
Tara Whitty���
Caroline Peterson���
Krista Harrell���
Nick Lamanna ���
Sarah Clover���





CAROLINE PETERSON is a senior Public Relations 
major. She has completed a tutorial video series and other 
public relations materials as part of an internship with 
UNC-Chapel Hill’s Park Library. She is currently 
conducting an independent research study, observing 
trends and effects of shifting media ownership over the 
past 10 years. She has volunteered extensively with 
nonprofit animal rescues and hopes to continue her work 
with animal welfare organizations after graduation.���
 

NICK LAMANNA is a senior public relations student the 
University of North Carolina at Chapel Hill in the School 
of Journalism and Mass Communication.  He has built a 
foundation of experience though a public relations and 
social media intern at Howard/Merrell, a full-service ad 
agency in Raleigh, North Carolina. While at Howard/
Merrell he was responsible for writing blog posts for Fried 
Logic, the official blog of Howard/Merrell, and writing 
product spotlights for clients that will appear in trade 
magazines. ���

TARA WHITTY has held several public relations 
internships. At Lucky Magazine she worked in a variety of 
departments to assist the sales team prepare for upcoming 
publications including the release of MyLucky, an 
electronic and interactive version of the magazine. Last 
summer she worked as a public relations intern at CPM 
Healthgrades and helped prepare a communication plan 
for the release of the Healthgrades mobile app. Most 
recently she worked as a public relations intern for a Blue 
Ribbon Mentor-Advocate, a local nonprofit for which she 
conducted a communication audit and produced a variety 
of written work including press releases.���

CACKALACKY COMMUNICATIONS���



CACKALACKY COMMUNICATIONS���

KRISTA HARRELL is a senior from Atlanta, Georgia 
double majoring in Public Relations and Gender Studies. 
Her primary career interests lie in the event planning 
industry and she is hoping to own her own wedding 
planning company in the future. This past summer she 
moved to the Midwest to intern for LP-etc., an association 
management company that manages 14 major medical 
associations across the nation. During this internship, she 
managed association social media accounts, handled 
membership initiation, and planned and budgeted several 
events. ���

SARAH CLOVER is a senior from Fayetteville, NC. 
While she is Journalism major her true passion lies with 
her minor in Speech & Hearing Science. Her primary 
career interests lie in working with children, particularly 
children with stutters or hearing aids. For the past 2 years 
Sarah has interned with CASTLE a UNC organization 
that works with speech and hearing impaired children. 
During her time there she was a PR adviser and a 
teaching assistant. Sarah is also involved in Camp Dixie, 
Camp Kesem, and NSSLHA. ���
���



Executive Summary     …    Page 1���
���
Background       …    Pages 2-4���
���
Research Summary     …    Pages 5-7���
���
Communication Plan     …    Pages 8-12  ���
���
Timeline, Budget & Evaluation  …    Page 13���
���
Conclusion       …    Page 14���
���
Appendix       …    Page 15���
���
���
���
���



EXECUTIVE SUMMARY���

N C DA  C A M PA I G N ��� 1���

THE NORTH CAROLINA 
DERMATOLOGY 
ASSOCIATION is an organization 
of medical professionals whose 
mission is to bring into one 
federated organization the 
dermatologists of North Carolina 
so that they may interact for the 
purposes of professional 
education, advocacy for quality 
patient care and advancement of 
the practice of dermatology. The 
NCDA encourages all members to 
get involved in advocacy activities 
that impact the medical profession 
and their patients. Currently, the 
NCDA’s target issue is the 
prevalence of artificial tanning, 
specifically the use of tanning 
beds. The NCDA has expressed 
that its current methods 
attempting to reach indoor-tanning 
audiences have not been effective, 
and there has been no decrease in 
usage among tanners.���

 w 
Some of the challenges the NCDA 
faces include its removal from its 
intended target audience of high 
school and college students. 
Another challenge is the small size 
of the organization. The lack of 
resources for a small organization 
to produce an awareness campaign 
makes it much harder to effectively 
spread its message. The last major 
challenge for the NCDA is that, 
while much of the public is aware 
of the risks of tanning, ���
they continue their tanning habits 
because they believe the benefits 
outweigh the risks. The NCDA’s 
goal is to implement a campaign 

that will educate the population 
about the risks of using tanning 
beds, deter people from using 
tanning beds, and reduce current 
tanning bed usage rates. ���

w ���
Our team decided to focus on two 
key audiences: female high school 
students and mothers of female 
high school students. After 
determining our audiences, we 
used two research methods to gain 
some insight into their thoughts 
and opinions on indoor tanning. 
For our first audience of high 
school students, we used a 
qualitative method and held two 
focus groups consisting of 8-10 
girls. To learn from our second 
audience, parents, we sent out a 
quantitative survey. ���

w���
 Key findings from the focus 
groups:���
Girls are "pro-tan" but "anti-
tanning bed"���
Tan person: more popular, fake, 
artificial, not aware of dangers���
Pale person: less popular, natural, 
does not mind being different ���

  
 
 
 
 
 
 
 
 
 

���
���
���

Key findings from quantitative 
survey:���
Only parents of 15-16 year olds 
reported indoor tanning���
These teens only tanned for 
"special occasions"���
Even parents who were against 
tanning thought a tan can improve 
a person’s appearance and make 
people feel good���

w���
Based on our research, we came up 
with several campaign 
recommendations to reach our 
target audiences: teens and 
mothers. We want to use scare 
tactics and an appeal to vanity as 
part of a preventative campaign 
that will ideally prevent teenagers 
from ever starting the practice of 
indoor tanning. Because image is 
very important for this age group, 
we believe utilizing pictures of 
potential fates such as wrinkles, 
Melanoma, or even death would 
resonate with the teens. ���

w���
 For our teen mother audience, we 
want to use both scare tactics and 
an appeal to maternal protective 
instincts. Since mothers in our 
survey seemed to be less 
concerned with “special occasion” 
tanning, we want our campaign to 
communicate that no tanning is 
safe for their daughters.���
���
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The mission of the North Carolina 
Dermatology Association is to 
“bring into one federated 
organization the dermatologists of 
North Carolina so that they may 
interact for the purpose of 
professional education, advocacy 
for quality patient care and 
advancement of the practice of 
dermatology.” The use of indoor 
tanning beds is a key issue of 
increasing concern among 
dermatologists, and it is an issue 
that the NCDA is particularly 
concerned with. The NCDA has 
expressed that its current strategies 
for reaching indoor-tanning 
audiences have not been effective 
and, despite the health risks of 
using tanning beds, there has not 
been a significant decrease in 
usage among tanners. The NCDA is 
seeking a campaign that will not 
only reinforce the risks of using a 
tanning bed but will also deter 
people from using tanning beds 
and reduce the current usage rates. ���

 w���
���
���
Strengths:���
The biggest strength of the NCDA 
is that it is composed entirely of 
medical professionals. This not 
only gives credibility to their 
mission but also provides the 
association the necessary clout to 
make informed and actionable 
recommendations. There has been 
a plethora of research done to 
support their claims, which helps 
in establishing credibility but also 
shows that the ill effects of indoor 

tanning found by the NCDA 
extend beyond the borders of 
North Carolina and affect people 
around the world. An additional 
benefit of the NCDA being made 
up of medical professionals is that 
each member has had personal 
experience of treating the negative 
effects of tanning through 
interaction with their patients. 
Having first hand accounts of these 
negative effects, namely melanoma 
strengthens the NCDA by allowing 
members to provide people with 
emotional stories of the effects of 
tanning beds, not just a 
presentation with slide after slide 
of statistics. Finally, another 
strength of the NCDA is that the 
organization is already working 
with state legislators to try and 
take its findings and implement the 
appropriate preventative measures 
statewide. ���

 w���
Weaknesses:���
While the NCDA’s composition of 
medical professionals is one of its 
strengths, it could also be a 
weakness due to the distance from 
its target audience. With the 
intended target audience for 
previous NCDA campaigns being 
high school and college aged 
students and the members of the 
NCDA not—for the most part—
being highly immersed in this 
community, there may be 
difficulties in determining how 
best to approach this audience (as 
well as logistical and 
implementation difficulties). Aside 
from a generational gap, the size of 
the NCDA greatly limits its ability 

to make significant change. Due to 
it being a small state-based 
organization it does not have the 
resources compared to a national 
association like the American 
Cancer Society (ACS). The small 
size of the NCDA leads to less 
resources to devote to its 
campaigns and therefore lowers 
the overall rate of success. Without 
a significant “brand name” like the 
ACS, the NCDA will need 
significant resources to get their 
name out to the general public to 
create change. Lastly, the frequency 
upon which people visit 
dermatologists is a limiting factor 
for NCDA. People will go to a 
general practitioner as opposed to 
a dermatologist, which limits the 
ability of the NCDA because 
people may be less inclined to 
listen and respond to a 
dermatologist as opposed to their 
family doctor. ���
���
���
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Opportunities: ���
There are a variety of different opportunities that the 
NCDA can explore to try and achieve their mission of 
improving the health of people’s skin. The largest 
opportunity is the availability of alternatives to using 
a tanning bed. The most popular alternative is spray 
tanning, which does not have the same appearance of 
a tan from a tanning bed, but a spray tan poses no 
health risks to users. Other popular alternatives are 
lotions such as Jergens ® Natural Glow ™ 
moisturizers, which provide users with color but do 
not have any known health risks. Finally, with North 
Carolina having the access to some of the best 
universities in the country, such as UNC-Chapel Hill, 
Wake Forest, and Duke, the NCDA has the ability to 
tap those resources to gain access both research 
facilities and input from young adults about what 
would deter them from tanning. ���

w���
Threats: ���
Indoor tanning is a big business and because of this 
there are plenty of opponents to the mission of the 
NCDA such as the Indoor Tanning Association (ITA). 
The ITA attacks a weakness of the NCDA in that the 
ITA is a national, heavily funded organization which 
includes professional lobbyists as well as a Political 
Action Committee to help fund political candidates 
on both a national and state level who support for 
artificial tanning. Looking at a potential ban or 
limitation on indoor tanning at a micro level, many 
small businesses will be affected due to prevalence of 
small tanning salons located all over the country. Any 
regulation against tanning beds may result in the loss 
of jobs, which threatens the mission of the NCDA 
because few politicians will get behind regulations 
that will result in a loss of jobs. The overall value of 
tanning beds will also threaten the mission of the 
NCDA because of the high frequency of tanning 
salons across the country and low cost of tanning. 
Lastly, many people simply do not care about the 
health risks associated with tanning beds. The risks 
are simply seen as a steep price to pay for beauty.���
���

���
���
Stats Squad chose to target two separate, but 
interconnected publics:���
High school females (9th -12th grade)���
Mothers of high school females  (9th -12th grade)���
���
���
���
���
���
���
���
���
���
���
���
���

���
When speaking with the NCDA it was determined 

that females were the highest users of tanning beds, 
which made it apparent that any research efforts 

should further explore this demographic. Cackalacky 
Communications decided that it would be most 
beneficial to reach out to high school students 

because it is during high school that women begin to 
indoor tan. One study showed that females who are 

tanned are seen by as more attractive and that 
understanding the female perspective of the issue will 

be critical in understanding possible motivational 
factors for indoor tanning (Banerjee, et. al). An effort 
to learn more about high school students could yield 

valuable insights about how to stop people from 
tanning prior to them making an indoor tanning 

habit. Cackalacky Communications also decided to 
also look at the parents of high school females, 

because according to a study looking at the tanning 
patterns of teenagers, 46 percent of high school 
students receive parental consent to indoor tan 

(Lazovich, et al.).  ���
 ���
  
���
���
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We looked at several studies to assist us in the 
formulation of our own research plan. The first was a 
2008 study done by Smita C. Banerjee, Shelly Campo 
and Kathryn Greene, called Fact or wishful thinking? 
Biased expectations in ‘I think I look better when I’m 
tanned.’ The findings of the study concluded that male 
respondents preferred dark tans as indicators of 
health and attractiveness—females (particularly 
adolescent females) preferred medium to dark tans. 
Based on these findings, it seems there is a 
fundamental perception problem that tanned people 
are more attractive, and to some it is worth the cost of 
skin damage to achieve that tan. ���

 w���
Another study we found particularly interesting 
looked at parental consent for indoor tanning. This 
2004 study, Characteristics Associated With Use or 
Intention to Use Indoor Tanning Among Adolescents 
(Maguire-Eisen), surveyed 1,273 adolescents aged 
14-17 in the Boston and Minneapolis—St. Paul 
metropolitan areas on their usage of indoor tanning. 
Participants were asked a wide variety of questions 
involving indoor tanning habits and intention. 
Among the more prevalent findings were that 42% of 
female participants had tanned indoors and 77.2% of 
tanners wanted to continue to tan indoors. The 
studied showed that 46% of participants received 
parental consent to tan indoors.���

 w ���
A study published by The Lancet in 2010 reviewed 
issues of increasing physical activity, nutrition, 
cervical cancer screening, and skin cancer. The results 
of the study were that campaigns can be successful in 
changing people’s behaviors. There were some factors 
that can increase a campaign’s likelihood of success: 
the prevalence of interventions, and that the target 
behavior is one-off or episodic. Additionally, a higher 
success rate can be achieved when there are plenty of 
resources available. Finally, a key component to a 
successful campaign is ensuring there is plenty of 
research done on the target audience in order to 
reach them effectively (Lazovich, et al.).���

���
A key study that we looked at examined a previous 
anti-indoor tanning campaign that had been met with 
considerable success. Skin Cancer: A Growing Health 
Problem for Children,���
revealed that since 2003, 11 countries have 
implemented tanning bans for persons under age 18 
years. This article honed in on “AIM at Melanoma,” 
the largest international foundation dedicated to 
banning teenage indoor tanning. AIM is a non-profit 
organization that is trying to educate about this 
dangerous trend nationally. They have helped with 
18- restrictions in California, Vermont, Oregon, 
Nevada, and Texas. AIM has also helped with teenage 
tanning restrictions in Canada and Australia 
(Wakefield). With these facts in mind it would be 
beneficial to our campaign to further study AIM’s 
goals and tactics to see what has made them so 
successful. This is especially pertinent to our group as 
we are targeting teenagers and their parents. Just 
perusing AIM’s website showed a variety of innovative 
ideas that we could potentially implement as part of 
our own campaign.���
���
���
���
���
���
���
���
���
���
���
Our research goals were to determine the different 
types of perceptions high school students have of 
indoor tanning and how their parents felt about it. 
We wanted to get an idea of how the girls felt when 
they had a tan versus how they felt when they did not, 
if they had any idea of the risks associated with 
indoor tanning and how they felt about alternative 
tanning methods such as self-tanning lotions. We 
wanted to determine how high school parents felt 
about indoor tanning and if they would support their 
daughter in participating in indoor tanning.  ���
���
���
���
  
