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On 1 May 2016 the Australian Government Department of Health (the department) launched Don’t Make Smokes Your Story - an Indigenous focused anti-smoking campaign. 
The campaign contributes to the department’s overall goal of halving Indigenous smoking rates by 2018 (from 44.8% in 2008) and is intended to build on the success of the previous Indigenous focussed anti-smoking campaign Break the Chain. In contrast to previous tobacco campaigns, Don’t Make Smokes Your Story has a positive tone which focuses on the benefits of quitting, rather than just the consequences of smoking.
The aim of the research was to measure the effectiveness of the campaign amongst the target audience: Indigenous smokers and recent quitters aged 15 years and over. Specifically the research aimed to measure awareness of the campaign and quit tools available, as well as smoking behaviours and intentions, resulting from the campaign.
Method
Two rounds of research were conducted amongst the target audience of Aboriginal and Torres Strait Islander current smokers and recent quitters (quit within the last 12 months) aged 15 years and over. An initial benchmark survey (n=201) was completed prior to the launch of Don’t Make Smokes Your Story to provide a baseline of smoking attitudes and behaviours. A follow up evaluation survey (n=310), which is the focus of the present report, was completed following the end of the media buy for the campaign. 
Indigenous interviewers were recruited from Indigenous organisations nationally and trained by the research team. These interviewers conducted face to face interviews with respondents from their local community, often with the assistance of the Indigenous organisation.
Results
The research found that 75% of respondents reported being aware of the campaign. This equates to approximately 130,000 of Australia’s 172,200 Indigenous smokers aged 15 years or older.  In addition, 59% reported that they had seen the television commercial (TVC), 35% had heard the radio ad and 40% reported seeing the print ads. 
Furthermore, 34% reported they had seen the social media/online ads and 28% that they had seen the campaign at a community outreach event, including the National Indigenous Television’s (NITV’s) League Nation sponsorship.
Exposure to the campaign was lower in remote areas (58%) than regional (81%) and urban (80%) areas for all campaign materials and channels. 
Diagnostic performance of the TVC was strong, particularly in terms of being regarded as easy to understand (97% of respondents agreed), being believable (90%) and making respondents ‘stop and think’ (84%). 
The majority of respondents agreed that the campaign directed them to call the Quitline hotline (71%), visit the Quitnow website (65%) or download the My QuitBuddy app (58%).
Significant behavioural changes have been reported as a direct result of campaign exposure, with 58% of respondents who had seen or heard the campaign reporting they had taken some form of action as a result. Nine percent of respondents reported that they had quit smoking, and 27% reported that they had reduced the amount they smoked. In addition, 26% of respondents exposed to the campaign reported that they intended to quit smoking within the next month, and 30% intended to reduce the amount they smoked. 
Conclusion
The results from the research suggest that the campaign delivered a quit smoking campaign that has provoked significant behaviour change among the target audience. 
Even allowing for some over-claim on stated intentions, the campaign has generated large numbers of quit attempts among the target audience, and contributed strongly to increased use of support tools (the My QuitBuddy app, Quitnow website and Quitline) which is supported by other reporting tools used by the department. The research suggests that the campaign should be run again in order to capitalise on the possibility of entrenching behaviour change (long-term smoking cessation) among the target audience. 
[bookmark: _Toc468272006][bookmark: _Toc468272262]Introduction
Background
On 1 May 2016 the department launched the Indigenous anti-smoking campaign, Don’t Make Smokes Your Story as part of the National Tobacco Campaign (NTC). The objective of the NTC is to help achieve the Council of Australian Governments’ (COAG) goal to halve the Aboriginal and Torres Strait Islander adult daily smoking rate by 2018 (from 44.8% in 2008). 
The Australian Bureau of Statistics (ABS) National Aboriginal and Torres Strait Islander Social Survey 2014-15 reported that 39% of Aboriginal and Torres Strait Islander people aged 15 years and over were daily smokers. As a result, these populations in urban, regional and remote locations were the priority audience for this phase of the NTC, Don’t Make Smokes Your Story.
Don’t Make Smokes Your Story is intended to build on the achievements of the previous Indigenous focused Anti-Smoking campaign Break the Chain. The Break the Chain campaign was evaluated using a similar methodology, and achieved strong recognition and recorded an impact on behaviour and intentions.
Don’t Make Smokes Your Story features an Aboriginal man (Ted) reflecting on his experiences of smoking and the benefits of quitting; with a particular focus on spending time with his family. The main TVC concludes with a call to action, which encourages smokers to download the My QuitBuddy app, call the Quitline number, or visit the Quitnow website. In contrast to previous NTC campaigns, Don’t Make Smokes Your Story has a positive tone which focuses on the benefits of quitting, rather than just the consequences of smoking. 
The media campaign ran across television (mainstream and Indigenous), radio (regional and Indigenous), print (mainstream and Indigenous advertising), online and social media, and below the line community outreach events, including a feature on the NITV’s League Nation.
The campaign was specifically aimed at smokers, recent quitters and their families.
The key objectives of the campaign were to:
· encourage quit attempts among current smokers and to encourage them to keep trying to quit
· encourage family members and service providers to reinforce the campaign
· drive people to the support resources including the Quitline, the quit smoking apps and the website
· communicate the risks of smoking
· show the benefits of quitting for smokers and their families.
Key campaign material can be found in appendices B, C and D.
The department commissioned independent research agency ORC International to conduct a benchmark and evaluation survey to assess the effectiveness of the campaign among Aboriginal and Torres Strait Islander people in urban, regional and remote locations. 
Research Objectives
An initial benchmark survey was conducted prior to the launch of the campaign to obtain a baseline measure of knowledge, attitudes, beliefs, behaviours and intentions in relation to smoking and quitting. 
The follow up evaluation described in this report aimed to measure the effectiveness of the campaign among the target audience against the campaign’s objectives.
Specifically the research aimed to measure:
level of campaign awareness
awareness of the support tools available to help quit smoking
increased quit attempts, attributed to exposure to campaign messages
intention for target groups to quit or stay quit
campaign wear out, providing recommendations for future use of Don’t Make Smokes Your Story.
About this report
This report focuses on the campaign measures assessed in the evaluation survey. 
Response options which were not selected by any respondents are not included in the report. Therefore, if a response is reported at 0%, this indicates that some respondents did select the response, but the result was less than 0.5% and so has been rounded down. 
Totals for questions with single-response answers may not add to 100% due to rounding. Multiple-response items may add to more than 100% due to respondents selecting multiple response codes. 
Sample sizes may vary between questions, either because the question was only asked of specific respondents, or because some respondents may not have answered a particular question.
Some sections and questions reported on have a small sample size – these findings should be interpreted with caution.
[bookmark: _Toc468272007][bookmark: _Toc468272263]Methodology
The project was carried out in compliance with ISO 20252 and membership requirements for AMSRO (The Association of Market and Social Research Organisations) and AMSRS (The Australian Market and Social Research Society). 
Dates of fieldwork
The evaluation round (n=310), which is the focus of the current report, was conducted from 20 June to 12 August, following the end of the paid media buy for the campaign.
Community engagement and recruitment
In conducting the research, ORC International sought to engage in an appropriate way with Indigenous communities, to meet the research objectives while at the same being sensitive to local needs and protocols and aiding in local capacity building.  To conduct the research fieldwork, ORC International worked closely with our local Indigenous community organisation partners in each community who provided advice on local protocols and practices, as well as recommending appropriate interviewing personnel and providing logistical support.  The use of commercial market research fieldwork companies was eschewed in favour of using Indigenous interviewers recruited from our partner organisations and trained in basic interviewing techniques by the ORC International research team, using a mixture of face-to-face, skype and telephone training.  
These interviewers conducted face to face interviews with respondents from their local community, with administrative and logistical support (such as a venue to conduct interviews in) provided by the local Indigenous organisation. 
Interviews were conducted using hard copy questionnaires but tablets were used to show campaign materials to ensure correct recall measures.
ORC paid community organisations for their participation and support of the research, and paid interviewers for the interviewing work done as well as for attending training on market research techniques and briefing on the questionnaire.
All survey respondents were paid for their participation, with the amount and form of incentives based on the advice of our partner organisations.
Across the research program, 28 individuals were provided with market research training and casual employment and over $90,000 was paid to Indigenous organisations and individuals. 
Sampling points
A national sample design was constructed with geographic stratification in proportion to the Indigenous population in urban, regional and remote locations in each state or territory.
Where possible the same interviewers and locations were used for the benchmark and the evaluation round. Respondents who had been interviewed for the benchmark survey were not eligible for re-interview for the evaluation survey. Due to time constraints for the benchmark fieldwork, there were fewer sampling points and interviews conducted than for the evaluation round. For the benchmark survey, interviews were conducted across 13 different locations, and the evaluation was conducted across 20 locations. 
The sampling points and sample sizes for each location for the benchmark and evaluation round are shown below in Figure 2 and Figure 3. The collective evaluation sample size for urban areas was 115, 136 for regional areas and 59 for remote areas. 
[bookmark: _Ref468279998][bookmark: _Toc468872704]Figure 2 Benchmark sampling points and sample sizes
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[bookmark: _Ref468350404][bookmark: _Toc468872705]Figure 3 Evaluation sampling points and sample sizes
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Questionnaire Development
A draft pen and paper questionnaire was developed by ORC International. The questionnaire drew on the questions used for the 2011 evaluation of Break the Chain. The questionnaire was reviewed by the department before being finalised.
While interviewing was conducted using hard copy questionnaires, tablets were used during the evaluation survey in order to show respondents the TVC, radio, print and social media/ online ads.
Data weighting
