed in  African-American communities four to 
five times more often than in white communities. 
(38) African Americans are the largest minority in 
America.  According to the U.S. Census, 12.1 percent 
of United State citizens are African Americans. (29)
 Hispanics
 Hispanics tend to be more brand loyal than 
Non-Hispanic whites. (38) According to the U.S. 
Census Bureau, Hispanics make up 20 percent of 
the total U.S. teen population. A prediction has been 
made that in 10 years Hispanic youth will make up 
62 percent of the youth population. Hispanic teens 
are reportedly happier than Non-Hispanic teens. 
(38)
 NATIVE AMerican tribes
 In Oklahoma, tribal nations make up a 
significant amount of the population. Research 
shows Native American youth in Oklahoma are 
significantly more likely to become heavy smokers. 
American Indian middle school students have a 
34 percent chance of starting smoking, compared 
to white people, who have a 24 percent chance of 
starting. (8) 

Target audience
Age: 18-24
Sex: Male and Female 
Race: Caucasian 
Psychographics: Our target audience is attending 
college or has had some college education.
Geographics: Oklahoma

environmental factors

gorvernment actions

 The government of Oklahoma has raised taxes 
on cigarettes, banned smoking from certain areas and is 
proposing more anti-smoking bills. (17)

Cultural trends
 Fortunately, smoking is typically looked down 
upon in our culture.  Although many years ago it was 
portrayed as sexy and luxurious, in today’s society it has 
a negative connotation. 
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COMPETITIVE  SITUATION

 Other campaigns distracting our target audience are the “Don’t Drink and Drive,” “Don’t Have Sex 
Out of Marriage,” “ Don’t Text While Driving,” and other Anti-smoking campaigns. The “Don’t Drink and 
Drive” campaigns have been around for years, though it’s not new, commercials and billboards are still 
prevalent around the state. Abstinence has not been marketing to 18 to 24-year-olds in Oklahoma for several 
years. “Don’t Text While Driving,” has recently received major attention because of the legislature passing 
the Oklahoma Distracted Driving Law (HB 2276) on April 14, 2010, which will go into effect Nov. 1, 2010.
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Secondary 

Problems to be solved:
 Many people are not aware of the 
damage  beginning in the body after 
smoking a cigarette. The body responds 
instantly to the nicotine in a cigarette. 
Nicotine causes a short-term increase in 
blood pressure, heart rate and the flow 
of blood from the heart. It also causes 
the arteries to narrow. Carbon monoxide 
reduces the amount of oxygen the blood 
can carry. This, combined with the effects 
produced by nicotine, creates an imbalance 
in the demand for oxygen by the cells and 
the amount of oxygen the blood is able to 
supply. (37) These are a few of the short-
term effects a cigarette can have on one's 
body. (34)
         • Yellow teeth
         • Stained fingernails/skin
         • Wrinkles
         • Bad breath
         • Smelly clothes
         • Interfere with sex life
         • Inability to smell and taste

 Smoking cigarettes have become a 
behavior associated with drinking. Many 18 
to 24-year-olds in our focus group and in our 
surveys did not consider themselves smokers, 
because they only smoked on the weekends 
or considered smoking as something to do 
with friends.  Social smoking is not seen as 
a problem because it is not associated with 
nicotine addiction, in the opinion of our target 
audience. Many said smoking was a way to take 
a short break from a party or a crowded bar and 
talk with friends. The fact of the matter is this 
act of social smoking can easily turn into a life 
long habit. Every time they smoke a cigarette 
their bodies become more prone to the short-
term effects of cigarettes. 

research

Kendra and Cameron interview a group on Tuesday, 
Sept. 21. Photo: SHANE WHITING.
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focus groups
 Our team held a focus group to better 
understand who our target audience is and how 
to successfully convey our “Don’t" start smoking 
campaign. On Sept. 20, 2010 at the Edmon Low 
Library, room 102M. We met with eight 18 to 
24-year-old students.  Out of the eight students, 
four were smokers and four were non-smokers. 
However, some of the “non-smokers” admitted 
to casual smoking at parties or at bars.   

