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Introduction. Recently, the Italian Ministry of Health developed
a health prevention campaign against tobacco smoking entitled
“Ma che sei scemo? Il fumo fammale” (Are you stupid? Smoking
is bad). The aim of this study was to evaluate the diffusion of the
ministerial campaign by analyzing data from two web platforms,
Facebook and YouTube.

Method. The study evaluated the dissemination of the campaign
using the number of users reached, interactions and the interac-
tion index (interactions/users reached) on the web platform Face-
book and YouTube. A qualitative analysis of the text comments left
by the users was also carried out.

Introduction

Tobacco is responsible for the death of about six million
people every year and is the leading cause of preventable
diseases [1]. Nevertheless, tobacco use remains a
widespread and accepted behaviour and Italy records
among the highest smoking prevalence in Europe [2].
The Italian behavioural risk factor surveillance system
(PASSI) reported that 26% of the population aged
between 18 and 69 years were smokers between 2014
and 2017 [3]. Conversely the survey among young
people, Health Behaviour in School-aged Children
(HBSC), showed that 13.8% of 15-year-old boys and
13.3% of girls smoked every day in 2014 [4].

Smoking is a well-known preventable risk factor for
the development of many chronic diseases: cardio and
cerebrovascular diseases, chronic obstructive pulmonary
disease, osteoporosis, and many cancer types as lung,
trachea, bronchi, larynx, oral cavity and esophagus [5].
Smoking during pregnancy increases the risk of having
underweight babies, premature births, and sudden infant
deaths. Second-hand smoke is also very dangerous
especially for children, pregnant women and elderly
people.

Many prevention media campaigns for tobacco
cessation have been implemented [6] and are recognized
as effective strategies to change smoking attitudes and
behaviours [7] . The health preventive messages can be
spread through different communication channels as
television, radio, newspapers, billboards and posters [8].

Result. The average number of interactions on Facebook was
6,087 and 400 for YouTube while the total views were 356,967 for
Facebook and 174,763 for YouTube. The interaction index was very
low for both platforms, between 0 and 1%. A total number of 156
comments were obtained on Facebook and 37 on YouTube, most
of which were negative, or comments not related to the campaign.
Conclusions. The Italian campaign had low diffusion on the web
platforms investigated. Evidence-based public health interven-
tions can play a central role in the prevention field but must be
based on elements of scientific effectiveness. Further research
should analyze the effects of social media campaigns on direct
health related outcomes.

Moreover, the social media as social networks, YouTube
and blogs are used to reach a larger number of people and
in particular young ones. Social media are increasingly
integrated into programs and campaigns aimed at raising
public awareness on specific health issues or to promote
healthy behaviour. Numerous public health campaigns
used them such as the seasonal flu vaccination campaign
of the Center for Disease Control (CDC) [9], the
national “Truth campaign” against tobacco use and
the programs against HIV infection [10, 11]. These
means of communication can spread health messages
in an economic and efficient manner; the national anti-
smoking campaign “The Tips from Former Smokers” by
CDC, for example, was both cost-effective and improved
smoking related health outcomes [12].

In Italy several campaigns have been carried out by
the Italian Ministry of Health, as “sFreccia contro il
fumo” (2013) (Whizz against the smoke) [13], and “Il
fumo uccide: difenditi” (2009) (Smoking kills: defend
yourself) [14]. The last one was “Ma che sei scemo?
Il fumo fammale” (2015) (Are you stupid? Smoking
is bad) [15], which aimed to increase awareness about
the health consequences of smoking, in particular to
protect children, pregnant women and elderly from
second-hand smoke exposure. The objective of this
study was to evaluate the diffusion of the Italian social
media campaign “Ma che sei scemo? Il fumo fammale”,
through the number of views and interactions on the web
platforms Facebook and Youtube.
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Material and methods

STUDY DESIGN AND THE MEDIA CAMPAIGN

The campaign “Ma che sei scemo? Il fumo fammale” (Are

you stupid? Smoking is bad) was launched by the Italian

Ministry of Health in 2015. It was weekly published on the

landing page “www.macheseiscemo.it” (today no longer

accessible*) and on the Facebook page thus creating a

mini web series [16]. For the dissemination of the spots,

Facebook Advertising channel used YouTube to which

is directly linked. It was also broadcast on the national

television channels such as Canale5, Italial, Rete4, La7,

Deejay TV, Real Time, DMAX and on the main national

and local radio stations.

