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INTRODUCTION

Reynolds Hammack: 
Research/Creative/Manager

Jenna Bethany:
Creative/Copywriter/Scribe

Kristen McDonlad: Promotions

Joshua Coffman:
Public Relations

Phyllis McLemore:
Production

 Elite Communication’s goal is your success. Through 
research and creativity we have designed a campaign to 
prevent smoking throughout Oklahoma. The Oklahoma 
Tobacco Settlement Endowment Trust can put full 
confidence in our agency’s ability to deliver this message to 
the target audience. 
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CLIENT/ISSUE
	 	In	1967	the	Federal	Communications	Commission	required	a	“balance”	between	
anti-smoking	and	cigarette	advertisements.	The	subsequent	anti-smoking	advertisements	
that	aired	between	1967	and	1970	reduced	smoking	among	adolescents,	particularly	
during	the	first	year	of	the	messages.

	 For	years	anti-tobacco	campaigns	have	tweaked	their	advertisements	to	fit	
the	changing	lifestyles	of	their	target	markets.	Today’s	young	adults	are	much	more	
concerned	with	living	in	the	moment	and	thinking	for	themselves	than	their	counterparts	
of	the	past.	This	attitude	is	evident	in	recent	anti-tobacco	campaigns,	in	which	viewers	
are	required	to	interpret	the	information	themselves,	such	as	in	the	TRUTH	campaign.

In	Florida,	the	TRUTH	
campaign,	which	used	death	
rates	and	medical	effects	
of	smoking	to	inform	the	
target,	led	to	a	decrease	in	
teenage	smoking	from	18.5	
to	8.9	percent	in	just	thirty	
days.

	 Tobacco	kills	more	Oklahomans	each	year	than	the	combination	of	AIDS,	alcohol,	
suicides,	murders,	illegal	drugs	and	auto	accidents,	making	tobacco	Oklahoma’s	leading	
cause	of	preventable	death.	In	response	to	this	data,	a	group	of	concerned	citizens	
formed	the	Oklahoma	Tobacco	Control	Group	and	united	with	the	Oklahoma	Department	
of	Health	in	using	funds	from	the	Oklahoma	Tobacco	Settlement	Endowment	Trust	to	
curb	this	tobacco	scourge.
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CLIENT/ISSUE
	 Despite	the	many	factors	enticing	men	and	women	to	smoke,	there	are	many	
opportunities	in	the	anti-smoking	movement.	Today	anti-smoking	campaigns	use	
multiple	approaches	to	capture	the	audience’s	attention	like	the	Shards	O’	Glass	
campaign,	which	hyperbolizes	tobacco	commercials	to	point	out	their	ridiculous	nature.

	 The	American	Lung	Association	
estimates	that	each	day	1,100	kids	
“become	regular,	daily	smokers	and	
between	one	third	and	one	half	will	
eventually	die	as	a	result	of	their	
addiction.”	

	 According	to	the	state	of	Oklahoma,	Oklahoma	TSET	was	formed	in	2000	after	a	
statewide	election	changed	the	state	constitution	to	allow	tobacco	company	settlement	
funds	to	pay	for	“programs,	services,	and	research	to	help	prevent	and	reduce	tobacco	
use	and	tobacco-related	diseases.”	
	 Oklahoma’s	“Tobacco	Stops	with	Me”	campaign	is	one	of	the	coalition’s	efforts	to	
stop	what	amounts	to	a	classroom	full	of	Oklahoma	children	getting	hooked	on	tobacco	
each	day.	
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COMPETITION
Sex Education
	 Sex	education	is	a	prevalent	issue	for	the	target	market.	
Sex	education	proponents	use	television,	radio	and	magazine	
advertisements	to	send	their	message	to	18	to	24	year	olds.	
	 In	Oklahoma,	31.1	percent	of	unwanted	pregnancies	are	
to	18	to	24	year	old	women.	This	data	shows	sex	education	
is	likely	to	be	an	important	topic	to	our	target	audience.	Sex	
education’s	importance	to	our	target	market	could	distract	them	
from	anti-smoking	messages.