Survey
 Our team distributed a total of 367 surveys. 
Ninety-two percent of people who took our surveys 
are still in college. Eighty-six percent are Caucasian.   
Seventy-eight percent of people did not smoke.  
With that said, 20 percent say they smoke on rare 
occasions, 4 percent smoke up to one pack a week and 
2 percent smoke one pack or more a week. Thirty-one 
individuals started smoking around the age of 18 to 
24-years-old. Eight percent of the surveyed say they 
feel pressured to smoke when drinking, 7 percent 
say they feel pressured when with friends.  Eighty-
eight percent of the surveyed use Internet on a daily 
basis. When asked their thoughts on anti-smoking 
campaigns, 41 percent said they thought they are 
informative and 28 percent said they are redundant. 
Sixty-one percent like attending sporting events the 
best, while 39 percent enjoy attending music events. 

interviews

Students

 Our group was able to interview four non-
smokers and three smokers Sept. 21. Our team 
learned which advertising methods would reach our 
target audience. 

Scott Linderer

 The team interviewed Scott Linderer 
Monday, Sept. 23, in his office, who has been 
working at the Panok Area Prevention Resource 
for two years. During the meeting, the team and 
Scott discussed tobacco prevention in Payne 
County. The team and Scott discussed the 
common methods of smoking tobacco other 
than cigarettes, which included snus, strips and 
hookah.      

Mac Maddox

 Our team met with the account executive of 
group sales for the Oklahoma City Thunder NBA 
team Sept. 28, 2010. This interview gave our team 
the tools to brainstorm possible public relations and 
promotion ideas. Also, he gave us a list of the cost 
for discounted Thunder tickets, koozies, fliers and 
awareness booths. 

The volunteers for the focus group speak about their 
families smoking. Photo: JESSICA LEWIS.
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STRENGTHS
                       social influences

                       significant  others

                       laws and policies

                       benefit  of healthy policies

OPPORTUNITIES
     Legislative

     Expanding The Target

     WordOf Mouth

     Testimonials

THREATS 
Smoking Advertisements

Lawsuits

Bars  and  Nightclubs

WEAKNESSES
college  lifestyle

lack  of  interest

social  activity

apathetic   attitude

problems and OPportunities



 RoundHouse Creative’s target audience is 18 to 24-year-old Caucasian 
college students.  While in college most 18 to 24-year-olds are first introduced 
to smoking.  Also, in our secondary research we found many college age 
students start smoking “socially.” Friends, bars, and house parties are a few of 
the factors encouraging social smoking. 
 RoundHouse Creative plans to use the ratings of television and radio to 
see how many individuals see our “Don’t” start smoking commercials. We will 
find out how effective our Facebook and Twitter pages are by how many friends 
and followers we have. We will hold three focus groups after our campaign with 
some of the individuals who competed in the “Don’t” start smoking poster/
slogan competition to see how effective our idea was.  In addition, we will go 
back to the two schools in each region we set up awareness booths and pass 
out surveys asking how informative our booth and information was. 

MARKETING   STRATEGY

problems and OPportunities
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Internet
 Immediate response, interactive. Highly selective 
targeting. Global. Fastest growing medium. 

           • Espn.com: $20,000 in Oklahoma, run-of-site  
 channel and NBA sites. 

 CPM is $12 for a total impression of 1,666,666 
million impressions on two channels of ESPN.com; 
run-of-site and the NBA channel specifically. (9) The 
impressions are targeted to only those computers in 
Oklahoma accessing the site. 
Total: $20,000

Promotions Media vehicles: “Thunder”
 
Newspapers 
Flexible, targeted audience, inexpensive. 
West
                   • Cameron University’s, The Collegian.
           • Northwestern Oklahoma State University’s, The  
 Northwestern News.
           • Panhandle State University’s, The Panhandle   
 News.
           • Southwestern Oklahoma State University’s, The  
 Southwestern.
           • University of Science and Arts’, The Trend.
EAST
           • Bacone College’s, The Baconian.
           • Carl Albert State College’s, The Viking Banner.
           • Conners State’s, The Collegian.
           • Northeastern State University’s, The     
 Northeastern.
           • Rogers State University’s, The Hillpost.
           • Tulsa Community College’s, The Connection.
           • University of Tulsa’s, The Collegian.

