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BACKGROUND 

By 2011, smoking prevalence in NSW had reduced to 14.7 per cent, largely because of a combination of strong adult-
focussed health consequences media campaigns and definitive policy initiatives, the introduction of graphic health 
warnings (2006) and a 25 per cent increase in the price of cigarettes in April 2010. 

The Cancer Institute NSW was established in 2004 with a clear mandate to reduce the prevalence of smoking by 1 per 
year. Our primary responsibility to tobacco control was to motivate and encourage smokers to quit through the use of mass 
media campaigns. Media campaigns began in 2005 with the adaptation of the successful Californian ad Echo (Excuses).  

This report provides detailed evaluation information on every campaign run in NSW between 2005 and 2010. It is written 
specifically to inform the work of population health workers in tobacco control, both in Australia and internationally. 

MEDIA CAMPAIGN OBJECTIVES

Overall, anti-smoking mass media campaigns in NSW aimed to:

•	 Increase the personalisation of the health consequences of smoking

•	 Increase the knowledge of the link between smoking and disease

•	 Increase smokers readiness or intention to quit

•	 Increase smokers confidence in their ability to quit

•	 Encourage smokers to quit. 

CAMPAIGN STYLES

Our campaigns can be divided into two broad styles: ‘why to quit’ and ‘how to quit’.

‘Why to quit’ ads provide motivation to quit. In general, they focus on the serious negative health consequences or social 
consequences of smoking. Themes for these type of campaigns include: 

•	 Graphic negative health effects campaigns, depicting the negative health consequences of smoking using graphic imagery 
of real body parts of processes. 

•	 Simulated negative health effects campaigns also depict the negative health consequences of smoking, but use 
metaphors or abstract imagery to communicate information rather than graphic imagery.

•	 Narrative-testimonial campaigns tell a story about the personal consequences of smoking caused diseases from the 
perspective of a smoker or a close family member.

•	 Reflective campaigns ‘mirror’ smokers’ own behaviour back to them in a way that emphasises negative aspects  
of smoking. 

“How to quit”, or supportive, campaigns support smokers who are in the action phase of giving up smoking. These 
campaigns are designed to foster and maximise self-efficacy and communicate to all smokers that help is available when they 
need it. 

EVALUATION METHODOLOGY

The Cancer Institute Tobacco Tracking Survey (CITTS) monitors the efficiency and effectiveness of tobacco-related paid 
and unpaid mass media in NSW, as well as monitoring the impact of policy and legislation and smoker attitudes and beliefs. 
It has been running continuously since 2005. The CITTS is a rolling cross-sectional telephone survey of land line telephone 
numbers in NSW. Households are contacted randomly using List-Assisted Random Digit Dialling (RDD)1  and participants 
are recruited using a random selection procedure.  Fifty interviews per week across most weeks of the year are conducted 
with smokers and recent quitters (quit in the last 12 months) aged 18+ years living in private dwellings across NSW.  Data is 
collected on a range of indicators. The table in Appendix 1 outlines the key items in the questionnaire specific to advertising, 
possible responses and reported outcomes.  

TARGET AUDIENCE

Our primary target audience for the 2004 – 2010 campaigns was adult smokers aged 25-44 years, with a particular emphasis 
on lower SES smokers. A secondary target audience was 18-24 year old smokers.

 

1 List-Assisted Random Digit Dialling involves a complex algorithm generating numbers within specified parameters (e.g. limited to a geographic location).  
The list is then cleaned of known business and inactive numbers before use.
2 See Appendix 2 for year by year charts of campaign activity.
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Everytime you inhale tobacco 
smoke..

..toxic chemicals go into your blood stream and travel to every 
part of your body.

I want you to think about 
what’s happening here…

1.

Everytime.....

That’s why this smoker has gangrene.

2.

Everytime you look at your cigarette packet…

3.

4. 5.

6. 8.7.

1. GRAPHIC CAMPAIGNS 

NATIONAL HEALTH WARNINGS CAMPAIGN 2006–07

In late 2005, we collaborated with other Australian state and territory smoking and health programs to research and 
develop a national campaign to feature the new graphic health warnings on tobacco packaging. 3  

The series of television commercials Mouth Cancer, Amputation, Artery and Carotid were run as part of this national initiative. 
The narrative testimonial ad, Voice Within (p23) and the reflective ad Which Disease? (p31) were also developed as part of 
the National Health Warnings Campaign collaboration. 

1.1 AMPUTATION (GANGRENE) CAMPAIGN

The Amputation commercial builds on the graphic health warning ‘smoking causes peripheral vascular disease’ (gangrene). 

The television commercial is a dramatisation of the warning about peripheral vascular disease. The commercial opens on an 
image of a surgeon in an operating theatre. The surgeon explains how smoking can result in gangrene. At the same time, a 
man on an operating table is seen being prepared to have his gangrenous foot amputated. Smokers are reminded to think 
about the health consequences of smoking every time they reach for their cigarette pack.

AMPUTATION STORYBOARD
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Pre-campaign concept testing found that smokers had limited understanding of how the health consequences of smoking 
can relate to areas of the body other than the respiratory system. The concept explained how smoking can cause gangrene 
through toxic chemicals entering the blood stream and travelling to every part of the body. This concept-testing also 
revealed that the graphic nature of the surgery preparations, especially the bone saw and the surgery cut-line, were likely to 
be attention grabbing and memorable. The repetition of the words, “every time” was perceived as memorable and made 
the strong connection between the creative and the pack warning.

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Amputation (30 seconds)

•	 Press: Smokers’ disease may only be a foot away and WARNING: Disease you get may differ from one shown on 
pack

•	 Outdoor: bus-side One thing leads to another and billboard One thing leads to another

•	 Posters: What you see is what you get and Smoking causes diseases from head to toe

•	 Internet banner: What you see is what you get

•	 Press: Smoking causes diseases from head to toe (Arabic, Chinese, Italian and Vietnamese)

•	 Radio: Pack warnings (30 seconds – Arabic, Chinese (Mandarin and Cantonese), Italian and Vietnamese).

BUS-SIDE AD

AMPUTATION EVALUATION RESULTS

Amputation achieved the highest level of prompted recognition out of any of the graphic campaigns (72%). Most 
smokers rated it as attention grabbing (89%) and believable (84%), and it was among the highest in encouraging smokers 
to quit now or think about quitting in the future (72%).
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1.2 MOUTH CANCER CAMPAIGN

The Mouth Cancer commercial builds on the graphic health warning ‘smoking causes mouth and throat cancer’.

The television commercial is a dramatisation of the warning “smoking causes mouth and throat cancer”. It opens on the pack 
image showing external signs of mouth cancer. As the lips on the pack begin to talk, the screen widens to reveal a middle-
aged woman with mouth and throat cancer. The woman gives the viewer an insight to what it is like to live with mouth and 
throat cancer.

MOUTH CANCER STORYBOARD 

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Mouth Cancer (30 seconds) 

•	 Outdoor: Bus-side Smoking causes mouth and throat cancer and billboard Smoking causes mouth and throat cancer.

Pre-campaign concept testing research found the scene of a woman with mouth and throat cancer talking had a strong 
visceral impact on smokers. The concept was seen as a powerful way to convey the consequences of smoking. It was shown 
to have the potential to strengthen the impact of the health warning on cigarette packs in a personally relevant manner by 
giving a face to the disease.  Another key strength of this concept was the fact that the disease could be seen on the outside 
of the body, not hidden from view.

MOUTH CANCER EVALUATION RESULTS

Mouth Cancer achieved the highest level of unprompted recall out of any of the graphic campaigns (31%). The 
overwhelming majority of smokers considered it to be attention grabbing (92%), but at the same time, most smokers felt 
that the ad was an exaggeration of what might happen as a result of smoking (72%). 

“Smoking causes mouth cancer.”

1

“If it didn’t, I wouldn’t be needing 
radiotherapy and chemotherapy.”

2

“If looking at mouth cancer on 
your cigarettes makes you 
uncomfortable…”

3

   “….look at another part of the pack.”

4 5 6

“Quitting is hard. 
Not quitting is harder.”

“Smoking causes mouth cancer.”

1

“If it didn’t, I wouldn’t be needing 
radiotherapy and chemotherapy.”

2

“If looking at mouth cancer on 
your cigarettes makes you 
uncomfortable…”

3

   “….look at another part of the pack.”

4 5 6

“Quitting is hard. 
Not quitting is harder.”

“Smoking causes mouth cancer.”

1

“If it didn’t, I wouldn’t be needing 
radiotherapy and chemotherapy.”

2

“If looking at mouth cancer on 
your cigarettes makes you 
uncomfortable…”

3

   “….look at another part of the pack.”

4 5 6

“Quitting is hard. 
Not quitting is harder.”

“Smoking causes mouth cancer.”

1

“If it didn’t, I wouldn’t be needing 
radiotherapy and chemotherapy.”

2

“If looking at mouth cancer on 
your cigarettes makes you 
uncomfortable…”

3

   “….look at another part of the pack.”

4 5 6

“Quitting is hard. 
Not quitting is harder.”

Smoking causes 
mouth cancer

“Smoking causes mouth cancer.”

1

“If it didn’t, I wouldn’t be needing 
radiotherapy and chemotherapy.”

2

“If looking at mouth cancer on 
your cigarettes makes you 
uncomfortable…”

3

   “….look at another part of the pack.”

4 5 6

“Quitting is hard. 
Not quitting is harder.”