The campaign included four video spots lasting 30”

and aimed at different targets. It was conceived to be an

innovative, social media campaign combining the anti-
smoking message with other preventive messages.

* Video 1 - pregnant women. The video showed the
risks and consequences of smoking among pregnant
women (premature birth, retardation in mental and
physical development, spontaneous abortion) [17].

* Video 2 - women who smoke. The spot focused on
some consequences of tobacco use as skin ageing,
teeth spot and hair weakening. Furthermore, the vid-
eo promoted safe driving and suggested not to take
photos while driving [18].

* Video 3 - effects of second-hand smoke on children.
The video showed the negative effects of second-
hand smoke on children, as respiratory and pulmo-
nary infections or asthma attack. The spot combined
the communication against smoking with a message
of protection and respect of animals [19].

* Video 4 - prevention of smoking for young people.
The video showed the effects of smoking on young’
health as reduction of life expectancy, increase of
mortality, damage for fertility and higher risk of im-
potence. Moreover, it combined the tobacco message
with the prevention of road accidents, encouraging
safe driving and the use of the helmet [20].

The testimonial, the popular ironic actor Nino Frassica,
was chosen after a focus group. He repeated the
expression “Ma che sei scemo? Il fumo fammale” (Are
you stupid? Smoking is bad) using surreal gestures
and mimics. The actor was considered credible and
trustworthy for social communication.

STUDY DESIGN AND OUTCOME MEASURES:
DISSEMINATION AND IMPACT

The research is a study of evaluation of the impact of a
preventive mass media campaign on a social network and
internet. The outcome measures were decided based on the
narrative revision of Bardus et al. [10] where results were
reported as statistics of access to the web pages as number of
visitors, registered users, followers. This research evaluated
the diffusion of the media campaign using the number
views and interactions (“likes”, “comments”, “shares”) on
the dedicated web platforms. Data were described using
frequencies and percentages to describe outcomes of
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dissemination on Facebook and YouTube. The virality of

the campaign’s contents was evaluated with the interaction

index. It was inspired to the engagement rate of Socialbakers,
the social media analytics campaign, which weighs the
interactions generated by posts (“likes”, “comments”,

“shares”) on the number of fans of a page or post. In this

study, the webpage of the campaign was temporary, so

we considered more important to compare the number of
interactions (“likes”, “comments”, ““shares”) to the reached
users (views) instead of the number of fans. Consequently,
the page interaction rate, or interaction index, was calculated
as the interactions generated by the posts (likes + comments

+ shares) / users reached. As far as concern the qualitative

evaluation, the comments were described by frequencies

and percentages. We considered the following answers:

* negative comments: expression of disapproval of the
campaign as ineffective, offensive or lack of sharing
of contents;

* positive comments: approval of the video;

* share to other users: signaling the video to other users;

* support for the anti-smoking message: lack of ex-
plicit approval of the campaign, but positive opinion
about the anti-smoking message;

» support for the testimonial;

* comments not related to the campaign.

Results

The results of the quantitative analysis are reported in
Tables I and II. A total number of 356,967 views and 6,087
interactions were recorded on Facebook. The interactions
were respectively like (2,232), comments (108) and share
(3,747). Most like and views were registered for the first
video “Non me lo far ripetere piu: il fumo fammale”
(prevention message for pregnant women) followed by the
fourth “Chi fuma & scemo, ma anche chi va in giro senza
casco” (prevention of smoking for young people). As far
as concern the comments, the second and fourth video
gained 26% and 30%, more than half per cent of comments
by users. The interaction index was higher for the second
video (1.7%), although overall it was critically low with a
mean of 1.2%. As far as concern YouTube a total number
of 174,763 views and 400 interactions were obtained. The
interactions were respectively likes (324), comments (31)
and shares (45). The most visited video was the fourth “chi
fuma € scemo, chi non indossa il casco anche” with 35%
likes, 35% comments and 51% share. Consequently, it
registered the highest interaction index of 0.3%. The second
video gained the most views (34%). The interaction index
was very low also for YouTube with a mean of 0.22%.
From a qualitative point of view, 13% of comments left by
users on Facebook were of approval of the campaign, 31%
negative comments, 18% share of the video and 25% gave
comments not related to the campaign. The qualitative
results of Facebook are shown in Table III. The qualitative
results for Youtube, were 14% positive comments, 32%
of negative comments, 13% of support for the message
transmitted and 22% of inconsistent comments. The
results for YouTube are shown in Table I'V.


http://www.macheseiscemo.it
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Tab. I. Quantitative results on Facebook.