The data for smokers was weighted by age, gender, state and geographical remoteness, to represent the national Indigenous smoker population aged 15 years and over. The weights were calculated with rim weighting using three sets of smoker population totals: (1) Age x gender; (2) State/territory; and (3) Region (defined by Main cities; Regional; and Remote). Estimates of Indigenous smokers for these classifications were obtained from the ABS publication 4714.0 National Aboriginal and Torres Strait Islander Social Survey, Australia, 2014–15, released on Thursday 28 April, 2016. The smoker weights were scaled so that the sum of the weights equalled the smoker sample size. The data for recent quitters were all given a weight of 1, as no suitable population data for recent quitters was available for weighting.
Sample Profile
As shown in Figure 4 the majority of the sample (79%) were daily smokers, 9% being weekly smokers (both classified as current smokers) and the remaining 12% had quit smoking within the previous 12 months, and were classified as recent quitters. The primary target audience for Don’t Make Smokes Your Story was Indigenous smokers and recent quitters aged 15 years and over, and therefore the sample was intentionally focussed on this segment.
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Base: All respondents (n=310), percentages are unweighted
As shown in Figure 5, the majority of respondents identified as being Aboriginal (85%), with a further 4% identifying as Torres Strait Islanders and 11% reporting as both.
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Base: All respondents (n=310), percentages are unweighted
As shown in Figure 6, the sample consisted of more females (57%) than males (43%).
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Base: All respondents (n=310), percentages are unweighted
[bookmark: _Toc461631543]As shown in Figure 7, 11% of respondents were aged 15 to 17 years old, 55% were 18 to 40 years old, and 34% were aged 41 years or older. The primary target audience of Don’t Make Smokes Your Story was Indigenous smokers and recent quitters aged 15 years and over, and therefore the sample deliberately targeted this segment.
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Base: All respondents (n=310), percentages are unweighted
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Campaign Awareness and Outcomes
Respondents were asked whether they had seen or heard any advertisements about the dangers of smoking, and to describe the first two advertisements that came to mind. As shown below in Figure 8, just over three-quarters of respondents (78%) reported having seen or heard information or ads about the dangers of smoking, or encouraging them to quit smoking, in the past 6 months. The proportion of respondents who reported being exposed to quit smoking material increased with age, from 65% of 15 to 17 year olds, to 75% of 18 to 40 year olds, and 85% of those aged 41 years and over. 
Significantly fewer respondents from remote areas (57%), reported being exposed to quit smoking material compared to those from urban (81%) or regional areas (87%).
[bookmark: _Ref468282223][bookmark: _Toc461631544][bookmark: _Toc468872710]Figure 8: In the past 6 months, have you seen or heard any information or ads about the dangers of smoking, or encouraging you to quit smoking?
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Base: All respondents (n=310)
As illustrated in Figure 9, cigarette packet warnings were the most common spontaneously recalled source of quit smoking advertising (28%). This was followed by the Break the Chain campaign (22%) which was being aired again at the same period as Don’t Make Smokes Your Story. The Don’t Make Smokes Your Story campaign was spontaneously recalled by 9% of respondents.
[bookmark: _Ref468282240][bookmark: _Toc461631545][bookmark: _Toc468872711]Figure 9: Can you please describe the first ad that comes to mind? Can you please describe the next ad that comes to mind?
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Base: Respondents who reported seeing or hearing information about the dangers of smoking in the past 6 months (n=237)
Don’t Make Smokes Your Story Prompted Recall
The Don’t Make Smokes Your Story TVC was played to all respondents, who were then asked if they had seen it before. Figure 10 shows that 59% of respondents reported having seen the TVC, with Figure 11 showing that the majority saw it on TV only (48%), 2% saw it online, 6% saw it on TV as well as online and 3% reporting having seen it but could not recall where. Significantly fewer respondents from remote areas reported seeing the TVC (40%) compared to those from urban and regional areas (both 66%). 
[bookmark: _Ref468282249][bookmark: _Toc461631546][bookmark: _Toc468872712]Figure 10: Have you seen this ad before today (TVC)?
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Base: All respondents (n=309)
[bookmark: _Ref468282261][bookmark: _Toc468872713]Figure 11: Where respondents reported seeing the TVC?
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Base: Respondents who reported seeing the TVC (n=182)
Respondents who reported seeing the TVC (n=185) were asked whether they agreed or disagreed with various statements about the ad. As shown in Figure 12, 97% of respondents agreed that the ad was easy to understand, and 90% that the ad was believable. Eighty-four percent of respondents agreed that the ad made them stop and think, 78% that it made them feel worried about their smoking, and 71% that it made them more likely to quit/ stay quit. Seventy-one percent agreed that the ad made them feel hopeful, 63% that it made them feel inspired, and 60% that it made them feel empowered to quit/stay quit. The statements with the lowest level of agreement were that ‘the ad taught me something new’ (50%) and that ‘the ad made me feel uncomfortable’ (41%).
[bookmark: _Ref468349983][bookmark: _Toc461631547][bookmark: _Toc468872714]Figure 12: Thinking about this ad, to what extent do you agree or disagree it.
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Base: Respondents who reported they had seen the Don’t Make Smokes Your Story TVC (n=184-185)
To assess ‘wear out’ (getting sick of seeing the ad), respondents who recognised the TVC were asked if they agreed or disagreed that they were getting tired of seeing the ad. As shown in Figure 13, 23% of respondents agreed with this contention. Further analysis showed that significantly fewer respondents from urban areas agreed that they were tired of seeing the TVC (15%) than those from regional and remote areas (28%). 
[bookmark: _Ref468349994][bookmark: _Toc461631548][bookmark: _Toc468872715]Figure 13: How much do you agree or disagree that you are getting tired of seeing this ad?
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Base: Respondents who reported they had seen the Don’t Make Smokes Your Story TVC (n=185)
The radio ad was played for all respondents, who were then asked if they had heard it before. As shown in Figure 14, just over one third of respondents (35%) reported having heard the ad, 64% reported not hearing it, and 2% did not know. Similar to the TVC, significantly fewer respondents from remote areas reported hearing the radio ad (17%) compared to those from urban (37%) or regional areas (43%).
[bookmark: _Ref468350098][bookmark: _Toc461631549][bookmark: _Toc468872716]Figure 14: Have you heard this ad before today (radio ad)?
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Base: All respondents (n=308)
Respondents were then shown the Don’t Make Smokes Your Story print ads and asked if they had seen any of them before (see Appendix B for print ads displayed). As shown in Figure 15, 40% of respondents reported seeing the ads, with 20% having seen them in an out of home poster or billboard, 12% in a magazine or newspaper, and 8% who had seen them but weren’t sure where. As with the TVC and radio ad, significantly fewer respondents from remote areas reported seeing the print ads (24%) than those from urban (44%) or regional areas (46%).
[bookmark: _Ref468350153][bookmark: _Toc461631550][bookmark: _Toc468872717]Figure 15: Have you seen any of these before today (Print ads)?
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Base: All respondents (n=308)
Respondents were shown images from Don’t Make Smokes Your Story online and social media ads and asked if they had seen them before (see appendices C and D for ads displayed). As shown in Figure 16, 34% of respondents reported seeing the ads, with 18% having seen them on social media, 7% online and 8% having seen them, but weren’t sure where. As with the campaign material described above, significantly fewer respondents from remote areas reported seeing the ads (15%) compared to those from urban (40%) or regional areas (41%).
[bookmark: _Ref468350168][bookmark: _Toc461631551][bookmark: _Toc468872718]Figure 16: Have you seen any of these before today (online/social media ads)?
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Base: All respondents (n=310)
Respondents who reported having seen or heard any of the campaign material were asked what they thought were the key messages of the ads. This was an open question to which respondents could answer multiple responses to. As shown in Figure 17, the most commonly cited key messages were ‘trying to get them to quit smoking’ (44%) followed by ‘you should quit for your kids/family’ (40%), and quitting has health benefits (33%).
[bookmark: _Ref468350180][bookmark: _Toc461631552][bookmark: _Toc468872719]Figure 17: What would you say were the MAIN things the ads were trying to say to you?
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Base: Respondents who had reported seeing any Don’t Make Smokes Your Story ads (n=222)
To assess exposure to Don’t Make Smokes Your Story at community outreach programs and events, respondents were asked if they had seen or heard anything else about Don’t Make Smokes Your Story at community events (including NITV’s League Nation). As shown in Figure 18, 28% of respondents reported seeing Don’t Make Smokes Your Story somewhere else. Consistent with the previous material described earlier, significantly fewer respondents from remote areas reported seeing the campaign at these events (13%) compared to those from urban (38%) and regional areas (29%).
[bookmark: _Ref468350191][bookmark: _Toc461631553][bookmark: _Toc468872720]Figure 18: Have you seen or heard anything else about the ‘Don’t Make Smokes Your Story’ campaign anywhere such as music festivals, on NITV’s League Nation or at community events or activities?
[image: ]
Base: All respondents (n=309)
As shown in Figure 19, three quarters of all respondents (75%) reported seeing or hearing Don’t Make Smokes Your Story in some form, with the TVC being the most commonly seen (59%). Overall, significantly fewer respondents from remote areas reported having seen the campaign in any form (58%), than those from regional (81%) and urban areas (80%). Exposure varied based on age, with 83% of respondents aged 41 years and older reporting hearing or seeing the campaign in some form, 78% of respondents aged 15 to 17, and 69% of respondents aged 18 to 40.
[bookmark: _Ref468350199][bookmark: _Toc461631554][bookmark: _Toc468872721]Figure 19: Overall proportion of respondents who reported seeing Don’t Make Smokes Your Story in any form
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Base: All respondents (n=310)
Campaign Impact
Respondents who reported seeing or hearing any of the Don’t Make Smokes Your Story campaign material (n=237) were asked what, if anything, they had done as a result of seeing these ads. This was an open response question and multiple responses were accepted. As shown in Figure 20, the most commonly cited actions were ‘cutting down the amount they smoke’ (27%), ‘discussing smoking and health with family/friends’ (20%) and ‘quit smoking’ (9%). Thirty-four percent of respondents reported they had done nothing and 7% did not know. By way of comparison, Figure 21, shows the results of the same question from the Break the Chain 2011 evaluation. Comparison of the results from the two surveys shows that the four most commonly cited actions were the same for both campaigns. However a higher proportion of respondents exposed to Don’t Make Smokes Your Story reported taking action of some kind as a result of being exposed to the campaign (58%) compared to Break the Chain (48%). 
[bookmark: _Ref468350213][bookmark: _Toc461631555][bookmark: _Toc468872722]Figure 20: What, if anything, have you done as a result of seeing these ads? 
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Base: Respondents who had reported seeing any Don’t Make Smokes Your Story ads (n=237)
[bookmark: _Ref468350226][bookmark: _Toc461631556][bookmark: _Toc468872723]Figure 21: Actions taken as a result of exposure to Break the Chain, results from the 2011 Break the Chain evaluation
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Base: Respondents exposed to any Break the Chain ads from the 2011 evaluation (n=302)