If it didnt I woudnt be needing raidotherapy and chemotherapy

If looking at mouth cancer on your cigarette pack 
makes you uncomfortable... 

...look at another part of 
the pack

Quitting is harder
Not quitting is harder

1. 2. 3.3.

4. 5.

6.
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1.3 ARTERY CAMPAIGN

Exploratory research in 2007 led to the adaptation of a commercial originally developed in 1997 as part of Australia’s 
National Tobacco Campaign. In this ad, Artery, the health consequences of smoking are presented in a graphic way by 
showing fatty deposits being squeezed out of the aorta of a 32 year old smoker. We thought that adapting and running the 
commercial would strengthen smokers’ understanding of the ‘smoking clogs your arteries’ graphic pack warning that was 
accompanied by the image from the original Artery commercial.  

The commercial was adapted in two ways: the end frame of the original 30 second commercial was changed to depict a 
cigarette pack featuring the artery image – to link pack warning and the health consequences message; and a 15 second cut-
down of the ad was made to focus on the benefits of quitting smoking.  Its script read – “This is heart disease, your risk of 
getting it starts falling the day you quit smoking. After 12 months, it will be half what it is today. Every day without cigarettes 
is doing you good.”

ARTERY STORYBOARD 

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Artery (30 seconds) Artery Benefits of Quitting (15 second)

•	 Outdoor: billboard and bus-side Something close to every smokers heart. 

ARTERY EVALUATION RESULTS

Artery achieved modest levels of prompted recognition compared to other graphic campaigns (46%). Nearly all smokers 
felt that the ad was attention grabbing (88%) and believable (92%). The ad also was among the highest in encouraging 
others to talk to smokers about their smoking (63%).

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

Every cigarette is doing you 
damage

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.
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1 2
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artery to the heart.

3
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4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

Every cigarette is doing you damage.

1 2

This is part of the aorta, the main 
artery to the heart.

3

Smoking makes artery walls sticky and 
collect dangerous fatty deposits. 

4

5 6 7

Every cigarette is doing you damage.

8

This much was found stuck to the aorta 
wall of a smoker aged 32.

1. 2. 3. 4.

This is part of the aorta, the 
main artery to the heart.

Smoking makes artery walls 
sticky and collect fatty deposits

This much was found stuck to the aorta of a smoker aged 32 Every cigarette is doing you damage

5. 6.

7.
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1.4 CAROTID CAMPAIGN

The Carotid commercial highlights the warning ‘Smoking doubles your risk of stroke’. 

The Carotid commercial graphically shows a carotid endarterectomy (surgical procedure) taking place on a smoker, to 
remove a fatty deposit found in the main artery to the brain. It explains the fact that all smokers have fatty deposits in their 
arteries that can cause a stroke at any time. 

CAROTID STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED: 

•	 Television: Carotid (30 seconds). 

Television: Carotid (30 seconds). Pre-campaign concept-testing revealed that a key strength of the creative was that it 
challenged smoking in terms of immediate risks and the fact that the chance of a negative consequence was more like 
“Russian roulette” – it could happen at any time. Research showed the concept had potential to prompt smokers to be 
concerned about what might happen now, rather than just about the long-term risks of smoking. This message take-out was 
associated with the message that “all smokers have fatty deposits that could cause a stroke”, and was strengthened by this 
line acting as a prompt for smokers to recall the Artery commercial and pack image.

Pre-campaign qualitative research also showed the juxtaposition of the stroke message with the image of a younger female 
smoker at the end strengthened the impact of the concept and the risk was not confined to older people. This research 
showed that the Carotid concept was the strongest concept for younger men, older women and some older men. 

CAROTID EVALUATION RESULTS

Carotid achieved modest levels of prompted recognition compared to other graphic campaigns (40%). Most smokers 
rated it as attention grabbing (88%) and believable (91%). It was also among the highest in making smokers worry about 
their smoking (76%).

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

This is the main artery to the brain.

1 2

Smoking makes fatty deposits stick 
to its walls.

3

If they stop the blood �ow to your brain 
or if a piece breaks off.

4

5 6 7 8

Not all smokers have strokes. It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in 
their arteries that can cause a stroke at 
any time.

1. 2. 3.

5.

4.

This is the main artery to the 
brain

Smoking makes fatty 
deposits stick to its walls

If they stop the blood flow to 
your brain of if a piece of it 
breaks off

It can cause a stroke that can kill, blind 
or paralyse.

But all smokers do have fatty deposits in their 
arteries that can cause a stroke at any time

5. 6. 7.

Not all smokers have strokes
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1.5  BRONCHOSCOPY CAMPAIGN

The Bronchoscopy campaign aimed to expand smokers’ knowledge of lung cancer and the serious consequences of its 
diagnosis, reminding them that by the time it is diagnosed it is often too late to operate. 

The Bronchoscopy commercial opens to the sound and image of a smoker’s lungs breathing heavily. A surgeon then explains 
how lung cancer can often be heard before it is even seen.  The commercial moves on to show a bronchoscopy (a technique 
for visualisation of the airways) being carried out on a woman’s lungs and reveals what the cancer looks like.  The ad 
demonstrates how the cancer blocks the air passage of the lungs and the surgeon ends by stating that by the time most lung 
cancers are discovered, it is already too late to operate. 

BRONCHOSCOPY STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED: 

•	 Television: Bronchoscopy (30 seconds) 

•	 Outdoor: billboard No smoker can breathe easily

•	 Press: Smoking did this (Arabic, Chinese, Italian and Vietnamese)

Exploratory research found a range of smoking-related diseases to be top-of-mind among smokers. It also found that many 
smokers thought health authorities were “clutching at straws” when focusing on less common smoking-caused disease such 
as gangrene and mouth cancer. They dismissed some health information as “smoking causes everything” and some believed 
diseases caused by smoking were predetermined by genetic susceptibility. The Bronchoscopy campaign tackles such beliefs by 
exploring a health consequence that is well-established as being caused by smoking. It delivers new information to smokers 
by showing what lung cancer looks and sounds like, and communicates that most lung cancers are diagnosed too late.

BRONCHOSCOPY EVALUATION RESULTS

Bronchoscopy achieved high levels of prompted recognition compared to other graphic campaigns (61%). It was 
considered attention grabbing (90%), and believable (95%), and it had the highest perceived effectiveness rating (6.91 
out of 10) out of any of the graphic campaigns.

Sometimes you can hear lung cancer 
in smokers … 

1 2

… even before you see it. 

3

That whistling noise is air 
racing around … 

4

5 6 7 8

By the time most lung cancers 
are discovered …

…a lung cancer almost completely 
blocking an airway.

(The wheezing, whistling breathing of a 
patient with an airway obstructed by 
a tumour).

Super: No smoker can breathe easily. … it’s already too late to operate. 
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The wheezing, whistling 
breathing of a patient with an 
airway obstructed by a tumour

Sometimes you can hear lung 
cancer in patients

even before you see it That whistling noise is air 
racing around...

..a lung cancer almost completely 
blocking an airway.

by the time most lung cancers are 
discovered....its already to late

No smoker can breathe easily

1. 2. 3. 4.

5. 6. 7.
5. 6. 7.
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1.6  EVERYBODY KNOWS CAMPAIGN

The Everybody Knows campaign provides a compilation of the many diseases caused by smoking. It contains key images from 
existing campaigns, particularly from the Health Warnings and National Tobacco Campaigns. It shows the range of health 
consequences caused by smoking, and reinforces that smoking can lead to many diseases.

Importantly the television commercial recognises that smokers know the health consequences of smoking but they still 
smoke, challenging them to stop smoking now. It also aims to reduce the opportunity for self-exemption by communicating 
to smokers that they may avoid one smoking-caused disease but are unlikely to avoid every smoking-caused disease. The 
commercial features the song Everybody Knows by Leonard Cohen.  Pre-campaign concept testing found the song to be quite 
memorable and would reinforce the commercial’s message.  

EVERYBODY KNOWS STORYBOARD Everybody rolls with their �ngers crossed.

1 2

Everybody knows the war is over.

3

Everybody knows the good guys lost. 
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Everybody knows. Everybody knows. That’s how it goes.
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MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television:	Everybody	Knows	(60	seconds)	

•	 Radio:	Everybody	Knows	(30	seconds)	

Pre-campaign qualitative research with smokers found that there was reasonably good recall of the range of different images 
used in the graphic pack warnings. There was also a general belief that a smoking-caused disease was inevitable if they 
continued to smoke.  Within the groups it became apparent that smokers know that smoking causes many diseases, but they 
provide reasons and excuses for delaying quitting.

During concept testing in April 2008, a 60-second version was presented.  The montage of familiar graphic health 
consequences had a powerful and memorable impact.  It contributed to a smoker’s sense of inevitability of the health 
consequences of smoking, and that “one of these diseases is going to make me sick”.  Participants recognised at least one 
of the graphic scenes from previous campaigns. The message that smokers already know about the health consequences 
of smoking created a strong sense of personal relevance and reflected what they said to themselves. The delivery of the 
information also had the capacity to act like a message that was coming from within, rather than being authoritarian.

