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Objectives:

· Provide an overview of community and state level smoke-free home and car programs 

· Discuss lessons learned and outline possible applications of these programs to Arizona communities

· Provide contact information and support materials for dissemination and use of participants

"Not In Mama’s Kitchen"

Brenda Bell Caffee, Caffee, Caffee and Associates, bbellcaffee@cs.com,

Nina S. Jones, Caffee, Caffee and Assoc., PHF, Inc, voicesofruth@hotmail.com.

www.notinmamaskitchen.org
The NIMK program has proven to be an excellent tool to facilitate coalition building and increase the capacity of communities who come together to implement this program in the elimination of secondhand smoke in homes and cars.  We enter communities with a goal to crate a sustainable community based effort by utilizing three major objectives while customizing the artwork necessary to:

Objective 1  
Frame tobacco control issues while engaging residents and inspiring their participation with knowledge that our contact may be their first introduction to addressing tobacco control issues.  
Objective 2  
Create community based tobacco control strategies that encourage sustainability.
Objective 3  
Move the spectrum from traditional community participation to a more meaningful level of engagement that allows audiences to be actively involved in decision makings that will ultimately result in measurable improvements in the quality of their lives.
Key Points
1. Educating communities regarding the importance of instituting voluntary smoke-free home and car policies helps communities and their families to protect their children and themselves from secondhand smoke exposure. 


2. A community can utilize unique and enthusiastic partners to promote and support their activities. 


3. "Not In Mama's Kitchen" is an excellent tool to promote smoke-free homes and cars and can be adapted to diverse communities. 


4. There are materials and support available to assist communities in addressing SHS issues. 

An Example Of An Italian Antismoking Program

For Kindergarten Children

Giorgio Pretti, MD, Saint Louis University, School of Public Health, mvb9@yahoo.com

Problem/Objective: It is critical to begin teaching all children about the hazards of smoking at an early age. Italian antismoking efforts have not targeted very young children. Therefore, the purpose of this study was to implement an antismoking program for 5 year-old children based on the CDC's School Health Guidelines.


Methods: “Alla Conquista del Pass per la Citta' del Sole” program consists of five age-appropriate units led by three characters: Mrs. Nicotine, Mr. Thank You: I don't smoke, Doctor Clean-Lung. Topics included smoke-free environments, short-term consequences of smoking and nicotine addiction. Home activities were also given to include parents' participation in the program. Parents and teachers completed surveys about program satisfaction and feasibility, and parents' level of involvement. 


Results: In 2003, 2,007 five year-old children from 52 schools and 89 teachers participated in the program. Teachers reported that the program was useful, easy to implement, and age-appropriate, but that parent involvement was low. Data comparing smoking and non-smoking teachers will also be presented. Parents (n=1157) reported being satisfied with their children's participation in the program and were more likely to be more responsible in their choices about smoking and to encourage family discussions concerning healthy lifestyles because of the program.


Conclusions: The results show that the program increased knowledge and awareness of the importance of tobacco prevention for parents and teachers, and that the ease of implementation should lead to increased program adoption throughout Italy.

Home Daycares Clear the Air for Little Noses

“Fresh Air For Little Noses” http://www.lungoregon.org/tobacco/
“Not In Mama’s Kitchen” www.notinmamaskitchen.org
Terrance L. Williams, BS, , twilliams@gchesc.org, 

Alonzo Vance, BS, alonzovance@gchesc.org, 

Michael Head, BS, michaelhead@gchesc.org. 

The Greater Cleveland Health Education & Service Council

Problem/Objective: The goal was to establish a smoke-free environment policy by utilizing Fresh Air For Little Noses and “Not In Mama's Kitchen” to educate Home Childcare Providers on the health hazards of children being exposed to secondhand smoke. 


Methods: Through these programs, providers received tools and information to implement their own smoke-free environment policy. Providers learned about the harmful effects of secondhand smoke and how to eliminate its exposure in their environment. Participants learned how to recognize common warning signs of asthma in children and ways to make their environments “Asthma Healthy”. Providers developed techniques to encourage parents and other caregivers to stop smoking. Caregivers signed the “Not In Mama's Kitchen” pledge to establish and maintain a smoke-free environment. 


Results: Results were measured through pre-test, post-test and the number of participants who signed the smoke-free environment pledge. One hundred % of Providers trained in the Fresh Air For Little Noses program singed the “Not In Mama's Kitchen” pledge. As a result of the trainings, Providers educated the parents of children enrolled in childcare on the hazards of secondhand smoke. Parents are encouraged to stop smoking and take the smoke-free environment pledge. One hundred % of parents educated on the perils of secondhand smoke have taken the “Not In Mama's Kitchen” smoke-free environment pledge.


Conclusions: Evidence based and culturally specific programs can be successfully implemented to educate adults in various settings. By utilizing these programs, we have been able to reach a population that may not reachable. 

Latino Outreach Program

http://www.smokefreevalley.org/html/home.html

Michael A. Usino, MHS, Coalition for a Smoke-Free Valley, michael.usino@lvh.com, 

Alice Dalla Palu, alice.dallapalu@lvh.com.

Problem/Objective: Tobacco Smoke Pollution is a problem in low income and minority households. The Coalition for a Smoke-Free Valley with Latinos for Healthy Communities conducted an outreach program to offer information to families about tobacco smoke pollution and cessation services. The audience for the project was minority and low income people in Lehigh and Northampton counties. 