Title of video Like comments Share Views N. interactions* | Interaction rate**
Video 1 “non me lo far Ll 71932%) | 26 24%) | 1,600 (43%) | 173,000 (48%) | 2,345 (38%) 0.013 (1,3%)
ripetere piu: il fumo fammale

\a/:?c‘?]%zchicg' 1fau|n;:|§| ;‘;ﬁ;ngol'ﬂrgj 468 21%) | 28(26%) | 734(19%) | 73,217 (20%) 1,230 (20%) 0.017 (1,7%)
Video 3 “chi fuma & scemo,

ma anche chi non rispetta 362 (16%) | 22(20%) | 730 (19%) | 111,577 G1%) | 1,114 (18%) 0.009 (0,9%)
gli animali”

Video 4 “chi fuma & scemo,

ma anche chi va in giro 683 (31%) | 32(30%) | 683 (18%) | 154,873 (43%) | 1,398 (23%) 0.009 (0,9%)
Senza Ccasco

Total 2,232 (100%) | 108 (100%) | 3,747 (100%) | 356,967 (100%) | 6,087 (100%) 0.012 (1.2%)

*: number of interactions (likes + comments + shares); **: interaction index: number of interactios/reached users.

Tab. Il. Quantitative results on Youtube.

Title of video Like comments Share Views N. interactions* | Interaction rate**
Video 1 “Il fumo fammale

(con due emme perché fa 59 (18%) 4 (13%) 12 (27%) 50,678 (29%) 75 (19%) 0.001 (0,14%)
molto male).”

Video 2 “chi fuma & scemo,

ma anche chi si fa i selfie 79 (24%) 8 (26%) 7 (16%) 59,177 (34%) 94 (23%) 0.0015 (0.15%)
alla guida”

Video 3 “chi fuma & scemo,

ma anche chi non rispetta 73 (22%) 8 (26%) 3(7%) 26,100 (15%) 84 (21%) 0.003 (0.3%)
gli animali”

Xfﬁ?ﬂé Og';;fiﬁgsacgsncae;zﬂefh' 113 (B35%) | 11(35%) | 23(51%) | 38,808 (22%) 147 (37%) 0.003 (0.3%)
Total 324 (100%) 31 (100%) 45 (100%) | 174,763 (100%) 400 (100%) 0.006 (0.22%)

*: number of interactions (likes + comments + shares); **: interaction index: number of interactios/reached users.

Tab. Ill. Qualitative results obtained on Facebook.

N. comments Video 1 Video 2 Video 3 Video 4 Total
Negative comments: expression of disapproval of the campaign 0 0 0 0 0
as ineffective, offensive or lack of sharing of contents 17 (30%) 8 531%) 5 014%) 12 (54%) 40 31%)
Positive comments: approval of the video 0 0 0 0 0
or of the anti-smoking message 2 (3%) 5(19%) 3 (14%) 6 (27%) 16 (13%)
Share to other users 20 (35%) 3 (11%) 0 0 23 (18%)
Support for the anti-smoking message 8 (14%) 0 4(19%) 2 (9%) 14 (11%)
Support of the testimonial 2 (3%) 0 0 0 2 (2%)
Comments not related to the campaign 8 (14%) 10 (38%) 11 (52%) 2 (9%) 31 (25%)
Total 57 (100%) | 26 (100%) | 21 (100%) | 22 (100%) 126 (100%)
Tab. IV. Qualitative results obtained on Youtube.
N. comments Video 1 Video 2 Video 3 Video 4 Total
Negatlve c.omments:‘expressmn of dlsgpproval of the campaign 4 (33%) 1(14%) 2 (66%) 5 (33%) 12 32%)
as ineffective, offensive or lack of sharing of contents
Positive comments: approval of the video 0 0 0 0
or of the anti-smoking message 1 (8%) 2 (28%) 0 2 (13%) 5 (14%)
Share to other users 0 0 0 0 0
Support for the anti-smoking message 2 (16%) 1(14%) 1(33%) 1(6%) 5(13%)
Support of the testimonial 1 (8%) 0 0 0 1(3%)
Comments not related to the campaign 4 (33%) 3(43%) 0 7 (47) 14 (38%)
Total 12 (100%) | 7 (100%) 3(100%) | 15 (100%) 37 (100%)
Discussion the numerosity of Italian young people and to the general