EVERYBODY KNOWS EVALUATION RESULTS

Everybody knows achieved low levels of prompted recognition compared to other graphic campaigns (20%). However, 
of the smokers who saw the campaign, nearly all felt the ad was attention grabbing (92%), believable (94%), and 
relevant (83%). It was also had one of the highest perceived effectiveness ratings (6.90 out of 10) and had the greatest 
proportion of smokers saying that the ad made them worry about their smoking (77%) and stop and think (80%).
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1.7 CIGARETTES ARE EATING YOU ALIVE AND CIGARETTES 
ARE EATING YOU AND YOUR KIDS ALIVE CAMPAIGNS

The Cigarettes are Eating You Alive and Cigarettes are Eating You and Your Kids Alive campaigns were developed by the 
New York City Department of Health and Mental Hygiene, USA in 2006. The two commercials depict the real life health 
consequences of smoking highlighting how smoking eats away at nearly every vital organ and tissue in the body.  

CIGARETTES ARE EATING YOU ALIVE STORYBOARD
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the heart…
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or SMS ‘HELP’ to Quitline 13 7848.

8

Even the brain. 
Cigarettes are eating you alive.  
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MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Cigarette are Eating You Alive (30 seconds) and Cigarettes are Eating You and Your Kids Alive (30 
seconds) 

•	 Outdoor: billboard Smoking damages almost every organ in your body.

While the campaign was successful in New York City, we conducted online testing (with other concepts) in June 2008. This 
confirmed that the commercial did in fact have appeal and impact across a broader age of NSW smokers.  

When you smoke around kids you expose 
them to thousands of chemicals that 
are eating them alive.
1

Cigarette smoke contains poisons like 
cyanide and carbon monoxide.

2

That trigger severe health 
problems like ear infections,

3

asthma

4

   and deadly pneumonia.

5 6 7

Cigarettes are eating you and 
your kids alive. 
Quit smoking today.  

8

and doubles the risk of SIDS.Cigarette smoke is linked to low 
birth weight

CIGARETTES ARE EATING YOU AND YOUR KIDS ALIVE EVALUATION RESULTS

Cigarettes are eating you alive and Cigarettes are eating your kids alive achieved comparatively low levels of recall (35% and 
21% respectively). As with most other campaigns, these campaigns were generally considered to be attention grabbing 
(87% and 82%) and believable (94% and 96%). Relevance was lower for Cigarettes are eating your kids alive (56%), but this 
is not unexpected as this figure includes smokers who do not have children.

CIGARETTES ARE EATING YOU AND YOUR KIDS ALIVE STORYBOARD 

The Cigarettes are Eating You and Your Kids Alive commercial shows the effects of second-hand cigarette smoke on children’s 
health. The voice-over describes how chemicals in cigarette smoke trigger severe health problems in children such as 
ear infections, asthma and pneumonia, and shows images of children suffering from these conditions. The commercial is 
presented in the same graphic style as Cigarettes are Eating you Alive.
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1. 2. 3.

5.
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6. 7.

8.
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GRAPHIC CAMPAIGNS EVALUATION DETAIL 1

MOUTH CANCER 
(N=876)

AMPUTATION 
(N=1311)

ARTERY 

(N=1081)
CAROTID 
(N=644)

RECALL

Unprompted 30.8 22.4 7.6 6.7

Prompted 70.4 72.1 45.9 40.2

POSITIVE AD PERCEPTIONS

Attention-grabbing 91.9 89.3 87.8 88.1

Believable 77 83.5 92.2 90.6

Relevant 69.7 66.7 79.3 73.2

Perceived effectiveness (0-10) 6.67a 6.35a 6.43 6.63

NEGATIVE AD PERCEPTIONS

Exaggerates 72 67.9 46.2 44.2

Don’t want to see anymore 50.4 40.8 35.2 22.4

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable 76.2 63.3 65.2 57.8

Worry 73.4 69.7 70.6 75.6

COGNITIVE RESPONSES

Stop & think 75.4 73.3 75.2 74.4

Quit motivation 71.9 72.4 68.1 70.3

BEHAVIOURAL RESPONSES

Likely to call quitline 42.6 46.2 33.5 31.4

INTERPERSONAL PRESSURE 61.5 a 56.3 a 62.7 58.6

MAIN MESSAGE TAKE-OUT
Mouth cancer is 
unattractive (94.6%)

There is a very real 
danger of severe 
consequences from 
smoking (91.9%)

Every cigarette is 
doing you damage/
Smoking causes 
heart disease 
(95.1%)

Smoking  increases 
your risk of stroke 
(94.1%)

 
Notes: a This score from flight 2
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GRAPHIC CAMPAIGNS EVALUATION DETAIL 2

BRONCHOSCOPY 
(N=934)

EVERYBODY 
KNOWS (N=896)

CIGARETTES 
EATING YOU ALIVE 

(N=596)

CIGARETTES 
EATING KIDS 
ALIVE (N=471)

RECALL

Unprompted 8.6 5.8 5.4 3.0

Prompted 60.9 20.4 35.3 21.1

POSITIVE AD PERCEPTIONS

Attention-grabbing 89.7 91.5 87.1 82.2

Believable 95 93.7 94.3 96.2

Relevant 75.9 82.5 77.7 55.6

Perceived effectiveness (0-10) 6.91 6.90 6.75 6.36

NEGATIVE AD PERCEPTIONS

Exaggerates 40.2 36.5 41.7 21.5

Don’t want to see anymore 28.2 35.4 25.4 18.5

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable 60.5 63.8 59.5 41.5

Worry 73.6 76.5 69.9 59.0

COGNITIVE RESPONSES

Stop & think 73.9 79.7 72.7 72.9

Quit motivation 70.2 72.5 68.4 57.1

BEHAVIOURAL RESPONSES

Likely to call the quitline/seek help 34.3 a 52.3 49.5 39.4

Action (makes me want to have my lungs 
checked)

37.4 n/a n/a n/a

INTERPERSONAL PRESSURE 63.8 67.8 59.7 49.7

MAIN MESSAGE TAKE-OUT

Most lung cancers 
are discovered too 
late (93.2%)

You could get 
one of a number 
of diseases from 
smoking (96%)

There is a very real 
danger of severe 
consequences from 
smoking (96.4%)

Children can get 
any number of 
diseases from 
smoking (96.4%)

 
Notes. a For ‘Bronchoscopy’ this question was about calling the quitline, (when respondents were asked about seeking help in response to Bronchoscopy during 
later flights, 44% responded positively).
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2. SIMULATED NEGATIVE HEALTH EFFECTS CAMPAIGNS

2.1 BUBBLEWRAP CAMPAIGN

The Bubblewrap Campaign was developed in 2005 by the Victorian Quit Campaign to increase awareness of the dangers of 
smoking on the respiratory system and the inevitability of emphysema.  

The commercial uses plastic bubblewrap to represent human lungs.  Each time a cigarette burns a hole in the bubblewrap, it 
reminds smokers of the damage smoking causes to the lungs. 

BUBBLEWRAP STORYBOARD

 

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Bubblewrap (30 seconds)

Research conducted in 2006 found that early symptoms, such as shortness of breath, were often overlooked or dismissed by 
smokers. The longer these early warning signs are ignored, the more likely their health will be adversely affected. Use of the 
word “irreversible” in the commercial had considerable impact on smokers by prompting them to quit before they suffered 
permanent damage.  

BUBBLEWRAP EVALUATION RESULTS

Bubblewrap achieved the highest level of unprompted recall out of any of the simulated negative health effects 
campaigns (21%). It was considered to be attention grabbing (84%), believable (89%), and relevant (82%) by nearly all 
smokers. Additionally, more than three-quarters (77%) agreed that the ad made them worry about their smoking, the 
highest proportion of any of the simulated negative health effects campaigns. 

Lungs are made up of millions of 
tiny air sacs. 

1 2

Chemicals in tobacco smoke 
destroy them. 

3

It’s called emphysema and it’s irreversible.

4

5 6 7 8

chances are you have emphysema in its 
early stages…

Even if you smoke low tar cigarettes, just about every smoker does.

SFX: Raspy breathing
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Even if you smoke low tar 
cigarettes 

chances are you have 
emphysema in its early stages

just about every smoker does

Call Quitline 13 78 48

1. 2. 3.

5.

4.

6. 7.
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Call Quitline 13 78 48

2.2 SPONGE CAMPAIGN

Sponge is a remake of a 1979 commercial produced by John Bevins for the NSW Department of Health. The original Sponge 
commercial was aired in Sydney in the early 1980s as part of the Quit. For Life campaign. It was a highly successful campaign, 
and resulted in a 3.4 per cent decrease in smoking prevalence in Sydney between June and November 1983. The ad 
demonstrates in a simple graphic way how cigarette smoke damages lungs.

The original Sponge ad featured a cardboard cut-out of a male figure with a sponge placed on the chest area to represent 
human lungs. The ad portrays lungs as sponges designed to soak up air and show how, for smokers, they soak up smoke. The 
ad ends with the memorable image of cancer-producing tar being squeezed from a discoloured sponge into a rapidly filling 
beaker, illustrating how much tar is absorbed in a year by the lungs of a 20-cigarette-per-day smoker.

In the revised ad, the cardboard cut-out is replaced with a real person, and sponges shaped like lungs were superimposed on 
the silhouette. The sponge’s transition from a yellow colour to a tar-blackened colour, and the wringing out of the tar from 
the sponge lung into a beaker was also recreated for a pack-a-day smoker, as the original ad was made many years before 
packs greater than 25 cigarettes existed.

SPONGE STORYBOARD

 

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Sponge (30 seconds and 15 seconds) 

•	 Press: Lungs are like sponges. Smokers’ lungs are like sponges full of tar (English, Arabic, Chinese and Vietnamese)

•	 Outdoor: billboard Why smokers cough

•	 Radio: Sponge (30 seconds). 