  
���
���
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Qualitative Research���
���
Qualitative methods were used to gather 
information from the high school students. 
Cackalacky Communications conducted 
two focus groups with 8-10 9th grade girls 
at Chapel Hill High School with each 
group lasting 20-30 minutes. To attract the 
students, Stats Squad reached out to 
Susan Crammer, a physical education 
teach at Chapel Hill High School to gage 
their interest in allowing their students to 
be a part of these focus groups. After 
gaining permission by Ms. Crammer, the 
focus groups were held in a separate room 
away from all other students to ensure the 
private nature of the conversation. Each 
group answered a wide range of questions 
(see Figure A), which included themes of 
the extent of usage, motivational factors, 
parental involvement/influence, and 
perceptions of alternative tanning 
methods. Among the strengths of using a 
focus group was that participants were 
able to speak candidly and had the ability 
to truly expand on their answers, providing 
much more insight that just a “yes” or “no.” 
While there positives for using a focus 
group, it was not without its limitations. 
The largest limitation was that the groups 
were fairly homogenous, resulting in a 
fairly uniform opinion on tanning. Having 
a slightly more diverse group would have 
introduced different viewpoints and may 
have resulted in an entirely different 
dialogue between participants. ���

���

���
���
���
Survey���

A Qualtrics online survey was used to 
obtain quantitative data on parental 
attitudes towards indoor tanning. The 
mean daughter age (parent ages were not 
recorded since they were less relevant to 
the survey) of our respondents was 15.87. 
Respondent ethnicities were 90 percent 
Caucasian, 7 percent Hispanic and 3 
percent Asian. Our survey questions 
focused on discerning the primary 
motivations for and/or against encouraging 
and/or discouraging indoor tanning 
behavior towards daughters, as well as 
examining indoor tanning behaviors 
(habits and frequency of daughters’ indoor 
tanning) from the parent’s perspective (see 
Figure B for survey questions as they were 
displayed in our online survey). The depth 
and flexibility of the questions, particularly 
questions using Likert scales, allowed 
respondents to have be more specific and 
was therefore strengthened of our survey 
design. A limitation of our survey was a 
lessened number of respondents due to 
logistical issues in communication with 
our local high school contact. Since our 
contact for parent emails was not able to 
release the email addresses (her supervisor 
had an out-of-town emergency), we had to 
quickly improvise but were nonetheless 
able to obtain 23 responses from North 
Carolina high school parents– about half 
of our initial goal of 50.  ���
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Qualitative Research���
���
Through the focus groups Stats Squad was able to find 
that the majority of participants were “pro-tan” but 
“anti-tanning bed.” This means that many of the girls 
wanted to and enjoyed being tan but acknowledged 
that they were against getting tan through the use of 
tanning beds. The primary method of tanning for 
participants was going outside and playing sports or 
lying in the sun, but there was a willingness to try 
alternative methods to a tanning bed such as self-
tanning lotions or a spray tan. Participants did express 
concerns when using the alternative methods including 
uneven application as well as a less natural look when 
compared to a tanning bed. ���
 ���
When participants were asked to call out words they 
associated with tanning beds, the responses were 
overwhelmingly negative with popular responses being 
“dangerous,” and “skin cancer.” Similar responses were 
given when participants were asked to talk about what 
they associate with people who are tan although there 
was a common theme of a tan person being popular 
which can relate back to former studies revealing the 
appeal of people being tan (Banerjee, et. al). Conversely, 
when asked to describe a pale person, participants 
were somewhat optimistic describing this person as 
“natural” and “does not mind being different.” These 
attitudes show that while being “pale” does not always 
equate to beauty in the mind of participants it does 
signal an inner strength and self-confidence that 
tanners may not have.���
���
With the majority of participants learning that using a 
tanning bed was an ill-advised method of tanning, Stats 
Squad wanted to explore where this negative 
perception of tanning beds came from. The origins of 
these negative feelings came from personal 
experiences. In particular, one participant discussed 
how her mother owned a beauty salon and recently got 
rid of the tanning bed due to the health risks 
associated with it. The content of various classes at 
school also played a role in the students’ knowing and 
fearing the dangers of tanning beds, as many of them 
recounted how they had read a story in their health 
class about somebody who used a tanning bed and was 
diagnosed with skin cancer. Despite these two 
reference points of personal experiences and 
schoolwork, the largest factor in why the participants of 
these two focus groups would not tan was due to their 
parents not allowing them to use a tanning bed. ���

���

���
���
���
Survey���

We found that a majority of the daughters of parents 
surveyed (84 percent) do not practice indoor tanning 
according to the parent taking the survey. Of those 
whose daughters did tan, indoor tanning was only on a 
sporadic basis. Additionally, we found that a majority of 
parents either identified as strongly against (59 percent) 
or somewhat against (28 percent) indoor tanning. Of 
those who were against indoor tanning, all parents felt 
that way at least in part due to health concerns, and a 
significant number (52 percent) were also concerned 
with damage to appearance. Even parents who were 
against tanning and did not allow it indicated that they 
think being tan improves a person’s appearance, and 
makes people feel good.���
���
To generate more usable information from our data, we 
used Qualtrics filters in order to break our data down 
by age ranges and tanning habits (or lack thereof). 
Parents of current tanners all firmly believed that the 
opinion of peers has an influence on their daughters 
choosing to tan, and most (75 percent) also indicated 
that their daughter’s tanning habits were influenced by 
the media. Most of the parents among this subset (75 
percent, however, disagreed that the education of 
health risks was an influential factor of their daughter’s 
decision to tan.���
���
Parent of non-current tanners had substantially 
different ideas on what most heavily influenced their 
daughters tanning habits. Parents of non-current 
tanners were scattered on whether or not they believed 
either peer opinion or media influenced impacted their 
daughter’s decision to tan. In contrast to the parents of 
current tanners, 75 percent agreed that education of 
health risks influenced their daughters’ decision not to 
tan. Most parents in this group agree that they 
themselves are also aware of the health risks associated 
with indoor tanning, and that they have discussed 
indoor tanning health risks with their daughter. 
(continued)���
���
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We divided our respondents’ data into three 
groups based on daughter’s age ranges: 13-14, 
15-16 and 17-18. Indoor tanning was found in 
the 15-16 age group exclusively, but was only 
sporadically used for special occasions. This 
group was more likely to indicate that their 
daughters’ tanning habits were influenced by 
her peers compared to the other two age groups. 
One parent in this group stated in the comment 
section for indoor tanning behavior influences, 
“I am totally against tanning beds and my 
daughter sneaks away to do it.” ���

���
Even in the 15-16 age group, the only group 
with reported tanning habits, the mean 
attitudinal score for parents indicated that they 
agree that they are uncomfortable allowing their 
daughter to tan at all. Additionally, most parents 
agreed that they do not allow their daughter to 
indoor tan because of the associated health 
risks. Most parents had heard of most of the 
health concerns we listed, and the mean 
number of parents agreed that they have 
discussed the health risks of tanning with their 
daughter. ���

���
���

Our research goals were to determine the 
different types of perceptions high school 
students have of indoor tanning and how their 
parents felt about it. We wanted to get an idea of 
how the girls felt when they had a tan versus 
how they felt when they did not, if they had any 
idea of the risks associated with indoor tanning 
and how they felt about alternative tanning 
methods such as self-tanning lotions. We wanted 
to determine how high school parents felt about 
indoor tanning and if they would support their 
daughter in participating in indoor tanning.  ���

���

Parent Survey Response: If you indicated either 
strongly against or somewhat against, please 
select all reasons for your attitude that apply.���

���

���

���

���

���

���

Our research goals were to determine the  ���

���
What we found is that both parents and teens 
believe that tanning makes people look and feel 
better - a perception problem we will have to 
overcome. We plan to focus on targeting the 
teens themselves (parents have a reasonably 
good awareness of indoor tanning risks, and for 
the most part are communicating these risks to 
their teenage daughters). Even though our focus 
groups did not tan (except a few that tanned on 
special occasions), our survey indicates that 
parents think their slightly older teens are 
tanning for special occasions on a more 
frequent basis. We need to communicate that 
even tanning only on special occasions is not 
safe.���

 ���
In planning our campaign, we must be sure to 
show the teens that tanning, even only once in a 
while, can drastically impact your health and 
appearance. We plan to use scare tactics as a 
strategy in our campaign to do this. Image is 
very important for this age group, so we believe 
utilizing pictures of potential fates such as 
wrinkles, Melanoma, or even death would 
resonate with the teens. ���

���
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Our research indicated to us that 
there are two different 
demographics through which 
tanning practices can be 
influenced – mothers and their 
teenage daughters. Our focus 
groups, which included over 20 
girls currently enrolled in high 
school, showed us that awareness 
of health risks is not a problem – 
all of the participants were aware 
of the potential health hazards 
involved with tanning beds. 
Though the girls were anti-
tanning bed, they were pro-tan. 
They associated words like 
“popular” with the image of a tan 
person. This gave us one primary 
insight around which we built 
one of our campaigns – the vanity 
factor. Appearance and self-image 
are incredibly motivational 
factors in the tanning practices of 
teenage girls. A successful 
campaign targeted at this 
audience should find a way to 
appeal to this vanity factor in a 
way that discourages tanning. ���
Similarly, in our survey 
distributed to the mothers of 
teenage girls, we found a very 
high level of health risk 
awareness. We realized that a 
successful campaign would not 
be one focused on raising 
awareness, because this already 
exists but tanning practices are 
still occurring. These mothers 

also indicated that they were 
against indoor tanning practices 
but that tanning improves a 
person’s appearance. 
Additionally, several mothers 
reported allowing their daughters 
to tan for special occasions, even 
if they didn’t support indoor 
tanning practices. A successful 
campaign targeted at this 
audience would not only elicit 
the vanity factor but also 
motivate the maternal instinct. ���

 w���
���
���
���
���
After conducting in depth focus 
groups, totaling at over 20 high 
school girls, we have determined 
one common factor between 
them and tanning beds to be the 
“vanity factor.” The majority of 
these girls were informed on the 
dangers of tanning beds and 
more than willing to detest ever 
using them. However even with 
this in mind, the girls were still 
infatuated with being tan. Tan to 
impressionable girls equaled 
“attractive” which in turn 
equaled popularity. This vanity 
desire often escalates in girls as 
they grow older to a degree that 
has occasionally or regularly 
using tanning beds.  ���
 ���
���
���
���

Being that image is so important 
to this audience, we decided our 
objective would be to use scare 
tactics as part of a preventative 
campaign that will ideally 
prevent teenagers from ever 
starting the practice of indoor 
tanning. Fates from indoor 
tanning that could potentially be 
detrimental to an attractive image 
in the future include wrinkles, 
Melanoma, eye problems, and 
even death. Similar to the anti-
smoking or anti-meth campaigns 
that have gotten so much 
publicity, we want advertisements 
that catch this receptive 
audience’s eye and resonate with 
them for a long time. ���
���
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���
���
 ���
Television Advertisements: ���
���
Television is always a popular medium to reach 
teens, and this campaign will create a commercial 
to air on channels which air popular shows 
amongst teens. These channels would be the local 
affiliates of ABC, FOX, and CBS. We would create 
a commercial to be aired on both traditional 
television as well as popular television streaming 
service Hulu, which is also a popular service teens 
use to watch television. ���
 ���
This could be a series of television commercials 
that all employing similar themes of illustrating 
scenarios where tanning eventually caused more 
harm than improvement to the user’s appearance 
and life. The campaign would be called “Was it 
worth it?” (Figure E) Ideally we would love to get 
real life stories to share in a dramatized manner on 
television. The channels would include MTV, ABC 
family, and other channels that cater to teenage 
girls. However with our nation becoming more 
technology orientated these commercials could 
also be utilized on YouTube commercials, Hulu or 
even Spotify. These are venues teen girls use to 
watch make up instructional videos, listen to the 
latest hits, or even for homework assignments. ���
 ���
���
���
���
���

���
The commercial is outlined below:���
���
A young girl is dancing at her senior prom, she is super 
dark, and she is holding her date close. As the camera 
zooms in on her skin there is a luminescent transition 
(similar to the eerie color within a tanning bed). When 
we zoom out the girl is dancing at her wedding. Her 
skin is no longer a beautiful bronze but rather 
wrinkled, aged beyond her years, and mars from 
different skin related issues she has had.  Again the 
camera zooms on to her leathered skin with the eerie 
glow of a tanning bed. The camera zooms out there is a 
wedding party going on in the background but it sounds 
sad almost as if they guests are in mourning. The 
camera is focused on a picture frame with a picture of 
the bride from the last time. The image is of her in a 
hospital, looking to be on her last leg, and her skin 
looking rotten. The frame will say RIP Mom. A desolate 
voice will come on as the screen turns black. She will 
say, “The tanning bed gave me the perfect glow for my 
high school prom. By the time I was a bride, I no longer 
had the beautiful fresh skin I had always dreamed of 
for my big day. The pictures were reminders, but it was 
too late – tanning ruined that night. Years went by I 
never tanned again. But due to skin cancer I never got 
to see my daughter walk down the aisle on her special 
day. Looking back at my high school self I just want to 
ask…Was it worth it? ���
���
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���
���
Perhaps the most important aspect of a 
campaign intended to reach teenagers would 
be to create a powerful social media 
presence. This campaign will have a mobile 
focus to capitalize increasing number of 
teenagers with smartphones. According to a 
2011 Pew Internet & American Life Project 
report, 78 percent of young people, ages 12 
to 17, now have cellphones and roughly half 
of those are smartphones. This number has 
undoubtedly gone up over the past few years 
and the goal of the online components of 
this campaign is to capitalize on this trend. 
Keeping mobile in mind, the role each social 
media platform will be differentiated and 
serve a singular purpose in achieving our 
objective of reducing the number of new 
tanners.���

w ���
Facebook: The hub of the campaign- social 
and otherwise. This campaign not feature a 
traditional website as Facebook will be the 
primary destination to access all features 
and materials regarding the campaign. The 
reasoning behind abandoning a traditional 
website is to save money in hiring web 
designers, and maximizing our efforts. On 
mobile devices, teenagers will spend more 
time on social media applications like 
Facebook than almost any other application, 
so it makes the most sense to reach out 
target audience where they are by creating a 
social media-centered campaign. While 
Twitter and Instagram may be more popular 
overall amongst teens, Facebook comes with 
many more features that allow us to create a 
campaign hub. ���

 w���
The content available on Facebook will 
range from providing menacing facts of 
tanning beds, information about tanning bed 
alternatives, as well as posts intended to 
spark discussion about tanning and the role 
it plays in girls’ lives. ���
Facebook would also be the home of our 
interactive application the “Fake Bake 
Simulator.”  (Figure F) This fake bake 
simulator would be akin to an application 
introduced by AMC’s popular television 
show “The Walking Dead” called “Dead 
Yourself.” Dead Yourself is a simulator that 
allows you to upload a picture and then add 
different “zombie like” characteristics. The 
weekly winner with the best picture is 

featured on AMC during that week’s episode 
of walking dead. We could use a similar site 
to allow girls to upload their picture and see 
how tanning beds could eventually ruin 
their skin. For a statewide campaign we 
could pair with a television station that airs 
popular shows for our target audience. We 
could create a competition telling 
participants to “edit yourself to see if 
tanning beds are really worth the risk. Then 
tweet, Facebook, or Instagram your photo 
with one sentence telling us why tanning is 
not worth it. The weekly winner will be 
featured during a commercial break on this 
week’s episode.” The competition would be 
further advertisement for peers and friends 
to see their friends posting these horrific 
pictures. In turn their friends might be 
curious enough to visit the Facebook site on 
their own. ���

 w���
As a contingency to working with a large 
television show, we could create a similar 
competition through partnerships with local 
high schools. This competition would be 
featured in the school’s weekly newspaper. 
Expanding on this school concept, we could 
also host a competition between rival high 
schools to see who can get the highest 
number of users for the application. The 
goal of interacting with high schools would 
be to generate passion and support for our 
cause.���

 w���
Twitter: The primary function of Twitter 
(Figure G) during this campaign will be to 
provide facts about tanning beds, melanoma, 
etc. The current generation of children has 
an incredibly low attention span, and the 
140 character, quick communication of 
Twitter is the perfect way to provide the facts 
most likely to scare these teenagers from 
using a tanning bed. ���

 w���
Brands that are the most successful on 
Twitter traditionally take have colloquial 
voice and do not try to explicitly sell 
products. A great example of this would be 
Taco Bell’s Twitter whose posts that would 
seamlessly blend in with the other posts of 
their audience (Ex. “#Promposals are fun. 
We want one” with an image of “prom?” 
spelled in Taco Bell sauce packets). This will 
be a trend we will attempt to adopt for our 
own Twitter account in order for teens to not 
just see us as a cause, but as just another 

follower. ���
 w���

Instagram: There has been massive growth 
in the popularity in the use of photo sharing 
app Instagram over the past few years. In 
fact, a recent study of 5,000 teens by 
research analysts at investment banking 
from Piper Jaffray revealed that Instagram is 
actually more popular among teens then 
Facebook or Twitter. Accordingly, a 
successful campaign for teens must have 
Instagram integration. ���

w ���
The primary function of Instagram would be 
to provide visual evidence of the damage 
that tanning beds and the health risks 
associated with them can do people’s skin 
over time. Having visuals showing the jarring 
images of what indoor tanning looks like 5+ 
years down the road could prompt teens to 
think twice about using the tanning bed. For 
each photo posted there would be a caption 
of some fact as well as the hashtag 
#IsItWorthIt. The use of a hashtag will 
create brand consistency across the different 
social media services as well as a way to track 
the success of our campaign. ���

 w���
Snapchat: Snapchat presents the NCDA the 
opportunity to create both an effective video 
as well as being on the cutting edge of social 
media. Snapchat allows users to share 
photos and send them to friends, but the 
images are automatically deleted after 1-10 
seconds (sender determines length). 
Snapchat is one of the fastest growing social 
media services, growth which is fueled by 
the app’s appeal to teens. In fact, CEO Evan 
Spiegal says that Snapchat’s primary 
audience is female which makes it an ideal 
platform for the NCDA to use to spread its 
message. (continued)���

 ���
 ���
���
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Snapchat would serve a very specific 
purpose to the NCDA, its only use would be 
for the production of a short film called 
“Time for Prom.” Time for Prom will be 
relapsed during the prom season in late 
April and will show the story of a teenage 
girl who wants to use a tanning bed to 
prepare for her high school prom. After she 
tans once, she becomes hooked and 
continues to tan. On the day she is set to 
graduate, she notices a mark on her body 
only to find out from the doctor that is it 
Melanoma. The point of this video is to show 
that just because you are young, does not 
mean that you cannot get skin cancer.  The 
video will be 2 minutes long, released in a 
series of 12 “snaps” which will be released 6 
at a time over a period of two days.  The 
video will be promoted on all other social 
media services with the goal of making the 
release of this short-film an event. ���

 w���
“Time for Prom” taps into our research, 
which revealed that many girls do like to tan 
to prepare for special events, like proms, 
dances, and other major social events. With 
prom being such a memorable moment of 
high school it is important to show girls the 
dangers of even tanning a few times and that 
just because they are young does not mean 
they are invincible to skin cancer.���

 w���
Influencers: In order to have a successful 
social media campaign it is important to 
generate a base of followers to help spread 
the word organically. In order to create a 
following to our social media services we 
will pay somebody who strongly resonates 
with our target audience, which in this case 
is Nash Grier. Grier is a teenager who has 
mastered the art of social media by 
accumulating over 12 million followers 
across three popular social media services: 
Twitter, Instagram, and Vine. With Grier 
being from North Carolina his star power 
carries extra weight in this state, and with 
him also being a high school student he 
carries significant clout with high school 
students – especially females. ���

 w���
In the posts, Grier would talk about how 
being tan is not a healthy long term solution 
for beauty. He would also tell his followers to 
follow our own social media services. With 
such a large reach  and powerful voice 
amongst our target audience, Nash Grier 
provides the NCDA with a relatively cost-
effective way to promote our social media. ���
 ���
���
���
���
���

Strategic Search Engine Advertisements:���
The purpose of targeting high school 
females is to try and prevent a new 
generation from tanning, but it would be 
naïve to assume that we would be able to 
reach every potential tanner. Due to the fact 
that a good portion of our audience has 
never tanned before, they would have to go 
online to try and find a tanning salon. To 
ensure our anti-tanning message reaches 
these people, we will create an advertisement 
to appear on popular search engines Google 
and Bing. These ads would be geo-targeted 
to the Raleigh-Durham area to ensure we 
reach the intended locational reach. (Figure 
H) ���

 ���
Tactics: Purchase AdWords, and Bing Ads to 
maximize reach���
 ���
Online Radio:���
Modern children have grown up with the 
Internet and are connected to their mobile 
devices. Accordingly, it is critical that the 
North Carolina Dermatology Association 
reach these kids on the platforms they use 
on a daily basis. Music has always played a 
key role in the lives of teenagers, but unlike 
generations past, traditional radio is no 
longer a factor in reaching a teenage 
audience. Instead, online radio services such 
as Spotify and Pandora have taken the place 
of traditional radio and have become 
incredibly popular amongst teenagers. ���
 ���
Online radio presents brands the 
opportunity to reach an unbelievable 
number of users, especially among the two 
most popular online radio services, Spotify 
(24 million users) and Pandora (250 million 
users). These services also have cross-
platform availability with online, mobile, and 
tablet applications.  Additionally, each of 
these services provide brands with the 
opportunity to geo-target ads to ensure the 
correct area is reached. With this campaign 
focusing on reaching a local audience, the 
geo-targeting ability of these services allow 
for the NCDA to maximize its investment. ���
 ���
In order to optimize an online radio ad 
campaign to prevent indoor tanning, it is 
logical to launch these ads during the winter 
months when tanners are unable to tan by 
simply going outside. ���
 ���
Tactics: Produce ads on Spotify and Pandora 
to air during winter months���
���
���
���
���
���

���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
Through surveys distributed to the mothers 
of teenage girls, we learned that most 
respondents were already aware of the 
health risks of indoor tanning. This 
indicated to us that awareness was not the 
issue and should not be the primary target 
of our campaigns. Many mothers indicated 
that they were against tanning but reported 
that their daughters would often tan to 
improve appearance, particularly for special 
occasions. Even those mothers who 
indicated being against tanning agreed that 
having a tan improves a person’s 
appearance. This view is perpetuating the 
importance of vanity among teenage girls.���
So, to combat the prevalence of vanity, we 
have designed a campaign that targets 
mothers of teenage daughters called “Love 
Her the Way She Is”. The campaign is 
intended to motivate the maternal instinct 
within audiences and thus prevent tanning 
habits. It’s also intended to encourage 
positive messaging regarding appearance by 
emphasizing the need to love your daughter 
the way she is. (continued)���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
���
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���
���
���
Print Advertisements: ���
In each print advertisement, the text would be the primary 
focus. In the background, you would see scrapbook pages or 
photographs showing the daughter’s transition from baby to 
teenager. The text would say, “She may be aging quickly, but 
her skin doesn’t have to.”… “Keep her out of tanning beds. 
Love her the way she is.” The bottom of the advertisement 
would include the link to the campaign website. This same 
advertisement text could accompany different pictures, like a 
pair of baby booties next to a pair of high heels or a teenage 
girl doing mature activities, like putting on makeup or driving 
a car for the first time. ���
These print advertisements for the “Love Her the Way She Is” 
campaign would be placed in magazines with a target audience 
of mothers. Any parenting magazine could feature the 
advertisements. ���
 ���
Television Advertisements: ���
These advertising campaigns would utilize either scare tactics 
or a more positive approach. The first advertisement campaign 
would begin with a mother saying goodbye to her daughter 
leaving for college. (Figure I) She would be holding the 
daughter tightly and then, reluctant to let go but having to say 
goodbye, would close the door and cry. She would be 
heartbroken and the camera would focus on her emotions, 
making it clear to the audience the difficulty she is having 
saying goodbye to her child. After about 30 seconds of this, a 
voiceover would be played, saying, “If you get this upset saying 
goodbye to her for a few months, can you imagine how upset 
you’ll be if you have to say goodbye to her for a lifetime?” … 
“Indoor tanning can kill. Treasure your daughter while you still 
can and love her the way she is.” This would be followed by 
some text appearing on the screen urging viewers to go to the 
campaign’s website for more information about the health 
risks of indoor tanning. ���
 ���
To include advertisements with a more positive approach in 
the “Love Her the Way She Is” campaign, the campaign could 
motivate the maternal instinct by emphasizing the mother’s 
role as a superhero in their daughter’s life. These television 
advertisements would involve real and unscripted mothers. We 
would send someone out to a busy area to find mothers of 
teenage daughters. We would distribute small dry erase boards 
and markers to them and ask them to write a way in which 

they are a “supermom” to their daughter. The responses would 
be organic and unaltered. They should show the variety of big 
and small ways in which mothers are protecting their 
daughters. Some might write “I provide the ice cream after 
break-ups” while others might say, “I drive to soccer practice”. 
Finally, we would ask a mother to hold one that says “I saved 
her from skin cancer.” At the very end, we would have all of the 
mothers standing together in a large group, each holding a dry 
erase board that says, “I love her the way she is”. A voiceover 
would play saying, “You don’t let your daughter tan because 
you want to protect her. You also want her to know how 
beautiful she is. You love her the way she is.” Then, similar to 
the last advertisement, text would appear on the screen urging 
viewers to go to the website for more information on the 
dangers of indoor tanning. This campaign could also be 
reversed to depict daughters writing how they view their 
mothers as superheroes. The final daughter would hold a 
message similar to the last one of the mothers. ���
 ���
Both of these television advertisements would play primarily 
during the day, when stay at home moms are in the house and 
around the television. We would target channels like HGTV 
and the Food Network. Additional research could be done to 
figure out which channels receive the highest amount of mom 
viewers. ���
 ���
Campaign Website: ���
A basic website hosting the television advertisements of the 
“Love Her the Way She Is” campaign could be created.  (Figure 
J) This website would include all of the advertisements from 
the campaign, both television and print. It would also include 
all of the NC Dermatology Association’s research about skin 
cancer and indoor tanning. There would be downloadable 
pamphlets for mothers to print and read over with their 
daughters. There would also be a page for healthy tanning 
alternatives, like spray tanning and self-tanning lotions. This 
page would still encourage self-confidence and “loving her the 
way she is” but would offer healthy alternatives for the special 
occasions that our research showed teens were tanning for. ���
We could also ask popular “mommy blogs” to showcase our 
campaign on their sites. They could host our advertisements on 
the side, link to our website, or write an entire blog feature on 
our campaign. ���



TIMELINE, BUDGET & 
EVALUATION���

Being that our campaign addresses the usage of 
tanning beds, when creating a timeline it is 
important to consider the most prominent times 
that people will indoor tan – the fall and winter. 
During the summer months people will go to the 
beach, lay out by a pool, etc. in order to tan, but in 
the fall and winter it is simply too cold to tan 
outdoors. Accordingly, our campaign places a 
large emphasis on having promotions take place 
during the fall and winter months to ensure that 
we influence potentials tanners while they are still 
in the decision making process. Social media and 
website, however, are two services that need to 
function all year because they will serve as a 
reference point and as a way to keep the NCDA 
and its mission in the minds of parents and teens. ���

���

���

���

The budgetary constrains of these campaigns resulted in 
everything being done on a smaller scale, with the majority of 
the work being done internally. All of the social media will be 
done internally, from maintenance to content creation. We will 
also work with local colleges in to give course credit in exchange 
for groups to complete the production of the website, Snapchat 
film, television and radio ads, and the all the print 
advertisements. These programs will be similar to the APPLES 
program an the University of North Carolina at Chapel Hill 
where classes are organized like a mock agency and students 
preform real work for clients. With students doing the actual 
production of the ads, we will be able to use our $10,000 budget 
strictly for promotion and increasing the reach of this campaign. 
The only tactic that requires any real outside experience is the 
maintenance of the website which will be handled by a small 
local digital company. The low cost of $50 is due to the fact that 
agency will only be responsible for helping people troubleshoot. 
The money going towards influencers Nash Grier will be given 
through his personal management company. The Google 
Adwords can be done manually as well, with the costs being 
charged to a company credit card. All ads will be passed on to 
the organizations that will air them (ABC, Spotify). With the 
amounts of touch points these campaigns have, it is necessary to 
outsource all of the actual production work in order to have the 
necessary funds to purchase the required promotional time. ���

 

Audience: Parents 

Tactic   Quantity Cost Per Item Total Projected Cost 

Print 

Advertisement 

(Magazine) Printing 7 Months $157/Month $1,100 

Print 
Advertisement 

(Bus) Printing  6 Months $50/Month $300 

Print 

Advertisement 
(Bus Stop) Printing 3 Months $100/Month $300 

Television 

Advertisements Television 3 Months $900/Month $2,700 

Website 
Maintenance Digital 12 Months $50/Month $600 

Total       $5,000 

Audience: Teens 

Tactic   Quantity Cost Per Item 

Total Projected 

Cost 

Google Adwords Digital 7 Months $85/Month $1000 

Facebook Digital 12 Months 

$0 - Done 

internally $0 

Twitter Digital 12 Months 

$0 - Done 

internally $0 

Instagram Digital 12 Months 

$0 - Done 

internally $0 

Influencers Fees 2 Months $500/Month $1,000 

Television 

Advertisement Production/Television 2 months $1100/Month $2,200 
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Our campaign recommendations have been uniquely targeted to the needs of 
the North Carolina Dermatology Association based on our own background, 
primary, and secondary research. As such, we believe these recommendations 

will be immensely effective in achieving the North Carolina Dermatology 
Association’s goal of reducing the incidence of indoor tanning among 

teenage girls.���
w ���

We believe that our two-fold approach of targeting both teenage girls and 
their mothers will reduce both current and generational issues with the 

misinformation and appearance pressures that can be influencers for indoor 
tanning behaviors.���

w  ���
The strategies and tactics we have identified in our campaign are culturally 
relevant, current, attention grabbing, emotionally compelling, realistic and 
budget friendly. We firmly believe that the plan we’ve outlined is the most 
efficient way to reach people on a level they identify with and ultimately 

change their attitudes and behaviors. By changing attitudes on such a 
psychologically primal level, we believe that we are not only deterring 