The national campaign “Ma che sei scemo? Il fumo
fammale “ had the aim to be a viral mean of information
against smoking. Conversely, the dissemination was low,
the number of users reached was small if compared to

population [21]. The interaction index was also very low
considering the potentiality of the social networks and
internet to reach many users. The qualitative results were
few and not encouraging. Although it is not possible to
compare the diffusion of this campaign to similar health
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education programs as other outcomes of evaluation
were used [10].

The findings of this study indicate that some characteristics
of the media campaign were not effective for the viral spread
and different reasons may be involved. The Italian media
campaign used an ironic and popular approach; however,
the contents may have been simplistic and the linguistic
register was not serious. Considering the single elements of
the media campaign, we can begin talking about the slogan
which might have resulted ineffective or rather offensive,
in fact, the smokers were called “silly”’. Smoking uptake is
a voluntary behaviour, usually occurs during adolescence
under the influence of peer pressure and can be considered
a wrong choice for health. However, over time, smoking
becomes a physical and psychological dependence and to
stop can be very difficult for heavy smokers. Consequently,
the catchphrase may be not an effective and strategic
slogan to encourage smoking cessation, while its use may
be more appropriate to prevent the onset of smoking habits
among young people. As far as concern the tone, which is
the general positive or negative attitude of a message, the
study of Allen et al. [22] suggests that advertisements with
a negative emotional connotation have a greater impact on
young people than positive or neutral messages. This is in
line with the studies of Biener et al. [23, 24]: the campaigns
that generate negative feelings as sadness and fear are more
effective than those that arouse positive emotions. Also, the
study of Lee et al. [25] indicates that elements for effective
media campaigns are the negative emotional reinforcement,
the communication of harmfulness of smoking and the
change of social norm.

As regards the testimonial Nino Frassica, the actor, wore a
red and shiny dress and used an ironic style. The study of
Allen et al. [22] underlines that young people are more likely
to be impressed and think about advertising with intense and
surprising style and images. Although we believe that the
Italian campaign may have resulted as not enough impressive
both for the aspects of production and style

Concerning the content of mass media campaigns, several
reviews highlighted that negative messages about smoking,
like health consequences of tobacco use, can be effective;
although the effectiveness of negative messages was not
compared with that of the positive ones [26-28]. Conversely
Stead et al. [29] in their review concluded that there is
insufficient evidence that a message about smoking is more
effective than other messages. The review concluded that
the reasons for smoking are complex and that negative
messages against tobacco may not be the sole and final
solution. Jepson et al. [26] highlighted that the addictive
impact of nicotine is rarely mentioned in the context of
antismoking messages while the fight against dependence
is a crucial aspect to stop smoking.

Another aspect that influences the effectiveness is the
intensity and duration of the mass campaigns [23, 29].
Carson et al. [30] underlined that anti-smoking campaigns
need to use repetitive messages and to be broadcast over
time. The review of Richardson et al. [31] showed that the
exposure to anti-tobacco messages over time discourages
smoking initiation and increases negative attitudes towards
tobacco. Several studies showed that long term interventions
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broadcast on multiple channels are associated with better
health outcomes [30, 32, 33]

Conversely, the campaign “Ma che sei scemo? Il fumo
fammale was not transmitted for long time or repetitively,
this is other aspect that could explain why the diffusion was
very low.

Finally, this research is innovative because it tried to
measure the diffusion of an education campaign on the
social media and make a qualitative evaluation of the Italian
campaign.

More studies and reviews on the effectiveness of new-
media campaigns, including digital and social media,
are needed. In addition, it could be useful to study the
specific contribution of mass media campaigns as part of
multicomponent community interventions considering the
synergic role of public health interventions [29].

conclusions

Evidence-based public education campaigns can play a
central role to counteract tobacco use particularly among
youth and young adults. Although evidence-based
features and elements of the viral marketing science
should be considered in order to make health messages
viral and effective [34]. Further research should analyze
the effects of Italian media campaigns on direct outcomes
as on smoking attitude and behaviour.