Respondents who reported seeing or hearing any Don’t Make Smokes Your Story campaign material were asked what, if anything, they will do in the next month in response to seeing the ads. As shown in Figure 22, the most commonly cited intentions were ‘reduce the quantity of cigarettes they smoke’ (30%), ‘quit smoking’ (26%) and ‘discuss smoking and health with others’ (19%). Seventeen percent of respondents reported no intentions and 11% did not know. Figure 23, shows the results of the same question from the 2011 evaluation of Break the Chain 2011. As with the results for actions already taken, the four most commonly cited intentions were consistent for both campaigns. Again, a higher proportion of respondents exposed to Don’t Make Smokes Your Story reported the intention to take some action (72%) compared to those exposed to Break the Chain in the 2011 evaluation (50%).
[bookmark: _Ref468350234][bookmark: _Toc461631557][bookmark: _Toc468872724]Figure 22: What, if anything, will you do in the next month in response to seeing these ads?
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Base: Respondents exposed to any Don’t Make Smokes Your Story ads (n=237)


[bookmark: _Ref468350250][bookmark: _Toc461631558][bookmark: _Toc468872725]Figure 23: Actions planned in the next month as a result of exposure to Break the Chain, results from the 2011 Break the Chain evaluation
[image: ]
Base: Respondents exposed to any Break the Chain ads from the 2011 evaluation (n=302)