Given the success of the original campaign, focus testing of the original Sponge commercial was conducted. Research found 
the concept may motivate younger smokers (ie. those who had not seen the ad previously) to quit smoking, but that it was 
unlikely to be as effective with those aged over 30. Following production of the new Sponge, online testing indicated that the 
new version had appeal and impact across a broad age range of smokers (18+ years).  

4 Pierce JP, Dwyer T, Frape G, Chapman S, Chamberlain A, Burke N. Evaluation of the Sydney “Quit. For Life” anti-smoking campaign. Part 1. 
Achievement of intermediate goals. Med J Aust 1986, 144(7):341-344.

SPONGE EVALUATION RESULTS

Sponge achieved very high levels of prompted recall compared to all other campaigns (81%). Nearly all smokers agreed that 
the ad was attention grabbing (87%) and believable (85%). However, 33 per cent of smokers agreed that they were getting 
tired of seeing this ad. Further, more than half (55%) of smokers agreed that Sponge made them feel uncomfortable.
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2.3 STAIRWAY TO EMPHYSEMA CAMPAIGN

The Stairway to Emphysema commercial encourages smokers to consider the early warning signs of lung damage and the 
irreversible impact of emphysema on the lungs.  It aims to motivate smokers to quit now rather than wait for a warning sign that 
smoking is damaging their health. It encourages smokers to reflect on their own smoking and health symptoms.

The campaign links shortness of breath to early symptoms of emphysema. The commercial opens with a women climbing stairs and 
speaking of the similarities in breathlessness in climbing stairs and a smoker’s inability to breathe properly due to emphysema. The 
woman indicates how tobacco smoke damages the air sacs in a smoker’s lungs causing emphysema, ultimately leading to dependence 
on an oxygen tank to breathe. The commercial ends with the message that almost every smoker has some level of emphysema.

STAIRWAY TO EMPHYSEMA STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Stairway to Emphysema (45 seconds)

•	 Radio: Stairway to Emphysema (30 seconds) 

•	 Outdoor: billboard Smoke and get short of breath? It’s almost certainly emphysema

•	 Press: Do you feel out of breath? (Arabic, Chinese and Vietnamese)

In late 2006, exploratory research found smokers across all groups mentioned that they had experienced shortness of breath 
during bouts of physical activity or while climbing stairs, with breathlessness being commonly reported. 

STAIRWAY TO EMPHYSEMA EVALUATION RESULTS

Stairway to Emphysema achieved high levels of prompted recall (62%) compared to all other campaigns. The 
overwhelming majority of smokers felt the ad was believable (93%) but 29 per cent felt that the ad exaggerated the 
possible consequences of smoking. Among the simulated negative health effects campaigns, Stairway to Emphysema had 
the greatest proportion (63%) of smokers reporting that a family member or friend had spoken to them about their 
smoking as a result of seeing this ad.
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7.

If you smoke you know what But did you know...you almost 
certainly have emphysema..in 
its early stages?

Everytime you inhale tobacco 
smoke...you damage delicate 
air sacs in your lungs and its 
irreversible.

But did you know … you almost certainly 
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you wont be able to climb 
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4.

Just about every smoker....
has some level of emphysema

Eventually you can’t do anything without an oxygen tank.
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2.4 EMPHYSEMA CAMPAIGN

The Emphysema television commercial concept derives from the Quit Victoria Emphysema radio commercial inviting listeners to 
participate in a demonstration of what it would feel like to have emphysema. The Emphysema campaign encourages smokers to 
quit by increasing awareness of the immediate and longer-term health consequences of smoking. 

The TV commercial was developed because of high costs of airing a 60-second radio commercial in regional NSW. Adapting 
the existing radio concept to a television commercial meant we could more effectively and efficiently reach the target regional 
audience.

The 60-second television commercial engages the viewer in a breathing exercise demonstrating what it is like try to breathe with 
emphysema.  The apparent discomfort reinforces what breathing is like in the later stages of emphysema.  Smokers are reminded 
to think about the real health consequences of smoking and encouraged to quit smoking once and for all.

EMPHYSEMA TV STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Emphysema TV (60 seconds)

•	 Radio: Emphysema Radio (60 seconds - English, Arabic, Chinese and Vietnamese)

Online concept-testing conducted in June 2008 indicated that the commercial had appeal and impact across a broad  
age of smokers.

EMPHYSEMA EVALUATION RESULTS

Emphysema achieved good prompted recall (59%) compared to other campaigns. Most smokers (95%) felt the campaign 
was believable and it received the highest perceived effectiveness rating (6.74 out of 10) out of any of the simulated 
negative health effects campaigns. Further, over half (51%) of smokers said they were likely to seek help to quit smoking 
as a result of seeing this ad.
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SIMULATED NEGATIVE HEALTH EFFECTS CAMPAIGN EVALUATION DETAIL

BUBBLEWRAP 
(N=401)

SPONGE 

(N=551)

STAIRWAY TO 
EMPHYSEMA 

(N=493)

EMPHYSEMA 
(N=578)

RECALL

Unprompted 21.2 18.5 13.6 9.9

Prompted 64.7 80.8 62.3 58.7

POSITIVE AD PERCEPTIONS

Attention-Grabbing 84.4 86.5 80.9 85.3

Believable 88.5 84.5 93.1 94.7

Relevant 82.4 72.9 74.2 76.7

Perceived Effectiveness (0-10) 6.39 a 6.49 6.4 6.74

NEGATIVE AD PERCEPTIONS

Exagerates n/a n/a 28.9 27.3

Don’t Want To See Anymore 27.2 a 32.5 17.1 17.3

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable 50.3 a 55 38.3 50.1

Worry 77.2 68 71.2 74.9

COGNITIVE RESPONSES

Stop & Think 71.2 a 65.7 72.4 79.3

Quit Motivation 70.1 60.9 70.8 72.9

BEHAVIOURAL RESPONSES

Likely To Call The Quitline/Seek Help 32.3 b 28.8 b 33.9 b 50.7

Action (Makes Me Want To Have My Lungs Checked) 36.5 a n/a n/a 31.7

INTERPERSONAL PRESSURE 58.8 a 60.6 63.3 60.4

MAIN MESSAGE TAKE-OUT
Smoking damages 
your lungs 
(94.8%)

Tar build up in 
your lungs makes 
you sick (92.6%)

Smoking damages 
the air sacs 
in your lungs 
(97.2%)

Emphysema 
can reduce your 
quality of life 
(97.4%)

Notes. a This score from flight 2; b Question was in relation to calling the Quitline.
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3. NARRATIVE TESTIMONIAL CAMPAIGNS

3.1 ECHO 1, 2 AND 3 CAMPAIGN

The Echo (Excuses) campaign is a re-make of a successful Californian television commercial and was the first new campaign in 
over 15 years that specifically aimed to help NSW smokers quit.

Echo focusses on the excuses smokers use and the consequences of not quitting.  It shows a number of juxtaposed scenarios. 
For example, the final scenes of Echo 1 and 2 are “I don’t think I can quit” with the echo delivered by a surgeon, “I don’t 
think I can operate”.  Echo 3, produced in 2007, uses a different set of scenarios along the same theme with the objective to 
tackle smokers’ self-exempting beliefs by balancing their excuses with the certain consequences of continued smoking.

ECHO 1 STORYBOARD

5 Oakes W, Chapman S, Borland R, Balmford J, Trotter L, Bulletproof skeptics in life’s jungle”: which self-exempting beliefs about smoking most pre-
dict lack of progression towards quitting?  Preventive Medicine 39 (2004) 776-782.

ECHO EVALUATION RESULTS

Echo 1&2 were evaluated together as they aired at the same time, while Echo 3 was evaluated separately. The campaign 
at as a whole achieved high levels of prompted recall (Echo 1&2: 67%, Echo 3: 66%). Echo 1&2 was felt to be believable 
(94%) and relevant (84%) by a slightly greater proportion of smokers than Echo 3 and (90% and 80%, respectively). 
Three-quarters (75%) of smokers reported that Echo 1&2 made them think about quitting now or in the future, the 
greatest proportion of any of the narrative testimonial campaigns. 
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I can’t go more than 
a few hours without 
a cigarette

I can’t go more than a few 
feet without my oxygen tank

I’m only a social smoker I havent been out of this 
room in weeks

I have trouble getting 
out of bed without a 
smoke

I have trouble getting 
out of bed

Nah, I don’t think I can quit I don’t think I can operate

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Echo 1, Echo 2 and Echo 3 (three x 30 seconds). 
 
Earlier quantitative research conducted with Australian smokers indicated that one of the main barriers to long-term 
smokers taking action to quit has been self-exemption using rationalisations that:

•	 suggest smokers think they have personal immunity to the health effects of smoking – ‘bulletproof ’ beliefs.

•	 indicate smokers do not believe medical evidence about smoking and disease – ‘skeptic’ beliefs

•	 normalise the dangers of smoking because of the ubiquity of risk – ‘life’s a jungle’ beliefs.5  

The scenarios within the concept had the potential to address these excuses.

Concept testing research using the Californian commercial indicated that the concept had salience with Australian 
smokers and that there was potential to expand the number of scenarios shown.

1. 2. 3.

5.

4.

6. 7.

8.
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3.2  PARENTS CAMPAIGN

Parents was a 2001 collaboration between Quit Victoria and the Cancer Council South Australia. 

