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The paper’s aim is to bring a new perspective on
gender perception of the messages developed in the
social marketing communication process and related
social changes induced to male/female individuals
through a specific message’s content.

Today’s public expectations, regarding business and
policy makers’ behavior, are to operate hand‐in‐hand
responsibly, to engage themselves actively in designing
a better “world” and to encourage individuals to change
their social behavior.

Understanding people and their needs make us more
efficient in designing public policies and nowadays we
are witnessing a growing number of examples where
businesses are supporting the delivery of public policy
meant to influence the consumers’ behavior.

The primary outcome of social marketing is to
change behaviors and not to make money,
but cost efficiencies cannot be neglected, meaning
the delivered message should hit the
targeted audience and of course it must lead to
social change. Most of the time, the
purpose of the advertising campaign is to induce a
desired behavior using a wide range of
persuasion tools.

Therefore, the need of a
well‐structured research in the field
of tobacco advertising came up
especially in terms of gaining
insights on young male/female
smokers and their perceptions,
attitude toward anti‐smoking
advertising campaigns and their
messages.

Advertising of tobacco products, as it is practiced in
Romania, is in some sense controversial, in terms of
messages, targeted audience and impact.

Young people (15‐30 years old) in Romania are a
consistent segment of smokers; policy makers are
interested to examine their behaviour as smokers,
associated diseases recurrence and how effective can
be an anti‐smoking marketing campaign.
Therefor, was conducted an online pilot survey, of a
predominately explorative nature, was conducted among
students (19‐25 years old cohort) in order to reveal gender
perceptions and incentives towards social behavior changes.

The purpose of our exploratory survey was to map the
young smokers behavioural patterns, their perception on
antismoking campaigns and their willingness to change
their attitude towards tobacco consumption, becoming
responsible consumers.
The main objectives were established in order to cover
all aspects of consumption as much as possible, to
determine the willingness to accept a change in their
smoking behaviour, to measure in which extent a certain
anti‐smoking
‐
ad can generate reactions, attitude’s change
or even acceptance of major change from smoker to
non‐smoker.

Our survey benefits of a structured questionnaire design
to collect data from a young population of respondents,
male and female students, regarding several aspects such
as: their smoking habits, perception of their social
positioning as smokers and their reactions at a specific
advert –used in a anti‐smoking social marketing
campaign.

First group of variables explore their habits : smoking
starting age, parents’ smoking behaviour, the main motives of
smoke starting
Second group of variables was developed around social
perception of smokers : how difficult smoking cessation can
be, social “benefits” of smoking habit, other people opinion on
male/female smokers, perception on the influence of tobacco
consumption on health’s status
Third set of variable were employed to register the
respondents’ reactions to a certain ad used in a controversial
ad, as text and image message supposed to change young
people attitude towards smoking and to generate a positive
behaviour .

The Survey Analytics was chosen as vehicle to create and
administrate the questionnaire online.
Looking at our data, 80% of respondents were smokers, but
none of them are coming from smoker’ parents, 33% of
respondents are below 20 years old, and 25% over 25 years
old, 65% female and 35% male respondents.

The limits of our exploratory study consist in using
online questionnaire that were avoided easily by a
large number of respondents from our target group
(second year students enrolled at Marketing Research
course) and we realize that a second wave is needed in
order to collect relevant number of responses in order
to enable us to explore the topic.

minary results

Preliminary results

25% of Respondents believe that smoking make
people more popular at parties, in their social group,
and 35% of respondents say that women smokers are
less attractive than male smokers.
Significant percentages 25% of female respondents
are convinced that smoking is a habit that make them
lose weight and 75% of total respondents are agree on
the fact that smoking is bad for the overall health
status of smokers and passive smokers.
The respondents perception toward a smoker is quite
drastic, 66,1% perceive smokers as irresponsible
individuals, and 23% of them think that such a person
is a loser.

The antismoking campaign used the picture of a
Romanian ”diva”, a non‐conformist
person as outdoor advert.

Difficult to ignore the almost naked female character,
large scale outdoor didn’t succeed to generate to
desired effect: change the smoking habit to a smoking
cessation. Most of our respondents didn’t catch the
message, were indifferent enough to think that advert
was for body care products or lingerie items and for
less than 21% of respondents their emotional reactions
were not powerful enough to generate a
change.

What do you think about the effects of the ad?

Respondents’ perception after they being exposed to this
advert

A second wave of the antismoking
campaign was released but the text
message was more explicit, the
character was dressed but the sexual
allusion was explicit.

In stead of.... Conclusions
With all his limits, our exploratory survey was
satisfactory enough to understand that
unethical advertising practices are employed in
social marketing campaign in Romania. Some of
them are organized with a huge amount of
money but still no evidence were produced in
order to quantify the real impact.