In order to obtain a read on the level of exposure to other campaigns, respondents were shown key images from the Break the Chain and Quit for You, Quit for Two TV ads and asked if they had previously seen them. As shown in Figure 24, just under two thirds of respondents reported seeing Break the Chain (65%) and 38% reported seeing Quit for You, Quit for Two. Respondents from regional areas were more likely to report exposure to the Break the Chain campaign (79% compared with 67% from urban and 39% from remote areas). There were no significant differences by geography in terms of exposure to Quit for You, Quit for Two.
[bookmark: _Ref468350260][bookmark: _Toc461631559][bookmark: _Toc468872726]Figure 24: Have you seen this ad (for both Break the Chain and Quit for You, Quit for Two)?
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Base: All respondents (n=308-309)


Respondents who reported being exposed to any Don’t Make Smokes Your Story, Break the Chain or Quit for You, Quit for Two ads, were asked if the campaigns communicated a number of messages (listed in Figure 25). As shown in Figure 25, the messages that respondents most commonly felt were communicated to them were ‘you can quit smoking for a better future for you and your family’ (97%), ‘smoking affects others’ (96%) and ‘there is support available to help you quit’ (94%). Less resonant were messages around the quit tools available, these being ‘call the quitline’ (71%) ‘visit the Quitnow website’ (65%) and ‘download the MyQuitBuddy app’ (58%). 
[bookmark: _Toc461631560][bookmark: _Toc468872727]Figure 25: Do you think the ad communicated this message to you?
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Base: Recognised any of the Don’t Make Smokes Your Story, Break the chain or Quit for You, Quit for Two ads (n=269-273)