The commercial depicts a young girl visiting her father in hospital, with her mother. The father appears very unwell and 
requires a respirator for his breathing. The girl relates an incident to her father, ending with, It was so funny, Dad, you should 
have been there’. The family pauses as the reality of what she has said sinks in. The final frame features the slogan ‘How will 
your smoking affect your life?’

PARENTS STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Parents (30 seconds). 

“… so high that uncle Mark forgot 
where he was going…
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“We started playing cricket.. 
and I hit the ball...

“ he tried to catch the ball he landed 
face �rst in the mud..”

“It was so funny Dad…
You should have been there…”

Authorised by the NSW 
Government Sydney

PARENTS EVALUATION RESULTS

Prompted recall of Parents was high compared to other campaigns (71%). Approximately nine out of 10 smokers (90% 
and 93% respectively) felt the ad was attention grabbing and believable. The proportion of smokers reporting that they 
thought about quitting now or in the future as a result of seeing this ad was also high (74%).
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Government Sydney

We started playing cricket 
and I hit the ball..

so high that Uncle Mark forgot 
where he was going..

he tried to catch the ball he 
landed face first in the mud..

it was so funny Dad
you should have been there

Authorized by the 
NSW Government Sydney
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3.3 VOICE WITHIN CAMPAIGN

Voice Within was produced as part of the National Health Warnings Campaign (see p. 6), to build on the graphic health 
warning “smoking doubles your risk of stroke” and motivate and remind smokers to quit. 

The commercial is based on the real case history of a stroke survivor who had a stroke at the age of 39 caused by his 
smoking.  The commercial emphasises the fact that smoking doesn’t always kill but can lead to a reduced quality of life for 
the smoker and their family. 

The television commercial opens on a wife who is feeding her husband. He is in a wheelchair and unable to communicate.  
The wife talks to the camera about her husband’s stroke and her uncertainty as to whether her husband will be able to 
communicate or walk again. As the viewer is exposed to the inner thoughts of the stroke survivor, he expresses his desire to 
apologise to his wife and children, and delivers an important health message: “don’t smoke”. 

VOICE WITHIN STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Voice Within (60 seconds and 30 seconds) and Voice Within Benefits (15 seconds).

Pre-campaign qualitative research found this concept resonated strongly with participants due to the strong fear of being 
trapped inside their own body and unable to communicate. The imagery also resonated strongly with smokers as it drew 
on their concern that their smoking would affect their loved ones. This concept was found to have high impact and personal 
relevance. Smokers were left with an understanding of the life-changing impact of stroke.  It also created a sense of personal 
responsibility about the health consequences of smoking and guilt if the smoker suffered a stroke and found themselves in a 
similar position.

I mean you cope don’t you 

1 2 3 4

5 6 7 8

Jen:  The stroke’s made everything harder... Dave (thoughts): My brain still works. It just doesn’t connect to my 
mouth anymore.

Don’t smoke. Jen:  We do have hope that he may walk 
again but um...

Dave (thoughts): If I could just 
communicate.

I’d say sorry to Jen and the kids.  
I’d tell anyone who’d listen…

VOICE WITHIN EVALUATION RESULTS

The Voice Within campaign achieved high levels of  prompted recall compared to other campaigns (74%). The ad was 
considered attention grabbing, believable and relevant by the majority of smokers (88%, 91%, and 73%, respectively) 
and received a high perceived effectiveness rating (6.86 out of 10). 
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Jen: The strokes made 
everything harder

I mean you cope don’t you Dave: (thoughts): My brain 
still works.

Dave: (thoughts): My brain still works.
It just doesnt connect to my mouth 
anymore

Jen: We do hope that he 
may walk again but um...

Dave: (thoughts): If I could just 
communicate. 

I’d say sorry to Jen and the kids.
I’d tell anyone who’d listen
Don’t smoke
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3.4 ZITA CAMPAIGN

The Zita campaign produced by the Cancer Council in Western Australia (WA), uses edited footage of story broadcast on 
the Channel Seven current affairs program Today Tonight. It shows the story of Zita Roberts, a 36 year old Perth mother of 
three, who died at the end of 2007 from lung cancer caused by smoking. 

The commercials evoke an emotional response from the viewer as Zita communicates the grim reality of her illness. The 
ad focuses on her honesty, her acknowledgement of the burden her illness places on her family and her guilt that she will 
leave behind her family when she is gone. The emotional impact of the ad is reinforced by Zita’s positive attitude and 
determination to fight her cancer. Zita illustrates the truth about tobacco and delivers a direct message to smokers: quit 
now.  

TEARS YOU APART: STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Tears you apart, I’m not afraid to die and If I could stop one person (three x 30 seconds) ; You can stop 
smoking (15 seconds).  

•	 Cinema: Zita (60 seconds). 

•	 Press: What’s it like to die of lung cancer by someone who did (English, Chinese and Vietnamese).

The campaign is an emotive campaign that was received well in WA when it was first launched and appeals to women 
specifically.  

It affects not just me, the smoker, 
but the whole family. 

1

I mean, my kids are going to be 
without a mother. 

2

  [Sound of daughter playing 
   the piano]
   I’ll never be there … 

3

to help my girls dress up for the prom.

4

I want them to know that it’s a real thing.

5 6 7

I want them to see how it tears apart 
a family, you know, emotionally.

8

It’s not enough just to see what it does 
to your lungs.

Super: Zita Roberts passed away from 
lung cancer on 16 February 2007, 
aged 38.

ZITA EVALUATION RESULTS

The Zita campaign received comparatively low prompted recall (57%), compared to other narrative-testimonial 
campaigns. However, the campaign received the highest perceived effectiveness rating (7.18 out of 10) out of any 
campaign. Approximately three-quarters of smokers stated that the campaign made them worry about their smoking 
(74%) and made them stop and think (75%).  
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3.5 ANTHONY CAMPAIGN

Anthony is based on the personal testimony of a man diagnosed with throat and lung cancer. It was developed by the 
Department of Health United Kingdom to motivate smokers’ to quit.

The Campaign depicts the real life health consequences experienced by Anthony.  It is an emotional execution designed 
to personalise and prioritise quitting. At the time of production, Anthony had been diagnosed with throat and lung cancer 
and was in hospital following a laryngectomy. The commercial evokes an emotional response from the viewer as Anthony 
communicates his current situation and future plans, including seeing his eldest daughter.  The creative focuses on his 
determination to be alive to see his daughter when she came to England for a holiday. The emotional impact of the creative 
is reinforced by the super that states that Anthony died 10 days after filming the commercial, having not seen his daughter.  

ANTHONY STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Anthony (45 seconds and 30 seconds)

•	 Radio: Anthony (30 seconds). 

Because the Anthony campaign is from the United Kingdom, testing was conducted online (with other concepts) to gauge its 
appeal and impact with NSW smokers (aged 18 years and older). Results suggested NSW smokers found the commercial 
convincing and that it motivated them to think about quitting.

They call it throat cancer.

1

They’ve come in and removed my 
voice box. 

2

Before they did this, they found out, 
I’d got lung cancer as well.

3

So, future plans right now are

4

Alexandria my eldest is coming over here

5 6 7 8

for a holiday, December 13. 
I will be alive for that.

Super: Anthony died 10 days after 
�lming this. 
He never got to see his daughter. 

ANTHONY EVALUATION RESULTS

Anthony was very well recalled, both unprompted (24%) and prompted (75%). Nearly all smokers stated that the ad 
was believable (96%) and it received a very high perceived effectiveness rating (7.08 out of 10). Nearly half (46%) of 
smokers who had seen the campaign said that they were likely to seek help to quit smoking as a result of seeing this ad. 
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3.6 BEST INTENTIONS CAMPAIGN

Best Intentions was informed by research with smokers who revealed the specific milestones in their life when they had 
promised themselves to quit smoking. Many expressed a sense of regret at missing these key milestones. The commercial 
was developed in consultation with cancer care experts and patient case studies.  It aimed to motivate smokers to quit now 
rather than wait for a warning sign that smoking is damaging their health.

In addition to the regret of not quitting, the campaign demonstrates the reduced quality of life for the smoker and other 
members of the family.  It emphasises the difficulty of not being able to do simple things (e.g. mowing the lawn) after being 
diagnosed and treated for cancer.

The television commercial depicts an ill man watching his wife outside struggling to carry on the daily activities without him. 
The voice over explains his intention in trying to quit and his regret at not being able to stay quit. Smokers are encouraged 
to act now: “Face it, there’s never going to be a perfect time to quit.  You have to beat your habit once and for all…now”

BEST INTENTIONS STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Best Intentions (30 seconds) 

•	 Radio: No perfect time (30 seconds) 

•	 Press: I was sure I’d stop smoking before if did any permanent damage. I was wrong. (Arabic, Chinese and 
Vietnamese)

Concept testing in April 2008 found a strong sense of identification with the idea of having planned to quit and either 
not succeeding or not making sufficient effort or commitment.  Participants related strongly to the specific time periods 
mentioned and the associated excuses, such as quitting at a particular age or not quitting because of the stress they were 
experiencing. The concept encouraged a greater resolve to be successful in their next quit attempt.

I promised Liz I’d quit on my 30th.

1

I made six weeks when we had Jase…
but I got stressed.

2

I quit every New Year.

3 4

5 6 7 8

I was sure I was going to stop before it 
did me any serious damage…
I was so sure.

VO: Face it, there’s never going to be a 
perfect time to quit.

VO: You have to beat your habit once 
and for all…now.

BEST INTENTIONS EVALUATION RESULTS

Best Intentions was well recalled when prompted (74%) and was considered attention grabbing (88%) and believable 
(95%) by the majority of smokers. However, a comparatively low proportion, though still a majority, of smokers felt 
the ad was relevant (68%). Nearly half (47%) of those who had seen the ad said that they were likely to seek help as a 
result of seeing this ad.
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You have to beat your habit once and for 
all...now.

1. 2. 3.

5.

4.

6. 7.

8.



A N T I - TO B A C C O  C A M PA I G N  E VA L U AT I O N  2 0 0 5 – 1 0

27

3.7 WHAT’S WORSE CAMPAIGN

What’s Worse was developed by the Department of Health, United Kingdom (UK) to raise awareness of the impact on the 
family, particularly children when a parent is diagnosed with a smoking-related disease.  

The commercial evokes an emotional response from the viewer by focusing on the difficult situation of a mother having to 
tell her young children she has lung cancer. It emphasises the real health consequence of smoking and how it affects not only 
the smoker, but the family as well.    

WHAT’S WORSE STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: What’s Worse (30 seconds and 15 seconds). 

Whilst the campaign performed well in the UK, we conducted online testing in June 2008 to confirm that the commercial 
did in fact have appeal and impact across a broader age of NSW smokers.  

WHAT’S WORSE EVALUATION RESULTS

What’s worse achieved a modest level of prompted recall (62%) compared to other narrative testimonial campaigns. 
Like Best Intentions, a comparatively low proportion of those who had seen the ad felt that it was relevant (67%), 
probably reflecting the campaign’s appeal to mothers. It did, however, receive a high perceived effectiveness rating (6.86 
out of 10) and made nearly three-quarters (73%) of smokers stop and think.
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NARRATIVE-TESTIMONIAL CAMPAIGN EVALUATION DETAIL 1

PARENTS 
(N=750)

ECHO I/II 
(N=778)

ECHO III 
(N=790)

VOICE WITHIN 
(N=934)

RECALL

Unprompted 0 a 16.5 14 b 12.5

Prompted 71.3 67 65.8 73.8

POSITIVE AD PERCEPTIONS

Attention-Grabbing 89.8 85.6 84.2 87.9

Believable 93.4 94 89.8 91.3

Relevant 70.6 84.1 79.6 72.6

Perceived Effectiveness (0-10) n/a n/a 6.61 6.86

NEGATIVE AD PERCEPTIONS

Exagerates n/a n/a n/a 40

Don’t Want To See Anymore n/a n/a 34.6 23.1

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable n/a n/a 53.9 57

Worry n/a n/a n/a 66.2

COGNITIVE RESPONSES

Stop & Think n/a n/a 70.5 73.2

Quit Motivation 73.9 74.7 67.4 67.9

BEHAVIOURAL RESPONSES

Likely To Call The Quitline 24.8 21.5 38.4 37.3 c

Interpersonal Pressure n/a n/a 66.8 63.2

MAIN MESSAGE TAKE-OUT
Smoking can ruin 
family life (86.2%)

It is better to quit 
smoking now rather 
than putting it off 
until later (87.9%)

It is better to quit 
smoking now rather 
than putting it off 
until later (91.5%)

Smoking increases 
your risk of stroke 
(91.5%)

Notes. a During the period that Parents was tracked, unprompted recall was very high for Mouth Cancer and Amputation (unprompted recall for Parents started 
appearing approx. 10 wks after the second flight); b This number might include some recollections of Echo I/II; c In the 3rd flight of Voice Within respondents 
were asked how likely they would be to ‘seek help’ and 44.5% responded favourably.
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NARRATIVE-TESTIMONIAL CAMPAIGN EVALUATION DETAIL 2

ZITA  
(N=743)

ANTHONY  
(N=547)

BEST 
INTENTIONS 

(N=525)

WHAT’S WORSE 
(N=1229)

RECALL

Unprompted 10.1 24.2 11.4 7.2

Prompted 56.8 75.2 74.1 61.8

POSITIVE AD PERCEPTIONS

Attention-Grabbing 89.1 86.6 87.9 85

Believable 95 96.1 95.2 94.2

Relevant 72 70.9 67.5 66.9

Perceived Effectiveness (0-10) 7.18 7.03 6.71 6.86

NEGATIVE AD PERCEPTIONS

Exagerates 39.1 34.6 38 32.5

Don’t Want To See Anymore 27.1 35.2 27.2 21.1

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable 60.1 66.2 63.4 56.5

Worry 74.1 72.5 70 68.8

COGNITIVE RESPONSES

Stop & Think 75.1 76.4 76.6 73.2

Quit Motivation 71.4 70.9 71.1 65.8

BEHAVIOURAL RESPONSES

Likely To Call The Quitline/ Seek Help 30.8 a 46 47.2 41.9

Interpersonal Pressure 62.5 68 60.7 56.1

MAIN MESSAGE TAKE-OUT
You can die from 
smoking in mid-age 
(92.4%)

Smoking causes 

lung cancer (94%)

Quit smoking now 
before it’s too late 
(86.8%)

Your smoking is 
not just about you 
(89.8%)

Notes. a For Zita this question was about calling the Quitline, for the other campaigns it was about seeking help (in later weeks, when respondents were asked 
about seeking help in response to Zita, 47.3% responded positively).
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4.  REFLECTIVE CAMPAIGNS

4.1 IF SMOKING WAS A FRIEND CAMPAIGN

The If Smoking was a Friend campaign encourages smokers to quit by highlighting the addictive nature of every cigarette. 
The commercial showcases the lengths to which smokers go to accommodate smoking in their lives. It challenges 
smokers to reflect on their relationship with their cigarettes and highlights a number of health consequences caused by 
smoking.

The If Smoking was a Friend commercial shows a sequence of “smoker moments” – identifiable situations of where and 
when people smoke. A man contemplating his next cigarette reflects on his efforts to maintain a friendship that will more 
than likely result in a serious health consequence. 

IF SMOKING WAS A FRIEND STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: If Smoking was a Friend (30 seconds). 

The concept was informed by key findings from exploratory research in which smokers articulated how they 
subconsciously planned their smoking around key intervals throughout the day, such as work periods, transport usage 
and family obligations. They reported having to choose where they went and who they spent their time with in order to 
accommodate smoking. 

The research also found that smokers had difficulty in rationalising that smoking was associated with so many different 
diseases. Focus testing of If Smoking was a Friend found it to be very relevant to smokers, who appreciated and identified 
with the scenarios being portrayed in the creative. A key take out message was that if a friend actually behaved like that, 
you would not want them in your life. Smokers were able to self-assess their smoking behaviour. The concept prompted 
smokers, particularly those under 30 years of age, to think about how smoking was controlling their life through 
addiction. 

Imagine if smoking was a friend. 

1

Send you out in the middle of the night. 

2 3 4

5 6 7 8

Bad health, heart disease...

He’d keep you away from your mates. Take a few hundred off you every month. 

And if you do all that for smoking, 
what’s smoking give you? 

…cancer. If smoking was a friend … 
you’d want him out of your life. 

IF SMOKING WAS A FRIEND EVALUATION RESULTS

If Smoking was a Friend achieved a good level of prompted recall compared to other campaigns (57%). A majority of 
smokers considered it attention grabbing (81%) but this was somewhat lower than many other campaigns. Over half 
(55%) of those who had seen the campaign agreed that it had challenged their attitudes towards smoking, while 62% 
reported that others had spoken to them about their smoking as a result of seeing this campaign.
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you’d want him out of your life. 

1. 2. 3. 4.

Imagine if smoking was a 
friend

Send you out in the 
middle of the night

He’d keep you away from 
your mates

Take a few hundred off 
you every month

And if you do all that for 
smoking, what’s smoking give 
you?

bad health, heart disease.. cancer... If smoking was a friend...
you’d want him out of your life.

5. 6. 7. 8.
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Woman: Er.. I’d rather not have mouth 
cancer, can you give me something else?
Store Owner: Sure
1

Checkout guy: Do you want heart 
disease or … lung cancer?

2 3 4

5 6 7 8

Voice over:
But continue smoking and you’ll almost 
certainly get one of them.

Assistant: Take your pick. Male: Er …I’ll just have gangrene.

Voice over:
You can’t choose which disease you 
will actually get.

Male: I knew I’d get emphysema!

4.2 WHICH DISEASE? CAMPAIGN

The Which Disease? commercial was produced as part of the National Health Warnings campaign (see p. 6) and builds on 
the multiple graphic health warnings introduced on tobacco packs in 2006.  It focuses on the reality that smokers cannot 
choose which smoking-caused disease they will get if they continue to smoke.  It encourages smokers to reflect on their own 
smoking behaviour and challenges their beliefs regarding the likely health consequences of their smoking.

The television commercial presents multiple scenes that represent typical locations where smokers purchase their cigarettes.  
Smokers are seen at the newsagency, supermarket, petrol station and the pub.  At the point of purchase, they are seen to 
deliberate between cigarette packs with the different graphic health warnings. 

WHICH DISEASE? STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Which Disease? (30 seconds). 

•	 Outdoor: billboards Do you want lung cancer or gangrene? and What you see is what you get’.