Texting While Driving
	 The	No	Phone	Zone	campaign	has	
become	an	extremely	well	known	public	
service	announcement.	Celebrities,	
namely	Oprah,	use	their	influence	to	
spread	the	No	Phone	Zone	message	on	
television,	in	magazines	and	through	
social	media	networks.	

Alcohol
	 Drinking	alcohol	is	a	normal	part	of	life	for	most	18	to	24	year	
olds.	Anti-alcohol	campaigns,	such	as	Above	the	Influence,	primarily	use	
television	commercials	to	deter	teenagers	from	beginning	to	smoke.	The	
commercials	highlight	the	negative	consequences	effects	of	drinking	
underage.
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TARGET
Primary Target – 18 to 24 year old Oklahomans 

•  24.7 percent of Oklahomans smoke, compared to the national average of 18.3 percent. 
•  Approximately 28 percent of 18 to 24 year old Oklahomans smoke.

Secondary Target – 21 to 24 year old male Oklahomans

• College men are more likely to smoke than college women
• Men are known to smoke more in social sitations such as in a bar

Men

Women
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TARGET
In Stillwater, Edmond and Norman our target audiences:

• Attend college football games

• Are online gamers

• Read Rolling Stone, Spin 
and Maxim

• Watch MTV, VH1, Family Guy, The 
Office and South Park
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RESEARCH
Initial Thoughts and Planning

	 When	Elite Communications	began	planning	for	the	campaign,	we	all	came	to	a	
consensus	on	a	few	hypotheses	about	smokers	18-24	that	we	thought	we	could	center	
our	campaign	around.	

•	 People	begin	smoking	socially	not	intending	to	develop	a	habit.
•	 Most	young	smokers	say	they	only	“smoke	when	they	drink.”

	 All	of	us	have	heard	the	phrase	“I	only	smoke	when	I	drink.”	It	is	a	phrase	that	
gets	thrown	out	at	bars,	parties	and	tailgates.	With	our	research	we	were	searching	for	
proof	of	a	link	between	smoking	and	drinking.

Primary Research
•	 Surveys
•	 Focus	Groups
•	 Interview

Secondary Research
•	 Internet	Search	Engines
•	 Journal	Articles
•	 Past	Tobacco	Campaigns
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RESEARCH: surveys
Surveys
	 Elite conducted surveys to gather quantitative data about the smoking habits of 
men and women 18-24 and the use of alcohol in conjunction with smoking. 
• 108 surveys were given out at fraternities, sororities and in two classes on September 

20, 2010. 

• 46 men, 62 women responded

Questions	and	top	answers
• Do you smoke when you drink? Among those who smoked all admitted they did 

while they drink
• How many cigarettes do you smoke a week? “I do not smoke” was top answer 

followed by “1-5.”
• If your best friend asked you to smoke in a social situation, would you say yes?   

“No” was the top answer.
• What do you see as a socially acceptable place to smoke a cigarette? “The bars”  

was the top answer followed by “at home with friends.”
• Do you have family members that smoke? “No” was the top answer but among  

those who smoke “Yes” was more predominant. 
• What ads in the media are most memorable to you? “Serious” was top answer 

followed closely by “Comedic.”
• What is one anti-tobacco commercial that sticks out in your memory?              

“Shards-O-Glass” was first followed by “The Truth Campaign”  
• Have you ever smoked a cigarette? (see pie charts)

Women	21	and	Up

Men	21	and	Up
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RESEARCH: groups/interview
Focus Groups
 Elite conducted a focus group of 13 people age 18-24 to gather qualitative re-
search on September 19, 2010 in the Theta House. We filmed the focus group and we 
were successful in creating a dynamic discussion that was guided by our questions. The 
focus group began with the same questions from our surveys and expanded from there 
some notable answers included: 
• A 22-year-old male who claimed going to the bars had made him a habitual smoker. 

