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Adolescent Responses to Gain- and Loss- Framed Smoking Cessation Videos 
Message framing is a type of persuasive advertising. There are two types of message framing: 
gain-framed and loss-framed. An example of a gain-framed message would be "Not smoking 
will greatly lower the risk of lung cancer," while a loss-framed message would be "Smoking will 
give you lung cancer." Currently, most of the smoking cessation messages aimed at adolescents 
are loss-framed. Recent studies conducted on adult smokers show that gain-framed messages 
are more influential than loss-framed messages when promoting smoking cessation. 
 
The effectiveness of gain- and loss-framed messages in both non-smoking and smoking 
adolescents was tested at two suburban high schools. Two videos, one gain-frame and one-loss 
frame, were shown to a group of students. The students were given a survey measuring their 
responses to the videos. Using chi-square analysis and a series of t-tests, a statistically 
significant association between framed smoking messages and intent to abstain from smoking 
in nonsmoking adolescents was found. The gain-framed message did not appeal more to 
viewers; however, there were statistically significant differences between other variables that 
participants rated. The loss-framed video was rated as being different from other smoking 
messages and more convincing, while gain-framed video was rated as stronger. 
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