Exploratory research reported that smokers attempted to avoid graphic warnings on packs by asking for a “less confronting” 
image at point of purchase or by hiding their packs. Focus testing of the Which Disease? concept found smokers related 
strongly to the concept, appreciating the humour and the challenge it offered to their own attitudes and behaviours in 
response to graphic health warnings. The concept mirrored actual smokers’ behaviour and encouraged them to reflect on 
their attempts at avoiding the health risks of smoking. Further, the concept had the cumulative power of presenting smokers 
with a list of smoking related diseases, leaving them with a sense of the inevitability of being affected by at least one of them. 

WHICH DISEASE? EVALUATION RESULTS

Which disease? achieved high levels of prompted (70%) and unprompted (16%) recall compared to other campaigns. 
However, positive ad perceptions, particularly relevance, were somewhat lower than most other campaigns (attention 
grabbing 83%, believable 80%, relevant 64%). Nonetheless, 60% of smokers reported that someone had spoken to 
them about their smoking as a result of seeing this campaign.
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Checkout guy: Do you want heart disease or lung cancer?

Male: Er....I’ll just have 
gangrene.

VO: You can’t choose which 
disease you will actually get.

VO: But continue smoking and 
you’ll almost certainly get one 
of them

Male: I knew I’d get 
emphysema!

1. 2. 3.

4. 5. 6. 7.
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REFLECTIVE CAMPAIGNS EVALUATION DETAIL

WHICH DISEASE? 
(N=802)

IF SMOKING WAS A FRIEND

RECALL

Unprompted 16.3 4.8

Prompted 69.1 56.6

POSITIVE AD PERCEPTIONS

Attention-grabbing 82.9 80.5

Believable 79.7 90

Relevant 64.3 73.1

Perceived effectiveness (0-10) 5.36 6.11

NEGATIVE AD PERCEPTIONS

Don’t want to see anymore 20.9 17.7

AFFECTIVE/EMOTIONAL RESPONSES

Uncomfortable 29.6 32.5

COGNITIVE RESPONSES

Stop & think 57 68.9

Quit motivation 57.4 61.5

Challenges my attitude 45.9 54.8

BEHAVIOURAL RESPONSES

Likely to call the quitline 28.5 29.4

INTERPERSONAL PRESSURE 60.1 62

MAIN MESSAGE TAKE-OUT
Smoking is associated with a range 

of diseases (93.9%)
Smoking is addictive (92.2%)

Notes. a This score from flight 2.
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5.  SUPPORTIVE CAMPAIGNS

5.1 QUITLINE SERVICES CAMPAIGN

The first launch of the Quitline Services campaign was timed to coincide with the introduction of new graphic health warnings 
on packs (2006). The ads aimed to give smokers more detailed information about the services offered by the Quitline.

In the six commercials, Quitline advisors talk to camera about cravings, nicotine replacement therapy, planning quit attempts, 
the call-back service, the best ways to quit (storyboard below) and previous quit attempts. Advisors were positioned 
as friendly, approachable, knowledgeable and professional. At a later stage (2009) key elements of these ads that had 
performed well in the CITTS were combined into one 30 second execution of the Quitline Services commercial.

NO BEST WAY (QUITLINE SERVICES) STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Quitline Services (30 seconds), Cravings (15 seconds), Nicotine Replacement Therapy (15 seconds), Planning (15 
seconds), Callbacks (15 seconds), No best way (15 seconds), Previous attempts (15 seconds). 

•	 Press: Callbacks can double your chances of quitting for good (English), What happened last time you tried to quit? (English) 
and Do you want to stop smoking? We speak your language (Arabic, Chinese, Italian and Vietnamese).

In 2005, results from CITTS revealed that while there was a high awareness of the Quitline among smokers, there was poor 
understanding of the services it provided. As a result, we commissioned qualitative research to further explore smokers’ 
beliefs, attitudes and knowledge about the Quitline and test rough creative campaign concepts to prompt discussion. Open 
discussion with smokers found many barriers to calling the Quitline, including misconceptions and misunderstanding of the 
service, and low perceived relevance. 

QUITLINE SERVICES EVALUATION RESULTS

The Quitline services campaign achieved comparatively low levels of recall (24%-31%), probably reflecting the style of 
campaign. However, more than half of those who recalled any of the ads reported that they provided new information 
about Quitline (53%-81%) and improved their opinion of the Quitline (55%-84%).

“A lot of smokers ask, what’s the 
best way to quit…”

1

“Well, there isn’t a best way…
different things work for different people.”

2

“What makes you feel like 
having a smoke?”

3

“That’s why we ask a lot about 
your smoking…”

4 5 6

“Call us, 13 QUIT”“to get a feel for what’s likely to 
work for you.”
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A lot of smokers ask, what’s 
the best way to quit....

That’s why we ask alot about 
your smoking..

Well, there isn’t a best way...
different things work for 
different people.

What makes you feel like having 
a smoke?

to get a feel for what’s likely 
to work for you

Call us, 13 QUIT

1. 2. 3.

4. 5. 6.
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5.2 GET OFF CIGARETTES CAMPAIGN

Get Off Cigarettes was developed by the Department of Health UK in 2007 to support and encourage smokers to quit by 
increasing awareness of the range of support services available. The original 60-second television commercial emphasises 
that quitting is difficult but getting the right help can make it easier.

We adapted this television commercial to ensure relevance to the Australian market.  Only the visuals of the original 
television commercial were used.  A new script was developed and tested to inform smokers of the free call-back service 
provided by the Quitline and that this service can double the chances of quitting for good. The new script also encouraged 
smokers to talk to a GP or pharmacist about the latest products available.  

GET OFF CIGARETTES STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Get Off Cigarettes (30 seconds). 

•	 Radio: Get Off Cigarettes (30 seconds) and Getting help (30 seconds).

Results from online concept-testing indicated that the Get off Cigarettes had appeal and impact with NSW smokers.  

Getting off cigarettes on your own 
can be hard. 

1

Getting professional help can make 
it much easier.

2

Ask your GP or pharmacist about new 
medicines that can make you up to 
two-and-a-half times more likely to 
successfully quit.3

Talking to Quitline advisors can also 
increase your chances.

4

5 6 7

Talk to your GP or pharmacist or call 
or SMS ‘QUIT’ to Quitline 13 78 48.

8

Get off cigarettes for good…
by getting help.

GET OFF CIGARETTES EVALUATION RESULTS

Get off cigarettes achieved good levels of prompted recall (47%), especially compared to other supportive campaigns. 
However, positive ad perceptions were comparatively low (attention grabbing 65%, believable 62%, relevant 52%) and 
the ad subsequently received a low perceived effectiveness rating (4.48).
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Getting professional help 
can make it much easier

Ask your GP or pharmacist about new 
medicines that can make you up to two-and-
a-half times more likely to successfully quit.

Talking to Quitline advisors can also increase your chances

Get off cigarettes for good by 
getting help

Talk to your GP or pharmacist or SMS 
QUIT to Quitline 13 78 48

3.
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5.3 WILLPOWER CAMPAIGN

In May 2010, qualitative research with low socio-economic NSW smokers between 25 and 44 years of age was conducted 
to test specific concepts about willpower. The ‘willpower is like a muscle’ concept addressed the idea that willpower was 
something that smokers could influence and make stronger. 

The Willpower commercial follows a recent quitter, in situations where her willpower is tested and used to stay quit. 

WILLPOWER STORYBOARD

MATERIALS DEVELOPED FOR THE CAMPAIGN INCLUDED:

•	 Television: Willpower (30 seconds and15 seconds).

Formative research indicated that the willpower concept was effective in communicating that stopping smoking gets easier 
over time as the smoker gets stronger in their ability to resist cigarettes. Smokers felt reassured that the hard work of 
resisting cigarettes in the early stages of their quit attempt was worthwhile and that it would get easier over time.  It also 
helped them to realise that it was their responsibility to make a quit attempt effective. Overall, the understanding that every 
cigarette you don’t smoke is making your willpower stronger aided smokers to think “I can stop smoking”.  

QUITLINE SERVICES EVALUATION RESULTS

Willpower achieved reasonable levels of prompted recall (45%). It was considered believable by most smokers (86%), 
while attention grabbing (68%) and relevance (69%) were lower than many other campaigns. Just over half (56%) 
reported that the ad made them want to quit now or think about quitting in the future.
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Scene: Hero shakes head ‘no’ at the 
offer of a cigarette

2

Willpower is like a muscle...

3

The more you use your willpower...

4

5 6 7

Every cigarette you don’t  smoke 
makes your willpower stronger. 