What had once been a social habit had turned into an everyday need for him.
• The same male explained that even though he smoked habitually, he would discour-

age his friends or little brother from smoking.
• A 21-year-old female claimed she never smoked until she came to college and was 

extremely intoxicated one night.
• Several members claiming that peers smoking in high school were frowned upon but 

in college it was more accepted.
• A consensus that were someone smoked made a difference in how they judged the 

person. Smoking at bars or parties was seen as acceptable. When they witnessed 
young men and women smoking on campus it was seen as an addiction.

Results:
• Reinforced and expanded our survey results
• Bars are too smokey
• Social smoking is common among their peers

Interview

 After we had gathered our surveys and conducted our focus group we felt that an 
interview with an expert was needed. Elite conducted a phone interview with Bill Blatt, 
Director of Tobacco Programs at the American Lung Association in Washington D.C. 
Results: Blatt provided us with some expert testimony and further proof that our hy-
potheses were correct based on research the American Lung Association receives from 
federal reports and university research. 

• 80 percent of smokers 18-24 are social smokers
• 90 percent don’t see themselves as addicted
• 18-24 is a nitch group and not much is known about what would be effective in  

preventing them from smoking
• Ads should be about peers who look like them not flashy or fake people 
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RESEARCH CONCLUSIONS
•	 Our	main	focus	is	on	males	21-24	years	old.
•	 We	are	focusing	media	in	nontraditional	areas,	such	as	in	bars,	to	contact	the	large	

group	of	“social	smokers.”
•	 The	largest	groups	that	said	they	smoke	say	they	only	do	on	occasion	and	mostly	in	

social	situations.
•	 More	men	than	women	are	known	to	smoke	on	occasion.
•	 Even	smokers	say	that	the	bars	are	too	smokey	and	do	not	enjoy	them.
•	 Our	target	is	most	effected	by	serious	messages	focusing	on	what	health	effects	they	

will	suffer	if	they	begin	to	smoke.
•	 Due	to	the	concern	of	outer	appearance,	we	will	visually	show	the	effects	of	smoking	

in	our	media.
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SWOT
Strengths
•	 Past	anti-smoking	campaigns	have	shown	success.
•	 Men	and	women	18-24	are	highly	influenced	by	those	around	them.
•	 Men	and	women	18-24	are	easily	persuaded.
•	 Men	and	women	18-24	are	engulfed	in	media	on	a	daily	basis.

Weaknesses
•	 Many	anti-tobacco	campaigns	are	unoriginal	and	therefore	ignored.
•	 Smoking	is	generally	accepted	in	society	and	people	are	becoming	desensitized	

to	its	effects.
•	 There	have	been	newly	found	“benefits”	of	smoking,	such	as	weight	loss	or	an	

increased	buzz	while	drinking	alcohol.

Opportunites
•	 Men	and	women	18-24	are	rarely	selected	out	of	the	population	to	be	

pinpointed	for	anti-tobacco	advertising.
•	 There	is	more	media	available	now	than	ever	before.
•	 Nontraditional	media	is	becoming	more	creative	and	therefore	has	an	increasing	

reach.

Threats
•	 Outside	campaigns	pulling	for	attention,	such	as	texting	while	driving
•	 Availabilty	of	cigarettes	in	social	situations
•	 Invincible	attitudes	among	target	audience
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Media Strategy
The primary target audience of our campaign is adult Oklahomans, ages 18-24. We are using 
various forms of media to reach our target audience, however, all executions feature the same 
theme: “All For One... One Cigarette, One Lifetime Of Addiction.” Our entire campaign is in black 
and white with occassional splashes of red for added impact, and colored images to depict the 
future. These colors are unique and visually captivating. 

