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|. EXxecutive summary

A. Background

The aim of the National Tobacco Campaityfore Targeted Approach (MTA) is to reduce
smoking prevalence among higieed and hard to reach groups.

The thid phase of the campaign commenced on 4 November 2012, with the launch of the
new pregnancy componentQuit for You Quit for Twd his stage of the campaigBurst 1)
specifically targeted pregnant women, those planning on becoming pregnant and their
partnersfrom socially disadvantaged, culturally and linguistically diverse (CALD) and
Aboriginal and Torres Strait Islander backgrounds.

The second burst (Burst 2) Quit for You Quit for Twadvertising activity launched on 19
May 2013 (finishing ithe week commencing 23 June 2013)

TheDepartment commissioned ORIMA Research to undertakearch to evaluate the

effectiveness of th&uit for You Quit for Tweampaign among:

§ / 2YYdzy Al @ WG ONE FTWIlaly 2 | 4thednaidsiearh &ididndeS Iy | vy
evalation component (including a small companion survey of partners and family
members);

8§ Community members frol@ALD ackgroundsincluding €male smokers or recent
quittersin the target audience, as well as the broader audience of CALD community
membersg the CALD audience evaluation componemis)

8 Aboriginal andor Torres Strait Islander Australigmscluding @male smokers or recent
quittersin the target audience, as well as the broader audience of Aboriginal and Torres
Strait Islander Australiansthe Aboriginal and/ or Torres Strait Islander audience
evaluation component

This report presents the findings of these three evaluation components.

B. Methodology

al AYauaNBlIyY 6Wg2YSY |G NRA]LQUL | dzZRASYOS

The evaluation was conducted via a CATI surv8p@fvomen aged 280 who were at
WNRA]1Q 2F avY21Ay3d 6KAES LINBIYIl yisung2aNIdSe FA S
and 5 August 2013.

The data has been weighted by age to represent the national population-49 i@ar old
females with children age@s$s than three months old, which is closely aligned with the
target audience for the campaign.

Asmall numbe of CATI interviews (n=50) walso conducted with partners and family
members of pregnant women aged-B6 who smokePartnerd family membersvere

ORIMA®
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recruited for the surveyia smokers recruited for the survey of wom#rt & NA A1 Q 2F &Y
during pregnancy.

Aboriginal and Torres Strait Islander audience component

The evaluation was conducted via a faodace survey of n=330 Aboriginal and/ or fiesr
Strait Islander smokers and recent quitters ageeéd06years. All interviewing was
dzy RSNI 1Sy o6& hwLa! Qa ySig2N] 2F LYRAISyYy2dz

A broader audience was sampled for this research to enable assessment of the broader
impact of campaign actiwitamong Aboriginal and Torres Strait Islander Australians. The
previous wave oQuit for You Quit for Twevaluation research conducted with this

audience found that the campaign had been effective not only among Aboriginal and Torres
Strait Islander womemwho were in the primary target audience, but also among the

broader audience of Aboriginal and Torres Strait Islander Australians. Thus, in addition to
female smokers or recent quitters who were pregnant or had (a) previously been pregnant,
or (b) not be@a pregnant but were open to becomimpgegnant in the next two years, the
population of interest also included members of the wider community (broader audience
outside ofthe primary target audienge

Due to low incidence (a subset of an already low iea® population of Aboriginal and
Torres Strait Islander Australians), the primary target audience represented a difficult to
source and recruit supopulation and, thereforeno quotas were placed on the number of
interviews with women in this grouplowever, in an effort to increase the proportion of
community members in (or at least close to) the target audience, gender quotas were
adopted to ensure a minimum 7030% split across females and males, respectively.

The sample was stratified geographicatiyproportion to the Aboriginal and Torres Strait
Islander population in metropolitan and nanetropolitan locations in each state or
territory from the relevant age cohort (based on 2011 Census datagept for Tasmania
and the ACT.

The data has been wghted by age and gender to represent the natioAbbriginal and/ or
Torres Strait Islandgropulation aged 1810 years.

Culturally and linguistically diverse (CALD) audience component

The evaluation research comprised a facdace survey of n=50 intelews with individuals
from each of seven cultural/ linguistic backgrounds (Arabic, Cantonese, Korean, Mandarin,
Pacific Islanders, Spanish and Viethamese) agetD Mears, for a total of 350 interviews.

The previous wave @uit for You Quit for Twevalation research found that the campaign
had reached a sizeable proportion of the broader CALD community. Hence, similar to the
Aboriginal and Torres Strait Islander evaluation component, a broader audience than the
campaign primary target audience was sdegpto enable continued assessment of the
broader impact of campaign activity among CALD community members, including the
primary (Emale smokers or recent quitters who were pregnant or had (a) previously been

I

ORIMA™
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pregnant, or (b) not been pregnant but wereepto becomingregnant in the next two
years) and broader target audiences (outside of the primary target audience).

As with the Aboriginal and Torres Strait Islander audience, no quotas were placed on the
number of interviews with women in the primargrget audience. However, gender quotas
were adopted to ensure a minimum 6090% split across females and males, respectively.

The sample was allocated across Sydney, Melbourne, and Brisbane based on the relative
proportion of each cultural/ linguistic gop residing in each of these three cities, according
to the 2011 Census.

The research approach consisted of initial recruitment of respondents from a variety of
sources. When necessary, interpreting services were provided by either the community
organisaton where the interviews were held, by a trusted friend or family member
accompanying the respondent or by bilingual interviewers.

Recruitment and prescreening of respondents took place throughout early June 2013, with
survey fieldwork being undertaken he¢en 18 June 2013 and&ugust2013.

C. Campaign awareness and direct measures of campaign
impact

al AYauNBFryY oWwg2YSy 0 NRA]l QO | dzZRASYOS

Recall of campaign advertisementBurst 2 of theQuit for You Quit for Tweampaign
successfully increased the ovenabch of thecampaigramong the mainstream audience
with improvements recorded in both:

8§ unprompted awareness of th@uit for You Quit for Twoampaigng one in ten (11%)
respondents mentioned the campaign when they were asked to describe information or
ads alout the dangers of smoking that they had sé&eard in the past six months (up
from 4% following Burst 1); and

§ prompted recognition of th&uit for You Quit for Twoampaign materialg over half
(58%, up from 41%) of respondeméognisedat least one Ement of theQuit for You
Quit for Twocampaign.

Reflecting the regional skew in the media buy, the campaign had a significantly higher reach
in nornrmetropolitan areas (69%, compared to 44% in metropolitan areas).

Around a quarter of respondentecogni®d the radio (27%), TV (26%) and print (23%)
advertisements. Similar to Burst 1 findings, respondents exposed to the campaign via these
mass media channels were most likely to report exposurasiagle advertising channel

only.

ORIMA®
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Key message takeut: The key campaign messageg&re memorable for the target

audience with the following commonly derived from the various ads (without prompting):

W52y Qi aY21S ¢KSy LINGRBr pregiaary catvdifectttie hedlth of @ dzNA y 3
0 I 0 & uit fgf Rou @it for Twd P

Opinions of campaign advertisingerceptions of th&uit for You Quit for Twilevision,

radio and print advertisements remained consistently positive, with each of these campaign
elements generally seen as easy to understand, believatanldr@ughtprovoking.Similar to
findings from the Burst 1 evaluation, respondents were less likely to réjpatthe
advertisements taught them something new or made them feel uncomfort@ble

comparison with their agreement levels with other statemgnts

Direct measures of campaign impadiheQuit for You Quit for Twoampaign delivered a
robustcaltto-action, with one in two (49%) of those exposed reporting that they had taken
action toward quitting reducing smoking as a result of exposure to tampaign.

