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Campaign overview

Last Dance
(30 sec)

687 TARPS
21 Feb – 2 Apr
Category: Narrative



Method

● Telephone survey 

Respondents

● Smokers or recent quitters aged 18 years and over in NSW

● Sydney, and Northern and Southern regional (including Canberra) TV markets only 

Sample size and design

● 40 interviews per week in 2016

● Dual frame sample design: 50/50 Landline RDD / Mobile RDD

● Landline sample stratified in proportion to population

Interview length

● Average 18.3 mins 

Research methodology



Total 2016 sample (Week 1-17): n=680

Weighting

● Two-stage process to adjust for an individual’s chance of selection (in-scope sample 
members in a household, the number of landlines in the household used for private 
calls; and/or having a mobile phone), as well as age, gender, location and telephone 
status.

Week

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18

Last Dance

Pre-campaign tracking

Campaign

Post-campaign tracking

Never Give Up Giving Up

Pre-campaign tracking

Campaign

Post-campaign tracking
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Sample profile

Selected characteristics n= %
W1 – W17 sample 680 100.0
CALD

Yes 132 19.4
No 548 80.6

Age

18-39 238 35.0
40+ 442 65.0

Gender

Male 389 57.2
Female 291 42.8

Smoking Status

Smoker 550 80.9
Recent quitter 130 19.1

SEIFA Quintiles

One 124 18.2
Two 153 22.5
Three 172 25.3
Four 108 15.9
Five 123 18.1

Data is unweighted



Recognition of TVC

• Residual recognition of the Last Dance TVC was moderate before the launch of the campaign. Once the campaign 
commenced there was a steady increase in recognition over the campaign period. 

• Recognition peaked at 59% for the total sample in the fourth week of the campaign and 71% for the target audience.

Base: 2016 sample, Week 6 to Week 15. Total (n=400), 25-54 year olds (n=204).

Respondents were read a description of each TVC and asked - Have you seen this ad recently? Only 3 weeks of post-campaign data is 
shown, as recognition questions were only asked 2 weeks pre and 3 weeks post.
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Relevance and Believability

• Respondents who recognised Last Dance were asked to rate the ad in terms of its relevance and believability.  These 
items form part of the personalised effectiveness and ad-directed effectiveness composite measures, respectively.

• Over two-thirds (72%) of those who saw Last Dance thought it was relevant to them. This was comparable to previous 
bursts of the campaign and only slightly below objectives set for this campaign (75%). A majority (83%) of respondents 
thought the ad was believable. This result was significantly lower than the previous campaign burst and below 
objectives set for this campaign (92%).

Base: All respondents who saw ad in campaign period. 2015, n=135; 2016, n=148; 25-54 years, n=75.

Thinking about this ad, how relevant / believable would you say it is? Chart shows % very/somewhat. 
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Population Impact

• Smokers who recognised Last Dance were asked the extent to which the ad make you think again about quitting.  The 
figure above shows the proportion of all smokers who said it had made them think about quitting again ‘a lot’ or 
‘somewhat’.  This provides a measure of ‘population impact’ of the advertisement.  

• One-third (33%) of smokers stated that Last Dance had made them think about quitting again. This was higher than 
the 2015 campaign burst, but lower than the average for other ads adopting a ‘narrative’ style (43%). The level of 
population impact exceeded objectives set for this campaign (25%).

Base: All smokers in campaign period. 2015, n=253; 2016, n=257; 25-54 years, n=134.

Respondents who recognised the campaign and said it made them ‘think again about quitting’. Chart shows % a lot/somewhat. 

* Indicates response is significantly different from the category average.
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Campaign-related beliefs

• Three-quarters (76%) of smokers and recent quitters agreed that quitting now can save you from smoking-related 
illness. Further, four-fifths (83%) agreed smoking-related illness takes an emotional toll on the family and over two-
thirds agreed that smoking-related illness can tear your family apart (69%). 

• No differences were noted between those who recognised Last Dance and those who had not seen the ad.

• As can bee seen, quitting now can save you from smoking-related illness exceeded campaign objectives, whilst the 
other two campaign-related beliefs fell slightly below benchmarks.

Base: All respondents in relevant campaign period. 2016 only (n=320). 

Respondents were read a number of statements about smoking relevant to each ad. Chart shows % Strongly Agree and Agree. 

* Indicates response is significantly different from recognised ad.

Total Recognised 
ad

Did not 
recognise 

ad

Benchmark

Quitting now can save you from 
smoking-related illness 76 73 78 75

Smoking-related illness takes an 
emotional toll on the family 83 87 80 86

Smoking-related illness can tear your 
family apart 69 67 71 70