Our media plan:
• Gives 8,070,000 impressions over 

six months.
• Uses unique media to capture the 

attention of the target
• Reaches 18 to 24-year-old Oklaho-

mans
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Media Strategy
Traditional: Magazine / Newspaper

So6ix, a magazine focused on Oklahoma’s young adults, is distributed at more than 1,000 places 
in Oklahoma. The magazine reaches at least 100,000 young adults in Oklahoma per month. 
By placing one 4-color, full page ad and one 4-color back cover advertisements in So6ix each 
month, the magazine advertisements creates at least 1,200,000 impressions on our target by 
the end of our campaign.

University of Oklahoma’s Oklahoma Daily and Oklahoma State University’s Daily O’Collegian 
reach more than 15,000 college students combined daily. Using color inserts in collabortation 
with our full page, 4-color advertisements and public relations events increases the exposure of 
our message to our target audience and captures their attention. 
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Media Strategy
Traditional: Outdoor / Cinema

One billboard’s four week flight reaches 876,000 Oklahomans. After four months, our billboard 
creates 3,504,000 impressions and 400 gross rating points. Despite the large number of 
impressions, our billboard’s cost per thousand is only $2.15. 

Playing our 30-second cinema commercials in Stillwater, Norman and Oklahoma increases 
the primary and secondary targets’ exposure to our message. Movie-goers cannot change the 
channel to avoid commercials, so they cannot avoid seeing our advertisements. Our cinema 
advertisements reach 2,016,000 viewers through 92,400 showings. 
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Media Strategy
Non-traditional: Internet

Our campaign utilizes Facebook and Twitter, two completely free social media outlets, to 
directly reach thousands of our target audience. Using social media gives our target audience 
the means to seek out our campaign as well. In 2010, Facebook was the second most visited 
website, behind Google. Thirty-five percent of Facebook users in Oklahoma are 18 to  
24-year-olds, which is the largest segment from Oklahoma. 
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Media Strategy
Non-traditional: Bar Posters and Napkins

Hanging posters on walls, bathrooms and bulletin boards in bars catches our target audience’s 
attention because it is a location that bar-goers traditionally seek out information from. Using 
our print advertisements as posters will reinforce our message because our target audience 
sees them in multiple locations for long periods of time. 
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CREATIVE
Magazines

Through our creative execution, our magazines will be visually engaging and highly memorable. 
Full page black, white and red advertisements with powerful, colored images will attract and 
keep the reader’s interest. The self-explanatory images automatically resonate with the reader, 
and short, to-the-point copy will encourage the reader to read all of the copy. 
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CREATIVE
Newspaper

Advertising in college newspapers is effective because 63 percent of our target audience is 
college students. Full page color advertisements in newspapers are eye-catching, and our 
graphics can stand out from other advertisements in the newspapers. For added consistency, 
the same graphics are used throughout all of our print material. Using half-page newspaper 
insterts also gets the attention of the reader as he opens the magazine and doubles as a  
leave-behind that the reader can save.

www.facebook.com/all_for_one
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CREATIVE
Outdoor

Outdoor advertising’s reach and clarity of message makes it a a viable medium to 
communicate with our target. Through images of elderly cancer patients,  we reiterate our big 
idea that our target could be addicted to smoking well into old age from just one cigarette. Our 
target audience can see our message in multiple locations by using 14-panel rotary boards for 
four months.

21



CREATIVE
Cinema

Movies are popular with all age groups, but young adults particulary love going to the movie 
theater. Cinema advertising is a smart alternative to telelvision advertising because the target 
audience cannot change the channel from your commercial, which makes them a more engaged 
audience from the first second of the advertisement. The visual elements of our campaign are 
particularly striking, which is ideal for an on-screen medium. In thirty seconds we demonstrate 
to the target audience how one cigarette at the bar can turn in a lifetime addiction, keeping with 
our big idea. 