South central
           • East Central University’s, The Journal.
           • Murray State’s, The Murray State News.
           • Oklahoma City Community College’s, OCCC  
 Pioneer.
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Target audience

          • Primary: 18-24 Caucasian college students in  
 Oklahoma.

Recommendations for traditional methods of 
reaching TA:

Advertising: “Don’t” start smoking campaign

OUTDOOR BILLBOARD
 Low CPM(cost per thousand), local targeting, 
graphics in color. Simple messages, larger than life 
and repetitious. 
  
           • Norman- 100 showings for 4 weeks =$9,000   
 (17)
                 •27,000 students a year enrolled. 
           • Stillwater- 100 showings for 4 weeks=$5,400   
 (17)
                    • 23,500 students enrolled. 
           • Edmond-100 showings for 4 weeks= $9,600   
 (17)
                    •17,100 enrolled students. 

 Billboards will reach at least 135,200 people, 
if each student passes the billboard once a month.  
Total impressions are 472,626 if each person in each 
of the cities passes the billboard only once per month 
for both months. Advertising in these three markets 
allows us to reach a greater number of our target 
audience versus the smaller markets. Using the larger 
markets will spread the word of our campaign faster 
through buzz marketing. (Larger markets are the 
three schools where billboards will be advertising, a 
list of the smaller markets is located in the Newspaper 
section on page 3 of the Media plan.) 
Total=$48,000 for 8 weeks. 

TELEVISion
 Motion video with sound. A single message.   
Demonstration, and social dominance. 
           • Twenty 30-second spots ranging from $4,000-  
 $74,000 for a total of  $245,000.  

  The national channels use regional 
programming for 8 minutes per hour.  Major shows are 
Glee and Family Guy both on Fox, other shows include 
the Mike Gundy show and Bob Stoops show among 
other daytime commercials on ESPN and cable TV.  
Glee has a 13 rating nationally, using USA Today, as a 
reference, and using TV market households, equaling 
130,000 households in Oklahoma.

MEDIA
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 RADIO
 Targeted audience, simple message, mental 
imagery. 
           • Tulsa station’s 106.9, 104.5 and 92.1; The three  
 account for the bulk of radio listening in Tulsa.  
           • OKC station’s 98.9, 102.7, 101.9; are the three  
 accounting for the bulk of radio listening in   
 Oklahoma City. 
 Total= $15,180 (25)
 Using this medium, the captivated target 
audience, will only have to listen to the message, 
causing them to create a mental image of what we’re 
saying. 

Internet
 Immediate response, interactive. Highly  
 selective targeting. Global. Fastest-growing 
medium. 
           • $25,000 total cost per click format, for  
 510,160 people in Oklahoma 18-24. At  
 $1.05 cost per click maximum,   
 equals 23,808  targeted and    
interested advertisement clicks.  
           • More if the maximum per click isn’t reached.
       Using this medium, a high CPM but the 
promotion will be directed toward an   
actively interested target audience. 

SOCIAL MEdia
       Flexible, efficient, free, interactive, global,  
top 20  sites, fastest- growing medium.
             •Facebook fan page.
              • Daily fact on the effects of smoking.
             • Twitter Company page.
              • Daily fact on the effects of smoking.
     Using these media, the campaign will have 
a reaching effect on our target market who have  
Facebook and Twitter profiles. 
 
       

           • Seminole State College’s, Seminole State   
 College  Collegian. 
           • University of Oklahoma’s, The Oklahoma   
 Daily.

