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METHODOLOGY
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Key questions asked:

1

2

Survey set-up:

Online 
Survey

What was the awareness of the High Costs campaign, including 
the Weeded Out game show?  Did the message break through 
in the ads and overall campaign?
How did teen consumers engage with the campaign, what 
actions did they take on social media and how did the campaign 
influence their decision to use or not use? 

What were the perceptions of the campaign, and is there 
anything that could be done differently in the future?

Research goals:

Fielded November 21 – December 18, 2018
19 question online survey outline:

● Campaign Awareness 
● Message Recall
● Ad Recall
● Weeded Out Awareness & Usage
● Weeded Out Ad Recall
● Campaign Perceptions
● Campaign Influence
● Marijuana Usage

Significance testing was conducted on all 
results and was performed at a 95% 
confidence level.

Significant differences are indicated by:
• A circle on the highest number of a 

chart, or
• A lower case (b) next to a number in the 

text.

To evaluate campaign 
effectiveness including 
awareness, ad recall, and 
likability

3

Statistical significance:
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RESPONDENT SNAPSHOT
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*County Estimates:  Source Colorado Dept. of Local Affairs for 2017

20% 20% 20% 20% 20%20% 20% 20% 20% 20%

Age 13 Age 14 Age 15 Age 16 Age 17

Respondents *County Estimate

Age Distribution**

49% 49%

2%

51% 49%

n/a

Male Female Other

Respondents *County Estimate

Gender

59%

21%

8%

5%
4%

1% 2%

Never Used

1-2 times ever

Once a month or less

Once a week

Several times a week

Daily

Prefer not say

Use of Marijuana

Q. In what year were you born?
Q. Which term below best describes your current gender identity? 
Q. For this last question, please keep in mind that all of your responses to this survey will be kept confidential. Your answers are not traceable back to you. Which 
statement below best represents your use of marijuana?

502 teens representative of the City and County of Denver

**Data weighted by age to reflect county age distribution. 
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Never 
used
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5%

73% 90%

23%
10%

Male Female

Current User

Non-User/Past User

Prefer not say

USAGE OF RESPONDENTS
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59%

21%

8%

5%

4%

1%

2%

Never Used

1-2 times ever

Once a month or less

Once a week

Several times a week

Daily

Prefer not say

Q. For this last question, please keep in mind that all of your responses to this survey 
will be kept confidential. Your answers are not traceable back to you. Which 
statement below best represents your use of marijuana?

Marijuana use is higher among male teens and 
older teens (age 15+).

Use of Marijuana

Non-
User or 

Past 
User

Current 
User

4% 1% 2% 5%

68% 82% 76%
84%

88%

28%
18% 23%

14% 7%

Age 17 Age 16 Age 15 Age 14 Age 13

80%

18%

n=502

n= 244 248

n= 99 101 101 101 100

Use by Gender

Use by Age
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11% 16%

28% 22%

39%
23%

Current User (b) Non-User or Past
User

11% 19%

24%
23%

34% 18%

Male Female (b)

CAMPAIGN AWARENESS
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Q. Please look at the logo below that was recently used in an educational campaign. How familiar are you with that logo? 

64% of Denver teens were aware of High Costs.  Males and current users 
were more familiar with the campaign. 

64%Top of Mind 
Awareness

Very, Somewhat 
and Slightly Familiar

(b) Indicates a statistically significant difference

Gender

Usage

Current Users were more aware:  
Current users were “very familiar” at 

39%, significantly higher than non-users 
at 23%. 

Males are more aware:  Males were 34% “very familiar” and 
“slightly familiar” at 11%, significantly differing from females at 18% 

and 19% respectively.

n= 88 403

n= 244   248

n= 502

69%
60%

78%

62%
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CORRECT RECALL
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Q. Please look at the logo below that was recently used in an educational campaign. How familiar are you with that logo?
Q. What do you remember about the High Costs campaign

Of the 64% of Denver teens aware of the campaign, 83% of the them 
correctly recalled the campaign objective with the logo. 