Good looking young man at the 
bar with a drink and a cigarette

Dissolve to same man. He 
is now driving and smoking

Dissolve to same man, a little older. 
He is smoking with his child by his 
side

Dissolve to next shot. The man has 
aged quite a bit. He is smoking by 
himself

Dissolve to the last still shot. This 
is at his funeral. His casket is being 
carried

Audio: ‘I am the Walrus’ by Bono
Playing throughout

All For One
Find us on Facebook
www.facebook.com

/all_for_one
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CREATIVE
Internet

Young adults are apart of the most technologically-savvy age groups in the world. We 
connect with our target through Facebook and Twitter pages. The young man from our print 
advertisements is the user of the Facebook and Twitter pages. The pages list facts conveyed 
through our campaign and snapshots of what happens to a smoker’s body as they age. These 
are two completely free media through which to get our message across.
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CREATIVE
Bar Posters

Because our seconary target audience spends weekend nights at bars, we will use our magazine 
advertisements as posters to hang in popular bars in Stillwater, Norman and Oklahoma City. 
These posters will remind our audience of the risks associated with smoking at the same 
location they likely would decide to smoke. Posters can last for years indoors, so the target will 
see our posters for long periods of time. 
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CREATIVE
Napkins

Drinks from a bar are always accompanied with a napkin. Although these napkins are usually 
white and plain, we creatively use them as advertisements. Because our focus for our  
secondary target is to prevent “social smokers” from becoming everyday smokers, the napkins 
feature the slogan, “All For One... One Cigarette, One Lifetime Addiction” and a link to our 
Facebook page. This is such a unique and specific way to advertise that it’s sure to catch the eye 
of our target audience. 

Hold A Drink, Not A Cigarette
 

All For One... One Cigarette,  
One Lifetime Addiction

www.facebook.com/all_for_one
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PUBLIC RELATIONS
All for One: Each Second Counts
	
	 This	iPad	giveaway	takes	place	during	halftime	at	six	NCAA	basketball	games:
	
	 Jan.	8		 	 Oklahoma	State	University	 vs.	 Kansas	State
	 Jan.	18	 	 University	of	Oklahoma	 	 vs.	 Texas	Tech
	 Feb.	15	 	 Oklahoma	State	University	 vs.	 Oklahoma
	 Feb.	16	 	 University	of	Oklahoma	 	 vs.		 Nebraska
	 Feb.	26	 	 Oklahoma	State	University	 vs.	 Texas	Tech
	 Mar.	5	 	 University	of	Oklahoma	 	 vs.	 Oklahoma	State	

	 Rules:	
	
	 1.	 Emcee	calls	two	numbers	drawn	at	random.
	 2.	 Occupants	of	those	seats	go	on	the	court	and	engage	for	three	minutes	in							
	 	 different	physical	activities	assigned	by	the	emcee.	For	example	one	might	run		
	 	 laps	around	the	court	as	the	other	jumps	rope.
	 3.	 The	crowd	participates	by	enjoying	fun	music	and	cheering	on	the	
	 	 contestants.	
	 4.	 After	both	participants	finish,	the	emcee	explains	how	these	tasks	affect	some	
	 	 one	who	smokes	as	opposed	to	someone	who	does	not,	using	scientific	
	 	 evidence.	
	 5.	 Both	participants	receive	iPads.	
	