Acknowledgements

Funding sources: this research did not receive any spe-
cific grant from funding agencies in the public, commer-
cial, or not-for-profit sectors.

Conflict of interest statement

The authors declare no conflict of interest.

Authors’ contributions

Conceptualization: GLT and AM; methodology: GLT,
VDE and AM; software: GLT and AM; formal analysis:
GLT; investigation: GLT, VDE, SG, AB and AM; data
curation: GLT; writing - original draft preparation: GLT,
VDE; writing - review and editing: GLT, VDE, SG and
AB. All authors have read and agreed to the published
version of the manuscript.

References

[1]  WHO. WHO global report on trends in prevalence of tobacco smok-
ing 2000-2025. Second edition. 2018.

[2] Bogdanovical, Godfrey F, McNeill A, Britton J. Smoking prevalence
in the European Union: a comparison of national and transnational
prevalence survey methods and results. Tob Control 2011;20:e4.
https://doi.org/10.1136/tc.2010.036103

[3] Epicentro. La sorveglianza Passi. Available at: https://www.epicen-
tro.iss.it/passi/default.asp

[4] HBSC Italia. 4° rapporto sui dati HBSC 2014. Available at: https://
www.hbsc.unito.it/it/index.php/pubblicazioni/reportnnazionali.html


https://doi.org/10.1136/tc.2010.036103
https://www.epicentro.iss.it/passi/default.asp
https://www.epicentro.iss.it/passi/default.asp
https://www.hbsc.unito.it/it/index.php/pubblicazioni/reportnnazionali.html
https://www.hbsc.unito.it/it/index.php/pubblicazioni/reportnnazionali.html

[5]

(6]
(7]

(8]

9

[10]

(1]

[12]

[13]

[14]

[15]

[16]

(17]

(18]

[19]

[20]

(21]
[22]

G. LATORRE ET AL.

CDC. Secondhand Smoke (SHS) Facts. Available at: https://www.
cdc.gov/tobacco

WHO. WHO Framework convention on tobacco control. 2003.

Fosson GH, McCallum DM, Conaway MB. Antismoking mass
media campaigns and support for smoke-free environments, Mo-
bile County, Alabama, 2011-2012. Prev Chronic Dis 2014;11:E150.
https://doi.org/10.5888/pcd11.140106

Bala MM, Strzeszynski L, Topor-Madry R. Mass media interven-
tions for smoking cessation in adults. Cochrane Database Syst Rev
2017;11:CD004704. https://doi.org/10.1002/14651858.CD004704.
pub4

CDC. Campaign on flu prevention. Available at: https://www.cdc.
gov/flu

Bardus M. The Web 2.0 and Social media technologies for pervasive
health communication: are they effective? Studies in Communica-
tion Sciences 2011;11:119-36.

U.S. Department of Health & Human Services. HIV.gov Campaigns.
Available at: https://www.hiv.gov/federal-response/campaigns

Xu X, Alexander RL, Simpson SA, Goates S, Nonnemaker JM, Da-
vis KC, McAfee T. A cost-effectiveness analysis of the first federally
funded antismoking campaign. Am J Prev Med 2015;48:318-25.
https://doi.org/10.1016/j.amepre.2014.10.011

Ministero della Salute. Giornata mondiale senza tabacco 2013, al via
campagna informativa. Available at: https://www.salute.gov.it/por-
tale/news/p3_2_1_1_1.jsp?lingua=italiano&menu=notizie&p=dalm
inistero&id=1069

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo - 2009. Available at: https://www.salute.gov.it/portale/news/
p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagn
e&id=50

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo - 2015. Available at: https://www.salute.gov.it/portale/news/
p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagn
e&id=104

Facebook page. Ma che sei scemo? Available at: https://www.face-
book.com/ilfumofammale

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo 2015, Nino Frassica e le donne in gravidanza che fumano -
Spot radio. Available at: https:/www.salute.gov.it/portale/news/
p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&
id=1564

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo 2015, Nino Frassica e le donne che fumano - Spot radio. Avail-
able at: https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?ling
ua=italiano&menu=multimedia&p=audio&id=1563

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo 2015, Nino Frassica e il fumo passivo - Spot radio. Available at:
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=itali
ano&menu=multimedia&p=audio&id=1565

Ministero della Salute. Campagna di comunicazione contro il tabag-
ismo 2015, Nino Frassica e i giovani - Spot video. Available at:
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=itali
ano&menu=multimedia&p=video&id=1568

ISTAT. Annuario statistico italiano 2018. Popolazione e famiglie.