Correct Recall*

of those who are familiar with the 
logo, correctly attributed the 

campaign objective

83%

87%
85%

73%

Very Somewhat Slightly

Correct Recall by Familiarity Levels

n= 119 109 79

*Among all teens, 53% had correct recall of the campaign objective.
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RECALL - VERBATIMS

Page 10

Those who didn’t clearly attribute the campaign objective were still 

familiar with the ads and could closely guess the purpose.

INCORRECTLY ATTRIBUTED

“It was a campaign that brought concrete facts about the legalization 

of marijuana in Denver that brought many changes.” – female, non-

user/past user

“It's a website that educates youth about marijuana. And many 

intriguing scientific facts about marijuana it telling me are I never 

know before.” – male, current user

“When discussing marijuana with my friends, I often quote the facts I 

learned from the High Costs.” – male, non-user/past user

“High Costs is a campaign to educate people about smoking marijuana, 

the target audience is teens.” – female, non-user/past user

“I recall that it is a campaign to educate young people in Colorado 

about the risks of marijuana so they can make more informed 

decisions.” – female, non-user/past user

“I’m not quite sure what it's about but I have seen it 

before” – female, non-user/past user

“It is a anti drug company” – male, non-user/past 

user

“To deal with not using tobacco for health safety.” 

– male, non-user/past user

“Sometimes I see billboards and flyers in 

newspapers about the high cost campaign.” – male, 

non-user/past user

“I can't remember anything specific just the high 

costs banners” – male, current user

CORRECTLY ATTRIBUTED

Q. What do you remember about the High Costs campaign?

“A place that gives me the straight facts on marijuana. Besides, as I 

know, High Costs has a good reputation among teens.” – male, non-

user/past user
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MESSAGE RECALL
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(b) Indicates a statistically significant difference.
Q. Below is a list of statements about the High Costs campaign. Based on what you remember about the campaign, please indicate how much you agree or disagree with each statement. 5pt. scale from Strongly 
Agree to Strongly Disagree. Charts show “Top 2 Box,” teens who strongly or somewhat agree.

Most teens aware of High Costs recognize its intended messages. However, a 
majority also feels the campaign provides biased information to discourage 
marijuana use. 

53%

63%

78%

81%

The High Costs campaign provides biased
information to discourage teens from using

marijuana.

The High Costs campaign shows that most 
teens don’t use marijuana.

The High Costs campaign encourages teens
to seek other resources to learn about the

effects of marijuana.

The High Costs campaign provides teens
facts to make an informed decision about

using marijuana.

% Agree - Top 2 Box

Teens with top of mind awareness of High Costs, n= 321

Segment Differences

iNSIGHTS LAB

Non/Past Users are more likely to agree (89%)(b) 
than Current Users (60%).

No differences noted between segments.

Older teens (17 yr. olds) are more likely to agree
(73%)(b) than younger teens (13 yr. olds) (55%).

Non/Past Users are more likely to agree 
(84%)(b) than Current Users (54%).

Female teens are more likely to agree (85%)(b) 
than male teens (72%).
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20% 26%

29%
31%

31% 21%

Male Female (b)

15% 24%

36% 29%

33% 25%

Current User Non-User or Past
User

AIDED AD RECALL

Page 12

Q. Now that you’ve seen some of the advertising, posts, and website page, how familiar were you with the High Costs campaign (before taking this survey)?

Ad exposure and recall was strong among Denver teens. 

78%Aided 
Ad Recall

Gender 

Very, Somewhat 
and Slightly Familiar

Of those who indicated “very familiar” 
females(b) at 21% significantly differed 

from males at 31%

(b) Indicates a statistically significant difference

Usage 

n= 500

n= 88 403

n= 244   248

Teens were aided with these 
ads, then asked to recall

80% 77% 84% 77%
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RECALL OF ONLINE ADS
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Q. Did you see any of the High Costs posts online?
Q. Where online did you notice the posts? (Multiple responses allowed, so total will exceed 100%)

Most teens recall seeing the posts online, primarily on Facebook and YouTube.