	 											Awarding	two	iPads	per	game	for	six	games	costs	about	$6,000,	which	averages		
	 to	less	than	10	cents	per	person	reached.	The	average	attendance	for	OSU	games	last		
	 season	was	11,585	people,	while	the	attendance	for	OU	games	was	10,650.	Officials		
	 estimate	more	than	50	percent	of	attendees	are	students,	which	means	the	majority		
	 of	the	audience	is	our	target.	
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PUBLIC RELATIONS
   Hold a drink, not a cigarette…All for One
	 	
	 	

    All for One, One for None
	 	
	 	 This	pledge	recruitment	and	iPad	giveaway	takes	place	Monday	through									
	 Thursday,	10	a.m.	-	3	p.m.	on	the	Oklahoma	State	University	campus	during	the	first		
	 week	of	April	and	on	the	University	of	Oklahoma	campus	during	the	second	week	of		
	 April.
	 	 Eight	27”	x	18”	real-estate-type	signs	that	resemble	our	magazine	and		 	
	 newspaper	ads	in	color	and	design	are	placed	in	a	row	on	the	grass	in	high	traffic	areas.
	 	 Nearby,	a	table	sits	with	an	Elite	Communications	representative	and	volunteers		
	 from	our	sponsoring	student	organization,	who	recruit	students	to	sign	a	nonsmoking		
	 pledge.	Students	signing	the	pledge	not	to	smoke	are	eligible	to	win	an	iPad.	One	will		
	 be	given	away	on	each	campus.
	 	 Some	students	may	sign	the	pledge	to	qualify	for	the	iPad	without	intending	to		
	 follow	through	on	their	pledges,	but	it’s	worth	the	risk	because	the	iPad	is	more	likely		
	 to	draw	students	and	media	to	our	display	than	the	display	alone,	allowing	us	to	meet		
	 two	goals:	
	
	 •	 To	reach	the	target	audience	one-on-one	in	a	personal	approach	to	provide			
	 	 information	and	to	recruit	for	pledges	not	to	smoke.
	 •	 To	receive	free	media	coverage	in	the	universities’	papers	and	on	their	radio	and		
	 	 television	stations	before	and	after	the	event.

	 	 The	cost	for	the	“All	for	One,	One	for	None”	campaign	is	$1,354,	which	includes		
	 the	signs,	two	iPads	and	100	pledge	forms	for	gathering	4,000	signatures.

	 Multi-colored	koozies	with	white	text	
support	our	theme	and	emphasize	the	logo,	
reinforcing	the	message	with	the	imprint	“Hold	
a	drink,	not	a	cigarette….All	for	One.”	At	29	cents	
each,	koozies	cost	$1,800	for	6,000	—	1,000	going	
to	spectators	at	each	of	the	six	games	mentioned	
earlier.	Cheerleaders	and	mascots	toss	koozies	
into	the	student	seating	areas,	ensuring	the	
primary	target	is	reached	effectively.
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PUBLIC RELATIONS
Public Relations Value: 

All for One: Each Second Counts

  Media advisories sent to school and city media draw attention to the iPad give 
 away and its purpose before the games. Broadcasters at the game remind viewers and  
 listeners to stay tuned during half-time for the big event. After the event, media   
 announce iPad winners.
  
 The public relations value of free media exposure is more than $9,000.

  
Event Type Coverage Amount of coverage Value

Pre-OSU game O’Colly story based on press release about 
importance of not smoking and announcing 
FREE iPad giveaway at three upcoming 
games

10 column inches @ 
$8.10 pci

$81

1st OSU game O’Colly coverage of event as a news story 
with photo and announcement of iPad 
winners

18 column inches @ 
$8.10 pci

$145

Television news coverage Two 30-second stories $1250

O’Colly Web story and video 1 ½ minute video about 
campaign and contest

$100

Tulsa World news coverage
Daily Oklahoman news coverage

18 column inches @ 
$130 pci 
18 column inches @ 
$112.02

$2,340 
$2,016

2nd OSU game O’Colly news coverage with iPad winners 6 column inches @ 
$8.10 pci

$49

3rd OSU game O’Colly blurb of iPad winners 3 column inches @ 
$8.10 pci

$24

OSU Total $6,005
Value with One and 
one-half rule

$9,008
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PUBLIC RELATIONS
Hold a drink, not a cigarette…All for One

	 	 The	perceived	value	of	the	koozies	and	their	subsequent	goodwill	for	6,000			 	
	 basketball	fans	is	$5	each,	or	$30,000	total.

