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Social Marketing @ Griffith, Griffith Business School is pleased to offer a response to the inquiry into 
reducing rates of e-cigarette use in Queensland. Our submission addresses points 1c, 2a and 2b 
pertaining to education approaches for discouraging the use of e-cigarettes and the success of our 
approach having been rolled out in a number of schools in Australia. Social Marketing @ Griffith at 
Griffith University has extensive experience in developing effective alcohol and drug education, 
including vaping, for over a decade. 

Social Marketing @ Griffith has established a Social Enterprise named Blurred Minds. Blurred Minds 
was developed in close consultation with numerous schools and through its ongoing use we have 
gained invaluable insights into the critical health and environmental risks associated with vapes (e-
cigarettes) for our most vulnerable population, adolescents. Our research indicates that almost 27% 
of adolescents have experimented with vaping at an average age of 14. In addition, we have 
collected evidence that school suspensions and expulsions due to vaping are responsible for millions 
of missed school hours across the country. 

In collaboration with many schools, teachers, thousands of students, experts and researchers, the 
Blurred Minds Academy has been co-created to provide teachers with relevant, engaging, and time-
saving educational resources to empower them to deliver alcohol and drug education that is 
workable in their classrooms. The Blurred Minds initiative, backed by 13 years of research, has been 
proven to be effective with students and teachers alike.  

Our evaluation process involves gathering feedback from teachers and students who have used our 
modules and resources. This feedback helps us to identify areas for improvement and make 
adjustments to our materials to ensure that they are effective and engaging for our users. Our 
analysis demonstrates positive changes across key outcome measures, including enhanced 
substance use refusal skills in peer pressure scenarios and more accurate normative perceptions of 
peer substance use (including vaping). Reduced positive outcome expectations for alcohol, vaping 
and cannabis consumption were also observed as well as reduction in drinking following program 
participation. Teachers who use our Academy modules report a positive impact on their teaching 
experience. They feel better equipped to educate their students about vaping and its risks, and they 
appreciate the engaging and interactive nature of the materials. Additionally, teachers report that 
our resources help them to save time, connect better with their students, and achieve more 
meaningful conversations and discussions around vaping in the classroom. 
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We strongly recommend integrating vaping education resources into a broader alcohol and drug 
education framework to ensure that information on vaping remains current in light of emerging 
scientific evidence. It is essential to ensure that these educational resources are frequently revised, 
as there have been reports that prior educational materials produced by the Department of 
Education were not updated quickly enough to align with current trends and at present, do not have 
any resources on vaping.  

The tobacco industry is a powerful force that needs to recruit new customers to replace those who 
quit or die from tobacco use. To achieve this, they are constantly seeking new markets and 
developing new products, often targeting young people (vapes are the latest example). It is crucial to 
regularly update educational resources around vaping education and Griffith University would 
welcome further engagement with the government to help supply sustainable and effective 
educational resources around vaping and other alcohol and drugs to combat industry innovation and 
marketing efforts.  

Please refer to the attachment for further details surrounding the initiative and its impact to date. 

 

Contact: 

Dr Timo Dietrich (on behalf of the Blurred Minds team) 
Associate Professor Department of Marketing, Griffith Business School 
Co-Founder and Director – Blurred Minds 
Engagement Director – Social Marketing @ Griffith 
Adjunct Senior Fellow – National Centre for Youth Substance Abuse Research (NCYSAR), The 
University of Queensland 
E:  
 

 













Blurred Minds 20236

AN EVIDENCE BASED INITIATIVE 
Blurred Minds is based on 13 years of research and has shown effectiveness with students and 
with teachers. Selected examples documenting different stages of program development and 
evaluations are listed below

1. Durl, J., Dietrich, T., Rundle-Thiele, S., Williams, B. (forthcoming), CBE: Continually improving 
an alcohol and drug education social marketing program, Social Marketing Quarterly.

2. Dietrich, T., Durl, J., Yousef, M. (2022), Blurred Minds Academy: Evaluation of a Social 
Marketing Product, ANZMAC Conference, Perth, Australia.

3. Dietrich T., Guldager, J., Lyk, P., Vallentin-Holbech, L, Rundle-Thiele, S., Majgaard, G., Stock, C. 
(2021), Co-creating virtual reality interventions for alcohol prevention: Living Lab versus 
co-design, Frontiers in Public Health.

4. Rundle-Thiele, S., Dietrich, T., Carins, J. (2021), CBE: A framework to guide the application 
of marketing to behaviour change, Social Marketing Quarterly.

5.  Hurley, E., Dietrich, T., Rundle-Thiele, S. (2021a), Evaluation of a pilot co-designed social 
marketing program; Handbook of Social and Ethical Marketing, Strong, C., eds, De Gruyter 
Oldenbourg.

6.  Yousef, M., Dietrich, T., Rundle-Thiele, S. (2021). Positive, Negative or Both? Assessing 
Emotional Appeals Effectiveness in Social Advertising. Social Marketing Quarterly.

7. Hurley, E., Dietrich, T., Rundle-Thiele, S. (2021), Integrating theory in co-design: An 
abductive approach, Australasian Marketing Journal

8. Durl, J., Dietrich, T., Williams, B., & Rundle-Thiele, S. (2021). Integrating student and 
teacher insights to a school-based alcohol program through co-design. Health Promotion 
International, 37(2).

9.  Durl, J., Dietrich, T., & Kubacki, K. (2020). Effectiveness of a brief versus a comprehensive 
social marketing program. Journal of Social Marketing, 10(3), 377-394.

10. Dietrich, T., Rundle-Thiele, S., Kubacki, K., Durl, J., Gullo, M., Arli, D., Connor, J.P. (2019), 
Virtual Reality in Social Marketing: A Process Evaluation, Marketing Intelligence and 
Planning, 37(7), 806-820.

11. Dietrich, T., Mulcahy, R., Knox, K. (2018), Gaming Attribute Preferences in Social 
Marketing Programs: Meaning Matters More than Rewards, Journal of Social Marketing, 3(8), 
280-296. 

12. Dietrich, T., Trischler, J., Schuster, L., Rundle-Thiele, S. (2017), Co-designing services with 
vulnerable consumers, Journal of Service Theory and Practice, 27(3), 663-688 

13. Durl, J., Trischler, J., Dietrich, T. (2017), Co-designing with young consumers – 
Reflections, requirements, challenges and benefits, Young Consumers, 18(4), 439-455  