68%

% Saw High Costs Posts Online
Among teens with Aided Ad Recall*

63% 61%

46%
37%

27%

13%

3% 1%

Facebook YouTube Instagram Twitter* Snapchat Reddit* Don't
Remember

Other

Where did you notice the posts?
Among teens who noticed the posts

*Among all teens, 53% noticed the online posts.
n=391

65% 73% 80%
64% 58%

Age 17 Age 16 Age 15 Age 14 Age 13

% Saw High Costs Posts Online
By Age

n= 86 75 81 75 74

74% 62%

Male Female

By Gender

n= 194 193

n=267

iNSIGHTS LAB

15 yr. olds 
were more 
likely to notice 
the posts 
online than 
other teens.

Males were 
more likely to 
notice the posts 
than females.

Most teens remember seeing the 
posts on either Facebook or 
YouTube.

Males were more likely (68%)(b) 
than females (57%) to notice the 
posts on Facebook.

Users were more likely (76%)(b) 
than Non/Past Users (58%) to 
notice the posts on Facebook.

*Content was not actually run on this site.
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ENGAGEMENT WITH ONLINE ADS
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(b) Indicates a statistically significant difference.
Q. When you saw the High Costs posts online, did you take any of the following actions? (Multiple responses allowed, so total will exceed 100%)

Most teens who saw the online posts engaged with them by 
“liking,” sharing, or talking about them with friends.

24%

4%

7%

29%

35%

36%

50%

None of the above

Don’t remember

Took a screenshot of it and sent it
by email or text message

Commented on it

Talked about it with friends

Shared it

“Liked” it

Actions Taken From High Costs Post
Among teens who saw the posts

n=267

26%

43%
Talked about it with

friends

Actions Taken by Gender

Male

Female

25%

32%

39%

55%

Shared it

"Liked" it

Actions Taken by Marijuana Use

Non/Past user

User

n=144

n=119

n=210

n=57

72%
engaged

iNSIGHTS LAB

Males were more likely to talk to 
friends about the posts than females.

Non/Past Users were more likely to 
“like” or share the posts than Users. 
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17% 20%

23% 25%

38% 21%

Current User (b) Non-User or Past
User

18% 21%

23%
26%

30% 18%

Male Female (b)

WEEDED OUT RECALL 
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Aided Recall

Q. How familiar are you with the Weeded Out game show? Based on what you’ve seen and heard about the High Costs campaign and the game show 
Weeded Out, what do you think is the main message of this campaign? 

68% of Denver teens were aware of the Weeded Out game show.  
Both males and current users were more aware.

68%

Very, Somewhat 
and Slightly Familiar

(b) Indicates a statistically significant difference

Of those who indicated “very familiar,” 
current users at 38% significantly 
differed from non-users at 21% 

Of those who indicated “very familiar,” 
males (b) at 30% significantly differed 

from females at 18%

n= 502

n= 88 403
n= 244   248

Gender Usage
72%

65%
77%

66%
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12%

34%

19%

23%

9%
4%

Watched the entire video more than once

Watched the entire video

More than a minute, but not the entire video

About a minute or less

None of it

Don’t remember

WEEDED OUT ENGAGEMENT
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Q. The Weeded Out game show video appeared on TheHighCosts.com and was about 10 minutes long. How much of the show would you estimate you watched? 
Q. When you watched the Weeded Out game show, did you take any of the following actions? 

Nearly half of teens watched the entire show, and a majority who 
watched told or shared with others.