8

  And the easier it gets to resist cigarettes.   ... the stronger it gets. So, over time, you get used to 
not smoking...
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SUPPORTIVE CAMPAIGNS EVALUATION DETAIL 1

QUITLINE 1
(N=358)

QUITLINE 2 – 
NRT/LAST TIME

(N=468)

QUITLINE 3 – 
NO BEST WAY/

CRAVINGS
(N=499)

QUITLINE 4 – 
NRT/CALLBACKS

(N=431)

RECALL

Unprompted 2.5 0.6 1.8 1.2

Prompted 24.4 28.6 27.3 23.9

POSITIVE AD PERCEPTIONS

Attention-grabbing 62.6 78.3 62.8 73.5

Believable 72.3 93.4 87.3 88.1

Relevant 63.7 77 69.9 60.8

Perceived effectiveness (0-10) n/a n/a 5.24 a 5.89 a

New info about quitline 71.5 79.8 80.8 79.6

Improves opinion of quitline 54.6 83.7 67.4 62.7

NEGATIVE AD PERCEPTIONS

Tired of seeing the ad 47.9 42.7 44.8 48.5

COGNITIVE RESPONSES

Quit motivation 67.5 77.9 69.9 63.1

BEHAVIOURAL RESPONSES

Likely to call quitline 47.9 62.1 51.5 48.5

INTERPERSONAL PRESSURE n/a n/a 61.5 a 64.6 a

MAIN MESSAGE TAKE-OUT

Your chances 
of quitting for 
good are much 
better if the 
Quitline calls 
you back when 
you first start 
quitting (92.4%)

Counsellors at 
the Quitline 
understand its 
difficult to give 
up smoking - 
they will give 
you lots of 
encouragement 
as you quit 
(89.6%)

The people at 
the Quitline help 
smokers to beat 
their cravings 
(91.1%)

People at 
Quitline are 
happy to call 
you back in first 
weeks of quitting 
to help you get 
through that 
period (88.8%)

Notes. Sample sizes are small; unprompted recall does not distinguish between the different quitline campaigns; a this score from flight 2.
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SUPPORTIVE CAMPAIGNS EVALUATION DETAIL 2

QUITLINE 5 
– PLANNING/ 

CRAVINGS
(N=524)

QUITLINE 
6 – NRT/ 

PREVIOUS 
ATTEMPTS

(N=248)

QUITLINE 
7 – NRT/ 

PREVIOUS 
ATTEMPTS II

(N=434)

GET OFF 
CIGARETTES 

(N=769)

WILLPOWER 
(N =598)

RECALL

Unprompted 0.9 0.6 0.7 0

Prompted 30.9 21.6 21.4 47.2 45

POSITIVE AD PERCEPTIONS

Attention-grabbing 69.2 69.3 60.4 65.2 68

Believable 90.8 92.8 85.3 61.5 86

Relevant 66.2 69.8 58.5 52.3 69

Perceived effectiveness (0-10) 5.62 5.55 5.54 4.48

New info about quitline/quitting 64.7 52.8 65.6 34.9 a

Improves opinion of quitline/

getting help to quit
66.8 61.9 61.4 31.2 a

NEGATIVE AD PERCEPTIONS

Tired of seeing the ad 38.3 35.2 33.9 n/a

COGNITIVE RESPONSES

Quit motivation 67 66.3 52.4 46 56

BEHAVIOURAL RESPONSES

Likely to call the quitline/seek help 43.7 b 49.8 b 53.4 b 35.4 69 b

Interpersonal pressure n/a 61.7 59.7 44.2

MAIN MESSAGE TAKE-OUT

Your chances of 
quitting for good 
are much better 
if you plan how 
you will quit 
smoking (92.3%)

It doesn’t 
matter if 
you haven’t 
succeeded in 
quitting before 
- call the 
Quitline, they 
can help you 
(89.5%)

It doesn’t 
matter if 
you haven’t 
succeeded in 
quitting before 
- call the 
Quitline, they 
can help you 
(93.8%)

GPs and 
pharmacists 
can provide 
advice about 
quitting 
(81.6%)

The stronger 
your willpower 
becomes, 
the easier it 
is to resist 
cigarettes (88)

Notes. Sample size for responses for Quitline 5/6/7 are small; a Questions for ‘Get off Cigarettes’ were related to quitting/getting help to quit; b Question was in 
relation to calling the Quitline.
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FURTHER READING
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Tobacco In Australia Facts and Issues: Chapter 14 Public Education Campaigns www.tobaccoinaustralia.org.au
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APPENDIX 1: QUESTIONNAIRE ITEMS, RESPONSES AND REPORTED OUTCOMES

LABEL
SAMPLE 

QUESTIONED
FULL QUESTION

POSSIBLE 

RESPONSES
REPORTED OUTCOMES

RECALL

Unprompted
Respondents 

interviewed during 
first flight of ad

I would like you to think about 
one of the ads that you have 
seen about tobacco smoking 
– please think about the ad 

that is most vivid in your mind. 
Please describe that ad to me.

Describes an ad
Percentage of respondents 

who gave an accurate 
description of the ad

Prompted
Interviewed during 
first flight of ad a

I am now going to read you a 
description of a TV ad...[reads 

description]... Do you remember 
seeing this ad on TV recently?

Yes, no
Percentage of respondents 

answering “Yes”

POSITIVE AD PERCEPTIONS

Attention-grabbing Recalled the ad
Thinking about this ad, how 

attention-grabbing would you 
say it is?

Very, somewhat, not at 
all

Percentage answering very/
somewhat c

Believable Recalled the ad
Thinking about this ad, how 

believable would you say it is? 
Very, somewhat, not at 

all
Percentage answering very/

somewhat

Relevant Recalled the ad
Thinking about this ad, how 

relevant to you would you say 
it is? 

Very, somewhat, not at 
all

Percentage answering very/
somewhat

Perceived 

effectiveness
Recalled the ad

How would you rate the 
effectiveness of the ad for 

encouraging smokers to quit? 

On a scale from 0 to 10, 
0=not at all effective  
and 10=very effective

Mean score (range: 1-10)

New info about 
quitline b

Smokers recalled 
the ad

Did it give you new information 
about the Quitline?

A lot, somewhat, not at 
all

Percentage answering a lot/
somewhat

Improves opinion of 
quitline b

Smokers recalled 
the ad

Did it improve your opinion 
about the Quitline?

A lot, somewhat, not at 
all

Percentage answering a lot/
somewhat

NEGATIVE AD PERCEPTIONS

Exagerates Smokers recalled 
the ad

Is it an exaggeration of what 
might happen to you if you 

continue to smoke? 

A lot, somewhat, not at 
all

Percentage answering a lot/
somewhat

Don’t want to see 
anymore Recalled the ad

“I don’t want to see the ad 
anymore”

Agree strongly, agree 
somewhat, neither agree 

nor disagree, disagree 
somewhat, disagree 

strongly

Percentage answering agree 
strongly/agree somewhat

Tired of seeing the 
ad b

Smokers recalled 
the ad

Are you getting tired of seeing 
this ad?

A lot, somewhat, not at 
all

Percentage answering a lot/
some
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LABEL
SAMPLE 

QUESTIONED
FULL QUESTION POSSIBLE RESPONSES REPORTED OUTCOMES

Uncomfortable Recalled the ad
 “The ad made me feel 

uncomfortable”

Agree strongly, agree 
somewhat, neither agree 

nor disagree, disagree 
somewhat, disagree 

strongly

Percentage answering agree 
strongly/agree somewhat

Worry
Smokers recalled 

the ad
Did it worry you about your 

smoking? 
A lot, somewhat, not at 

all
Percentage answering a lot/

somewhat

COGNITIVE RESPONSES

Stop & think Recalled the ad
“The ad made me stop and 

think”

Agree strongly, agree 
somewhat, neither agree 

nor disagree, disagree 
somewhat, disagree 

strongly

Percentage answering agree 
strongly/agree somewhat

Quit motivation
Smokers recalled 

the ad
Did this ad... 

(a) make you want to 
stop smoking now; (b) 
make you think about 
quitting smoking in 

the future; (c) made no 
difference; (d) make you 

want to smoke more

Percentage answering want 
to stop smoking now/think 
about quitting in the future

Challenges attitude c Smokers recalled 
the ad

“The ad challenges my 
attitudes towards smoking”

Agree strongly, agree 
somewhat, neither agree 

nor disagree, disagree 
somewhat, disagree 

strongly

Percentage answering agree 
strongly/agree somewhat

BEHAVIOURAL RESPONSES

Likely to call quitline/
seek help

Smokers recalled 
the ad

As a result of seeing this ad, 
how likely are you to: (a) call 
the quitline [2005-2008]; (b) 

seek help to quit smoking 
[2009-2010]

Very likely, likely, neither 
likely nor unlikely, 

unlikely, very unlikely 

Percentage answering very 
likely/likely

Action Smokers recalled 
the ad

The ad made me... [relevant 
response]

Agree strongly, agree 
somewhat, neither agree 

nor disagree, disagree 
somewhat, disagree 

strongly

Percentage answering agree 
strongly/agree somewhat

Interpersonal 
pressure as a result 

of ad

Smokers recalled 
the ad

As a result of others seeing this 
ad, has any of the following 

happened to you?

(a) family, friends or 
others have talked to 
me about quitting; (b) 

family, friends or others 
are upset with me about 
my smoking; (c) nagging 
from my children to quit; 

(d) nagging from my 
partner to quit

Percentage answering “yes” 
to any of these situations

Main message  
take-out

Recalled the ad

Thinking about this ad, to 
what extent did it give you 

the impression that... [relevant 
statements]

Strongly, somewhat, not 
at all

Statement with highest 
strongly/somewhat 

response

Notes. a Respondents answering ‘don’t know’ excluded from base; b Reported only for Supportive style campaigns; c Reported only for Reflective style cam-
paigns.
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APPENDIX 2: Year-by-year campaign charts

Graphs below shows TARP6 weights for each campaign, successful Quitline calls by week and highlight significant events that 
occurred within that year.  

2005

2006

6Target Audience Rating Points (TARPs) are a measure of reach (how many people in the target audience have seen the campaign) and frequency (how many 
times they have seen it). For example, 100 TARPs could mean that 100% of the target audience has seen the campaign once or 50% of the target audience has 
seen the campaign twice or 25% of the target audience has seen it 4 times etc.
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2007

 
2008
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