Allen JA, Duke JC, Davis KC, Kim AE, Nonnemaker JM, Farrelly
MC. Using mass media campaigns to reduce youth tobacco use: a re-

[23]

[24]

[25]

[26]

[27]

[28]

[29]

[31]

[32]

[33]

[34]

[35]

view. Am J Health Promot 2015;30:¢71-82. https://doi.org/10.4278/
ajhp.130510-LIT-237

Biener L. Anti-tobacco advertisements by Massachusetts and Philip
Morris: what teenagers think. Tob Control 2002;11:43-6. https://doi.
org/10.1136/tc.11.suppl_2.ii43

Biener L, Ji M, Gilpin EA, Albers AB. The impact of emotional
tone, message, and broadcast parameters in youth anti-smoking
advertisements. J Health Commun 2004;9:259-74. https://doi.
org/10.1080/10810730490447084

Lee WB, Fong GT, Dewhirst T, Kennedy RD, Yong HH, Borland
R, Maizurah O. Social marketing in Malaysia: cognitive, affective,
and normative mediators of the TAK NAK antismoking advertising
campaign. J Health Commun 2015;20:1166-76. https://doi.org/10.1
080/10810730.2015.1018565

Jepson R, Harris F, Rowa-Dewar N. A review of the effectiveness of
mass media interventions which both encourage quit attempts and
reinforce current and recent attempts to quit smoking. NICE 2006.

Wilson LM, Avila Tang E, Chander G, Hutton HE, Odelola OA, Elf
JL, Heckman-Stoddard BM, Bass EB, Little EA, Haberl EB, Apel-
berg, BJ. Impact of tobacco control interventions on smoking initia-
tion, cessation, and prevalence: a systematic review. J Environ Public
Health 2012;961724. https://doi.org/10.1155/2012/961724

Mozaffarian D, Afshin A, Benowitz NL, Bittner V, Daniels
SR, Franch HA, Zakai NA. Population approaches to improve diet,
physical activity, and smoking habits: a scientific statement from the
American Heart Association. Circulation 2012;126:1514-63. https://
doi.org/10.1161/CIR.0b013e318260a20b

Stead M, Angus K, Langley T, Vittal Katikireddi S, Hinds K, Hilton
S, Lewis S, Thomas J, Campbell M, Young B, Bauld, L. Mass media
to communicate public health messages in six health topic areas: a
systematic review and other reviews of the evidence. Public Health
Research 2019; No. 7.8.

Carson KV, Ameer F, Sayehmiri K, Hnin K, Van Agteren JE,
Sayehmiri F, Brinn MP, Esterman AJ, Chang AB, Smith BJ.
Mass media interventions for preventing smoking in young peo-
ple. Cochrane Database Syst Rev 2017;6:CD001006. https:/doi.
0rg/10.1002/14651858.CD001006.pub3

Richardson L, Hemsing N, Greaves L, Assanand S, Allen P, Mc-
Cullough L, Bauld L, Humphries K, Amos A. Preventing Smoking
in young people: a systematic review of the impact of access inter-
ventions. Int J Environ Res Public Health 2009;6:1485-514. https://
doi.org/10.3390/ijerph604 1485

Bafunno D, Catino A, Lamorgese V, Pizzutilo P, Di Lauro A, Petrillo
P, Lapadula V, Mastrandrea A, Ricci D, Galetta D. Tobacco control
in Europe: a review of campaign strategies for teenagers and adults.
Critical Reviews in Oncology/Hematology 2019;138:139-47. htt-
ps://doi.org/10.1016/j.critrevonc.2019.01.022

Hopkins DP, Briss PA, Ricard CJ, Husten CG, Carande-Kulis VG,
Fielding JE, Alao MO, McKenna JW, Sharp DJ, Harris JR, Woollery
TA, Harris KW. Reviews of evidence regarding interventions to re-
duce tobacco use and exposure to environmental tobacco smoke.
Am J Prev Med 2001;20:16-66. https://doi.org/10.1016/s0749-
3797(00)00297-x

Wilson RE The six simple principles of viral marketing. practical

ecommerce, 2018. Available at: https://www.practicalecommerce.
com/viral-principles

Received on October 31, 2019. Accepted on April 2, 2020.