[bookmark: _Toc468272009][bookmark: _Toc468272265]Conclusion
The evaluation research suggests that the Don’t Make Smokes Your Story campaign has delivered against all key campaign objectives. 
Seventy-five percent of the target audience of Indigenous smokers aged 15 years and over, reported being aware of the campaign. This is a similar total reach to that achieved by the Break the Chain campaign when initially launched. In terms of the reach of individual channels, the results demonstrate the effectiveness of an integrated multi-channel strategy, with the TVC having a total reach of 59%, radio 35%, print 40%, online 34% (including 18% specifically on social media) and community events (including NITV’s League Nation) 28%.
The diagnostic performance of the TVC was very strong. In particular, it was regarded as being easy to understand (by 97% of respondents), being believable (90%) and ‘making me stop and think’ (84%). More than 70% of respondents felt that the TVC related to them, made them worry about their smoking, and would make them more likely to quit/stay quit. Importantly, the TVC has successfully encouraged smokers in a non-judgemental, positive way, with 71% of smokers saying the TVC ‘made me feel hopeful’, 63% saying it made them feel inspired, and 60% saying it made them feel empowered to quit.
The campaign was effective in conveying messaging to direct smokers to the quit smoking support tools, with a significant majority of respondents agreeing that the campaign directed them to call the Quitline (71%), visit the Quitnow website (65%) and download the My QuitBuddy app (58%).
In terms of generating behaviour change, the campaign must be regarded at this stage as being highly effective, with 58% of respondents exposed reporting they had taken some form of action. Nearly one in ten (9%) Indigenous smokers exposed to the campaign reported that they had quit as a result of the campaign, and 27% said they had reduced the amount they smoke. Substantial proportions of Indigenous smokers said they had discussed smoking/quitting with family or friends (20%), or with a doctor (8%) or health intermediary (7%). Stated future intentions to change smoking behaviour were also very high.
TVC ‘wear out’ (those reporting that they were getting sick of seeing the ad) was an acceptable 23%, though this should be monitored closely if the campaign is re-run.  Wear out against mainstream audiences should also be measured.
In summary, the campaign has delivered on the objective of creating a quit smoking campaign with a positive tone, provoking significant behaviour change in the target audience. 
[bookmark: _Toc185929606]Even allowing for some over-claim on stated intentions, the campaign has generated large numbers of quit attempts among the target audience, and contributed strongly to increased use of support tools (the My QuitBuddy app and Quitnow website) which is supported by the department’s own internal data. The research suggests that the campaign should be run again in order to capitalise on the possibility of entrenching behaviour change (long-term smoking cessation) among the target audience. 
[bookmark: _Toc468272010][bookmark: _Toc468272266]Appendix A: Evaluation Questionnaire
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[bookmark: _Appendix_B:_Don’t][bookmark: _Toc185929607][bookmark: _Toc468272011][bookmark: _Toc468272267]Appendix B: Don’t Make Smokes Your Story – Print Ads
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NTC Evaluation Survey
Department of Health

Interview Number:

Interviewnumber is the last 3 letters of the interviewers sumame and a 2 digit number starting at 01
and increasing by intervals of 1, i.e. ADA01, ADA02, ADAO3, and soon.

INTERVIEWER NAME

INTERVIEW DATE (dd-mm-yy)

RECORD LOCATION Suburb: State:

RECORD START TIME (24hr time)

RECORD FINISH TIME (24hr time)

Thank you for agreeing to participate in this survey. The survey is being conducted on behalf of the

Australian Government Department of Health. The purpose of the survey is to find out what the
community thinks about smoking and information about smoking. The survey should take around 15-

20 minutes to complete.

First, | need to ask you a few questions to find out whether you qualify to take part in the survey.

SCREENER QUESTIONS

Indigenous Identification
Interviewers to confirm wheth
Aboriginal (CONTINUE)...
Torres Strait Islander (CONTINUE) .........oooviiiiiiiiinnnnnn.
Both Aboriginal and Torres Strait Islander (CONTINUE)
Neither (THANK AND END) ..ottt e sttt e e sttt e e e ssrereessasrbeesserreeessenrees

respondent identifies as:

| Record Gender:
Male (CONTINUE)
Female (CONTINUE). ..

| 881. What is your age?

READ OUT IF NECESSARY:

Less than 15 years old (THANK AND END) .....ooiiiiiiiiiiiii et e 1
15-17 (GO TO $S2)
18-24 (GO TO $S2)
25-29 (GO TO $S82)
30-34 (GO TO SS82)..
35-40 (GO TO SS82)..
41 and over (GO TO SS2) ..
Refused (THANK AND END
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INTERVIEWERS - CHECK AGE AND GENDER QUOTAS

§S2. How often, if at all, do you currently smoke cigarettes? Do you smoke them...

READ OUT

Daily (CLASSIFY AS SMOKERAND GO TO SS5)...cciutriiiieirieiiierreeiieesiereessseee s e e 1
At least weekly (CLASSIFY AS SMOKER AND GO TO SS5)
At least monthly (ASKSS3)...uuiiviiiiiiiiiiiiiii e
Less often than monthly (ASK SS3)..
Not at all ASK SS3).....ccccevveeen.

Refused (THANK AND END)

SS3. Have you ever smoked cigarettes at least weekly?

Yes (ASK SS4) ...
No, never (THANK AND END) ..
Can’t say (THANK AND END)

$84. Did you stop smoking cigarettes at least weekly within the last 12 m

Yes (CLASSIFY AS RECENT QUITTER AND GO TO SS5)
No — it was longer than 12 months ago or longer (THANK AND END).
Can’t say (THANK AND END)

‘ $85: SAMPLE SUMMARY:

SS2=Daily or weekly (RESPONDENT IS A CURRENT SMOKER — GO TO SECTION A) ......... 1
SS4=Yes (RESPONDENT IS A RECENT QUITTER — GO TOSECTION C)....
None of the above (NOBODY IN QUOTA. END INTERVIEW)..........c.........

THANK AND END TEXT: Unfortunately, you don’t qualify for our survey as we are looking to speak

with people who currently smoke, or who have recently quit smoking. Thank you very much for your
time. INTERVIEWER CHECK: ATLEAST 85% CURRENT SMOKERS
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SECTION A: CURRENT SMOKERS’ QUITTING ATTEMPTS & EXPERIENCE

A1 Have you ever tried to quit smoking?

No (GO TOAT)...
CANE SAY (GO TO AT ettt eeeeteseteeeies sttt es et eeseresaes et et seseetsens et st snersesees %8

A2 How many times have you tried to quit smoking?

Your best guess will do

Once ...
Twice ..
Three times....
Four times
Five times
6-10 times
More than 10 times.
[ T o YO PP PPPPPPRt ...98

NN WN =

A3 Which, if any, of the following have you ever done to help you quit smoking?

READ OUT. MULTIPLES ACCEPTED.
Quitting Aids

Used Nicotine Replacement Therapy (patches, gum, inhaler, lazenges etc)..... |
Used Zyban

Used Champix....

Advice

Rung the Quitline .
Visited the Quitnow website ...5
Used a quitsmoking app such as My QuitBuddy or Quit For You, QuitFor Two.................cc.c.o.c. 6

(PLEASE SPECIFY):
Asked your doctor for help to quit (including health nurses, Aboriginal Medical Senvices) ...
Asked a pharmacist/ cther health professional for advice on quitting
Taken part in Quit smoking programs (individual or group) .............
Used an online/internet support tod such as an online Quitcoach

No quitting aids or advice

GAVE UP ON ITIY OWINL ..ttt e e e ettt e e et ee e ettt bt oo a4 e e e e e et bb s et e e e e e e bt e e eba s sa e e e e e eebbeeenans 11
Other

OB e 96
(SPECIFY):

Can't say (DO NOT READ OUT) ..eiiiiiiiiiiee ittt ettt 98

None (DO NOTREAD OUT)....coooiiiiiiiiiicie st e 12
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A4 How long ago did you (last) try to quit smoking?

