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I. Executive summary 

A. Background 

The aim of the National Tobacco Campaign - More Targeted Approach (MTA) is to reduce 
smoking prevalence among high-need and hard to reach groups.  

The third phase of the campaign commenced on 4 November 2012, with the launch of the 
new pregnancy component - Quit for You Quit for Two. This stage of the campaign (Burst 1) 
specifically targeted pregnant women, those planning on becoming pregnant and their 
partners from socially disadvantaged, culturally and linguistically diverse (CALD) and 
Aboriginal and Torres Strait Islander backgrounds.  

The second burst (Burst 2) of Quit for You Quit for Two advertising activity launched on 19 
May 2013 (finishing in the week commencing 23 June 2013). 

The Department commissioned ORIMA Research to undertake research to evaluate the 
effectiveness of the Quit for You Quit for Two campaign among: 

§ /ƻƳƳǳƴƛǘȅ ƳŜƳōŜǊǎ Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ ǿƘƛƭŜ ǇǊŜƎƴŀƴǘ ς the mainstream audience 
evaluation component (including a small companion survey of partners and family 
members); 

§ Community members from CALD backgrounds, including female smokers or recent 
quitters in the target audience, as well as the broader audience of CALD community 
members ς the CALD audience evaluation component; and 

§ Aboriginal and/ or Torres Strait Islander Australians, including female smokers or recent 
quitters in the target audience, as well as the broader audience of Aboriginal and Torres 
Strait Islander Australians ς the Aboriginal and/ or Torres Strait Islander audience 
evaluation component. 

This report presents the findings of these three evaluation components. 

B. Methodology 

aŀƛƴǎǘǊŜŀƳ όΨǿƻƳŜƴ ŀǘ ǊƛǎƪΩύ ŀǳŘƛŜƴŎŜ ŎƻƳǇƻƴŜƴǘ 

The evaluation was conducted via a CATI survey of 300 women aged 16-40 who were at 
ΨǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ ǿƘƛƭŜ ǇǊŜƎƴŀƴǘΦ {ǳǊǾŜȅ ŦƛŜƭŘǿƻǊƪ ǿŀǎ ǳƴŘŜǊǘŀƪŜƴ ōŜǘǿŜŜƴ 18 June 2013 
and 5 August 2013. 

The data has been weighted by age to represent the national population of 16-40 year old 
females with children aged less than three months old, which is closely aligned with the 
target audience for the campaign. 

A small number of CATI interviews (n=50) was also conducted with partners and family 
members of pregnant women aged 16-30 who smoke. Partners/ family members were 
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recruited for the survey via smokers recruited for the survey of women Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ 
during pregnancy.  

Aboriginal and Torres Strait Islander audience component 

The evaluation was conducted via a face-to-face survey of n=330 Aboriginal and/ or Torres 
Strait Islander smokers and recent quitters aged 16-40 years. All interviewing was 
ǳƴŘŜǊǘŀƪŜƴ ōȅ hwLa!Ωǎ ƴŜǘǿƻǊƪ ƻŦ LƴŘƛƎŜƴƻǳǎ ƛƴǘŜǊǾƛŜǿŜǊǎΦ 

A broader audience was sampled for this research to enable assessment of the broader 
impact of campaign activity among Aboriginal and Torres Strait Islander Australians. The 
previous wave of Quit for You Quit for Two evaluation research conducted with this 
audience found that the campaign had been effective not only 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 
female smokers or recent quitters who were pregnant or had (a) previously been pregnant, 
or (b) not been pregnant but were open to becoming pregnant in the next two years, the 
population of interest also included members of the wider community (broader audience - 
outside of the primary target audience). 

Due to 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 sub-population and, therefore, no quotas were placed on the number of 
interviews with women in this group. However, 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 70%-30% split across females and males, respectively. 

The sample was stratified geographically in proportion to the Aboriginal and Torres Strait 
Islander population in metropolitan and non-metropolitan locations in each state or 
territory from the relevant age cohort (based on 2011 Census data) ς except for Tasmania 
and the ACT.  

The data has been weighted by age and gender to represent the national Aboriginal and/ or 
Torres Strait Islander population aged 16-40 years. 

Culturally and linguistically diverse (CALD) audience component 

The evaluation research comprised a face-to-face survey of n=50 interviews with individuals 
from each of seven cultural/ linguistic backgrounds (Arabic, Cantonese, Korean, Mandarin, 
Pacific Islanders, Spanish and Vietnamese) aged 18-40 years, for a total of 350 interviews.  

The previous wave of Quit for You Quit for Two evaluation 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 sampled to enable continued assessment of the 
broader impact of campaign activity among CALD community members, including the 
primary (female smokers or recent quitters who were pregnant or had (a) previously been 
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pregnant, or (b) not been pregnant but were open to becoming pregnant 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 primary target audience. However, gender quotas 
were adopted to ensure a minimum 60%-40% split across females and males, respectively.  

The sample 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. 

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

Recruitment and pre-screening of respondents took place throughout early June 2013, with 
survey fieldwork being undertaken between 18 June 2013 and 5 August 2013. 

C. Campaign awareness and direct measures of campaign 
impact 

aŀƛƴǎǘǊŜŀƳ όΨǿƻƳŜƴ ŀǘ ǊƛǎƪΩύ ŀǳŘƛŜƴŎŜ 

Recall of campaign advertisements: Burst 2 of the Quit for You Quit for Two campaign 
successfully increased the overall reach of the campaign among the mainstream audience 
with improvements recorded in both: 

§ unprompted awareness of the Quit for You Quit for Two campaign ς one in ten (11%) 
respondents mentioned the campaign when they were asked to describe information or 
ads about the dangers of smoking that they had seen/ heard in the past six months (up 
from 4% following Burst 1); and 

§ prompted recognition of the Quit for You Quit for Two campaign materials ς over half 
(58%, up from 41%) of respondents recognised at least one element of the Quit for You 
Quit for Two campaign.  

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

Around a quarter of respondents recognised 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 exposure via a single advertising channel 
only. 
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Key message take-out: The key campaign messages were memorable for the target 
audience, with the following commonly derived from the various ads (without prompting): 
Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩΣ Ψ{ƳƻƪƛƴƎ ŘǳǊƛƴƎ/ before pregnancy can affect the health of a 
ōŀōȅΩ ŀƴŘ ΨQuit for You Quit for TwoΩΦ  

Opinions of campaign advertising: Perceptions of the Quit for You Quit for Two television, 
radio and print advertisements remained consistently positive, with each of these campaign 
elements generally seen as easy to understand, believable and thought-provoking. Similar to 
findings from the Burst 1 evaluation, respondents were less likely to report that the 
advertisements taught them something new or made them feel uncomfortable (in 
comparison with their agreement levels with other statements).  

Direct measures of campaign impact: The Quit for You Quit for Two campaign delivered a 
robust call-to-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 the campaign. 
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 audience 

Recall of campaign advertisements: Following the second burst of campaign activity, 
unprompted awareness of the Quit for You Quit for Two campaign remained stable among 
Aboriginal and Torres Strait Islander audiences, with just under one in ten respondents (8%, 
consistent with 5% following Burst 1) spontaneously describing an element of the campaign. 

The results relating to overall prompted recognition of the Quit for You Quit for Two 
campaign were positive, with just over half of respondents (51%, consistent with 46% at 
Burst 1) recognising at least one element of the campaign. Prompted recognition was 
significantly higher among the primary target audience of female smokers and recent 
quitters who were either (a) currently pregnant, (b) had previously been pregnant, or (c) not 
been pregnant but were open to becoming pregnant in the next two years (61%, compared 
to 47% for the broader target audience). 

At least one in five respondents recognised each of the TV (33%), print (26%) and radio 
(20%) advertisements. In comparison with Burst 1, a greater proportion of respondents 
reported exposure to the radio advertisement (20%, compared with 11%), although this 
medium continued to contribute minimally to the overall campaign reach among Aboriginal 
and Torres Strait Islander audiences (4% 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 to Quit for You Quit for Two advertising via 
Indigenous radio alone (i.e. without hearing the advertisement via mainstream radio). 

Consistent with Burst 1, prompted recognition was higher among metropolitan respondents 
(61%, compared with 42% in non-metropolitan areas). Further analysis suggested that this 
was primarily due to a greater proportion of those in metropolitan areas being reached via 
television advertising only (18%, compared with 10% of those in non-metropolitan 
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locations), potentially reflecting differences in television consumption between 
metropolitan and non-metropolitan respondents.  

Key message take-out: Unprompted message take-out remained strong, with the key 
ŎŀƳǇŀƛƎƴ ƳŜǎǎŀƎŜǎ Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩΣ Ψvǳƛǘ ǎƳƻƪƛƴƎΩΣ ŀƴŘ ΨQuit for You Quit for 
TwoΩ featuring prominently across all advertisements. 

Opinions of campaign advertising: Opinions of the Quit for You Quit for Two television, 
print, and radio advertisements were generally positive, with each campaign advertisement 
seen as easy to understand, believable, and thought-provoking. In comparison with those 
from the broader audience, respondents in the primary target audience reported stronger 
levels of self-identification with the television and radio advertisements. 

Direct measures of campaign impact: Overall, the Quit for You Quit for Two campaign 
continued to deliver a robust call-to-action, with one in two (48%) respondents exposed to 
the campaign indicating that they had taken some action toward quitting or reducing 
smoking as a result. The response to the campaign was stronger among those in the primary 
target audience (57%, compared with 43% of the broader target audience exposed).  

Almost three in four (72% - consistent across the primary and broader target audience) of 
those exposed reported that they were intending to take further actions in 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 next month (40%, up from 19%).  

Culturally and linguistically diverse (CALD) audience 

Recall of campaign advertisements: Prompted and unprompted awareness of the Quit for 
You Quit for Two campaign 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 1. Campaign recognition was significantly higher 
among the primary target audience of female smokers and recent quitters who were either 
(a) currently pregnant, (b) had previously been pregnant, or (c) not been pregnant but were 
open to becoming pregnant in the next two years (40%, compared with 23% of the broader 
target audience). 

Key message take-out: Unprompted message take-out was strong for the Quit for You Quit 
for Two campaign ads, with the most common key message across all advertisements being 
Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩΦ ¢ƘŜ ŦƻƭƭƻǿƛƴƎ ƳŜǎǎŀƎŜǎ ŀƭǎƻ ŦŜŀǘǳǊŜŘ ǇǊƻƳƛƴŜƴǘƭȅΥ Ψ¸ƻǳ 
ǎƘƻǳƭŘ ƴƻǘ ǎƳƻƪŜ ŘǳǊƛƴƎ ƻǊ ōŜŦƻǊŜ ǇǊŜƎƴŀƴŎȅ ŀǎ ƛǘ ŀŦŦŜŎǘǎ ǘƘŜ ƘŜŀƭǘƘ ƻŦ ȅƻǳǊ ōŀōȅΩΣ Ψvǳƛǘ 
ǎƳƻƪƛƴƎ ŀƴŘ ƎƛǾŜ ȅƻǳǊ ōŀōȅ ŀ ƘŜŀƭǘƘȅ ǎǘŀǊǘΩ ŀƴŘ ΨLǘΩǎ ǿƻǊǘƘ ŦƛƎƘǘƛƴƎ ŎǊŀǾƛƴƎǎ ŦƻǊ ŎƛƎŀǊŜǘǘŜs 
ǿƘŜƴ ȅƻǳΩǊŜ ǇǊŜƎƴŀƴǘΩΦ 
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Opinions of campaign advertising: Perceptions of the Quit for You Quit for Two television, 
print and radio advertisements were generally positive: more than eight in ten respondents 
found the advertisements easy to understand and believable. In addition, over half of 
respondents agreed that each of the campaign advertisements were thought-provoking. 

Direct measures of campaign impact: Overall, Burst 2 of the Quit for You Quit for Two 
campaign delivered an effective call-to-action among 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 taken 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 respondents 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 campaign: The results pertaining to the longer-term effectiveness 
of the past CALD-specific 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 C![5 ŎŀƳǇŀƛƎƴ όƛƴŎƭǳŘƛƴƎ ΨIŜŀƭǘƘ .ŜƴŜŦƛǘǎΩΣ 
ΨCŀƳƛƭȅΩΣ ŀƴŘ ΨaƻƴŜȅΩ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎύ ǿŀǎ ƳƻŘŜǊŀǘŜ ŦƻƭƭƻǿƛƴƎ .ǳǊǎǘ н ŀƴŘ ōǊƻŀŘƭȅ 
consistent with Burst 1. One in ten respondents (11%, down marginally from 15% in Burst 1) 
mentioned at least one of the campaign elements 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 Burst 2 (66%, down from 76% in Burst 1), these results are indicative of 
the longevity of this campaign. Please see Appendix A ς CALD campaign awareness for more 
detail on these results. 

D. Indirect measures of campaign impact - Attitudes and 
awareness 

aŀƛƴǎǘǊŜŀƳ όΨǿƻƳŜƴ ŀǘ ǊƛǎƪΩύ ŀǳŘƛŜƴŎŜ 

Attitudes toward smoking and quitting: wŜǎǇƻƴŘŜƴǘǎΩ ŎƻƴŦƛŘŜƴŎŜ/ motivation and other 
attitudes towards quitting smoking were generally positive, particularly among those 
exposed to the campaign advertising.  

Smokers who were exposed to and remembered at least one element of the Quit for You 
Quit for Two campaign were significantly more likely to strongly agree that: 

§ they were eager for a life without smoking (53%, higher than 36% of those not exposed);  
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§ support and tools are available to help people quit smoking and remain smoke-free 
(45%, higher than 35%); and 

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

Moreover, respondents exposed to the campaign were significantly 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 quitting: The key benefits of quitting identified by respondents 
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 weight, breathing 
difficulties and premature labour) were much less commonly mentioned.  

Respondents generally recognised that they would benefit both financially and health-wise 
from not smoking, with those exposed to the Quit for You Quit for Two advertising being 
significantly more likely to perceive a high level of health benefits from not smoking.  

Awareness of health effects of smoking: Awareness of most health-related effects of 
smoking during pregnancy was high, with the Quit for You Quit for Two campaign continuing 
to effectively communicate the adverse health impacts of smoking during pregnancy. 
Respondents exposed to the campaign had significantly higher levels of awareness that 
smoking while pregnant could result in increased risk of: 

§ infection and breathing problems due to low birth weight (92%, higher than 82% of 
those not exposed to the campaign); and 

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

Aboriginal and Torres Strait Islander audience 

Attitudes towards smoking and quitting: Following Burst 2, widespread improvements 
were recorded in positive attitudes towards smoking and quitting. Pro-quitting sentiment 
was particularly prevalent among those exposed to the Quit for You Quit for Two campaign, 
suggesting that the campaign had a positive impact on attitudes towards smoking and 
quitting among the Aboriginal and Torres Strait Islander audience. 

Awareness of benefits of quitting: Improved fitness/ general health and financial savings 
continued to be the most widely nominated (unprompted) benefits of quitting smoking.  

Moreover, over half of respondents felt that they would benefit financially and health-wise 
from quitting smoking or continuing not to smoke.  

Awareness of health effects of smoking: Awareness of negative health-related effects of 
smoking was high, with at least three in four respondents reporting awareness of all of the 
health effects 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 baby. Awareness of this aspect was slightly, but not significantly, 
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higher among those exposed to the Quit for You Quit for Two campaign (92%, compared 
with 88% of those not exposed). 

Culturally and linguistically diverse (CALD) audience 

Attitudes toward smoking and quitting: wŜǎǇƻƴŘŜƴǘǎΩ ŎƻƴŦƛŘŜƴŎŜκ ƳƻǘƛǾŀǘƛƻƴ ŀƴŘ ƻǘƘŜǊ 
attitudes towards quitting smoking were generally positive and consistent across Burst 1 
and Burst 2. A large majority of smokers (84%) were aware that there are tools and support 
available to help them quit smoking and remain smoke-free. 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 all respondeƴǘǎ ŎƻƴǘƛƴǳŜŘ ǘƻ ŀƎǊŜŜ ǘƘŀǘ Ψ¢ƘŜǊŜ ŀǊŜ Ƴŀƴȅ ōŜƴŜŦƛǘǎ ǘƻ ǉǳƛǘǘƛƴƎ ǎƳƻƪƛƴƎ 
ōŜŦƻǊŜ ŀƴŘ ŘǳǊƛƴƎ ǇǊŜƎƴŀƴŎȅ ŀƴŘ ŦƻƭƭƻǿƛƴƎ ōƛǊǘƘΩ ŀƴŘ Ψ¢ƘŜǊŜ ŀǊŜ ƴŜƎŀǘƛǾŜ ƘŜŀƭǘƘ ƛƳǇŀŎǘǎ ƻŦ 
ǎƳƻƪƛƴƎ ōŜŦƻǊŜ ŀƴŘ ŘǳǊƛƴƎ ǇǊŜƎƴŀƴŎȅ ŀƴŘ ŀǊƻǳƴŘ ŎƘƛƭŘǊŜƴΩΦ 

Respondents exposed to the Quit for You Quit for Two campaign were significantly more 
likely to strongly agree with 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 about the 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 health-related benefits and 
financial benefits. 

Upon prompting, around two fifths of respondents considered that quitting smoking or 
continuing not to smoke would benefit both their health (47%) and their finances (37%) to a 
ƭŀǊƎŜ ŜȄǘŜƴǘ όŀǘ ƭŜŀǎǘ ΨǾŜǊȅ ƳǳŎƘΩύΦ 

Respondents who had been exposed to the Quit for You Quit for Two campaign were 
significantly more likely to feel that their health would benefit greatly if they were to quit 
smoking, or continued not to smoke ς which suggests that the campaign has been 
successful in increasing awareness of the health benefits of quitting smoking. 

Awareness of health effects of smoking: Awareness of the potential health-related 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 lung cancer and trouble 
breathing, and smoking while pregnant increases the risk of harm to the baby. 

Awareness of the potential health-related effects of smoking did not correlate with 
exposure to the Quit for You Quit for Two campaign, with respondents not exposed 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 impact ς Behaviour, 
experiences and beliefs 

aŀƛƴǎǘǊŜŀƳ όΨǿƻƳŜƴ ŀǘ ǊƛǎƪΩύ ŀǳŘƛŜƴŎŜ 

Intention to quit smoking and intended timing of quit attempt: {ƳƻƪŜǊǎΩ ƛƴǘŜƴǘƛƻƴǎ ǘƻ ǉǳƛǘ 
smoking remained high, with the majority of those intending to quit planning to do so in the 
next six months. Exposure to the Quit for You Quit for Two campaign was associated with 
greater intentions of smokers to quit smoking.  

Smoking and health: Similar 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 of others (although to a much lesser extent). Almost 
all respondents were at least somewhat worried that their current/ past smoking will 
ŘŀƳŀƎŜ ǘƘŜƛǊ ƘŜŀƭǘƘ ƛƴ ǘƘŜ ŦǳǘǳǊŜ ŀƴŘ ǘƘŜ Ǿŀǎǘ ƳŀƧƻǊƛǘȅ ōŜƭƛŜǾŜŘ ǘƘŀǘ ǘƘŜǊŜ ƛǎ ŀǘ ƭŜŀǎǘ ŀ Ψрл/ 
рлΩ ŎƘŀƴŎŜ ǘƘŀǘ ǘƘŜȅ ǿƻǳƭŘ become ill if they continued to smoke. 

Aboriginal and Torres Strait Islander audience 

Intention to quit smoking and intended timing of quit attempt: Following the second burst 
of the Quit for You Quit for Two campaign activity, intention to quit smoking was higher 
among Aboriginal and Torres Strait Islander smokers (56%, compared to 43% following Burst 
1), and particularly among those exposed to the Quit for You Quit for Two campaign (74%, 
compared to 35% of those not exposed). However, similar to Burst 1, exposure to the 
campaign did not impart a sense of urgency among those intending to quit, with the 
majority remaining non-committal about their intended timing of quitting. 

Smoking and health: Respondents to the Burst 2 evaluation survey displayed an increased 
understanding of the negative impact that smoking has had on their health and quality of 
life, with the majority acknowledging the possibility of becoming ill in the future from 
smoking. However, the results did not show a significant link between campaign exposure 
ŀƴŘ ǊŜǎǇƻƴŘŜƴǘǎΩ ǇŜǊŎŜǇǘƛƻƴǎΦ 

Culturally and linguistically diverse (CALD) audience 

Intention to quit smoking and intended timing of quit attempt: {ƳƻƪŜǊǎΩ ƛƴǘŜƴǘƛƻƴ ǘƻ ǉǳƛǘ 
smoking and intended timing of quit attempt remained consistent with Burst 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 quit smoking in the next six months. 

Exposure to the Quit for You Quit for Two campaign 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, smokers who intended 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 health: Overall, respondents in Burst 2 were slightly 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 respondents judged the chances of getting ill in 
ǘƘŜ ŦǳǘǳǊŜ ŦǊƻƳ ǎƳƻƪƛƴƎ ǘƻ ōŜ ΨǾŜǊȅ ƭƛƪŜƭȅΩ ƻǊ ƘƛƎƘŜǊΦ 

Respondents exposed to the Quit for You Quit for Two campaign were moderately (although 
not statistically significantly) more likely than those not exposed to indicate that: 

§ ǘƘŜƛǊ ŎǳǊǊŜƴǘ ƻǊ ǇǊŜǾƛƻǳǎ ǎƳƻƪƛƴƎ ƘŀŘ ŘŀƳŀƎŜŘ ǘƘŜƛǊ ƘŜŀƭǘƘ Ψŀ ƎǊŜŀǘ ŘŜŀƭΩ ƻǊ Ψŀ ŦŀƛǊ 
ŀƳƻǳƴǘΩ όпл҈Σ ŎƻƳǇŀǊŜŘ ǘƻ ом҈ύΤ 

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

§ ǘƘŜȅ ǿŜǊŜ ΨǾŜǊȅ ǿƻǊǊƛŜŘΩ ŀōƻǳǘ ǘƘŜ Ǉƻǎǎƛōƛƭƛǘȅ ƻŦ ŦǳǘǳǊŜ ƘŜŀƭǘƘ ŘŀƳŀƎŜ ŎŀǳǎŜŘ ōȅ 
smoking, when compared to respondents who were not exposed to this campaign (20%, 
compared to 11%). 

Taken together, these results provide further evidence that the Quit for You Quit for Two 
campaign had 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 the Quit for You Quit for Two campaign 
effectively reached, and communicated its key messages to, its target audience. In addition, 
the campaign was successful in reaching a broader audience among CALD and Aboriginal 
and Torres Strait Islander Australians. The campaign performed well against its stated 
objectives, with those exposed generally having more positive attitudes, perceptions and 
intentions in relation to not smoking. 

Key message take-out was strong with the key campaign tagline Ψvǳƛǘ ŦƻǊ ¸ƻǳ vǳƛǘ ŦƻǊ ¢ǿƻΩ 
featuring prominently in unprompted mentions of the messages derived from the 
advertisements. The campaign advertisements continued to be perceived as believable, 
easy to understand and thought-provoking. 

The campaign also delivered a strong call-to-action across the audiences, with significant 
proportions of those exposed to the campaign advertising reporting that they had taken 
action toward quitting/ reducing smoking and/ 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 suggests that further 
behavioural shifts could be achieved via an additional burst of campaign activity. 

With respect to the mainstream target audience, the research findings suggest that the 
current campaign (mass) media mix (i.e. utilising television, print and radio) is effective in 
reaching different sub-sets of ǿƻƳŜƴ Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ ǿƘƛƭŜ ǇǊŜƎƴŀƴǘ. Thus, it is 
recommended that the same media mix (at a minimum) be used in any future burst of 
advertising activity, despite some components not achieving the same levels of unique 
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reach among Aboriginal and Torres Strait Islander and CALD audiences. Further 
recommendations for enhancing the campaign reach among different audiences are 
provided below. 

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

§ Deploying a higher level of television media buy (including regional free-to-air television 
and Pay TV); 

§ Deploying a higher level of commercial radio media buy;  

§ 5ŜǇƭƻȅƛƴƎ ŀ ƘƛƎƘŜǊ ƭŜǾŜƭ ƻŦ ǇǊƛƴǘ ƳŜŘƛŀ ōǳȅƛƴƎΣ ŦƻŎǳǎƛƴƎ ƻƴ Ƴŀǎǎ ŎƛǊŎǳƭŀǘƛƻƴ ǿƻƳŜƴΩǎ 
ƳŀƎŀȊƛƴŜǎ όǇŀǊǘƛŎǳƭŀǊƭȅ ¢ƘŀǘΩǎ [ƛŦŜΣ ²ƻƳŀƴΩǎ 5ŀȅΣ ¢ŀƪŜ рΣ bŜǿ LŘŜŀ ŀƴŘ ²ƻƳŜƴΩǎ 
Weekly); and 

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

¢ƘŜ ǊŜǎŜŀǊŎƘ ŦƛƴŘƛƴƎǎ ŀƴŘ hwLa!Ωǎ ǇǊŜǾƛƻǳǎ LƴŘƛƎŜƴƻǳǎ ƳŜŘƛŀ ŎƻƴǎǳƳǇǘƛon studies indicate 
that greater reach among Aboriginal and Torres Strait Islander audiences in non-
metropolitan areas could be achieved via: 

§ Deploying a higher level of television media buy (Indigenous and non-metropolitan 
commercial television); 

§ DeployinƎ ŀ ƘƛƎƘŜǊ ƭŜǾŜƭ ƻŦ ǇǊƛƴǘ ƳŜŘƛŀ ōǳȅ ŦƻŎǳǎƛƴƎ ƻƴ Ƴŀǎǎ ŎƛǊŎǳƭŀǘƛƻƴ ǿƻƳŜƴΩǎ 
magazines, rural papers, free local/ community papers and Indigenous publications 
(particularly Koori Mail, National Indigenous Times, Deadly Vibe and Tracker); 

§ Deploying a higher level 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 reach of the 
mainstream components of the Quit for You Quit for Two campaign among this audience 
could be efficiently expanded by deploying a higher level of mainstream print media buy 
and expanding out-of-home advertising (particularly via the dissemination of pamphlets/ 
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 included in-language 
versions of the mainstream advertisements and distribution via CALD-specific media 
outlets), suggest that the effectiveness of the Quit for You Quit for Two campaign among 
this audience could be further enhanced through inclusion of in-language materials and 
incorporation of CALD-specific media outlets.  
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II. Introduction 

A. Campaign background 

The aim of the National Tobacco Campaign - More Targeted Approach (MTA) is to reduce 
smoking prevalence among high-need and hard to reach groups. This group includes people 
who have high smoking rates and/ or 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 November 2012, with the launch of the 
new Pregnancy component - Quit for You Quit for Two. This stage of the campaign 
specifically targeted pregnant women, those planning on becoming pregnant and their 
partners from socially disadvantaged, culturally and linguistically diverse and Aboriginal and 
Torres Strait Islander backgrounds. The campaign included TV, radio, print, digital search, 
online and out-of-home advertising, and was supported by a smartphone app. 

The evaluation research conducted by ORIMA Research found that the first burst of the Quit 
for You Quit for Two campaign 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 2) of Quit for You Quit for Two media 
activity, featuring the same campaign materials used in the first burst (Burst 1) of the 
campaign on 19 May 2013 and concluding the week commencing 23 June 2013. Campaign 
materials are provided in Appendix B ς Campaign materials. 

The Department commissioned ORIMA Research to undertake research to evaluate the 
effectiveness of Burst 2 of the Quit for You Quit for Two campaign among: 

§ Community membeǊǎ Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ ǿƘƛƭŜ ǇǊŜƎƴŀƴǘ ς the mainstream audience 
evaluation component (including a small companion survey of partners and family 
members); 

§ Community members from CALD backgrounds, including female smokers or recent 
quitters in the target audience, as well as the broader audience of CALD community 
members ς the CALD audience evaluation component; and 

§ Aboriginal and/ or Torres Strait Islander Australians, including female smokers or recent 
quitters in the target audience, as well as the broader audience of Aboriginal and Torres 
Strait Islander Australians ς the 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 

As noted above, Burst 2 of Quit for You Quit for Two advertising utilised the same television 
advertisements (30 and 45 second versions) that were specifically developed for Phase 3 of 
the MTA. The television advertisements were shown (a) nationally on SBS, (b) on free-to-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 

The Quit for You Quit for Two print advertiseƳŜƴǘǎ όƛΦŜΦ ΨIŀȅƭŜȅΩ ŀƴŘ ΨwŜōŜŎŎŀΩύ ǿŜǊŜ ǎƘƻǿƴ 
in magazines, street press and Indigenous press from the week commencing 26 May 2013 to 
the week commencing 23 June 2013.  

Creative materials: Radio 

The Quit for You Quit for Two radio advertisement was broadcast 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 specifically for Phase 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 research 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 damage associated with 
smoking;  

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

Attitudes 

§ ǎŀƭƛŜƴŎŜ ŀƴŘ ǇŜǊǎƻƴŀƭ ǊŜƭŜǾŀƴŎŜ όΨŦŜƭǘ ǊƛǎƪΩύ ƻŦ ǘƘŜ ƴŜƎŀǘƛǾŜ ƘŜŀƭǘƘ ƛƳǇŀŎǘǎ ƻŦ ǎƳƻƪƛƴƎΤ 

§ attitudes towards smoking;  

§ attitudes towards quitting; 

§ confidence in being able to successfully quit and to remain a non-smoker; 
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§ resilience amongst lapsed quitters to continue with their quit attempts; 

Intentions 

§ intentions among current smokers to quit now; 

§ intentions among quitters to remain non-smokers;  

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

Behaviour 

§ quit attempts and motivation to quit amongst current smokers;  

§ likelihood that quitters will employ effective strategies to prevent relapse; and 

§ likelihood that lapsed quitters will make repeated quit attempts after relapse. 

Undertaking an additional wave of research with CALD community members also provided 
an opportunity to evaluate the longer-term impact of the previous CALD-focused campaign 
under the MTA. Thus, the CALD component of the Burst 2 Quit for You Quit for Two 
campaign evaluation research also aimed to assess (a) the extent to which recall of the CALD 
campaign was maintained over time, and (b) whether the positive attitudinal and behaviour 
changes observed as a result of exposure to that campaign were sustained. The results for 
this component are presented in Appendix A ς CALD campaign awareness. 

C. Methodology 

Sample design and research approach 

aŀƛƴǎǘǊŜŀƳ όΨǿƻƳŜƴ ŀǘ ǊƛǎƪΩύ ŀǳŘƛŜƴŎŜ ŎƻƳǇƻƴŜƴǘ 

Consistent with the previous waves of research conducted with this audience, the 
evaluation was conducted via a CATI survey of 300 women aged 16-пл ǿƘƻ ǿŜǊŜ ŀǘ ΨǊƛǎƪΩ ƻŦ 
smoking while pregnant, namely those who: 

§ were pregnant and current smokers; 

§ were pregnant and recently quit; 

§ were smokers and smoked during a recent pregnancy; or 

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

Respondents to the survey were recruited through GP clinics. In all cases potential 
respondents were screened 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 across both metropolitan 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 of 16-40 
year old females in each location. 
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After being screened for 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 combined 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 
ǿƻƳŜƴ Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛƴƎ ǿƘƛƭŜ ǇǊŜƎƴŀnt, a small number of CATI interviews (n=50) was 
also conducted with partners and family members of pregnant women aged 16-30 who 
smoke. Partners/ family members were recruited for the survey via smokers recruited for 
the survey of women Ψŀǘ ǊƛǎƪΩ ƻŦ ǎƳƻƪƛng during pregnancy. Specifically, potential 
respondents who were pregnant and currently smoking ς regardless of whether they went 
on to participate in the study ς were asked to provide the name of a family member who 
may be willing to participate in the study.  

Consistent with the ƳŀƛƴǎǘǊŜŀƳ όǿƻƳŜƴ Ψŀǘ ǊƛǎƪΩύ evaluation, after being recruited and 
screened for eligibility, a pack containing the campaign materials (with instructions not to 
open the pack prior to interview) was mailed out to each respondent prior 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 16-40 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 assessment of the broader impact of campaign activity among 
Aboriginal and Torres Strait Islander Australians.  

The previous wave of Quit for You Quit for Two evaluation research conducted with this 
audience found that the first burst of the campaign had been effective not only 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 female smokers or recent quitters who were pregnant or had (a) previously 
been pregnant, or (b) not been pregnant but were open to becoming pregnant in the next 
two years (denoting the primary target audience), the population of interest also included 
members of the wider community (outside of the primary 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 sub-population, and therefore, no quotas were placed on the number of 
interviews with this sub-group. 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 males, respectively. 
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The sample was stratified geographically in proportion to the Aboriginal and Torres Strait 
Islander population in metropolitan and non-metropolitan locations in each state or 
territory from the relevant age cohort (based on 2011 Census data). Interviewing 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 recruitment of respondents (via face-to-face 
screening) followed by a face-to-ŦŀŎŜ ƛƴǘŜǊǾƛŜǿΦ !ƭƭ ƛƴǘŜǊǾƛŜǿƛƴƎ ǿŀǎ ǳƴŘŜǊǘŀƪŜƴ ōȅ hwLa!Ωǎ 
network of Indigenous interviewers.  

Culturally and linguistically diverse (CALD) audience component 

Consistent with the previous waves of research conducted with this audience , the CALD 
evaluation component comprised a face-to-face survey of n=50 interviews with individuals 
from each of seven different cultural/ linguistic backgrounds aged 18-40 years, for a total of 
350 interviews. The seven cultural/ linguistic groups were Arabic, Cantonese, Korean, 
Mandarin, Pacific Islanders, Spanish and Vietnamese.  

The previous wave of Quit for You Quit for You evaluation research found that the campaign 
effectively 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 sampled to enable assessment of the broader 
impact of campaign activity among CALD community members. This included members of 
the wider community (outside of the primary target audience) as well as female smokers or 
recent quitters who were pregnant or had (a) previously been pregnant, or (b) not been 
pregnant but were open to becoming pregnant 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 sub-population. However, in an effort to 
maximise the natural fall-out of interviews with this group, gender quotas were adopted to 
ensure a minimum 60%-40% split across females and males, respectively.  

The sample 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 becoming very 
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 Centres, ethno-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 smoking status and having a preference for communicating 
or consuming media in one of the relevant non-English languages ς except Pacific Islanders; 
eligibility for this group was instead based on self-identification with the Pacific Islander 
community. After being screened, eligible individuals were interviewed face-to-face.  
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All interviewing was conducted face-to-face by interviewers trained and briefed by ORIMA 
Research and its fieldwork partner, Australian Fieldwork Solutions (AFS). Note that 
respondents who 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 a trusted 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 Tobacco 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 prior to the commencement of the 
campaign ς this refinement included the addition of items measuring awareness and impact 
of the Quit for You Quit for Two campaign. In Burst 2 of Phase 3, the questionnaire was 
again refined by ORIMA Research to bring the focus primarily on the impact of the Quit for 
You Quit for Two campaign.  

Although the Burst 2 evaluation questionnaire focused primarily on the Quit for You Quit for 
Two campaign, 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 of statistical 
confidence of +/ - 5 percentage points (pp). That is, there is a 90% probability (abstracting 
from non-sampling error) that the reported estimates will be within +/ - 5pp of the results 
that would have been obtained if all smokers and recent quitters had 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 the Quit for You Quit for Two campaign ς 
this means that we can be 90% confident that between 46% and 56% of all Aboriginal and/ 
or Torres Strait Islander smokers and recent quitters aged 16-40 years 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 sub-groups of respondents (e.g. results for particular geographical strata). 

Fieldwork 

Survey fieldwork was undertaken: 

§ between 18 June 2013 and 5 August 2013 for the mainstream component; 
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§ between 28 June 2013 and 18 July 2013 for the Aboriginal and Torres Strait Islander 
component; and 

§ between 18 June 2013 and 5 August 2013 for the CALD component. 

Weighting and analysis 

For the mainstream component, the data has been weighted by age to represent the 
national population of 16-40 year old females with 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 and/ or Torres Strait Islander population 
aged 16-40 years. 

As location based interviewing quotas were imposed, and reliable smoker-profiling 
information (for instance by age and gender) for each community was not available, no 
weighting of the data has been undertaken 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 
had a view and for ǿƘƻƳ ǘƘŜ ǉǳŜǎǘƛƻƴǎ ǿŜǊŜ ŀǇǇƭƛŎŀōƭŜΦ Ψ5ƻƴΩǘ ƪƴƻǿκ ¦ƴǎǳǊŜΩ ǊŜǎǇƻƴǎŜǎ 
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 exposure was measured both directly ς by 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 Two campaign ς and indirectly ς by comparing reported awareness, 
attitudes, and behaviour 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 status. 

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 documentation and 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 staff training 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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MAINSTREAM (WOMEN ΨAT RISKΩύ AUDIENCE 

COMPONENT  
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I. Demographic and behavioural profile of 
respondents 

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

The basic demographic characteristics of respondents to the Burst 2 survey are presented in 
Table 1. 

Table 1: Basic demographic profile of respondents 
(Base: All respondents) 

 

Smoker 
(n=272; 
91%) 

Recent 
quitter 

(n=28; 9%) 

Overall 
(n=300) 

Age       

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% 

35-40 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 at 
home 

9% 6% 9% 

Has children living in same household 77% 68% 76% 

Have existing health conditions  61% 41% 59% 

Education       

Secondary educated or less 50% 62% 51% 

At least some post-secondary school 
education 

50% 38% 49% 

Pregnancy status       

Pregnant smoker 19% - 18% 

Pregnant recent quitter - 56% 5% 

Smoker may become pregnant 75% - 68% 

Quitter may become pregnant - 34% 3% 

Smoker smoked during recent 
pregnancy 

6% - 5% 

Quitter smoked during recent 
pregnancy 

- 10% 1% 
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II. Campaign awareness and direct measures of 
campaign impact 

A. Recall of campaign advertisements 

Overview: Unprompted awareness of the Quit for You Quit for Two campaign 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/ heard 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 the Quit for You Quit for Two campaign. Around a 
quarter of respondents recognised 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 non-metropolitan areas (69%, compared to 44% in metropolitan 
areas). 

Overall, the majority (86%) of respondents reported seeing and/ or hearing advertisements 
or information relating to the dangers of smoking in the past six months (see Figure 1). 
Following Burst 2, unprompted mentions of the Quit for You Quit for Two campaign 
materials increased significantly (11%, compared with 4% following Burst 1).  

Figure 1: Unprompted awareness of advertisements1 
(Base: All respondents) 

 

                                                       
1 Health benefits advertisements refer to advertisements developed for the National Tobacco Campaign (including 
adaptions of these advertisements for CALD audiences) which focused on highlighting the health benefits of quitting 
ǎƳƻƪƛƴƎ ƻǾŜǊ ǘƛƳŜΦ ¢ƘŜ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ƛƴŎƭǳŘŜŘ ƳŀƭŜ ŀƴŘ ŦŜƳŀƭŜ ǾŜǊǎƛƻƴǎΣ ŀƴŘ ǿŜǊŜ ƘŜŀŘƭƛƴŜŘ Ψ{ǘƻǇ ǎƳƻƪƛƴƎΣ ǎǘŀǊǘ 
ǊŜǇŀƛǊƛƴƎΩΦ  
Premature Baby advertisement refers to advertisements on cigarette packets, which showed a picture of a premature baby 
ŀƴŘ ŀ ƳŜǎǎŀƎŜ ά{ƳƻƪƛƴƎ ƘŀǊƳǎ ǳƴōƻǊƴ ōŀōƛŜǎέΦ 
Smoking during pregnancy advertisements refers to advertisements developed for the audience of womŜƴ Ψŀǘ ǊƛǎƪΩ ƻŦ 
ǎƳƻƪƛƴƎ ŘǳǊƛƴƎ ǇǊŜƎƴŀƴŎȅΦ ¢ƘŜ ƳŀǘŜǊƛŀƭǎ ƛƴŎƭǳŘŜŘ ŀƴ ŀŘǾŜǊǘƛǎŜƳŜƴǘ ǎƘƻǿƛƴƎ ŀ ŦƻŜǘǳǎ ŀƴŘ ŀ ƳŜǎǎŀƎŜ ά²ƘŜƴ ȅƻǳ ǎƳƻƪŜΣ 
ǎƘŜ ƎŜǘǎ ƭŜǎǎ ƻȄȅƎŜƴέ ŀƴŘ ŀƴƻǘƘŜǊ ŀŘǾŜǊǘƛǎŜƳŜƴǘ ǎƘƻǿƛƴƎ ŀ ǎƳƛƭƛƴƎ ōŀōȅ ƘŜƭŘ ōȅ ŀ ƳƻǘƘŜǊ ŀƴŘ ŀ ƳŜǎǎŀƎŜ άvǳƛǘ ŦƻǊ ƎƻƻŘ 
today, anŘ ƎƛǾŜ ȅƻǳǊ ōŀōȅ ŀ ƘŜŀƭǘƘȅ ǎǘŀǊǘέΦ 
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After the second burst of activity, prompted recognition 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) (see Figure 2). 

Figure 2: Overall exposure to the campaign (prompted recognition) 
(Base: All respondents) 

 

This boost in prompted recognition, relative to Burst 1, was mostly due to higher 
proportions indicating exposure to the Quit for You Quit for Two campaign via (see Figure 3): 

§ television (26%, up from 16% following Burst 1); 

§ radio (27%, up from 13%); and 

§ phone app (14%, up from 9%). 

Figure 3: Exposure to the campaign by element (prompted recognition) 
(Base: All respondents) 
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In relation to the Quit for You Quit for Two television advertisement, almost all (99%) 
respondents exposed reported seeing it on television. Only very small proportions indicated 
that they had seen it on the internet (3%) or elsewhere (3%). 

Consistent with the previous burst of the Quit for You Quit for Two campaign, and the 
regional focus of the media buy, Burst 2 of the campaign achieved significantly higher 
recognition among respondents in non-metropolitan areas (69%, compared to 44% for 
those in metropolitan areas). As shown in Figure 4, this was mainly due to stronger 
recognition of the television and radio advertisements in non-metropolitan locations. 

Figure 4: Exposure to the campaign (prompted recognition) by region 
(Base: All respondents) 
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Consistent with Burst 1, the majority of those exposed to the Quit for You Quit for Two 
campaign through mass media (i.e. television, radio or print) were only reached via a single 
advertising channel (see Figure 5). This suggests that different channels continue to reach 
different segments of this target audience based on their media usage patterns.  

Figure 5: Unduplicated reach analysis of mass media channels 
(Base: All respondents, n=300) 
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B. Key message take-out 

Overview: The key campaign messages were memorable for the target audience, with the 
following commonly derived from the various ads (without promptingύΥ Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ 
ǇǊŜƎƴŀƴǘΩΣ Ψ{ƳƻƪƛƴƎ ŘǳǊƛƴƎκ ōŜŦƻǊŜ ǇǊŜƎƴŀƴŎȅ Ŏŀƴ ŀŦŦŜŎǘ ǘƘŜ ƘŜŀƭǘƘ ƻŦ ŀ ōŀōȅΩ ŀƴŘ ΨQuit for 
You Quit for TwoΩΦ  

As shown in Figure 6, significant proportions of respondents who had seen the Quit for You 
Quit for Two television advertisement indicated (without prompting) that the main 
messages communicated in the advertisement were:  

§ Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩ όнф҈Σ Řƻǿƴ ŦǊƻƳ пт҈ ŦƻƭƭƻǿƛƴƎ .ǳǊǎǘ мύΤ ŀƴŘ 

§ Ψ{ǳǇǇƻǊǘ ƛǎ ŀǾŀƛƭŀōƭŜΩ όнп҈Σ ǳƴŎƘŀƴƎŜŘύΤ  

Figure 6: Unprompted message take-out for Quit for You Quit for Two television 
advertisement 

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

 

Relative to Burst 1, there was a slight shift away from the more generic messages oŦ Ψ5ƻƴΩǘ 
ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩ ŀƴŘ Ψ/ŀƭƭ ǘƘŜ vǳƛǘƭƛƴŜΩ όр҈Σ Řƻǿƴ ŦǊƻƳ 20% following Burst 1) to 
more specific messages such as: 

§  ΨQuit for You Quit for TwoΩ όмс҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ ф҈ ŦƻƭƭƻǿƛƴƎ .ǳǊǎǘ мύΤ 

§ Ψvǳƛǘ ǎƳƻƪƛƴƎ ŀƴŘ ƎƛǾŜ ȅƻǳǊ ōŀōȅ ŀ ƘŜŀƭǘƘȅ ǎǘŀǊǘΩ όмо҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ 
6%); and 

§ ΨvǳƛǘǘƛƴƎ ōŜƴŜŦƛǘǎ ȅƻǳ ŀƴŘ ȅƻǳǊ ōŀōȅΩ όф҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ п҈ύΦ 
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In comparison with Burst 1, higher proportions of respondents exposed to the Quit for You 
Quit for Two radio advertisement mentioned the following key messages (see Figure 7): 

§ ΨQuit for You Quit for TwoΩ όнс҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ мф҈ ŦƻƭƭƻǿƛƴƎ .ǳǊǎǘ мύΤ 
and 

§ Ψvǳƛǘ ǎƳƻƪƛƴƎΩ όнп҈Σ ǳǇ ŦǊƻƳ мл҈ύΦ 

Other commonly derived messages included: 

§ Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩ όнм҈Σ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ нр҈ύΤ  

§ Ψvǳƛǘ ǎƳƻƪƛƴƎ ŀƴŘ ƎƛǾŜ ȅƻǳǊ ōŀōȅ ŀ ƘŜŀƭǘƘȅ ǎǘŀǊǘΩ όмф҈Σ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ нм҈ύΤ ŀƴŘ  

§ Ψ¸ƻǳ ǎƘƻǳƭŘ ƴƻǘ ǎƳƻƪŜ ŘǳǊƛƴƎ ƻǊ ōŜŦƻǊŜ ǇǊŜƎƴŀƴŎȅ ōŜŎŀǳǎŜ ƛǘ ŀŦŦŜŎǘǎ ǘƘŜ ƘŜŀƭǘƘ ƻŦ ȅƻǳǊ 
ōŀōȅΩ όмф҈Σ Řƻǿƴ ōǳǘ ƴot significantly from 25%).  

Figure 7: Unprompted message take-out for Quit for You Quit for Two radio advertisement 
(Base: Respondents exposed to the advertisement) (Multiple response) 
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Consistent with Burst 1, the leading message derived from the Quit for You Quit for Two 
print advertisements ǿŀǎ Ψ5ƻƴΩǘ ǎƳƻƪŜ ǿƘŜƴ ǇǊŜƎƴŀƴǘΩ όоф҈Σ ŎƻƴǎƛǎǘŜƴǘ ǿƛǘƘ ос҈ following 
Burst 1) (see Figure 8).  

However, in comparison with Burst 1, slightly (but not significantly) higher proportions of 
respondents mentioned messages such as: 

§ Ψvǳƛǘ ǎƳƻƪƛƴƎ ŀƴŘ ƎƛǾŜ ȅƻǳǊ ōŀōȅ ŀ ƘŜŀƭǘƘȅ ǎǘŀǊǘΩ όну҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ 
18%); 

§ Ψvǳƛǘ {ƳƻƪƛƴƎΩ όнр҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ мф҈ύΤ ŀƴŘ 

§ ΨQuit for You Quit for TwoΩ όнм҈Σ ǳǇ ōǳǘ ƴƻǘ ǎƛƎƴƛŦƛŎŀƴǘƭȅ ŦǊƻƳ мт҈ύΦ 

Figure 8: Unprompted message take-out for Quit for You Quit for Two print 
advertisements 

(Base: Respondents exposed to the advertisement) (Multiple response) 
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As shown in Figure 9 below, with prompting, the vast majority of respondents agreed that 
most of the key campaign messages were communicated to them through the Quit for You 
Quit for Two advertisements. 

Consistent with Burst 1, lower proportions (66%, broadly consistent with 73% following 
.ǳǊǎǘ мύ ƻŦ ǊŜǎǇƻƴŘŜƴǘǎ ŦŜƭǘ ǘƘŀǘ ǘƘŜ ŀŘǾŜǊǘƛǎŜƳŜƴǘǎ ŎƻƴǘŀƛƴŜŘ ǘƘŜ ƳŜǎǎŀƎŜ ǘƻ Ψ¦ǎŜ ǘƘŜ п 5ǎ 
ǘƻ ƘŜƭǇ ǿƛǘƘ ŎǊŀǾƛƴƎǎΩ όŘŜƭŀȅΣ ŘŜŜǇ ōǊŜŀǘƘŜΣ Řƻ ǎƻƳŜǘƘƛƴƎ ŜƭǎŜ ŀƴŘ ŘǊƛƴƪ ǿŀǘŜǊύΦ ¢Ƙƛǎ ƛǎ ƴƻǘ 
surprising given that this particular message was only prominent in the print 
advertisements. 

Figure 9: Prompted message take-out for Quit for You Quit for Two campaign  
(Base: Respondents exposed to the campaign)  
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C. Opinions of campaign advertising 

Overview: Perceptions of the Quit for You Quit for Two television, radio and print 
advertisements remained consistently positive, with each of these campaign elements 
generally seen as easy to understand, believable and thought-provoking. Respondents were 
less likely to report that the advertisements taught them something new or made them feel 
uncomfortable (in comparison with their agreement levels with other statements).  

As shown in Figure 10, the vast majority of respondents exposed to the Quit for You Quit for 
Two television advertising felt that it was: 

§ easy to understand (98% agreed or strongly agreed, up from 90% following Burst 1); and 

§ believable (88%, in line with 89%). 

Figure 10: Opinions of the Quit for You Quit for Two television advertisement 
(Base: Respondents exposed to the advertisement) 

 

Despite some slight (although not statistically significant) declines in overall levels of 
agreement, the television advertising also continued to elicit a strong emotional/ attitudinal 
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); 

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

§ feel worried about their current/ past smoking (66%, slightly but not significantly lower 
than 72%). 
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Consistent with the Quit for You Quit for Two television advertising, ease of understanding 
(98% agreed or strongly agreed, consistent with 100% following Burst 1) and believability 
(95%, compared with 97%) dominated the perceptions of the Quit for You Quit for Two radio 
advertisement (see Figure 11). 

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 trying to quit or continuing not to smoke. Specifically, over seven in 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); 

§ more likely to try to quit/ want to stay quit (74%, slightly but not significantly lower than 
85%); and 

§ feel worried about their current/ past 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 declined significantly after the second burst of activity (40%, down 
from 57% following Burst 1).  

Figure 11: Opinions of the Quit for You Quit for Two radio advertisement  
(Base: Respondents exposed to the advertisement) 

 






































































































































































































































































































































































































































































































































































































