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To promote, protect, and improve the 

health and safety of all Hoosiers.

OUR MISSION:

Every Hoosier reaches optimal health 

regardless of where they live, learn, work, 

or play.

OUR VISION:



Tobacco Prevention and Cessation
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…to significantly improve the 

health of Hoosiers and to 

reduce the disease and 

economic burden that tobacco 

use places on Hoosiers of all 

ages



Decrease Indiana youth tobacco use rates

Increase the proportion of Hoosiers not exposed to secondhand smoke

Decrease Indiana adult smoking rates

Maintain state and local infrastructure necessary to lower tobacco user rates and thus make 
Indiana competitive on economic fronts

Indiana Tobacco Control Strategic Plan





“Tobacco Control Vaccine”

Source: King BA, Graffunder C.  The Tobacco Control Vaccine: a population-based framework for preventing tobacco-related disease and death.  
Tobacco Control 2018;27:123-124. 
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Surgeon General’s Report on E-cigarettes

2016 U.S. Surgeon General’s Report

2018 U.S. Surgeon General’s Advisory

Comprehensive approach needed
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Vape-Free Indiana



Implement youth education programs

Support the implementation of the CATCH ® My Breath e-
cigarette education program to middle and high schools.

4 regional CATCH MY Breath train-the-trainer workshops held

125 certified CATCH trainers to date 

130+ Indiana schools/organizations are already enrolled to 
conduct the curriculum



Sweet Deception: Tour      Peer Education

2019: two tours (7 weeks total ) reached 70 
schools.

Youth (ages 13-18) from a school or community
1500 youth reached; 140 peer educators



Promote tools to help youth quit e-cigarettes

This is Quitting: Truth Initiative’s text messaging program that provides support for 
youth wanting to quit vaping

Text ‘INDIANA’ to 88709

Parents can text "QUIT" to (202) 899-7550

Promotion of this resource complements the 
CATCH My Breath and the Sweet Deception programs



Youth Day of Action

•January 27, 2020 at the Indiana Statehouse

•Approximately 150 youth from around the state attended

•Focus on youth vaping; launched This Is Quitting Indiana Opt-in Code



Behind The Haze
public education campaign statewide about the 
harms of e-cigarette use to youth



BTH-Defenseless
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BehindtheHazeIN
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Policy

Education

Cessation support

Youth engagement

Alternatives to Suspension



We’re here to help!
• Connect with a local tobacco control coalition 

• Implement 100% tobacco-free campus policies including 

electronic nicotine delivery systems (e-cigarettes)

• Help educate your communities 

• Promote tobacco cessation to parents and youth



TPC resources
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Youth data collection

• Youth Panel Survey – Online

• 2020 Indiana Youth Tobacco Survey
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Percentage of Indiana Youth Who are Current* Smokers or Current Users of E-cigarettes, 
2000-2018 YTS
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*Current is defined as use of the product at least once in the past 30 days.
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Tobacco 21

Senate Enrolled Act 1 from 2020 Session:
 Signed into law on 3/18/2020

 Takes effect 7/1/2020

Addresses youth access to tobacco and other nicotine products

Part of T21 Legislation:
 National movement to increase tobacco sale age to 21 in order reduce access to 

tobacco/nicotine products as a strategy to reduce significant health effects of youth/young 
adult tobacco initiation

INDIA

NA T



T21 Implementation Resources 

INDIANA TOBACCO 21 LAW   28



Youth Exposure to Tobacco Marketing
Retail Stores

Internet

Newspapers or Magazines

Tobacco Use in Movies or on TV

 7 in 10 youth were exposed to 

tobacco ads in convenience stores, 

supermarkets, or gas stations.

 4 in 10 youth were exposed to 

tobacco ads on the internet.

 3 in 10 youth were exposed to 

tobacco ads in newspapers or 

magazines.

 7 in 10 youth saw actors using 

tobacco on TV or in movies.



Youth Targeting – Price and Placement



Why does point-of-sale matter?

Point-of-
Sale 

Marketing

Encourages youth to 
start using tobacco

Makes quitting more  
difficult

Disproportionately 
targets some 
communities
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