Furthermore, the majority (74%) of these respondents indicated they were intending to take
action in the next month (whether or not they had already taken action) as a result of
exposure to the campaign.

Aboriginal and Torres Strait Islander audiee

Recall of campaign advertisementSollowing the second burst of campaign activity,
unprompted awareness of th@uit for You Quit for Twoampaign remained stabkmong
Aboriginal and Torres Strait Islander audienaeish just under one in ten respoedts (8%,
consistent with 5% following Burst 1) spontaneously describing an element of the campaign.

The results relating toverall prompted recognition of th@uit for You Quit for Two
campaigrwere positive with just over half of respondents (51%, cistsnt with 46% at
Burst 1) recognising at least one element of the campa&gompted recognition was
significantly higher among the primary target audiené¢éemale smokers and recent
quitters who were either (a) currently pregnant, (b) har@viously leen pregnant, ord) not
been pregnant but wee open tobecoming pregnant in the nekivo years(61% compared
to 47%for the broader target audience).

At least one in five respondents i@gnisedeach of the TV (33%), print (26%) and radio
(20%) advertisernts. In comparison with Burst dgreater proportion of respondents
reported exposure to the radio advertisement (20%, compared with 11%), although this
medium continued to contribute minimally to the overall campaign reactong Aboriginal
and Torres 3ait Islander audience@% of respondents were only exposed to the radio
advertisement) Among those exposed to the radio advertisement, a significant proportion
(24%) reported that they were exposed@uit for You Quit for Twadvertising via
Indigenougadio alone (i.e. without hearing the advertisement via mainstream radio).

Consistent with Burst 1, prompted recognition was higher among metropolitan respondents
(61% compared withd2%in nonmetropolitan areas). Further analysis suggested that this
wasprimarily due to a greater proportion of those in metropolitan areas being reached via
television advertisingnly (18%, compared with 10% of those in Aoetropolitan

#2531 RESEARCH
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locations), potentially reflecting differences in television consumption between
metropolitan and noametropolitan respondents.

Key message takeut: Unprompted message takeut remainedstrong with the key
OF YLI ATy YSaalaSa w52y Qi ay?2yRuidkk oy QuitiesS Iy | v i
Twd(Teaturing prominetly across all adveidements.

Opinions of campaign advertising@pinions of theQuit for You Quit for Twielevision,

print, and radio advertisements were generally positiwih each campaign advertisement
seen akasy to understand, believable, and thougitbvoking.In canparison with those
from the broaderaudience, respondents in the primary target audience reported stronger
levels of seldentification with the television and radio advertisements.

Direct measures of campaign impadverall, theQuit for You Quit forwo campaign
continued to deliver arobustcaltto-action, withone in two 48%) respondents exposetb
the campaignndicating that they had teen some action toward quitting seducing
smoking as a rest. The response to the campaign was stronger antbige in the primary
target audience (57%, compared with 43% of the broader target audience exposed).

Almost three in four{2%- consistent across the primary and broader target audieinte)
those exposedeported that they were intending to take furtherctionsin the next month
as a result of exposure to the campaign.

Following Burst 2, respondents exposed to the campaign more commonly reported that
they had considered quitting (36%, up from 21% following Burst 1) and will consider quitting
in the nextmonth (40%, up from 19%).

Culturally and linguistically diverse (CALD) audience

Recall of campaign advertisementBrompted and unprompted awareness of tQeiit for

You Quit for Tweampaign among CALD audiences increased significantly following Burst 2
of the campaign, with 3% of respondents spontaneously mentioning an element of the
campaign (compared to none for Burst 1).

Furthermore, over a quarter of respondents (27%) recognised at least one of the campaign
advertisements, up from 19% in Burst 1n@aign recognition was significantly higher

among the primary target audience of female smokers and recent quitters who were either
(a) currently pregnant, (b) hgateviously been pregnant, oc)(not been pregnant but we

open tobecoming pregnant in theexttwo years(40%, compared with 23% of the broader
target audience).

Key message takeut: Unprompted message takeut was strong for th&uit for You Quit

for Twocampaign ads, with the most common key message across all advertisements being
W52y DUSAFKSY LINSIYFyliQd ¢KS F2ft2¢gAy3a YSaal 3
aK2dz R y20 aY21S RdZNAyYy3I 2NJ 0SF2NBE LINB3Iylyoe
aY21Ay3 YR 3IAPS @2dzNJ ol oé I KSFfiKesaidl NIQ
GKSY @2dzONB LINB3IYIyiQo
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Opinions of campaign advertisingerceptions of th&uit for You Quit for Twilevision,

print and radio advertisements were generally positive: more than eight in ten respondents
found the advertisements easy to understand argliévable. In addition, over half of
respondents agreed that each of the campaign advertisements were theqarglibking.

Direct measures of campaign impadverall, Burst 2 of th@uit for You Quit for Two
campaign delivered an effective ctdlaction anong CALD smokers and recent quitters who
were exposed, prompting actions leading to quitting or plans to quit in the near future for a
significant proportion of the CALD audience. A third of respondents (33%) exposed to the
advertising reported they had k&n at least one action toward quitting/ reducing smoking

as a result of exposure to the campaign. Furthermore, over two fifths (42%) of respondents
indicated they were intending to take further actions as a result of exposure to the
campaign.

Among respodents in the primary target audience who had been exposed to the campaign
(n=36), two fifths had taken action as a result of exposure to the campaign (39%) or
intended to take action (42%) in the next month.

Awareness of past CALD campai@ie results paaining to the longetterm effectiveness
of the past CALBpecific activity (Health Benefits, Money and Family advertisements)
suggest that the impact of this advertising, which was not run in Burst 2, was persistent.

Unprompted awareness of the previous ¢ 5 OF YLI A3y O6Ay Of dzZRAy 3 WI S
WCHYAfE@QY YR Waz2ySeQ RSNIAaASYSyilhao gl a Y2
consistent with Burst 1. One in ten respondents (11%, down marginally from 15% in Burst 1)
mentioned at least one of the campaigresients when they were asked to describe

information or advertisements about the dangers of smoking that they had seen/ heard in

the past six months.

Despite a decrease in overall prompted campaign recognition of the CALD campaign
between Burst 1 and Bur&t(66%, down from 76% in Burst 1), these results are indicative of
the longevity of this campaign. Please ggmendixA ¢ CALD campaign awarendes more
detail on these results.

D. Indirect measures of campaign inagt - Attitudes and
awareness

al AYauaNBlIyY 6Wg2YSYy |G NRAA]LQUOL | dzZRASYOS

Attitudes toward smoking and quittingw S & LJ2 Y RS y (i & Rotivawy ahddthery O S
attitudes towards quitting smoking were generally positive, particularly among those
exposed to the capaign advertising.

Smokers who were exposed &amd rememberedat least one element of th@uit for You
Quit for Twocampaign were significantly more likelystsongly agredhat:

8 they were eager for a life without smoking (53%, higher than 86&tose rot exposed,
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8§ support and tools are available to help people quit smoking and remain sinede
(45%, higher than 35%); and

8 they have been thinking a lot about quitting recently (44%, higher than 29%).

Moreover, respondents exposed to the campaign wegaisicantly more likely to agree
that quitting at any time during pregnancy decreases the risk of harm to the unborn child
(88%, compared with 80% of those not exposed).

Awareness of benefits of quittingThe key benefits of quitting identified by respomdg

were improved fitness and general health, and cost savings. The majority of respondents
also acknowledged that not smoking during pregnancy would be beneficial for the baby,
although specific health benefits (such as decreased risk of low birth wbiglatthing
difficulties and premature labour) were much less commonly mentioned.

Respondents generally recognised that they would benefit both financially and heigkh
from not smoking, with those exposed to tiuit for You Quit for Twadvertising beng
significantly more likely to perceive a high level of health benefits from not smoking.

Awareness of health effects of smokingwareness of most healtrelated effects of
smoking during pregnancy was high, with Qait for You Quit for Twoampaigncontinuing
to effectively communicate the adverse health impacts of smo#ungng pregnancy
Respondents exposed to the campaign had significantly higher levels of awareness that
smoking while pregnant could result in increased risk of:

8 infection and bre¢hing problems due to low birth weight (92%, higher than 82% of
those not exposed to the campaigm@ayd

8 miscarriage (83%, higher than 75%).

Aboriginal and Torres Strait Islander audience

Attitudes towards smoking and quittingiollowing Burst 2, widesprdamprovements
were recorded in positive attitudes towards smoking and quitting-dritting sentiment
was particularly prevalent among those exposed to§het for You Quit for Twoampaign,
suggesting that the campaign had a positivgpact on attitudes towards smoking and
quitting amongthe Aboriginal and Torres Strait Islander audience.

Awareness of benefits of quittingimproved fithess general health and financial savings
continued to be the most widely nominated (unprompted) benefits of quittimgpking.

Moreover, oser half of respondents felt that they would benefit financially and heultbe
from quitting smding or continuing not to smoke.

Awareness of health effects of smokingwareness of negativieealth-related effects of
smoking was highwith at least three in four respondents reporting awarenetall of the

health effecs of smoking listed in the evaluation survey. The vast majority (90%, up from
82% following Burst 1) of respondents were aware that smoking while pregnant could result
in increased harm to the babpwareness of this aspect was slightly, but not significantly,
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higher among those exposed to ti@uit for You Quit for Tweampaign (92%, compared
with 88% of those not exposed).

Culturally and linguistically diverse (CALDQ)dkence

Attitudes toward smoking and quitingw Sa L2 Y RSy 1aQ O2y FARSYy OSk Y2
attitudes towards quitting smoking were generally positive and consistent across Burst 1

and Burst 2. A large majority of smokers (84%) were aware that ther@alednd support

available to help them quit smoking and remain smdie®. In addition, similar proportions

of smokers in Burst 2 were motivated to quit smoking and confident that they could quit,

when compared to results from Burst 1.

Nearly allrespondg 1 & O2y Ay dzSR G2 | ANBS GKIFI{d W¢KSNB |
0STF2NBE YR RdZNAyYy3I LINB3IYylFyOe |yR F2ft26Ay3 0A
aY21Ay3 0ST2NBE YR RdzZNAYy3 LINB3AylyoOe FyR | NRd

Respondents exposed to tlfguit for You Quit for Twoampaign were significantly more
likely tostrongly agreewith each of the positive pregnancy related attitude statements in
the evaluation survey than those not exposed to the campaign.

Awareness of benefits of quitting®When asked abdithe benefits of quitting smoking, the
two most cited benefits were the same in Burst 1 and Burst 2, with around two thirds of
respondents mentioning improved fitness and other general headthted benefits and
financial benefits.

Upon prompting, aroundwo fifths of respondents considered that quitting smoking or
continuing not to“smoke would benefit both their health (47%) and their finances (37%) to a
fFNBS SEGSYG ol 0 t£SFHald WOSNE YdzOKQUL @

Respondents who had been exposed to @it for You Quit for Teawcampaign were
significantly more likely to feel that their health would benefit greatly if they were to quit
smoking, or continued not to smokewhich suggests that the campaign has been
successful in increasing awareness of the health benefits ofiqgisimoking.

Awareness of health effects of smokingwareness of the potential heaktelated effects

of smoking remained consistently high between Burst 1 and Burst 2, with more than nine in
ten respondents being aware that smoking could result in lunger and trouble

breathing, and smoking while pregnant increases the risk of harm to the baby.

Awareness of the potential healtelated effects of smoking did not correlate with

exposure to theQuit for You Quit for Twoampaign, with respondents not eaged to the
campaign similarly likely to be aware of the health effects of smoking as those exposed to
the campaign.
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E. Indirect measures of campaign impagGiBehaviour,
experiences and beliefs

al AYAUNBIY o0Wg2YSYy G NRAT QO | dzZRASYOS

Intention to quit smoking ad intended timing of quit attempt{ Y21 SNEQ Ay i Sy (A 2\
smoking remained high, with the majority of those intending to quit planning to do so in the

next six months. Exposure to tigguit for You Quit for Twoampaign was associated with

greater inentions of smokers to quit smoking

Smoking and healthSimilar to findings from previous research, the target audience

generally acknowledged the negative effects that their smoking has had on their quality of

life, their own health as well as health athers (although to a much lesser extent). Almost

all respondents were at least somewhat worried that their curfgrast smoking will

RFYF3S GKSANI KSIFEOGK Ay GKS FdzidzNB ' yR GKS @I
pnQ OKIFyOS ibéome illif ey dontiaudind doke.

Aboriginal and Torres Strait Islander audience

Intention to quit smoking and intended timing of quit attemptollowing the second burst

of the Quit for You Quit for Twoampaign activity ntention to quit smokingvas higher

among Aboriginal and Torres Strait Islander smokers (56%, compared to 43% following Burst
1), and particularly among thosexposed to theQuit for You Quit for Teawcampaign (74%
compared to 35%f those not exposedHowever, similar to Burst £xposure to the

campaign did not impart a sense of urgency among those intending to quit, with the

majority remaining norcommittal about their intended timing of quitting.

Smoking and healthRespondentgo the Burst 2 evaluation survealisplayed an ineased
understanding of the negative impact that smoking has had on their haalihquality of
life, with the majority acknowledgintpe possibility of becoming ill in the future from
smoking However, the results did not show a significant link betweeangagn exposure
FYR NBaLRyRSyiaQ LISNOSLIIAZ2yao

Qulturally and linguistically diverse (CALD) audience

Intention to quit smoking and intended timing of quit attempf Y21 SNEQ Ay Sy (A 2\
smoking and intended timing of quit attempt remained consisterthvidurst 1 results. Over

seven in ten (72%) Burst 2 smokers indicated that they intended to quit, in line with 73% of

Burst 1 smokers, while almost half (49%) of both Burst 2 and Burst 1 smokers with quitting
intentions indicated that they intended to gustmoking in the next six months.

Exposure to th&uit for You Quit for Twoampaign was linked with only marginally greater
intentions of smokers to quit smoking when compared to those not exposed to the
campaign (74%, compared to 71%). However, smokecsimtended to quit that had been
exposed to the campaign were significantly more likely to indicate that they intended to quit
within the next six months (61%, compared to 44% of those not exposed).
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Smoking and healthOverall, respondents in Burst 2 weskghtly more likely than those in

Burst 1 to acknowledge that smoking had, and would likely continue to have, a negative

impact on their life. More than half (54%) of respondents conceded that smoking had

lowered their quality of life, while 44% of respaents judged the chances of getting ill in

0KS FdzidzZNBE FNRBY avyz2{1Ay3a (2 o0S WOSNE fA1SfteQ

Respondents exposed to tiguit for You Quit for Twoampaign were moderately (although

not statistically significantly) more likely than those not exposeithdiacate that:

§ UKSANI OdzZNNBy i 2NJ LINBE@A2dza aY21Ay3a KFER RFEYL.
FY2dzy 0 Q onm:>3 O2YLI NBR (G2 owm:>0T

8 their smoking may be harming others to some extent (64%, compared to 55% of those
not exposed); and

§ KS8&8 ¢gSNBE WPASNEdzB 2INNS SIR2 A3A0Af AGE 2F ¥ dzd dzNF
smoking, when compared to respondents who were not exposed to this campaign (20%,
compared to 11%).

Taken together, these results provide further evidence that@et for You Quit for Two
campaigrhad a positive impact on the beliefs and attitudes of smokers and recent quitters
exposed to the campaign.

F. Conclusions

Overall, the research found that Burst 2 of ®Qeit for You Quit for Twoampaign

effectively reached, and communicatéd key messageto, its target audiencen addition,

the campaign was successful in reaching a broader audience among CALD and Aboriginal

and Torres Strait Islander Australiaiibe campaign performed well against its stated

objectives with those exposed generally hiag more positive attitudes, perceptions and

intentions in relation to not smoking.

Key message takeut was strongyith the key campaign taglinév dzA & F2 NJ |, 2 dz v dzA (
featuring prominently in unprompted mentions of the messages derived from the

advetisements The camign advertisementsontinued to be perceived dslievable,

easy to understand and thougiptovoking.

The campaign also delivered a straratto-actionacross the audiences, with significant
proportions of those exposed to the campaiadvertisingeporting that they had taken
action toward quitting reducing smokingnd/ or were intending to take action in the next
month as a result of exposure to the campaign.

The overall effectiveness of the campaign among those exposed sughastarther
behavioural shifteould be achievegtia an additional burst of campaign activity

With respect to the mainstream target audiendlke research findings suggest that the

current campaign (mass) media mix (i.e. utilising television, print and)redeffective in

reaching different sulsetsofg 2 YSY W G NA &1 Q 2 FThasyitds] Ay3ad GKAT S
recommended that the same mednmaix (at a minimum) be used in any future buost

advertising activitydespite some components not achieving the sdevels of unique
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reach among Aboriginal and Torres Strait Islander and CALD audieadesr
recommendations for enhancing the campaign reach among different audiences are
provided below.

The research findings (including media consumption patterns artfengainstream target
audience and their suggestions for future advertising placement) suggest that further
campaign reach among the mainstream target audience could be built via:

8 Deploying a higher level of television media buy (including regionatéreg television
and Pay TV);

8 Deploying a higher level of commercial radio media buy;
§ 5SLIX28Ay3 | KAIKSNI £ S@St 2F LINAYyd YSRAL

0 dz

YFEIFTAYSa 6L NIAOdzZ F NI @ ¢KIFIGQa [AFSTI 22YFyY

Weekl); and

8§ Extending/ reincorporating outof-home advertising placement (including placement in
shopping centres, public toilets and dissemination of pamphlets/ leaflets through
clinics).

¢KS NBaSINODK FAYRAYIA I YR hwl aonQtadiesntieaer 2 dza L

that greater reach among Aboriginal and Torres Strait Islander audiences-in non
metropolitan areas could be achieved via:

8 Deploying a higher level of television media buy (Indigenous andmeiropolitan
commercial television);

§ Deployid I KAIKSNI £t S@St 2F LINAYyd YSRAI 0dz
magazines, rural papers, free local/ community papers and Indigenous publications
(particularly Koori Mail, National Indigenous Times, Deadly Vibe and Tracker);

8§ Deploying a higher l&V of Indigenous radio media buy (including Indigenous
community stations); and

§ Disseminating leaflets/ pamphlets via medical clinics and Indigenous community
organisations.

In relation to the CALD audience, the research findings indicate that the re#ioh of
mainstream components of th@uit for You Quit for Twoampaignramong this audience
could be efficiently expanded by deploying a higher level of mainstream print media buy
and expanding oubf-home advertising (particularly via the dissemination ofnpélets/
leaflets through medical clinics).

Furthermore, the effectiveness and longevity of past CALD specific activity (particularly the
high reach and memorability of the Health Benefits campaign which includedguage
versions of the mainstream aditesements and distribution via CAtdpecific media

outlets), suggest that the effectiveness of tQeit for You Quit for Twoampaign among

this audience could be further enhanced through inclusion ddnguage materials and
incorporation of CALBpecifc media outlets.

#2531 RESEARCH
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Il. Introduction

A. Campaign background

The aim of the National Tobacco Campaityfore Targeted Approach (MTA) is to reduce
smoking prevalence among higleed and hard to reach groups. This group includes people
who have high smoking rates a@nat whom mainstream campaigns struggle to reach, such

as people from certain culturally and linguistically diverse (CALD) backgrounds and pregnant
women and their partners where smoking rates are high.

The third phase of the campaign commenced on 4 Nowsr2b12, with the launch of the

new Pregnancy componenQuit for You Quit for Twd his stage of the campaign
specifically targeted pregnant women, those planning on becoming pregnant and their
partners from socially disadvantaged, culturally and lingtaly diverse and Aboriginal and
Torres Strait Islander backgrounds. The campaign included TV, radio, print, digital search,
online and outof-home advertising, and was supported by a smartphone app.

The evaluation research conducted by ORIMA Reseauctd filhat the first burst of th&uit
for You Quit for Twoampaign was effective in delivering key messages, and promoting
quitting/ reduction of smoking (or consideration of) among women in the target audience
who were exposed to the campaign advertising.

The Department commenced a second burst (Burst &uwf for You Quit for Twmedia
activity, featuring the same campaign materials used in the first burst (Burst 1) of the
campaign orl9 May 2013 andoncludinghe week commencing 23 June 20T3ampaign
materials are provided iAppendixB ¢ Campaign materials

TheDepartment commissioned ORIMA Research to undertake research to evaluate the

effectiveness of Burst @f the Quit for You Quit for Tweampaign among:

§ Community membBE NRIA] Q 2F & Y2 4tiednaidsikearh SididieBS Iy I v (i
evaluation component (including a small companion survey of partners and family
members);

8§ Community members frol®@ALD backgrounds, includirgrfale smokers or recent
quittersin the target aulience, as well as the broader audience of CALD community
membersg the CALD audience evaluation componeartc

§ Aboriginal andor Torres Strait Islander Australigmscluding @male smokers or recent
quittersin the target audience, as well as the broadedience of Aboriginal and Torres
Strait Islander Australiansthe Aboriginal and/ or Torres Strait Islander audience
evaluation component

This report presents the findings of the three evaluation research components.
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Creative materials: Television

Asnoted above, Burst 2 duit for You Quit for Twadvertising utilised the same television
advertisements (30 and 45 second versions) that were specifically developed forPdiase
the MTA. The television advertisements were shown (a) nationally on 9B, ffeeto-air
television in regional locations only, (c) nationally on Indigenous television and (d) online
from the week commencing 19 May 2013 to the week commencing 9 June 2013.

Creative materials: Print

TheQuit for You Quit for Tworint advertissr Sy it a oA ®Sd Wl [ &t SeQ I yR
in magazines, street press and Indigenous press from the week commencing 26 May 2013 to
the week commencing 23 June 2013.

Creative materials: Radio

TheQuit for You Quit for Twadio advertisement was broadst on (a) national syndicated,
(b) radio stations in regional areas and (c) Indigenous radio from the week commencing 19
May 2013 to the week commencing 9 June 2013.

Creative materials: Smartphone app.

A smartphone application was developed specificallyPhase 3. This app was featured in
the majority of the advertising material, as well as in online banner advertisements which
were displayed from the week commencing 19 May 2013 to the week commencing 9 June
2013.

B. Research objectives

The evaluation reseah aimed to measure (over time) and assess the awareness,
attitudinal, intentional, and behavioural objectives listed within the Communications
Strategy, including improving:

Awareness

§ awareness of the range of health harms and certainty of health darasseciated with
smoking;

8 awareness of the benefits (to self and others) of quitting and the support available;
Attitudes

§ alftASYOS IyYyR LISNE2YIf NBfSOFIyOS o6WTFStO NRA

§ attitudes towards smoking;
§ attitudes towardsquitting;
§ confidence in being able to successfully quit and to remain asnooker;
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8 resilience amongst lapsed quitters to continue with their quit attempts;

Intentions

8 intentions among current smokers to quit now;

§ intentions among quitters to remain nesmokers;

§ intentions among lapsed quitters to make another quit attempt now;

Behaviour

§ quit attempts and motivation to quit amongst current smokers;

8 likelihood that quitters will employ effective strategies to prevent relapse; and
8 likelihood that lapsed gtters will make repeated quit attempts after relapse.

Undertaking an additional wave of research with CALD community members also provided
an opportunity to evaluate the longgerm impact of thepreviousCALEfocusedcampaign
under the MTAThus, the CALcomponent of the Burst Quit for You Quit for Two
campaigrevaluation research also aimed to assess (a) the extent to which recall GAthie
campaigrwasmaintained over time, and (b) whethéne positive attitudinal and behaviour
change observedsa result of exposure to #t campaigrnwere sustainedThe results for

this component are presented lppendixA ¢ CALD campaign awareness

C. Methodology

Sampe design and research approach

al AYAUNBFY O0Q@2IVERA SYOINRA@]YLRYSY

Consistent with the previous waves of research cantddwith this audiencethe
evaluation was conducted via a CATI survey of 300 women agedil6 ¢ K2 ¢ SNB I {
smoking while pregnant, namely those who:

8§ werepregnant and cuent smokes;

8§ werepregnant and recently quit;

8 were smoker@and smokedluring a recenpregnancy; or

8 may become pregnant and smoke in the next two years.

Respondents to the survey were recruited through GP clinics. In all cases potential
respondents weresaeened for eligibility over the phone before being booked for an
appointment to conduct the main survey. The main survey was a phone (Computer Assisted
Telephone Interviewing (CATI)) interview.

The sample included representation from each State acrods inetropolitan and non
metropolitan locations except for the Australian Capital Territory, Tasmania and the
Northern Territory. State quotas were set in line with the approximate population -@f0L6
year old females in each location.

-
M1

ORIMAS
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After being screenedf eligibility and recruited to participate, a pack containing the
campaign materials (with instructions not to open the pack prior to interview) was mailed
out to each respondent prior to the CATI interview.

The rationale for this approach was that it coimed nationally representative coverage
whilst enabling reliable measurement of recognition and other key advertising diagnostics.

Furthermore, to assess whether the campaign had a positive impact on those close to
g2YSY WIa NRAQQ 2nFasmall 2aUmbedbECAH Kitkriicdis (h380 @ag |
also conducted with partners and family members of pregnant women age& 16ho
smoke Rartnerd family membersvere recruited for the surveyia smokers recruited for
the survey of wometW I G N arig Surirgy Pregaayi@dspekificly, potential
respondents whavere pregnant and currently smokirgregardless of whether theywent

on to participate in the study, were asked to provide the name of a family member who
may be willing to participate in thdwly.

Consistent withther I A Yy & G NB I Y ¢ @’&lvafoy, after bginghderaitedand
screened for eligibility, a pack containing the campaign materials (with instructions not to
open the pack prior to interviewyasmailed out to each respondentipr to a CATI
interview.

Aboriginal and Torres Strait Islander audience component

Consistent with the previous waves of research undertaken with this audience, the
evaluation was conducted via a survey of n=330 Aboriginal and/ or Torres Strait Islander
smokers and recent quitters aged ¥® years.

While the key target audience for this campaign was women who are pregnant or may
become pregnant and who are smokers or recent quitters, a broader audience was sampled
for this research to enable assessmentle# broader impact of campaign activity among
Aboriginal and Torres Strait Islander Australians.

The previous wave @uit for You Quit for Twevaluation research conducted with this
audience found that the first burst of the campaign had been effectteonly among

Aboriginal and Torres Strait Islander women who were in the primary target audience, but
also among the broader audience of Aboriginal and Torres Strait Islander Australians. Thus,
in addition to Emale smokers or recent quitters who wereegnant or had (a) previously

been pregnant, or (b) not been pregnant but were open to becomnegnant in the next

two years (denoting the primary target audience), the population of interest also included
members of the wider community (outside tbfe pimary target audience

Due to their low incidence (a subset of an already low incidence population of Aboriginal
and Torres Strait Islander Australians), the primary target audience represented a difficult to
source and recruit supopulation, and therefee, no quotas were placed on the number of
interviews with this sulgroup. However, in an effort to increase the proportion of

community members in the target audience, gender quotas were adopted to ensure a
minimum 70%30% split across females and malespectively.
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The sample was stratified geographically in proportion to the Aboriginal and Torres Strait

Islander population in metropolitan and nanetropolitan locations in each state or

territory from the relevant age cohort (based on 2011 Census dit@yviewing was not

undertaken in Tasmania or the ACT on fieldwork efficiency grounds (because of the very

small share of the Aboriginal and Torres Strait Islander population they each account for).

The research approach consisted of initial recruitmaintespondents (via fact-face

screening) followed by afage-F I OS AYISNIBASGgd ! £ f AYUSNIBASGHA)
network of Indigenous interviewers.

Culturally and linguistically diverse (CALD) audience component

Consistent with the previousaves of research condted with this audience the CALD
evaluation component comprised a fat®face survey of n=50 interviews with individuals
from each of seven different cultural/ linguistic backgrounds aged@§ears, for a total of
350 interviewsThe seven cultural/ linguistic groups were Arabic, Cantonese, Korean,
Mandarin, Pacific Islanders, Spanish and Vietnamese.

The previous wave @uit for You Quit for Yoevaluation research found that the campaign
effectively reached a sizeable proportiof the broader CALD community. Hence, similar to
the Aboriginal and Torres Strait Islander evaluation component, a broader audience than
the campaign primary target audience was sampled to enable assessment of the broader
impact of campaign activity amgrCALD community members. This included members of
the wider community (outside dhe primary target audiengeas well asédmale smokers or
recent quitters who were pregnant or had (a) previously been pregnant, or (b) not been
pregnant but were open to l@®mingpregnant in the next two years (denoting the primary
target audience).

As with the Aboriginal and Torres Strait Islander audience, no quotas were placed on the
number of interviews with women in the target audience, given the degree of difficulty
associated with sourcing and recruitment of this spibpulation. However, in an effort to
maximise the natural fatbut of interviews with this group, gender quotas were adopted to
ensure a minimum 60%0% split across females and males, respectively.

The ample was allocated across Sydney, Melbourne and Brisbane based on the relative
proportion of each cultural/ linguistic group residing in each of these three cities, according
to the 2011 Census of Population and Housing. To prevent the fieldwork becoeening
inefficient, resulting quotas of fewer than five interviews were reallocated proportionately
across the other cities.

The research approach consisted of initial recruitment of respondents from a variety of
sources, including Migrant Resource Centetsno-specific community organisations,
community service announcements on SBS radio, and street intercept interviewing in areas
with high known concentrations of the groups in question. Potential respondents were pre
screened for eligibility based on smog status and having a preference for communicating

or consuming media in one of the relevant RBnglish languagesexcept Pacific Islanders;
eligibility for this group was instead based on seéintification with the Pacific Islander
community. Afterbeing screened, eligible individuals were interviewed faxéace.
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All interviewing was conducted fad¢e-face by interviewers trained and briefed by ORIMA
Research and its fieldwork partner, Australian Fieldwork Solutions (AFS). Note that
respondents wb were included in the 2013 Burst 2 evaluation had not participated in the
2013 Burst 1, 2012 or 2011 evaluations.

When necessary, interpreting services were provided by either the community organisation
where the face to face interviews were held, by asted friend or family member
accompanying the respondent or by bilingual interviewers.

Questionnaire development

The initial, Phase 1 survey questionnaire was developed by ORIMA Research, with
alignment, where relevant, with the mainstream National Tolsa€Campaign survey
instrument. For Phase 2, the questionnaire was refined to ensure alignment with the
objectives and materials associated with the second phase of the campaign. For Phase 3
Burst 1, ORIMA Research again refined the questionnaire prioetodmmencement of the
campaigr this refinement included the addition of items measuring awareness and impact
of the Quit for You Quit for Twoampaign. In Burst 2 of Phase 3, the questionnaire was
again refined by ORIMA Research to bring the focus pilyrar the impact of the&uit for

You Quit for Tweampaign.

Although the Burst 2 evaluation questionnaire focused primarilyherQuit for You Quit for
Twocampaign, the questionnaire for the CALD evaluation component also included a
limited number of key questions to measure the residual impact of the CALD campaign.

Statistical precision

Overall percentage results for questions answered by most respondents have an upper
bound degree of sampling error (i.e. confidence interval) at the 90% level otistdtis
confidence of +£ 5 percentage points (pp). That is, there is a 90% probability (abstracting
from nonrsampling error) that the reported estimates will be within-&pp of the results
that would have been obtained if all smokers and recent quitterd completed the survey.
For example, 51% of Aboriginal and/ or Torres Strait Islander respondents indicated that
they had been exposed to at least one element of @wat for You Quit for Twoampaigng

this means that we can be 90% confident that betwel6% and 56% of all Aboriginal and/
or Torres Strait Islander smokers and recent quitters agedQlgears had been exposed to
at least one element of the campaign.

Higher degrees of sampling error apply to questions answered by fewer respondents and to
results for subgroups of respondents (e.g. results for particular geographical strata).

Fieldwork

Survey fieldwork was undertaken
8 between 18 June 2013 and 5 August 2@dr3the mainstream component;
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8 between 28 Jun2013and 18 July 201fdr the Aborigindand Torres Strait Islander
component; and

8§ between 18 June 2013 andfugust2013for the CALD component

Weighting and analysis

For the mainstream component, the data has been weighted by age to represent the
national population of 18!0 year old femalewith children aged less than 3 months old,
which is closely aligned with the target audience for the campaign.

The data for the Aboriginal and Torres Strait Islander component has been weighted by age
and gender to represent the national Aboriginal Ad Torres Strait Islander population
aged 1640 years.

As location based interviewing quotas were imposed, and reliable snprkéling
information (for instance by age and gender) for each community was not available, no
weighting of the data has been uadaken for the CALD component.

Presentation of results

Percentages presented in the report are based on the total number of valid responses made

to the question being reported on. In most cases, results reflect those for respondents who
hadaviewandfog K2Y GKS ljdzSadAz2ya 6SNB | LILX AOFof So
have only been presented where this aids in the interpretation of the results. Percentage

results throughout the report may not sum to 100% due to rounding.

The impact of campaign exposukas measured both directlyby asking respondents if

they had undertaken (or had intentions to undertake) any actions as a result of exposure to
the Quit for You Quit for Twoampaigng and indirectlyg by comparing reported awareness,
attitudes, and behviour of respondents who had been exposed to the campaign to those
reported by respondents not exposed to the campaign.

Selected charts show results split by burst, target audience (i.e. primary target audience/
broader target audience) and smoking stsitu

Quality assurance
This project was conducted in accordance with international quality standard ISO 20252.

ISO 20252 ensures as a minimum a documented quality management system that provides
transparency to clients. It specifies procedures and documentand sets minimum levels

of validation for key elements. It applies to subcontractors. ISO 20252 specifies the
processes in conducting research projects from proposal, through sampling, fieldwork and
data analysis to the final report. It guarantees ftadining and development protocols as

well as proper control of subcontractors. ISO 20252 addresses the quality triangle of Design,
Process and Fitness. Reporting guidelines in the standard apply to both Quantitative and
Qualitative research.
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|. Demographic and behavioural profile of
respondents

The demographic and behavioural profile of respondents was broadly consistent with that
for the Burst 1 campaign researdbetailed respondent profiling is presentedaghically in
Appendix E.

The basic demographic characteristics of respondentsedurd 2 survey are presented in
Tablel.

Tablel: Basic demographic profile of respondents
(Base: All respondents)
Smoler

Recent

(n=272; quitter (On‘izga(')')
91%) (n=28; 9%)
16-17 years old <1% Nil <1%
18-24 years old 11% 14% 12%
25-29 years old 28% 25% 28%
30-34 years old 28% 29% 28%
3540 years old 32% 32% 32%
Income | |
Less than $60,000 56% 49% 56%
$60,000 to less than $120,000 32% 23% 31%
$120,000 or more 12% 28% 13%
Live in metro region 43% 32% 42%
Speak a language other than English 9% 6% 9%
home
Has children living in same household 7% 68% 76%
Have existing health conditions 61% 41% 59%
Education | |
Secondary educated or less 50% 62% 51%
At Ieaslt some possecondary school 50% 38% 49%
education
Pregnancy status | |
Pregnant smoker 19% - 18%
Pregnant recent quitter - 56% 5%
Smoker may become pregnant 75% - 68%
Quitter maybecome pregnant - 34% 3%
Smoker smoked during recent 6% ] 59
pregnancy
Quitter smoked during recent ) 10% 1%
pregnancy
)
ORI MA
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II. Campaign awareness and direct measures of
campaign impact

A. Recall of campaign advertisements

Overview Unprompted awareness of th@ut for You Quit for Twoampaign improved

significantly after the second burst of the campaign, with one in ten (11%) respondents
mentioning the campaign when they were asked to describe information or ads about the
dangers of smoking that they had seen/dné in the past six months (up from 4% following
Burst 1).

Prompted recognition also increased, with over half (58%, up from 41%) of respondents
recognising at least one element of tuit for You Quit for Twoampaign. Around a
quarter of respondents ognised the radio (27%), TV (26%), and print (23%)
advertisements. Reflecting the regional skew in the media buy, the campaign had a
significantly higher reach in nemetropolitan areas (69%, compared to 44% in metropolitan
areas).

Overall, the majority§6%) of respondents reported seeing &md hearing advertisements
or information relating to the dangers of smoking in the past six monthsKgpeel).
Following Burst 2, unprompted mentions of tReiit for YouQuit for Twocampaign
materials increased significantly (11%, compared with 4% following Burst 1).

Figurel: Unprompted awareness of advertisemerits
(Base: All respondents)

2013 Burst 1 Overall ? - 90%, General Smoking-related ads
(n=300) 4% .
5% B Premature Baby Ad

Smoking During Pregnancy Ad

7%
2013 Burst 2 Overall : 86% B Quit for you - Quit for Two

(n=300) o 11%

Health Benefits ads

0% 20% 40% 60% 80% 100%

! Health benefits advertisements refer to advertisements developed for the National Tobacco Camighngn

adaptions of these advertisements for CALD audiences) which focused on highlighting the health benefits of quitting

aY21Ay3 208SNI GAYSd ¢KS ROSNIA&aSYSyida AyOfdzRSR YIES FyR F§
NBLI ANRYIQD

Premaure Baby advertisement refers to advertisements on cigarette packets, which showed a picture of a premature baby

FYyR I YSaal3S a{Y21Ay3 KIN¥Ya dzyo2Ny ol oASasod

Smoking during pregnancy advertisements refers to advertisements developed for the audience®fyivort’ & NRA &1 Q 2 F
AY21Ay3 RdAdNAYy3I LINBIylyOed ¢KS YFGSNAFEfa AyOfdzZRSR Iy | ROSNI.
aKS 3SiGa tSaa 2Ee3Syé FyR y2GKSNJ FROSNIAASYSyid akKz2gAy3d |
today,aR IA GBS &2dzNJ 6l o6& | KSIFfdKe adl NI¢o
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After the second burst of activity, promptedaggnition of the Quit for You Quit for Two
campaign also increased, with over half (58%) of respondents recognising at least one
element of the campaign (compared with 41% following Burst 1) R&pare?).

Figure2: Overall exposure to the campaign (prompted recognition)
(Base: All respondents)

2013 Burst 1 Overall (n=300) 59

2013 Burst 2 Overall (n=300) 42

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B Exposed Not exposed

This boost in prompted recognition, relative to Burst 1, was mostly due to higher
proportions indicating exposure to tHguit for You Quit for Twoampagn via (sed-igure3):

§ television (26%, up from 16% following Burst 1);
§ radio (27%, up from 13%); and
8 phone app (14%, up from 9%).

Figure3: Exposure to the campaign by element (prompted recognition)
(Base All respondents)

_ 2013 Burst 1 Overall (n=300) 84
TVadvertisement 415 5 et 9 Overall (n=300) 74
' _ 2013 Burst 1 Overall (n=300) 87
Radio advertisement 1 2 st 2 Overall (n=300) 73
2013 Burst 1 Overall (n=300) 81
Print advertisement
2013 Burst 2 Overall (n=300) 77
2013 Burst 1 Overall (n=300) 91
Phone app
2013 Burst 2 Overall (n=300) 86
2013 Burst 1 Overall (n=300) 59
Overall exposure
2013 Burst 2 Overall (n=300) 42
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%
B Exposed Not exposed

ORIMA™

#2531 RESEARCH



Commercialn-Confidence 30

In relation to theQuit for You Quit for Twilevision advertisement, almost all (99%)
respondents exposed reported seeing it on television. Only very small proportions irttlicate
that they had seen it on thafernet (3%) or elsewherg%).

Consistent with the previous burst of tliguit for You Quit for Tweampaign, and the
regional focus of the media buy, Burst 2 of the campaign achieved significantly higher
recognitionamong respondents in nemetropolitan areas (69%, compared to%4or
those in metropolitan areas). As showrHigure4, this was mainly due to stronger
recognitionof the television and radio advertisements in Aoretropolitan locations.

Figure4: Exmsure to the campaign (prompted recognition) by region
(Base: All respondents)

Television advertisement _ 15%
Radio advertisement I 16%
Print advertisement I 25

22%
Phone App I 12;/§ry

44%
Overall Exposure — cos

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
B Metro (n=123) Non-metro (n=177)

33%

35%
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Consistent with Burst 1, the majority of those exposed toGhet for You Quit for Two
campaign through mass media (i.e. television, radio or print) were only reachedinglea s
advertising channel (sdeigureb). This suggests that different channels continue to reach
different segments of this target audience based on their media usage patterns.

Figure5: Unduplicated reach analysis of mass media channels
(Base: All respondents, n=300)

Total Radio
27%

Total TV
26%

Radio only
14%
TV, Radio
and Print
3%

Radio and
Print
3%

Print only
Total App 11%

14%

None
44%

Total Print
23%
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B. Key message takeut

Overview The key campaign mesgesvere memorable for the target audience, with the
following commonly derived from the various ads (without prompling W52 y Qi [a Y2 |
LINBAY Il yiQr W{Y21Ay3d RddINAYy3Ik 0ST2NBQUINSHYI y
You Quit for TwQ @

S
é SN

e

As shown irFigure6, significant proportions of respondents who had seen@et for You
Quit for Twotelevision advertisement indicated (without prompting) that the main
messages communicated in the advertisement were:

§ W52y Qi av21S 6KSYy LINBIYIYyIQ onHd:>Y R26Yy FNR
§ W{dzLJLI2 NI A& F@FIAflI060fSQ O6Hm:X dzy OKI yISROT
Figure6: Unprompted message takeut for Quit for You Quit for Twaelevision

advertisement
(Base: Respondents exposed to the advertisement) (Multiple response)

47%

Don't smoke when pregnant

Support is available

Quit smoking

You should not smoke during or before pregnancy because it
affects the health of your baby

Quit for You. Quit for Two.

Quit smoking and give your baby a healthy start

Quitting benefits you and your baby

Call the Quitline

5%

Download the free phone app to help you quit 3%
0

Quitting smoking improves oxygen flow around your body
and to your baby 3%

0% 10%  20%  30%  40%  50%  60%
W 2013 Burst 1 Overall (n=49) 2013 Burst 2 Overall (n=77)

Relative to Burst 1, there was a slight §hift away frpn] the more generic messhgesid 2y Qi

aY21S ¢6KSY LINBIYKY UWQdzk Yy RA yEMRI6lIIOVWHg BursRIZtg Y T NRB Y

more specific messages such as:

§ Quitfor You Quitfor T® o mciz > dzLJ odzi y20 AAIYATFAOFy(f &

§ WvdZA G aY21Ay3 FYReEIARDGENEDAdRNIVMEE G dAJ B8Af §& U
6%); and

§ WvdAUGOGAY3 0SYySTFAla e2dz FyR @2dz2NJ oloéQ o6diz >
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In comparison with Burst 1, higher proportions of respondents exposed tQthiefor You
Quit for Tworadio advertiementmentioned the following key messages ($&gure?):

§ Quit for You Quitfor TW® O H c2 X dzZLJ odzi y2G aA3IYyATFAOFyOf @
and

§ WvdZA G aY21AYy3IQ 6HmM:>Z dzLJ FNBY ME:LO P

Other commonly derived messagesluded:

§ W52y Qi av21S 6KSYy LINBIYIYyIQ onum:> O2yaraas

§ WvdzA G aY21Ay3 FyYyR IAQPS @2dzNJ 6loeé | KSFHfGKe

§ W, 2dz aK2dA R y2i évzlé RdzZNAYy 3 2NJ 6 ST2NB LINE.
0l 08 Q O™ d:dsigRifantyy framd26%).y

Figure7: Unprompted message takeut for Quit for You Quit for Tweadio advertisement
(Base: Respondents exposed to the advertisement) (Multiple response)

Quit for You. Quit for Two.
26%
Quit smoking 24%
0,
Don't smoke when pregnant 25%
Quit smoking and give your baby a healthy start
You should not smoke during or before pregnancy because it 25%
affects the health of your baby
It's worth fighting cravings for cigarettes when you're
pregnant 10%

Download the free phone app to help you quit S%V

(s
Quitting smoking lowers the risk of miscarriage and/or other

serious health problems for your baby 9%
It's twice as important to get the help you need when 9%
pregnant, or planning to be 7%
When you quit smoking, you get the toxins out of your 3%
system 6%
0% 5% 10% 15% 20% 25% 30%
W 2013 Burst 1 Overall (n=38) 2013 Burst 2 Overall (n=77)

ORIMA®
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Consistent with Burst 1, the leading messatgrived from theQuit for You Quit for Two
print adverisementsg & W52y Qi a YD HoI: SLINRBVWEWING 6 Sy i &
Burst 1) (se&igure8).

However, in comparison with Burst 1, slightly (but smnificantly) higher proportions of
respondents mentioned messages such as:

§ WvdzA G avY21Ay3a YR IAQPS &2dzNJ oloé& | KSFHfOGKe
18%);
§ WvdA G {Y21AYy3IQ O6Hp:>Z dzLJ o6dzii y2d aA3ayAFAOl Yy
§ Wuitfor YouQuitforTeR O H M2 X dzLJ 6dzi y20 aA3IYyAFAOFYy(Gf &
Figure8: Unprompted message takeut for Quit for You Quit for Twgrint

advertisements
(Base: Respondents exposed to the advertisement) (Multiple response)

36%
39%

Don't smoke when pregnant

Quit smoking and give your baby a healthy start

Quit smoking

Quit for You. Quit for Two.

When you feel the urge to smoke remember the 4 Ds

It's twice as important to get the help you need when
pregnant, or planning to be
If you smoke when pregnant toxic chemicals go into your
baby including some proven to cause cancer

Smoking when pregnant increases the risk of miscarriage

Smoking when pregnant increases the risk of premature
labour

26%
25%

Other

0% 10% 20% 30% 40% 50%

W 2013 Burst 1 Overall (n=56) 2013 Burst 2 Overall (n=67)

ORIMAS
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As shown irFigure9 below, with prompting, the vast majority of respondents agreed that
most of the key campaign messages were communicated to them througQuhdor You
Quit for Twoadvertisements.

Consistent with Burst 1, lower progarns (66%, broadly consistent with 73% following
.dzNB G M0 2F NBAaLRYyRSydga FStd GKIFIG GKS |
G2 KStLI gAGK ONI@AYy3aQ O6RStl &z RSSLI o
surprising given thathis particular message was only prominent in the print
advertisements.

Figure9: Prompted message takeut for Quit for You Quit for Tw@ampaign
(Base: Respondents exposed to the campaign)

Your smoking affects your unborn baby

You should quit smoking for your baby

When you choose to quit smoking there is
support available

There are many short and long term health
benefits to quitting smoking

Every cigarette you smoke is damaging your
unborn child

Every cigarette you don't smoke, is doing you
good

Call the Quitline

It's twice as important to get the help you
need when pregnant, or planning to be

Download the Quit for You - Quit for Two app

Use the 4 Ds to help with cravings

#2531

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=170)

2013 Burst 1 Overall (n=120)
2013 Burst 2 Overall (n=171)

H Yes

0

%  20%
No

40% 60% 80%  100%

H Don't know
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C. Opinions of campaign advertising

Owerview: Perceptions of th&uit for You Quit for Twielevision, radio and print

advertisements remained consistently positive, with each of these campaign elements
generally seen as easy to understand, believable and thepigivioking Respondents were
less likely to reporthat the advertisements taught them something new or made them feel
uncomfortable(in comparison with their agreement levels with other statements)

As shown irFigurel0, the vast majority ofespondents exposed to th@uit for You Quit for
Twotelevision advertising felt that it was:

§ easy to understand (98% agreed or strongly agreed, up from 90% following Burst 1); and
8 believable (88%, in line with 89%).

Figurel10: Opnions of theQuit for You Quit for Twaelevision advertisement
(Base: Respondents exposed to the advertisement)

It was easy to understand 2013 Burst 1 Overall (n=49) E@

2013 Burst 2 Overall (n=77)

is beli bl 2013 Burst 1 Overall (n=48) 4 5
Itis believable 2013 Burst 2 Overall (n=77) : &4 5
It makes me stop and think 2013 Burst 1 Overall (n=49) 8 11
2013 Burst 2 Overall (n=77) 6 14
It makes me more likely to try to quit/ 2013 Burst 1 Overall (n=49) G 0 12 6
want to stay qu|t 2013 Burst 2 Overall (n=76) 0 4 16 2
It makes me feel worried about my 2013 Burst 1 Overall (n=49) 4 18 4
smoking/ past smoking 2013 Burst 2 Overall (n=77) 49 19 2
2013 Burst 1 Overall (n=49) 19 2 21 4
It relates to me 2013 Burst 2 Overall (n=77) [ 246 35 3
2013 Burst 1 Overall (n=49) 14 22 40 10
It makes me feel uncomfortable 2013 Burst 2 Overall (n<77) T 16 14
| h hi 2013 Burst 1 Overall (n=49) 2 42 2
t taught me something new 2013 Burst 2 Overall (n=77) [HTQ 29 35 8
, 2013 Burst 1 Overall (n=49) 1 50 25
It doesn't affect me 2013 Burst 2 Overall (n=77) [EEVRN 48 17
0% 10% 20% 30% 40% 50% 60% 70% 80% 90%100%
B Strongly agree B Agree M Neither agree nor disagree Disagree Strongly disagree

Despite some slight (although not statistically significant) declines in overall levels of
agreement, the television advertising also con&duo elicit a strong emotionahttitudinal
response among those exposed with a majority reporting that it made them:

§ stop and think (79%, slightly but not statistically significantly lower than 82% following
Burst 1);

8 more likely to try to quit want to stay quit (71%, slightly but not significantly lower than
77%); and

§ feel worried about their curreritpast smoking (66%, slightly but not significantly lower
than 72%).

ORIMA
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Consistent with theQuit for You Quit for Twilevision advertising, ease of understhang
(98% agreed or strongly agreed, consistent with 100% following Burst 1) and believability
(95%, compared with 97%) dominated the perceptions of@ for You Quit for Twadio
advertisement (se€&igurell).

Similar to the television advertising, the radio advertisement also maintained its capacity to
prompt the majority of those exposed to think about their behaviour and increase their
likelihood of tryingto quit or continuing not to smoke. Specificallyensevenin ten of

those exposed to the radio advertisement agreed or strongly agreed that it made them:

§ stop and think (86%, slightly but not significantly lower than 90% following Burst 1);

8 more likely to try to quit want to stay quit (74%, slightly boot significantly lower than
85%); and

§ feel worried about their curreritpast smoking (72%, slightly but not significantly lower
than 79%).

However, the proportion of respondents who felt that the radio advertisement had taught
them something new declirtesignificantly after the second burst of activity (40%, down
from 57% following Burst 1).

Figurell: Opinions of theQuit for You Quit for Tweadio advertisement
(Base: Respondents exposed to the advertisement)
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