NORTH CENTRAL
           • Oklahoma State University’s, The    
 Daily O’Collegian. 
           • University of Central Oklahoma’s,    
 The VISTA. 
           • Northern Oklahoma College’s, The    
 Maverick. 
   Those schools that don’t have a newspaper 
will be reached through social media. 
Total=$20,000

MEdia Conclusions
Billboard

 • GRP 400 per market = total 1,200
 • Impressions= 472,626
Television

 • GRP 1,200
 • Impressions= 130,000
Internet

 • GRP 370
 •Impressions= 1,690,474 
Newspapers

 • GRP 370
 •Impressions= 230,000
Radio

 • GRP 120
 •Impressions= 52,000
Total

 •GRP- 3260
 • Impressions= 2,575,100



Media January February March April May June Cost
Television
Daytime (weeks) 1,2,4,5 1,2,4,5 1,2,4,5 1,2,4,5 $165,000
Primetime (week) 3 3 3 3 $80,000
Total 245,000

Internet
ESPN.com X X X X X X $20,000
Facebook.com X X X X X X $25,000
Nothundersmokes.com X X X X X X $40,012
Total $85,012

Public Relations
Radio X X X $15,180
Newspapers X X X X $20,000
Total $35,180

Radio
Drive time X X X $15,180
Total $15,180

Newspapers
Cameron U. X
NW Okla. St. U. X
Panhandle St. U. X
SW Okla. St. U. X
U. of Science and Arts X
Bacone College X
Carl Albert St. College X
Conners St. X
NE St. U. X
Rogers St. U. X
Tulsa Community College X
U. of Tulsa X
East Central U. X
Murray St. X
OKC Community College X
Seminole St. College X
U. of Okla. X
Okla. St. U. X
U. of Central Okla. X
Northern Okla. College X
Total $20,000

Outdoor (Billboard) X X X
Norman X X $9,000
Edmond X X $9,600
Stillwater X X $5,400
Total $24,000
TOTAL $409,19212
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L O G O

 Our creative strategy involves the usage of bright colors, engaging 
graphics and bold music. With more than a quarter of our surveyed 
population stating they found current anti-smoking campaigns to be 
redundant, we went with a different approach.  Instead of focusing on 
the long-term effects of smoking, we are going to demonstrate how 
unattractive and inconvenient being a smoker is on a day-to-day basis. 
During our focus group, members expressed they were not concerned 
of dying from lung cancer or other negative effects of smoking because 
they were too young. Demonstrating the short-term effects smoking 
can negatively have on your body will leave a more lasting impression. 
The types of graphics we are employing are popular among our 
target audience as seen in many music videos. These graphics will 
help embed the idea that smoking is harmful to your body and social 
perception, even at a young age.

CREATIVE STRATEGY

The Logo for the 
"Don't" start smoking 
campaign is the 
backbone of the 
entire creative 
strategy. We have 
a logo that is bold, 
blunt and graphically 
appealing. 
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A

NEWSPAPER 
PRINT AD # 1
11X17

PRINT

CREATIVE  EXECUTIONS

14

Sub + ract 
Addiction
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A

Oklahoma City
Thunder poster contest 
promotional 
newspaper ad.   11’’x17’’ THUNDER@DONT.COM

PRINT
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A

©

About

Smoking facts

Ads

Thunder poster contest

Entries

Previous Winners

Contact Us

SEARCH

INTERNET

Depiction of DONT.com

www.dontstart.com

16
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outdoor  Billboard

Billboard 2 -12'x 48'

Billboard 1 -12'x 48'

The bright colors on our billboard catch the eyes of our target audience.  The word 
"Don't" is easy to remember and the message is clear.

dont.com
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TV SPOTsoutdoor  Billboard

Billboard 3 -12'x 48'

18

We chose to have a second billboard not only to emphasize to the social smokers 

that smoking a few cigarettes can increase the risk of heart disease, but also it 

speaks to our non-smokers to not give in to the "social norms" of smoking. 



19

Open to club scene with couple dancing. 
the man is smoking.
SFX: MUSIC,GHOSTLAND 
OBSERVATORY DANCING ON MY 
GRAVE

MCU: Man smoking and drinking 
alcohol. 
SFX: MUSIC CONT.

SUPER: DON'T Logo
SFX: MUSIC CONT.