All for One, One for None

	 	 Pre-campaign	press	releases	emphasize	the	chance	to	win	an	iPad	by	visiting	the		 	
	 display	and	signing	a	pledge.

	 	 During	the	event,	the	Elite	representative	takes	photos	and	video	of	the	display		 	
	 and	iPad	winners	to	send	to	college	media	for	use	in	print,	on	websites	and	on	campus		 	
	 television	during	the	post-campaign.	The	media	reports	the	number	of	pledges	obtained			
	 during	the	campaign	and	tells	the	importance	of	not	smoking.	

	 	 According	to	university	representatives	on	both	campuses,	permission	for	the		 	
	 display	will	be	given	to	any	group	that	has	an	on-campus	organization	to	sign	the		 	 	
	 application.	 The	value	of	FREE	exposure	is	more	than	$3,389.

Event Type Coverage Amount of Coverage Value
OSU campus event O’Colly news coverage and 

photo
16 column inches @ 
$8.10 pci

$130

O’Colly follow-up story with 
total pledge numbers and iPad 
winners

6 column inches @ $8.10 
pci

$49

Television story based on video 
news release and b-roll

45-second story $750

One-on-one contact with target 
audience

>10,000 views Invaluable

OSU Total $929
Value	with	One	and	one-
half	rule

$1,394

OU campus event Oklahoma Daily news coverage 
and photo

16 column inches @ $15 
pci

$240

Oklahoma Daily follow-up story 
with total pledge numbers and 
iPad winners

6 column inches @ $15 
pci

$90

Television story based on video 
news release and b-roll

45-second story $1,000

One-on-one contact with target 
audience

>10,000 views Invaluable

OU Total $1,330
Value	with	One	and	one-
half	rule

$1,995

Combined Total 
Value

>$3,389
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WRAP UP
Why choose Elite?
	 Through	creative	concepts,	research	and	hard	work,	Elite Communications	has	
designed	the	perfect	campaign	to	prevent	male	and	female	Oklahomans	age	18-24	
from	smoking.	
	
	 Research	proves	that	we	have	designed	the	most	effective	plan.	We	conducted	
focus	groups	along	with	surveys	to	be	sure	we	are	meeting	the	needs	of	the	target	au-
dience.	After	discovering	our	audience’s	needs,	we	met	them	with	tailored	design	and	
events.	

	 Six	months	following	the	campaign	we	will	conduct	follow	up	research	to	be	sure	
we	met	your	needs.	Through	surveys	and	focus	groups	conducted	the	same	way	as	
before,	we	will	track	the	success	that	we	will	bring.

Appreciation
 Elite Communications	would	like	to	thank	TSET	for	the	opportunity	to	design	
an	anti-tobacco	campaign.	Without	your	help	and	support	we	would	not	be	able	to	
execute	this	campaign	to	the	best	of	our	ability.	
	 We	would	also	like	to	thank	the	businesses	throughout	Oklahoma	who	chose	to	
support	our	campaign	and	allowed	us	to	advertise	on	their	property.	Last,	but	not	least,	
we	owe	a	big	thank	you	to	Mr.	Bill	Blatt	for	lending	his	expertise	in	a	personal	interview.
	 We	are	greatly	appreciative	for	each	one	of	you	who	chose	to	take	the	time	to	
consider	our	campaign.	We	will	do	whatever	it	takes	bring	you	success.

EliteCommunications
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SOURCES
•	 www.social-marketing.org/success/cs=floridatruth.html
•	 www.lungusa.org
•	 www.cdc.gov/tobacco
•	 www.ok.gov/stopswithme
•	 Oklahoma	Heath	Department
•	 www.ncs.org
•	 www.prizm.com
•	 blog.hubspot.com/blog/tabid
•	 www.facebakers.com	
•	 www.movieadvertising.com
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