1. Record days:
or

2 Record weeks:
or

3 Record months:
or

4. Record years:

98. | Can't say
99. | Refused
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A5 Thinking about the last time you quit smoking, what, if anything, made you quit?

DO NOT READ OUT. MULTIPLES ACCEPTED

Health & Fitness

AsthmaticArouble breathing
Had a cough/ cold/ flu/ chest infection...
Health scare (E.g. pneumonia, coughing fits) ..
Heart attack
Decline in health/ bad for my health ..
Affecting myfitness..............
Cther health or fithess reason.
(SPECIFY):
Health reasons/ill Health (UNSPECIFIED, NOT CODES 1-7)...iiiiiiiiiiiiiiiieeiie et 8

Family & Friends
| became pregnant

My partner became pregnant..
Children in the house/ children's health/ role model for children/children encouraged me to quit .
Family/ partner/ parents....
Friends/ colleagues...
Family history of iliness (e.g. throat cancer).
Know someone who is ill/ has died from smoking relatediliness ...

Money
Cost/ too expensive...
Waste of money

~No o s wi

Wanted t0 SAVE MONEY .....cooiiiiiiii et e e 18
Physical Appearance

The smell (On my body/ CIOthES) ....... ... 19
Causing ageing (VHNKIES, €1C.)........uuiuuiiiiii e 20

Advertising & Promotions
Health wamings on packs.

Health waming advertisements/ anti-smoking advertisements/ health information .
Smoking SUpPOrt groups/Programs ............cooeeeeeeruuerrnnneeeeeneeeerennnens
GP or other health worker advice

Others
Just stopped/ spur of the moment.. .25
Just wanted to...........ccceeeil ... 26

Availability of cheaper NRT..

(SPECIFY):
(0221 B PSPPI 98
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A6 And how long did you stay off the cigarettes?

1. Record days:
or

2 Record weeks:
or

3 Record months:
or

4. Record years:

98. | Can't say
99. | Refused
ASK ALL CURRENT SMOKERS

A7 During the past 6 months has anybody you know been trying to get you to quit

ASK CURRENT SMOKERS WHO HAVE HAD SOMEBODY TRYING TO GET THEM TO QUIT

And who has beentrying to get you to quit smoking?

DO NOT READ OUT. MULTIPLES ACCEPTED.

PAMNEI SPOUSE .......ciiiiiiiititi ettt ettt e e e s e e e e e e e e e bbb e e e e e eeeaees 1
Child/ children
Sibling (brother or sister)
Parents/ guardians
Other family member (e.g. aunts and uncles)..
Friend/ flatmate/ work colleague.............
Doctor/ medical practitioner/ health worker..
OFREE e

(SPECIFY):
DION"E KNMOW. ...ttt ettt e e e e et ettt e et s e e e e e e e et b et e e 98
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ASK ALL CURRENT SMOKERS

A%a On a scale of 1-10, how much do youwant to quit smoking? Where 1 isnot atalland
10 is very much?

by quit we mean stop totally.

T Not at all
2

3

4

5

6

7

8

9

10.... ....Very Much
98... ....Can't Say

ASK ALL CURRENT SMOKERS

ASb Do you intend to quit smoking?

YOS (GO TO ATO)... . eiieei ittt e ittt et e e ettt e e e sr et e e e s s e e e s snn e e s s reee s annree e e e ennees 1
No (GO TOA12)
Don't know (GO TO A12)

ASK CURRENT SMOKERS WHO INTEND TO QUIT.

A10  Are you planning to quit?

READ OUT
Within the next month
Within the next 6 months

Sometime in the future, beyond 6 months ...
Don't know (DO NOT READ OUT)

A12 | would now like to ask you how much you agree or disagree with the following

statements about smoking and quitting.

Strongly | Agree | Neither Disagree | Strongly | Don’t

Agree agree nor disagree | Know
disagree
b. | You are confident you 1 2 3 4 5 98

could quit smoking if you
wanted to
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A13  How much do you think you would benefit financially if you were to quit smoking in

the next 6 months?

READ OUT

INOE Gt @l et a e aaee 1
Slightly

Moderately .3
Very much )
Extremely ... .5

Don’t know (DO NOT READ OUT)
Refused (DO NOT READ OUT).....icciiiiiiiiiie it

A14  How much do you think your health would benefit if you were to quit smoking in the

next 6 months?

READ OUT

Not at all..
Slightly ....
Moderately ..
Very much
Extremely ...
Don’t know (DO NOT READ OUT)
Refused (DO NOT READ OUT)
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SECTIONB SMOKING & HEALTH (CURRENT SMOKERS)

B2 How much, if at all, has smoking damaged your health? Would you say....

READ OUT

Not at all..
Just a little.
A fair amount..
A great deal

Don't know (DO NOT READ OUT)
Refused (DO NOT READ OUT) ittt ittt ettt e e e e ee e e e e e e e sneeeeeneeeeees

B3 How much, if at all, has your smoking affected the health of others? Would you

say....

READ OUT

Not at all..
Just a little.
A fair amount..
A great deal
Don't know (DO NOT READ OUT)
Refused (DO NOT READ OUT) Luuuutuiiiiiiiiiie i s st s ettt e eeeeeerasssassssseeieeeeeeeeebreeeraeeaaaaas

BS. How worried are you, if at all, that smoking WILL damage your health in the future?

Would you say you are...
READ OUT

Not at all worried (GO TO SECTION D)...
A little worried (GO TO SECTION D.......
Moderately worried (GO TO SECTION D)
Very worried (GO TO SECTION D)

Don't know (DO NOT READ OUT: GO TO SECTION D)
Refused (DO NOT READ OUT:GO TO SECTION D).....vvvvieerrieiieeiriiiieesieiree s ssinie e
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SECTIONC RECENT QUITTERS QUITTING ATTEMPTS & EXPERIENCE

C1. You mentioned earlier that you smoked cigarettesin the past. Approximately how
long ago did you quit smoking?

1. Record days:
or

2 Record weeks:
or

3, Record months:
or

4 Record years:

98. | Can't say
99. | Refused

Not including the most recent time, how many times have youtried to quit smoking?

Your best guess will do

Three times
Four times
Five times
6-10 times ..
More than 10 times
Can't say

On average, how many cigarettes did you smoke before you quit?

‘ C4. Is it likely or unlikely that you’ll be able to stay quit?

ENCOURAGE BEST GUESS
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‘ C5. What, if anything, made you quit?

DO NOT READ OUT. MULTIPLES ACCEPTED

Health & Fitness

AsthmaticArouble breathing
Had a cough/ cold/ flu/ chest infection .
Health scare (e.g. pneumonia, coughing fits) .
Heart attack
Decline in health/ bad for my health .
Affecting myfitness ...
Other health or fitness reason ..

(SPECIFY) :
Health reasons/ill health (UNSPECIFIED, NOT CODES 1-7) .iiiiiiiiiiiiiiiieeiie e s 8

Family & Friends
| became pregnant
My partner became pregnant .
Children in the house/ children's health/ role model for children/children encouraged me to quit
Family/ partner/ parents
Friends/ colleagues ...
Family history of iliness (e.g. throat cancer)
Know someone who is ill/ has died from smoking related illness

Money
COSY 00 EXPENSIVE ..o 16
Waste of money
Wanted to save money.

Physical Appearance
The smell (On mybody/ clothes) ...
Causing ageing (Wrinkles, etc.) ...

Advertising & Promotions
Health wamings on packs
Health waming advertisements/ anti-smoking advertisements/health information
Smoking support groups/programs
GP or other health WOrker adVICE ... e

~No O swl

Others

Just stopped/ spur of the moment .
Justwanted 1o ..o
Availability of cheaper Nicotine Replacement Therapy ...
BT e

(SPECIFY) :
AN SAY o 98

1
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C6. Which, if any, of the following have you ever done to help you quit smoking?

READ OUT. MULTIPLES ACCEPTED.
Quitting Aids

Used Nicotine Replacement Therapy (patches, gum, inhaler, lozenges etc))....
Used Zyban
Used Champix ....

Advice

Rung the QUIIINE ... s 4
Visited the Quitnow website .
Used a quitsmoking app such as My QuitBuddy or Quit For You, Quit For Two ........................ 6

(PLEASE SPECIFY)
Asked your doctor for help to quit (including health nurses, Aboriginal Medical Services) ........... 7
Asked a pharmacist/ cther health professional for advice on quitting ....
Taken part in Quit smoking programs (individual or group) .........
Used an online/internet support tod such as an online Quitcoach

No quitting aids or advice

GAVE UP ON IMIY OWIN .ttt e et eeet ittt e ettt ettt e e e e et ee e e e bt e e e e e e e e e e e e bbeebb s e e neeeeeebeneans 11
Other

OB e 96
(SPECIFY):

Can't say (DO NOT READ OUT) ..iiiiiiiiiiie ettt 98
None (DO NOTREAD OUT)....ciiiiiiiiie ettt ettt ettt e e e 12

ASK THOSE WHO HAVE HAD SOMEBODY TRYING TO GET THEM TO QUIT
‘ C8. And who wastrying to get you to quit smoking?

DO NOT READ OUT. MULTIPLES ACCEPTED.

PAMNEI SPOUSE ......coiiiiiiiiiiti ettt e ettt e e e s e e e e e et bbe et eeeeeeaaees 1
Child/ children
Sibling (brother or sister)
Parents/ guardians
Other family member (e.g. aunts and uncles)
Friend/ flatmate/ work colleague
Doctor/ medical practitioner/ health worker ....

(SPECIFY):
[ o T PP PPPPPPPORt 98
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SECTIOND ATTITUDES TOWARDS SMOKING AND QUITTING (EVERYONE)
(ASK ALL)

D1 1 will now read out some statements about smoking and quitting. How much
do you agree or disagree that ...

Do you strongly agree, agree, neither agree nor disagree, disagree or strongly
disagree?

Strongly| Agree | Neither |Disagree | Strongly | Don’t
Agree agree nor| disagree | Know
disagree

a. [Australians generally 1 5 3 4 5 9
disapprove of smoking

b. |Aboriginal and/or Torres 1 5 3 4 5 9
Strait Islander community
leaders where you live
disapprove of smoking

c. [Smoking is widely 1 5 3 4 5 9
disapproved of in my
community

d. [There are more positives 1 5 3 4 5 9
from smoking than
negatives

e. |Quitting smoking is easy 1 5 3 4 5 9

f. [It's never too late to quit 1 5 3 4 5 9
smoking

g. |Quitting will reduce your
risk of sickness caused by 1 2 3 4 5 s
smoking

h. | There are many benefits 1 5 3 4 5 9
to quitting smoking

i. |If youwant to quit 1 5 3 4 5 9
smoking you should never|
give up trying

j. |You're more likely to stay 1 5 3 4 5 9
quit with support

I. [If you had to do it over 1 5 3 4 5 9
again, you would not have
started smoking
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D2 In your opinion, what, if any, are the benefits to you of quitting smoking?

DO NOT READ OUT. MULTIPLES ACCEPTED

Decreased risk of premature death/ less likely todie early .............cccooeiiiii 1
Decreased risk of cancer
Decreased risk of stroke.
Decreased risk of heart disease
Decreased risk of ather diseases/ illness/ getting sick
Improved smell and taste
Improved lung function/breathing
Improved blood flow to the skin

Improved fitness/ general health
Fewer complications during pregnancy/healthier baby ...

Save money/ more money |
Kids/ family would lke it ..., 12
Not being a bad role model to others in the family or community ....... .13

Stopping cthers from being exposed to cigarette smoke (passive smoking) ... 14
Easier when going out
Not smelling like smoke/ cigarettes
Other benefit ...

(SPECIFY):
No benefits ...
Don’t know ...
Refused

SECTIONE SMOKING INDOORS
ASKALL

E2 If someone wanted to smoke in your house, which of the following be st describes

what they usually can do?

READ OUT. SINGLE ANSWER ONLY

Smoke anywhere inside the house ..., 1
Smoke inside the house, but only in certain rooms, or
Smoke outside only
Smoking not allowed inside or outside (DO NOT READ OUT)
Don’t know (DO NOT READ OUT)
Refused (DO NOT READ OUT) .....ccveenee
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SECTIONF ADVERTISING AWARENESS (EVERYONE)
Unprompted Recall

The next few questions are aboutadvertising

F1 In the past six months, have you seen or heard any information or ads
about the dangers of smoking, or encouraging you to quit smoking?