behavior, but also creating a chain of health advocacy.���
 w ���

By targeting teenage girls and their mothers based on the motivating factors 
and beliefs identified in our primary research, our campaign will truly reach 
our target audiences on a core level, and will serve as a powerful deterrent 

against indoor tanning.���
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Figure A. Focus Group Questions ���
���
1.What words come to mind when you think of tanning beds?���
���
2. If you could describe someone who indoor tans what would they look like?���
���
3. Progressively ask more questions about the indoor tanning persona ���
What type of personality? Where would they work? ���
���
4. Describe someone who does not use tanning beds���
Same technique as above���
���
5. Have you ever considered (indoor) tanning, or do you currently (indoor) tan? ���
If yes: What motivated you to (indoor) tan in the first place? If you continued (indoor) tanning, what 
motivated you to keep doing it?���
If no: is there any particular reason why?���
���
6.What would make you want to use a tanning bed? If you already use a tanning bed why do you keep 
going back?���
���
7. For those of you who have indoor tanned, what kind of tanner would you consider yourself? (e.g. 
occasional or frequent)���
For occasional: What motivates you to only tan occasionally? ���
For frequent: what motivated your frequent tanning behaviors? ���
���
8. Have you heard any positive or negative messages about (indoor) tanning?���
If yes: From whom? What was the message? → Did you believe what you heard? ���
If yes: Why did you believe it? ���
If no: Why didn’t you believe it?���
���
���
9. Do you know of the risks associated with using tanning beds? Do they factor in your decision to use/
not use a tanning bed?���
���
10. What do your parents think of you using a tanning bed?���
���
11. Have you ever considered using spray tan, or any product that makes you look tanner? (e.g. tanning 
lotions)���
If yes: What do you use, and why?���
If no: Is there any particular reason you don’t use these products? What would make you more likely to 
use them?���
���
12. What do you think of things like spray tanning or tanning lotions? Would you use them? (Make sure 
they say why or why not)���
���
13. Finish this sentence: When I am tan I feel _________���
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Figure B. Survey Questions.���
 ���
1. Please indicate your daughter’s age.���
 ���
2. Please indicate your daughter’s race.���
���
3. Does your daughter currently practice 
indoor tanning?���
yes / no / not sure���
���
4. Please indicate the frequency of your 
daughter’s tanning habits.���
several times per day / once per day / 
several times per week / once per week / 
several times per month / sporadically or 
on special occasions / never / not sure���
 ���
5. If your daughter does not currently 
practice indoor tanning, has she ever 
done so in the past?���
yes / no / not sure���
���
6. Please indicate how strongly you agree 
or disagree with the following statements.���
My daughter’s tanning habits are 
influenced by the opinions of her peers.���
(strongly disagree) 1  2  3  4  5 (strongly 
agree)���
My daughter’s tanning habits are 
influenced by the media (e.g. magazines, 
celebrities, etc.).���
(strongly disagree) 1  2  3  4  5 (strongly 
agree)���
My daughter’s tanning habits are 
influenced by parental opinions.���
(strongly disagree) 1  2  3  4  5 (strongly 
agree)���
My daughter's indoor tanning habits are 
influenced by her education of the health 
risks.���
(strongly disagree) 1  2  3  4  5 (strongly 
agree)���
 ���
My daughter's indoor tanning habits are 
influenced by other.���
(strongly disagree) 1  2  3  4  5 (strongly 
agree)���
 ���
7. If other, please explain.���
 ���
8. If your daughter used to practice 
indoor tanning but no longer does, please 
select any motivations for this change in 
habit that apply.���
a) Financial concerns���
b) Inconvenience���
c) Social influence���
d) Health concerns���
e) Other���
���
9. If other, please explain.���
���
10. If her reason was related to health 

concerns, what were the specific 
concerns?���
���
11. What is your attitude toward indoor 
tanning?���
(strongly against) 1  2  3  4  5 (strongly for)���
 ���
12. If you indicated either strongly for or 
somewhat for, please select all reasons for 
your attitude that apply.���
a) Health benefits���
b) Appearance benefits���
c) Convenience���
d) Mood benefits���
e) Social benefits���
f) Other���
 ���
13. If you indicated either strongly against 
or somewhat against, please select all 
reasons for your attitude that apply.���
a) Health concerns���
b) Inconvenience���
c) Financial expense���
d) Social influence���
e) Damage to appearance���
f) Other���
 ���
14. Please indicate how strongly you agree 
or disagree with the following statements. ���
Indoor tanning improves a person’s 
appearance.���
(strongly against) 1  2  3  4  5 (strongly for)���
Indoor tanning makes a person feel good.���
(strongly against) 1  2  3  4  5 (strongly for)���
Frequent or occasional indoor tanning 
will make my daughter more popular.���
(strongly against) 1  2  3  4  5 (strongly for)���
I would let my daughter indoor tan if her 
friends were doing it.���
(strongly against) 1  2  3  4  5 (strongly for)���
15. Have you heard of any of the following 
health benefits related to indoor tanning? 
Please select all that apply.���
a) Safer than outdoor tanning���
b) Ability to get a “base tan”���
c) Source of Vitamin D���
d) Mood benefits���
e) “Other”���
 ���
16. If other, please explain.���
 ���
17. Please indicate how strongly you agree 
or disagree with the following statements. ���
I feel comfortable letting my daughter 
indoor tan regularly (more than a few 
times a year).���
(strongly against) 1  2  3  4  5 (strongly for)���
I feel comfortable letting my daughter 
indoor tan occasionally (or for special 
occasions).���
(strongly against) 1  2  3  4  5 (strongly for)���
I allow my daughter to indoor tan 
regularly or occasionally but am not 

comfortable with it.���
(strongly against) 1  2  3  4  5 (strongly for)���
I am uncomfortable allowing my daughter 
to indoor tan at all.���
(strongly against) 1  2  3  4  5 (strongly for)���
 ���
18. Have you heard of any of the following 
health concerns related to indoor 
tanning? Please select all that apply. ���
a) Damage to appearance of skin���
b) Cancer-causing properties of sun 
lamps���
c) Melanoma skin cancer���
d) Non-Melanoma skin cancer���
e) Tanning addiction���
f) Other���
 ���
19. If other, please explain.���
 ���
20. Please indicate how strongly you agree 
or disagree with the following statements. ���
I am aware of the health risks associated 
with indoor tanning.���
(strongly against) 1  2  3  4  5 (strongly for)���
I have discomfort regarding my 
daughter’s indoor tanning habits because 
of the associated health risks.���
(strongly against) 1  2  3  4  5 (strongly for)���
I do not allow my daughter to indoor tan 
because of the associated health risks.���
(strongly against) 1  2  3  4  5 (strongly for)���
I have discussed the indoor tanning 
health risks with my daughter.���
(strongly against) 1  2  3  4  5 (strongly for)���
 ���
21. If you are in favor of your daughter 
practicing indoor tanning habits, please 
indicate which reason is your primary 
motivational factor.���
a) Health benefits���
b) Appearance benefits���
c) Convenience���
d) Mood benefits���
e) Social benefits���
f) Other���
 ���
22. If other, please explain. ���
 ���
23. If you are not in favor of your 
daughter practicing indoor tanning 
habits, please indicate which reason is 
your primary motivational factor.���
a) Health concerns���
b) Inconvenience���
c) Financial expense���
d) Social influence���
e) Damage to appearance���
f) Other���
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Figure C. Interview Notes���
���
Group 1 Notes:���
���
When I hear “tanning bed,” I think...���

Nice to be tan be, not artificially tan���
I don’t feel different when tan, still who you are���
When I think of tanning beds it’s dangerous, fake���
Not as fun as sitting in the sun vs. ten minutes in the 
bed���
I think of cancer due to a story we read about a girl 
who went to tanning bed and cancer���
It’s kind of gross, doesn’t look real���
Orange���
My mom had one in her hair salon took it out 7 years 
ago due to danger���

 ���
If you could describe tanner who would you think...���

Brittany���
Orange���
Lots of eyeliner���
Nice hair���
Care about her appearance���

 ���
Semi formal���

Got a spray tan���
One time my mom bought Jergens and I only put it 
on one arm and it got way darker���
One spray tanner���

 ���
What does someone who doesn’t tan act like?���

I don’t think if you tan there is a certain person���
It’s just a choice that doesn’t define personality���
Pale person stereotypically less popular���

 ���
Super tan – fake, more popular, artificial, go outside more���
 ���
Super pale – natural, smarter, more yourself, less outgoing���

Weird how fashions have changed and being pale 
used to be really pretty���
Not very many girls who tan���
Girls in pageants tan���
���

What would make you use tanning beds?���
Going some where tropical when pale���
My parents tell me to wear sunscreen���
Parents never talk to us about spray tans���
Great aunt tans a lot���

���

���
���
 ���
What can it do to you—effects?���

Skin Cancer���
Makes you look older, age���
Leathery���

 ���
Strongest message that would make you not want to tan?���

Skin cancer���
Can harm you���
Doesn’t last that long—is it worth it?���
A lot of people and families have been affected so it’s 
far more crucial���
I like going outside and getting tan���
Getting a spray tan for formal or dance���
I have red hair so I wouldn’t do it���

 ���
When I’m tan I feel ______���

Different���
Like I look better���
Feel more confident���
Kind of athletic���
Less like myself���
Prettier���
Like its summertime and more attractive���

 ���
When I’m pale I feel ______���

Gloomy���
More natural���
More myself���
More natural���
Lazy—haven’t been outside���
Cold, wintery, pants���

 ���
Fillers for being tan���

Florida more tan I felt better – sunny���
Don’t use bronzers���
Exercise���
Good to be in shape - confident, look good���
���

Do you think your parents would let you go tanning?���
I don’t think my parents would let me go to tan, and 
maybe let us spray���
My mom has told me its bad but not specifics���
Not bad to be different���
���

(continued)���
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Figure C. Interview Notes���
���
Group 2 Notes:���
“Indoor tanning” ���

Tanning salon���
Radiation beds���
Pageants���
Cancer���
Radiation tanning beds���
Dangerous���
Bad hype, but there can be safe ways���
���

Stereotypes ���
Orange���
Blondes from the TV shows (mean girls)���
Cheerleading���
Pageants���
���

What kind of person tans?���
Preppy���
Blonde���
Vapid���
Someone probably lives where there is sun, expected 
to be tan���
Doesn’t know all the dangers, not the smartest 
person���
Anyone could do it though���

 ���
Someone who doesn’t use tanning beds…���

Doesn't care about appearance (but not in a bad way)���
Someone who can tan naturally���
Really pale people (look weird)���
Bad images associated with both groups���

 ���
Have you ever considered indoor tanning or alternative 
methods?���

Once did lotion on my legs, when it faded was 
orange and streaky���

 ���
If you haven’t already would you consider alternative methods?���

I would use a spray tan, so many risks, really 
dangerous, can get skin cancer, I’ve seen the bad side 
of indoor tanning���

 ���
Would anything make you consider indoor tanning? ���

If it was safer, health comes before looks���
 ���
Do your parents use tanning beds? ���

Mom uses lotion, aunt used but stopped, mom used 
before people used the risks���

 ���
Why are people still using tanning beds? ���

Same as cigarettes, it’s a routine, they think it's a 
myth that it’s cancerous���
“It could never hurt me”���
People start because they think it’s cool���

 ���
 ���
Have you heard any negative ads or information? ���

Just learned about melanoma in health class���
 ���
Would parents say no indoor tanning allowed? ���

Yes (universally)���

 ���
Have any used spray tan? ���

Yes (1), didn’t turn out well because I did it myself. 
Did it for semiformal, and for beach.���

 ���
Would you consider using tanning lotions? ���

Never thought about it before, I tan really easily���
I would use lotions because I burn���
Would want to tan if there were no more risks, 
currently not something I would want to do���

 ���
Are people who tan uneducated or do they know and not care? ���

Some of both���
 ���
When my skin is tanner, I feel …���

Orange���
Less pale���
More options to choose from clothes-wise���
Proud of my shoulders���
Proud���
Never been tan���
 I think it’s fun (summer, nice, tan)���
Associate with free time, enjoying self���

 ���
What does society value? ���

Mostly tan people. Even for African Americans, there 
is a specific look that is expected.���

 ���
When I’m pale, I feel – ���

Closed in; not enough time outside. ���
Everyday. ���
Pale is more the norm in the winter.���
If I’m pale in the summer – I feel like I’ve been 
inside too much.���
I don’t have a specific association—only when I’m 
tan.���

 ���
Use sunscreen? ���

Yes! (universally)���
 ���
Alternative methods?���

I know a girl who did tanning in middle school. 
People don’t talk too much about how they get tan, 
but they do compare arm skin colors.���
My mom did an alternative tanning method once on 
her legs, turned orange. We were in Italy.���

 ���
Who does tan - Where do they work? ���

Hollister, advertising, Abercrombie, get way more 
than other high school jobs because they have “that 
look,” sales, because you have to have a certain look���

 ���
Who does not tan? ���

Book store, library���
Stuck in the mall (inside)���
Normal person job���
Waitresses (another said in response: no, waitresses 
are normally tan because they have to sell things)���

 ���
Only thought about it for health class, hadn’t thought about 
indoor tanning before.���
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A"young"girl"is"dancing"at"her"senior"
prom,"she"is"super"dark,"and"she"is"
holding"her"date"close."As"the"camera"
zooms"in"on"her"skin"there"is"a"
luminescent"transi8on"with"glow"of"a"
tanning"bed."

Zoom"out:"the"girl"is"dancing"at"her"
wedding."Her"skin"is"no"longer"a"
beau8ful"bronze"but"rather"wrinkled,"
aged"beyond"her"years."Again"the"
camera"zooms"on"to"her"leathered"
skin"with"glow"of"a"tanning"bed."

Zoom"out:"a"wedding"party"is"going"on"
in"the"background"but"it"is"almost"as"if"
they"guests"are"in"mourning."Camera"
focuses"on"a"picture"frame"with"a"
picture"of"the"bride."

Camera"focuses"on"a"picture"frame"
with"a"picture"of"the"bride."

Zoom"in:"the"image"is"of"her"in"a"
hospital,"looking"to"be"on"her"last"leg,"
and"her"skin"looking"ro@en."The"frame"
will"say"RIP"Mom.""

A"desolate"voice"will"come"on"as"the"
screen"turns"black:"

“The"tanning"bed"gave"me"the"perfect"
glow"for"my"high"school"prom."By"the"
8me"I"was"a"bride,"I"no"longer"had"the"
beau8ful"fresh"skin"I"had"always"
dreamed"of"for"my"big"day."The"
pictures"were"reminders,"but"it"was"
too"late"–"tanning"ruined"that"night."
Years"went"by"I"never"tanned"again."
But"due"to"skin"cancer"I"never"got"to"
see"my"daughter"walk"down"the"aisle"
on"her"special"day."Looking"back"at"my"
high"school"self"I"just"want"to"ask…
Was"it"worth"it?”"

Figure E. “Was it worth it?” commercial���
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Figure F. “Fake & Bake” Simulator���
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Figure G. Twitter account���
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Figure H. Strategic Search Engine Ads 
and Geo-targeted Reach���
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Figure I. “Saying goodbye” commercial���
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Figure J. “Love her the way she is” website ���


