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Recognition of overall campaign

• Prompted recognition of Mick Roberts increased steadily following the second week of campaign activity. Overall recognition 

reached a peak of 69% in the second week post-campaign. During the campaign period recognition peaked at 64% in week eight 

of the campaign, this was higher than the campaign objective (60%).

• Weekly results for the primary target audience (males 25-54 years) are not separately shown due to small sample size (weekly 

sample size ranged 9-18).

• Over the campaign period (defined as weeks 2-13), recognition averaged 51% among smokers and recent quitters. Average 

recognition was 43% among males aged 25-54 years.

Base: Total sample. 2017 only. Week 1 to Week 15 (n=600). 25-54 year old males (n=205). 
Respondents were read a description of Mick Roberts and asked if they remembered seeing the ad on TV. They were then asked – Do you 
remember seeing this ad recently in any of the following places? Recognition questions were only asked 2 weeks pre and 3 weeks post. 
Campaign period is inclusive of the weeks the advertising was on air and two weeks post.
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Ad-directed effectiveness

• Respondents who recognised Mick Roberts were asked to rate the ad on four dimensions: being attention-grabbing, teaching 

them something new, making them stop and think and being believable. Ratings were averaged to form a composite measure 

reflecting ‘ad-directed effectiveness’. 

• Average ad-directed effectiveness for Mick Roberts in 2017 was 2.10, this was comparable to the average for the target audience 

of males 25-54 years. 

• Results for the 2017 campaign burst and the target audience of males 25-54 years were lower than the average for other 

advertisements adopting a ‘narrative’ style.

Base: All respondents who saw ad in campaign period. (2017, n=249; males 25-54 years, n=94).
Average of four items: Attention-grabbing, Taught me something new, Made me stop and think and Believable.  Items were rescaled to a 
common scale which ranged from 1 to 3.
* Indicates response is significantly different from the category average. Higher scores indicate higher ad-directed effectiveness.
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• Respondents who recognised Mick Roberts were asked to rate the ad on three dimensions - relevance, making you think again 

about quitting (smokers), making you worry about your smoking (smokers) – reflecting ‘personalised effectiveness’. Ratings were 

averaged to form a composite measure.

• The average personalised effectiveness score for Mick Roberts in the 2017 campaign period was 2.00. This was comparable to the 

average for other ads adopting a ‘narrative’ style (2.00), and the target audience of males 25-54 years (2.10).

Base: All respondents who saw ad in campaign period. (2017, n=249; males 25-54 years, n=94).
Average of three items: Relevant to you, Think again about quitting, Worry you about your smoking. Response were reverse coded to 
make a high value a positive response.  
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Personalised effectiveness
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Action taken against benchmarks

• The following chart summarises the actions taken by smokers as a response to seeing Mick Roberts . It shows the proportion who 

tried to quit, the proportion who sought help in one of four ways (see footnote), as well as the aggregate of these categories. 

• Slightly more than one-in-ten (13%) smokers in the 2017 campaign period stated they had tried to quit in response to the ad and 

slightly less than one-in–ten (9%) had undertaken help-seeking behaviour. Slightly less than one-fifth (16%) of smokers had 

undertaken either of these actions and these results exceeded campaign targets (5%). 

• Similar results were seen among the campaign’s target audience of males 25-54 years. Results were also comparable to the 

average for ‘narrative’ style ads.

Base: All smokers who saw ad in campaign period. (2017, n=204; males 25-54 years, n=73).
Help Seeking defined as smokers who had done any of the following: Called the Quitline, looked up quitting information online, visited the 
iCanQuit website and/or sought advice from a health professional
As a result of seeing this ad, have you done any of the following things? 
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Intended action (summary)

• The following chart summarises the intentions of smokers in response to seeing Mick Roberts .  It shows the proportion who said 

they will try to quit, the proportion who will seek help in one of four ways (see footnote), as well as the aggregate of these 

categories. 

• Slightly more than one-third (35%) of smokers who had seen Mick Roberts in the 2017 campaign period stated they intended to 

try to quit and approximately one-third (27%) intended to seek help. Approximately two-fifths (42%) intended to undertake either

of these actions. Results were lower among the target audience, albeit not significantly. Results exceeded campaign targets (5%). 

Base: All smokers who saw ad in campaign period. (2017, n=204; males 25-54 years, n=73).
Help Seeking defined as smokers who stated they intended to do any of the following: Calling the Quitline, looking up quitting information 
online, visiting the iCanQuit website and/or seeking advice from a health professional
As a result of seeing this ad, do you intend to do any of the following things?

Note: No ‘highest’ average results are shown due to Mick Roberts being the only narrative ad to have had these questions.
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Performance summary against 
objectives

Target Result

To establish a prompted recognition of the campaign of 60% 
by the end of the campaign period

60% 64%

Achieve a strong ad-directed effectiveness score for the 
campaign among those that recognised the campaign

2.34 2.10

Achieve a strong personalised effectiveness score for the 
campaign among those that recognised the campaign

2.01 2.00

Encourage smokers to make a quit attempt and/or seek help 
to quit

5% 16%

Prompt intentions to make a quit attempt and/or seek help 
to quit

5% 42%



Ad-Directed Perceived Effectiveness 

● Average of four survey items: attention-grabbing (1-3 scale – 1 = ‘very’), taught me something new (1-5 dis/agree 
scale), made me stop and think (1-5 dis/agree scale), believable (1-3 scale – 1 = ‘very’)

● Response were reverse coded to make a high value a positive response (e.g. agree / effective / very / a lot) 

● Re-scaled 1-5 items to 1-3

● Calculate mean score 

Personalised Perceived Effectiveness 

● Average of three survey items: relevant to you (1-3 scale – 1 = ‘very’), think again about quitting (1-3 scale – 1 = ‘a 
lot’), worry you about your smoking (1-3 scale - 1 = ‘a lot’)

● Response were reverse coded to make a high value a positive response (e.g. agree / effective) 

● Calculate mean score 

Emotional Response 

● Average of three survey items: confronting (1-3 scale), unpleasant to watch (1-3 scale – 1 = ‘very’), uncomfortable 
(1-5 dis/agree scale)

● Response were reverse coded to make a high value a positive response (e.g. agree / effective) 

● Re-scaled 1-5 items to 1-3

● Calculate mean score 

Note: not all items were asked for each ad.  The range was between none and the maximum 
(3 or 4) for each composite measure.  

Process for calculating composite 
measures



Individual items that contribute to 
composite measures – Mick Roberts

Individual Item Composite Measure %

Effectiveness Perceived Effectiveness 40

Attention grabbing Ad-Directed Perceived Effectiveness 86

Believable Ad-Directed Perceived Effectiveness 91

Made me stop and think Ad-Directed Perceived Effectiveness 64

Taught me something new Ad-Directed Perceived Effectiveness 22

Relevant to you Personalised Perceived Effectiveness 76

Think again about quitting Personalised Perceived Effectiveness 66

Worry you about your smoking Personalised Perceived Effectiveness 69

Confronting Emotional Response 80

Uncomfortable Emotional Response 46

Tired of seeing this ad Wear Out 48

Note: Data is weighted and filtered to on-air periods for each campaign. 
Effectiveness – % shown is rated 7-10
Attention grabbing, Believable, Relevant to you, Confronting - % shown is very/somewhat
Made me stop and think, Taught me something new - % shown is strongly agree/agree
Worry you about your smoking, Think again about quitting, Tired of seeing this ad - % shown is a lot/somewhat