Methods: The project trained bilingual and bicultural outreach workers to educate individuals and families in multiple settings, regardless of location. Utilizing the Keep Us Healthy Intake Survey outreach workers identified and trained families on the risk and health effects of smoking behaviors. Materials were provided and reviewed with each encounter. Follow-up visits determined adaptation of behavioral changes. 


Results: A total of 637 follow-ups were completed – 421 in Northampton and 216 in Lehigh Counties. Fifty were unavailable for follow up for various reasons. An additional 304 remain for follow-up. Twenty-six percent reported changes in smoking inside the home; 3% no longer allowed smoking in the home. Twenty-four percent reported changes in smoking in the car; 4% no longer allowed smoking in the car. Twenty-six percent reported speaking out about TSP in restaurant, workplace, and public areas. Thirty-six percent were referred for treatment; 14 people quit as a direct result of our education and intervention efforts. 


Conclusions: Findings demonstrated that this type of intervention positively impacts families. Families instituted changes in smoke-free homes and cars; have reduced exposure in the home, workplace and public places; 31% reported that the intervention empowered them to make changes. 

Protection from Second-hand Smoke in the Home:

The Breathing Space Campaign

http://www.city.toronto.on.ca/health/breathingspace/
Jane C. Loppe, BSc RD, Region of Peel Health Department, 

Chronic Disease & Injury Prevention, jane.loppe@peelregion.ca

Problem/Objective:
Although several small scale campaigns promoting smoke-free homes had been implemented in Ontario, difficulties in reaching homes with unrestricting smoking necessitated a coordinated approach across public health agencies.


Methods:
Best practices research, consultation with experts in the field, audience analysis and segmentation, and focus testing of key messages contributed to the development of a comprehensive social marketing campaign. Phase one of the campaign, implemented in 2000, 2001 and 2003 targeted homes with smokers who were responsive to smoke-free homes messages, having few barriers to making their home smoke free. Phase two targets hard-to-reach audiences which includes smokers with barriers to making their homes smoke-free. This campaign will be implemented in spring of 2005 across 33 Ontario public health agencies. Both phases of the campaign utilize a variety of strategies including: print and radio advertisements and community-specific interventions. 


Results:
Evaluation of the 2003 campaign found that the Breathing Space campaign significantly increased the likelihood that individuals would ask someone who smoked not to smoke in their home if children were present. Impact analysis of the campaign indicated that radio advertising exerted the greatest impact on the awareness of the hazards of second hand smoke and attitudes towards this issue. Evaluation of phase two of the campaign will be completed in May 2005.


Conclusions:
A high quality social marketing campaign with broad reach can be highly effective in raising awareness of second-hand smoke exposure in homes. 

Public Art: A Community Engagement Strategy

For Smoke-Free Homes

Mary E. Hourigan, MPH, Our Neighborhood Works, houri002@umn.edu

Problem/Objective: Reaching economically, educationally and ethnically diverse communities with health information is a significant challenge. In an era when people who smoke perceive that there are few places left to smoke, asking people to smoke outside their home is a challenge and even more challenging in diverse communities. Compounding matters, is the fact that tobacco control messages have been around for a long-time. People who smoke are “tired of the harassment”, “they have heard it before” and the messages are seemingly shaming and blaming.


Methods: In an effort to create positive energy around the topic of smoke-free homes and more importantly, to reach across diverse groups, we undertook a pilot project to explore the role public artists could play in engaging the community. Public artists were asked to creatively connect individual pledges for smoke-free homes with public art.


Results: In the first 6 months of the community phase of the project, a telephone survey of area residents showed that 12% of the residents recognized the themes and art associated with the project. -Within the first 6 months of implementation almost 10% of households had pledged to make their home smoke-free and of those pledging, 30% were households where some one smoked. -The community demand for the art was so intense, that the project could not meet all the community requests for appearance by the public art and artists.


Conclusions: This pilot project showed that public art is a viable strategy that appeals to communities and is able to reach diverse audiences.

Purple Envelope Campaign –

A Northern Ontario Rural Media Campaign

Jennifer E. McKibbon, Northwestern Health Unit, Health Promotion Team, jmckibbon@nwhu.on.ca, 

Karen McLean, kmclean@ptcc-cfc.on.ca.

Objective: The purple envelope campaign was a smoke-free homes/cars media campaign targeted at parents of children under the age of 12 in the Kenora District of Northwestern Ontario. 


Methods: We collaborated with local agencies and groups involved with families of children under age 12 (i.e. schools, childcare/early years centers, doctors offices, pharmacies, hospitals and pre-natal classes) to deliver a purple envelope containing smoke-free information and repositional vinyl no-smoking signs for use in a home and car. Low prose literacy rates as indicated in The International Adult Literacy Survey (1994-1998) lead to the extensive use of radio commercials to market the purple envelope as a desirable item. An outside research organization was hired to carry out a pre and post campaign survey and completed 800 telephone interviews to measure the effectiveness of the campaign.


Results: In the post campaign survey 69% recalled the purple envelope campaign. The evaluation also showed that the campaign message reached our target community in Kenora District. Post campaign responses to each question showed improvements in behavioral intentions related to smoking in the home and second-hand smoke, relative to the pre-campaign survey. The percentage of households with smokers that did not allow smoking in the home was 64% pre-campaign and increased to 73% post-campaign. 


Conclusions: An emphasis on audio communication channels to the exclusion of print channels is appropriate in areas where prose literacy levels are low. The use of consumer marketing techniques in health promotion shows promise. 