CU:  Man and woman look at 
eachother flirtatiously.
SFX: MUSIC CONTINUED

ES:  Man and woman dance 
passionately to the music.
SFX: MUSIC CONTINUED

SFX: MUSIC CONT. SFX: MUSIC CONT.

SFX: MUSIC CONT. SFX: MUSIC CONT. SFX: MUSIC CONT.

SUPER: For more info
SFX: MUSIC CONT.

SUPER: DONT.com
SFX: MUSIC CONT.

TV SPOTs
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scene opens to a box of cigarettes as one 
is being pulled out by our commercials 

main character..
SFX: MUSIC

( continuous shot of  scraggly man 
lighting a cigarette as the camera 
rotates around him. Ash forms on his 
bald head resmbling cigarette butts 

as the ash morphs into smoke.
SFX:  MUSIC, CONT.

as the man smokes the cigarette the 
smoke slowly becomes his hair, just as 

smoking becomes him.
SFX: MUSIC, CONT.

(suddenly the man gags and and 
throws up an ash tray followed by 
another object.)
SFX: MUSIC, CONT. 

(A giant cigarette quickly pops out 
of his mouth)
SFX: MUSIC, CONT. 

(the giant cigarette also has a mouth 
and also pops another smaller, 
yellow cigarette  out of its' mouth)
SFX: MUSIC, CONT. 

(the giant cigarette also has a mouth 
and also pops another smaller, 
cigarette  out of its' mouth)
SFX: MUSIC, CONT. 

(the giant cigarette also has a mouth 
and also pops another smaller, 
cigarette  out of its' mouth)
SFX: MUSIC, CONT. 

(the large yellow cigarette morphs 
into the man once again, shedding 
his body to give way to a smaller, 
less healthy looking blue man)
SFX: MUSIC, CONT. 
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(The man quickly "throws up two 
more bodies and the last  being 
coughs up the skull of the man. as 
the skin of the final man falls lifeless 
to the floor)
SFX: MUSIC, CONT. 

(out of the skin, crawls a deviant 
cigarette that is grinning 

insideously)
SFX: MUSIC, CONT. 

(Suddenly the "Don't" logo smashes 
and breaks the cigarette in half )

 SFX: MUSIC, CONT. 

(the logo flips over on its side and 
changes colors too a deep dark 
black.
 SFX: MUSIC FADES. 
ANNCR:  Sub + ract 
Addiction"DON'T"
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Marketing
Design
Media Ninja 

 
DON’T START CONTEST  THUNDER PR campaign
 30 second radio spot

 
SFX:      MUSIC AUDIO PRIMUS

 
ANNCR:   (Man with deep voice) Hey guys, let me tell you, the tobacco  
 companies are assholes! They’re a pack a rabid gooses with a hunger, 
and their only prescription is your addiction! That is why the Oklahoma Don’t 
Coalition, in partnership with the Oklahoma city Thunder have decided to 
crush the greasy mits of the tobacco companies. The Don’t Start Poster Design 
Competition will be held ongoing throughout 2010-2011 thunder basketball 
season. Contest winners will be given tickets prior to home games. And the 
winning anti-smoking posters will be displayed at each thunder game. For 
more info… go to DONT.COM. HAPPINESS ISNT INHALED.

SFX:         THUNDER MUSIC 
ANNCR:  Now I got a fever! 

SFX:         MUSIC FADE OUT

SPOT #2
.30

  
(30 sec. spot)

MUSIC:  Apes and Androids plays under the ANNCR. 
  
ANNCR: 

v

 
MUSIC: Music fades out at the end of spot. 
 

“(Man with deep voice) The tobacco 
companies are big bags of douche. They’re 
a pack of rabid moose’s with hunger, and 
their only prescription is your addiction. 
That’s why the Oklahoma Don’t Coalition, 
in partnership with the Oklahoma City 
Thunder have decide to crush the greasy 
mitts of the tobacco companies. The Don’t 
Start Poster Design Competition will be 
held ongoing throughout 2011-’11 Thunder 
basketball season. Contest winners will 
be given tickets prior to home games, and 
the winning anti-smoking posters will be 
displayed at each Thunder game. For more 
information go to don’t.com, and remember 

happiness isn’t inhaled. “
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Public Relations & 

sales promotions

 The results of our teams surveys, 
interviews and focus group indicate our 
target audience, 18 to 24-year-olds, enjoys 
attending sporting events the best out of 
any other events. We will lure our target 
audience to “Don’t” start smoking by 
offering them the opportunity to win free 
tickets to Thunder basketball games along 
with other promotions. We will set up 
“Don’t” start smoking awareness booths at 
different college campuses in Oklahoma 
during the months of January through 
April. There are about 31 different higher 
education institutes in Oklahoma. We are 
dividing these schools into four different 
regions, visiting two campuses in each 
region, to better reach all college campuses 
with our “Don’t” start smoking campaign. 

Creative Poster Contest

We will create a statewide contest among 
the 31 higher education institutes in 
Oklahoma. The theme of the contest will 
be who can make the most creative “Don’t” 
start smoking poster/slogan. We will raise 
awareness about the competition using 
Twitter, Facebook, college newspapers 
and word of mouth (buzz marketing). 
 • Jan. 10 set up Facebook page and 
start putting ads up for contest
 • $25,000 total cost per click form, 
for 510,160 people in Oklahoma 18-24 at 
$1.05 per click maximum price, equals 
23,808 advertisement clicks. More if the 
maximum price isn’t reached per click. 
 •  Update Facebook and Twitter 
every day with different facts about the 
short-term effects of smoking and benefits 
of not smoking.

 •  Send first tweet about “Don’t” start 
smoking poster/slogan competition to the West 
region Jan. 10, the East region Feb.7, the South 
Central region Feb. 14 and the North Central 
region March. 14 to win two free tickets to the 
Jan.30 (West region), Feb.27 (East region), 
March 11 (South Central region) and April 6 
(North Central region) Thunder games along 
with “A night in Bricktown” gift card. (36)
 • There will be one winner from each 
institute, who will receive two Thunder tickets to 
the selected game of his/her region, a night at the 
downtown Marriot hotel and a $50 American 
Express gift card. (2)
 • $30 for both tickets (19)
 • $175 per room in Marriot (22)
 • Students can compete alone or in   
 groups of two.
 • Posters must not exceed 2x3 ft.  
 • Students can upload the picture of the  
 poster/slogan to RoundHouse Creative's  
 website, Don't.com
 • West region no later than Jan. 24
 • East region no later than Feb. 21
 • South Central region no later than   
 March 3 
 • North Central region no later than   
 March 31

23



 The winner of each region will be announced 
on Facebook and Twitter. After we announce the 
winner for each region we will send the winner a 
confirmation number. The winner will print it off and 
present it at the ticket office the night of the game. 
 • East region will be announced Jan. 26
 • West region will be announced Feb. 23
 • South Central region will be announced   
 March 5
 • North Central region will be announced   
 April 2
 In addition to raising awareness about our 
“Don’t” start smoking campaign, we will also be 
gaining valuable and free incite to the visuals students 
believe will effect their peers and help prevent 
smoking.
 • Jan. 10 set up Twitter account 
 • Tweet one fact about the effects of short-
term smoking and benefits of not starting to smoke 
every day until last Thunder game April 6
 • No cost
 • Member of RoundHouse Creative will send 
a tweet out twice a day
Newspapers
We will advertise in college newspapers to raise 
awareness about the “don’t” poster/slogan contest as 
stated in the Media Plan. In doing this, we’re engaging 
our target audience and raising awareness among our 
audience to not start smoking. The total cost for the 
ads will be $20,000. The price is between $120 and 
$1,200 for a full page broken down per school in each 
of the four districts. 
 West region

 • Cameron University’s, The Collegian
 • Northwestern Oklahoma State    
University’s, The Northwestern News
 • Panhandle State University’s, The    
Panhandle News

 • Southwestern Oklahoma State    
 University’s, The Southwestern 
 • University of Science and Arts’, The Trend
 East region 

 • Bacone College’s, The Baconian
 • Carl Albert State College’s, The Viking   
   Banner
 • Conners State’s, The Collegian
 • Northeastern State University's, The   
 Northeastern
 • Rogers State University’s, The Hillpost
 • Tulsa Community College’s, The Connection
 • University of Tulsa’s, The Collegian
 South Central region

 • East Central University’s, The Journal
 • Murray State’s, The Murray State News
 • Oklahoma City Community College’s,   
 OCCC Pioneer
 • Seminole State College’s, Seminole State   
 College Collegian
 • University of Oklahoma’s, The Oklahoma   
 Daily
 North Central region

 • Oklahoma State University’s, The Daily   
 O’Collegian
 • University of Central Oklahoma’s, The VISTA
 • Northern Oklahoma College’s, The Maverick
 
 Internet

 We will create a don’t.com website to promote 
our campaign and raise awareness of the benefits of not 
smoking as stated in our Media Plan. 
Radio

 Drive time to school is the best time to catch a 
student without anything else to do.  Using radio will help 
simplify the message to winning the poster/slogan contest. 
We will use the top three radio stations in Oklahoma City 
and Tulsa as stated in the Media Plan.

Promotions

 Awareness/Information Booths at College 

Campuses

 In addition to the contest, we will also set up 
awareness booths at colleges in the West, East, South 
Central and North Central regions two weeks before the 
scheduled Thunder game. We will have a 33” x 81” banner 
stand with our “Don’t” start smoking campaign creative 
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graphic. (33) We will give away our campaign t-shirts, 
koozies, cups and fliers containing bullet pointed facts 
about the effects of short-term smoking. 
 West

 • Northwestern Oklahoma State University
 • University of Science and Arts
 East

 • Northeastern State University
 • University of Tulsa
 South Central

 • Murray State University
 • University of Oklahoma
 North Central

 • Oklahoma State University
 • Langston University

 Two members of Roundhouse Creative will 
be at the booth located in the Student Union of each 
school we visit from 11 a.m. to 2 p.m. 
 • $200.00 to set up booth on each campuses
 • Total for all four regions is $1,600 

 • $160 for gas there and back for each region
 • Total gas price will be $640
 • Giving away 500 T-shirts to each region 
 • $2,900 (15)
 • Giving away 500 koozies to each region
 • $460 (11)
 • Giving away 4,000 cups with Thunder flier     
 and short term effects of smoking flier inside  
 the cup to each region
 • $5,280 for cups and short term effects of   
 smoking fliers (32)
 • Thunder fliers are free
 • At the bottom of the short-term effects   
 fact sheet we will have our website along with  
 our Facebook and Twitter account names.

 In addition we will be selling Thunder tickets 
for $15 at the booth. One will receive a free campaign 
shirt and a koozie with the purchase of the discounted 
Thunder ticket.
 
 • Buying the ticket from us will save the   
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 student $17 per ticket. (19)
 • Selling the tickets at $15 will put $29,000   
 back into the organizational fund.

Awareness/Information Booth at Thunder 

games

 Roundhouse Creative will set up an awareness 
booth at the following Thunder games
 • Sunday, Jan. 30, vs. Miami 12 p.m.
 • Sunday, Feb. 27, vs. LA Lakers 1:30 p.m.  
 • Friday, March 11, vs. Detroit 7 p.m. 
 • Wednesday, April 6, vs. LA Clippers 7 p.m. 

  We will have a booth set up before the game 
distributing cups containing fliers. The booth and 
advertisement space are among the many amenities 

given to us by the Thunder offices. 
 • Two 4x10 banners will be placed 
on either side of the side paneling of the 
arena with our creative “Don’t” ads to  
raise awareness about our campaign.
 • For one 4x10 banner it will cost 
$120 (33)
 • Total cost for both banners will 
be $240
 • Two Roundhouse Creative team 
members will be at the booths during 
each game.
 • Two members will arrive an 
hour before the scheduled game time to 
set up the awareness  booth.
         • The two members will give away 
the cups and fliers until the game begins. 
       • Thunder gives us the booth space 
for free
 • 4,000 cups and fliers
 • $1,320

©

©

©

public relations
tent

DON'T 
KOOZIE for PR
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Promotion Products Quantity Cost 

per Item
T o t a l 

Cost
T-Shirt, Hanes 50/50 2000 $5.51 $11,020
Koozie, Folding 2000 $.92 $1840
OKC Thunder Tickets 2000 $23 $46,000
Booth set up on campus 8 $200 $1,600
Hotel Rooms 4 $175 $700
American Express Gift Card 4 $54.64 $218.56
22 oz. Fluted Stadium Cups 20,000 $.33 $6,600
Shipping Costs of cups 20,000 $.01 $200
Flyers 20,000 $5.1
Banners 2 $120 $240
Banner Stand 33x81 1 $350 $350
Gas 4 regions $160 $640
Total $69,414

 Using a nonpartisan Oklahoma sports 
team in our efforts will help us reach out and 
unite the largest number of people in our target 
audience. With this promotion we will use the 
popularity of the Thunder games to gain exposure 
to our target audience members not attending an 
Oklahoma higher education institute. 
 The following is a list of Oklahoma 
Schools separated into four regions. We plan on 
visiting two from each region to raise awareness 
and promote our “Don’t” smoking campaign. We 
will visit larger Universities and some smaller 
schools. To give the campaign a presence across 
Oklahoma a few smaller schools were chosen 
out of each region by location according to an 
Oklahoma map. 
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West

1) Cameron University (Duncan) 
2) Cameron University (Lawton)
3) Northwestern Oklahoma State  
    University 
4) Panhandle State University 
5) Redlands Community College 
6) Southwestern Oklahoma State  
    University 
7) University of Science and Arts 
8) Western Oklahoma State College
East 

1) Bacone College 
2) Carl Albert State College
3) Connors State University
4) Northeastern State University
5) Oklahoma State University (Tulsa) 
6) Rogers State University 
7) Tulsa Community College 
8) University of Tulsa
South Central 

1) East Central University
2) Murray State University
3) Oklahoma City Community  
     College
4) Seminole State College
5) Oklahoma State University (OKC)
6) University of Oklahoma
North Central 

1) University of Oklahoma Health  
     Sciences 
2) Oklahoma State University 
3) University of Central Oklahoma 
4) Langston University 
5) Northern Oklahoma College 
(Stillwater)



Billboards- $48,000

Television- $245,000

Internet- $45,000

Contingency- $ 57,604

Newspaper- $ 20,000

Radio- $15,180

PR- $69,414

•Television
•Public Relations
•Contingency
•Billboards
•Internet
•Newspaper
•Radio

BUDGET wrap up
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Newspaper- $ 20,000

Radio- $15,180

PR- $69,414

wrap up

Why we should be chosen
 

 RoundHouse Creative is built upon 
relationships with our clients. Through our campaign 
we have shown how we’re going to accomplish the 
objectives. You should choose us because we are 
dedicated to building and maintaining relationships 
with our clients. We want you to know that if you ever 
have a question, we are here for you. We want to be 
your creative team for years, not a few months. We 
are dedicated to work for you on future campaigns as 
diligently as we did for this one. We plan to show our 
integrity as a company and as individuals.

 
 RoundHouse Creative will use 
media and word-of-mouth to raise 
awareness about the dangers of smoking 
and the effects each cigarette has on the 
body. With this method RoundHouse 
Creative will increase the number 
of committed non-smokers in our 
target market, increase awareness of 
manipulation tactics and increase support 
for legislation combating the tobacco 
industry.
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 RoundHouse Creative would like to 
thank TSET for the opportunity to  represent  
your organization in the fight against tobacco 
in Oklahoma. Thank you to the hundreds of 
participants in our surveys and the members 
of our focus group for the information they 
provided us. Finally, a special thanks to Mr. 
Kelsey for suggesting Roundhouse Creative 
as a  candidate to TSET and for answering all 

inquiries about the organization.

Appreciation
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