Portion of “Weeded Out” Watched
Among teens who recalled the show

54%

33% 31% 28%

Talked about it with
friends

Talked about it with
family

Shared it None of the above

n=341

46%
watched 

entire show

Actions Taken From “Weeded Out” 
Among teens who watched the show

n=297

iNSIGHTS LAB

• Males were more likely than 
females to talk to friends about 
“Weeded Out.”

• Females were less likely than 
males to take any action after 
watching the show.
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CAMPAIGN PERCEPTIONS

Page 17

Q. Please tell us how much you agree with each of the statements below for the High Costs campaign (which includes the Weeded Out show). (5 pt. agreement scale)
• This campaign has a clear message.
• This campaign is educational.
• This campaign is trustworthy.
• This campaign is likable.
• This campaign makes me want to seek out more information about how marijuana may affect me.
• This campaign is relevant to me.
• This campaign is preachy or judgmental.

Most teens agree that High Costs has a clear message, is educational, 
trustworthy and likeable.

Campaign Perceptions
Among teens aware of campaign, Top 2 Box Agree

83%

Has a Clear 
Message

83% 75% 73% 63% 61% 48%

Educational Trustworthy Likeable Want to seek 
more 

information

Relevant Preachy or 
Judgmental

n=417

iNSIGHTS LAB

• Except for “Relevant to me,” current marijuana users are less in agreement than non- or past users 
with all perception statements. They also are more likely to find High Costs “preachy or judgmental.”

• Older teens (15 to 17 yr. olds) and males are more inclined to describe High Costs as preachy than 
younger teens and females.
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CAMPAIGN MESSAGE OBJECTIVE
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Q. What, if anything, would you suggest to make the High Costs campaign better?

47% of teens indicated the main message of the campaign was to 
provide facts or educate about marijuana usage.

“To educate youth about marijuana in regards to the 
law, the health effects and the statistics about youth 

use, knowledge and opinions" – female, non-
user/past user

Facts

47%

Not to 

Use
31%

Other

22%

“To educate teens in Colorado- the "high" costs both 
literally and figuratively for smoking pot- that's 

about it.  They spend a lot of time telling us not to do 
stuff but never actually go about saying- "this is how 

you say no.” – transgender, non-user/past user

“Healthy or harmful? The campaign tells teens all 
scientific facts to let you make an informed 

conclusion." male, current user

“It shows us some facts that we maybe never know on 
marijuana. Then before your marijuana using, maybe you 

would make an informed decision." – female, non-user/past 
user

“FACT” BASE QUOTES 
47% incidence rate

“NOT TO USE” BASE QUOTES
31% incidence rate

“Convince me not to use marijuana" male, 
current user

“It tries its best to persuade teens not to use 
marijuana.” - male, non-user/past user

“To stop children under the age of 18 from 
smoking weed.” - female, current user

n=
Facts=159
Not to Use=105
Other=76

Key Word Dichotomy
Among teens who were familiar with 

campaign
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CAMPAIGN INFLUENCE
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Q.  How has seeing the High Costs campaign and the Weeded Out game show influenced your decision to use marijuana? 

75% of teens indicated the campaign discouraged them 
from using marijuana.

38%

19% 18% 19%

4%
2%

After seeing this campaign, I 
don’t want to use marijuana 

After seeing this campaign, I
am less likely to use

marijuana

Seeing this campaign made
me think twice about using

marijuana

Seeing this campaign did not
influence my decision about

using marijuana

Seeing this campaign did not
convince me to not use

marijuana

Seeing this campaign made
me want to use marijuana

more

Campaign influence on decision to use marijuana
Among teens aware of campaign 

75%

n=417

iNSIGHTS LAB

• Younger teens (13 to 14 yr. olds) are more influenced by the campaign than older teens (15 to 17 yr. 
olds).

• Users are less influenced by the campaign than non- or past users. 
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RESPONDENT RECOMMENDATIONS
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Q. What, if anything, would you suggest to make the High Costs campaign better?