© Copyright by Pacini Editore Srl, Pisa, Italy

Correspondence: Giuseppe La Torre, Department of Public Health and Infectious Disease, Sapienza University of Rome, piazzale Aldo
Moro 5, 00185 Rome - Tel. +39 06 49694308 - E-mail: giuseppe.latorre @uniromal.it

How to cite this article: La Torre G, D’Egidio V, Guastamacchia S, Barbagallo A, Mannocci A. Diffusion of the Italian social media campaign against
smoking on a social network and YouTube. J Prev Med Hyg 2020;61:E200-E204. https://doi.org/10.15167/2421-4248/jpmh2020.61.2.1419

This is an open access article distributed in accordance with the CC-BY-NC-ND (Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International) licen-
se. The article can be used by giving appropriate credit and mentioning the license, but only for non-commercial purposes and only in the original version. For further
information: https://creativecommons.org/licenses/by-nc-nd/4.0/deed.en



https://www.cdc.gov/tobacco
https://www.cdc.gov/tobacco
https://doi.org/10.5888/pcd11.140106
https://doi.org/10.1002/14651858.CD004704.pub4
https://doi.org/10.1002/14651858.CD004704.pub4
https://www.cdc.gov/flu
https://www.cdc.gov/flu
http://HIV.gov
https://www.hiv.gov/federal-response/campaigns
https://doi.org/10.1016/j.amepre.2014.10.011
https://www.salute.gov.it/portale/news/p3_2_1_1_1.jsp?lingua=italiano&menu=notizie&p=dalministero&id=1069
https://www.salute.gov.it/portale/news/p3_2_1_1_1.jsp?lingua=italiano&menu=notizie&p=dalministero&id=1069
https://www.salute.gov.it/portale/news/p3_2_1_1_1.jsp?lingua=italiano&menu=notizie&p=dalministero&id=1069
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=50
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=50
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=50
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=104
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=104
https://www.salute.gov.it/portale/news/p3_2_6_1_1.jsp?lingua=italiano&menu=campagne&p=dacampagne&id=104
https://www.facebook.com/ilfumofammale
https://www.facebook.com/ilfumofammale
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1564
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1564
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1564
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1563
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1563
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1565
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=audio&id=1565
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=video&id=1568
https://www.salute.gov.it/portale/news/p3_2_7_0_1.jsp?lingua=italiano&menu=multimedia&p=video&id=1568
https://doi.org/10.4278/ajhp.130510-LIT-237
https://doi.org/10.4278/ajhp.130510-LIT-237
https://doi.org/10.1136/tc.11.suppl_2.ii43
https://doi.org/10.1136/tc.11.suppl_2.ii43
https://doi.org/10.1080/10810730490447084
https://doi.org/10.1080/10810730490447084
https://doi.org/10.1080/10810730.2015.1018565
https://doi.org/10.1080/10810730.2015.1018565
https://doi.org/10.1155/2012/961724
https://doi.org/10.1161/CIR.0b013e318260a20b
https://doi.org/10.1161/CIR.0b013e318260a20b
https://doi.org/10.1002/14651858.CD001006.pub3
https://doi.org/10.1002/14651858.CD001006.pub3
https://doi.org/10.3390/ijerph6041485
https://doi.org/10.3390/ijerph6041485
https://doi.org/10.1016/j.critrevonc.2019.01.022
https://doi.org/10.1016/j.critrevonc.2019.01.022
https://doi.org/10.1016/s0749-3797(00)00297-x
https://doi.org/10.1016/s0749-3797(00)00297-x
https://www.practicalecommerce.com/viral-principles
https://www.practicalecommerce.com/viral-principles
mailto:giuseppe.latorre@uniroma1.it
https://doi.org/10.15167/2421-4248/jpmh2020.61.2.1412
https://creativecommons.org/licenses/by-nc-nd/4.0/deed.en