In general, the campaign was relevant and liked. Expanding to other 
communities, bringing it to schools and extending media reach were 
predominantly the top recommendations by youth.

“To reach out to even more communities." male, non-user/past user

Key Themes:
• Expand to other communities
• Bring it to schools
• Extend media reach
• Less preachy 

“By going to school and educating the student.” 
- female, non-user/past user

“Better social media presence. I've mostly seen billboards. Putting 
messages closer to schools may also be efficient (instead of billboards 
by where students live, have them by the school itself)." female, non-

user/past user

“To branch out to more social media.” - male, 
non-user/past user

“Maybe they can platform it in movie theaters 
to get it out there more.” - female, non-

user/past user

“I believe that if they moved around to schools so they 
could be on ground zero to make a difference. They 
might already do this, I just may not know about it.” 

- male, non-user/past user

“I think it is doing a good job at trying to educate people about weed, 
however, I feel like they are being a little bit too judgmental. I think that if 
they found a way to get to their audience while also being understanding 

them would be a good way to get more attention. female, non-user/past user
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SUMMARY OF FINDINGS
• A majority of teens are aware of and correctly recall the High Costs campaign.

– Most teens who are aware of the campaign correctly remember that the campaign is about marijuana and 
tells them facts about using.

– However, about half of teens think the campaign is biased and is intended to discourage use. 
– Male teens and current marijuana users tend to have higher recall of the campaign than females and non-users.

• Most teens are aware of and engage with the online campaign.
– 2/3rds of teens aware of the campaign notice the online posts.

• Facebook and YouTube are the most common sites where teens notice the High Costs posts.
• Males are more likely to notice the posts than females.

– Most teens engage with the posts by “liking,” sharing, or talking about them with friends.
• Non-users more often engage with the posts than current users.

• A majority of teens know about “Weeded Out” and engage with the show.
– More than half of teens watched the show, and most viewers talk about the video with friends and family.

• Overall, teens find the campaign clear, educational and trustworthy. Many say it has 
persuaded them to avoid using marijuana.
– However, about half of teens find the tone of the campaign preachy and judgmental, particularly older teens 

(ages 15 – 17 yrs. old).
– Current marijuana users are less positive about the campaign and less likely to be persuaded by the campaign’s facts.

• Teens offer several suggestions on how the campaign can be improved.
– Some of their ideas: expand the campaign’s social media presence, bring the campaign directly into their schools and 

to make the campaign sound less preachy.
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INSIGHTS & RECOMMENDATIONS
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Insights Recommendations
Awareness & Recall: Teens are aware of “High Costs” at high 
levels, and generally have accurate recall of the intended 
messaging. The campaign is effectively causing teens to consider 
their decision to use.

• Consider building on the first year’s success by branching into 
non-traditional promotional methods to get teens’ attention, 
such as promotional giveaways and ambient displays. 

Social Media: Most teens who remember the campaign noticed 
posts and videos online, and engaged with them.

• Continue to grow the online campaign by creating more fact-
based messages about marijuana that touch on new subjects, 
focusing on ones that will impact teens.

Weeded Out: The game show was fairly popular with teens as 
many of them watched and shared it with friends.

• Continue to use game show footage as an educational tool.

Age Differences: Within the target age range of 13 to 17 years old, 
older teens seem more sensitive to being “preached” at and 
talked down to than their younger peers.

• As budgeting permits, evolve the maturity of the campaign’s 
tone. 

Gender Differences: The campaign seems male-oriented, as male
teens are more aware of the campaign than females.

• Consider ways to make the campaign more gender neutral.

Marijuana Users: Teens who are currently using marijuana seem 
more skeptical of the campaign’s messages and less willing to 
share the campaign’s information with friends.

• This audience is going to be difficult to reach, as they’ve already 
decided to use and naturally are going to reject information 
that contradicts their decision. For now, focus on the core 
audience of non-users and past-users, and evaluate the 
opportunity to target this segment again in a year. 
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