Can’t Say (GO TOF4) ...

i. Can you please describe the first ad that comes to mind? And what wasthe ad
trying to say?

RECOI RESPONSE! ...ttt ettt e et e et ettt s e e s e e et e ebeeetba e eaaaeaaaees

F3 ii. Can you please describe the next ad that comes to mind? And what was the ad
trying to say?

RECOI RESPONSE! ...ttt ettt e et e et ettt s e e s e e et e ebeeetba e eaaaeaaaees

Don’t know..
Refused
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Don’t Make Smokes Y our Story’ Campaign — Prompted Recall
(ASKALL)

F4 | am now going to show youa recent TV ad and | would like to know if you have seen
18

Have you seen this ad before today?

IF YES ASK WHERE, MULTIPLES ACCEPTED

Yes —seenon TV
Yes —seen online (youtube, facebook, efc). 2
Yes —bothon TV and online..................... 3
Yes —seen but nat sure where.... )
No (GO TOF7) wcuveeeenens .5

9

3

Don’t know (GO TO F7)
Refused (GO TO F7)
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(ASK IF SEEN DON'TMAKE SMOKES YOUR STORY AD, HIDE TV AD BEFORE ASKING)

F5 Thinking about this ad, to what extent do you agree or disagreeiit ...

Do you strongly agree, agree, neither agree nor disagree, disagree or strongly disagree?

Strongly | Agree | Neither | Disagree | Strongly | Don’t
Agree agree nor disagree | Know
disagree
a. | Was easy to understand 1 2 3 4 5 98
b. | Taught me something new 1 2 3 4 5 98
c. | Makes me stop and think 1 2 3 4 5 98
d. | Is believable 1 2 3 4 5 98
e. | Makes me feel 1 2 3 4 5 98
uncomfortable
f. | Relates tome 1 2 3 4 5 98
g. | Makes me feel worried 1 2 3 4 5 98
about my smoking/past
smoking
h. | Makes me more likely to try 1 2 3 4 5 98
to quit/continue not to
smoke
i. | Makes me feel empowered 1 2 3 4 5 98
to quit/continue to not
smoke
j. | Makes me feel hopeful 1 2 3 4 5 98
k. | Makes me feel inspired 1 2 3 4 5 98

(ASK IF SEEN DON'TMAKE SMOKES YOUR STORY AD)

F6 And how much do you agree or disagree that you are getting tired of seeing thisad?

Do you strongly agree, agree, neither agree nor disagree, disagree or strongly disagree?

STIONGIY AOTEE ... .o 1
Agree
Neither agree nor disagree .
Disagree
Strongly disagree ...
Don’t know (DO NOT READ OUT) ...
Refused (DO NOT READ OUT)
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F7 There isalso a radio version of this ad. | am going to play you the ad and would like
to know if you have heard it.

(IF RECORDING DOES NOT PLAY BACK PROPERLY, READ SCRIPT: “Over the years, I've
had my battles with smokes. My lungs got pretty bad, sometimes | could hardly breathe. I'm not
sure why | smoked; | just did. | wanted to be there for my kids, so | quit. I've quit before; | just kept
trying. | get to see their smiles every day. Mumand the Aunties are pretty happy too. They didn’t
want me to die from smokes like Dad did. My name is Ted, and family is my story. Don’t make
smokes your story. For help download the My Quitbuddy app, call the Quitline, or visit quitnow.”

Have you heard this ad before today?)

Don’t know
Refused

F8 There are also print versions of this ad that might be used in magazines,
newspapers or out of home posters/billboardsin shopping centres or at bus stops.

(SHOW PRINT ADS)

Have you seen any of these before today?

Yes —seen in magazine or newspaper
Yes —seen out of home posters or billboards
Yes —seen, but not sure where

Don’t know
Refused

F9 There are also versions for online or social media.

(SHOW ONLINE/SOCIAL MEDIA ADS)

Have you seen any of these before today?

YES —SEENONNNE .....iiiiiiiiiii e ettt et e et
Yes —seen insocial media (e.g Facebook) ...
Yes —seen, but not sure where .............

Don’t know.
Refused ...
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(ASK IF SEEN ANY 'DON'TMAKE SMOKES YOUR STORY’ TELEVISION, RADIO, MAGAZINE,
NEWSPAPER, OUT OF HOME OR ONLINE ADS)

F10  Thinking about any of the television, radio, magazine, newspaper, out of home or
online ads| have just described to you, what would you say were the MAIN things the ads

were trying to say?

DO NOT READ OUT, MULTIPLES ACCEPTED

Smoking causes cancer (unspecific) .........
Smoking causes lung cancer heait disease’ stroke
Smoking causes breathing difficulty ...................
Quitting smoking is possible/ everyone can quit
You should quit smoking for your kids/family ..
Smokingkills (unspecific) .....................
Quitting is tough but keep trying
Your smoking affects others/ your family/ your kids/your community .
Smoking is dangerous/ bad

OCO~NOUTA WN =

Quit smoking

Quitting has financial benefits . L
Quitting has health benefits ....... 12
Don’t make smokes yourstory .............. .13
There is support available to help you quit .. .14
Visityour local health senvice ................ .15
Download the My QuitBuddy app .. ....16
Call the Quitline ..................... A7

Visit the quitnow website .
Other

(SPECIFY):
DION"E KNMOW. ...ttt ettt e e et e e ettt e b e e e e e e et e et b e e e e eeaaee 99
REFUSEU.....cceeee e et 98

Don’t Make Smokes Your Story Belowthe Line — Prompted Recall
(ASK ALL)

F11 As well as being on air inadvertising Don’t Make Smokes Your Story hasbeen
featured at community events and other activities.

Have you seen or heard anything else about the ‘Don’t make smokes your story’ campaign
anywhere such as music festivals, on NITV’s league nation or at community events or
activities?
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Break the Chain - Prompted Recall
(ASK ALL)

F12 | am now going to show you some picturesfrom another recent TV ad and | would
like to know if you have seenit. You may have also seen imagesin posters, print or online.

Have you seen thisad?

Quit for You Quit for Two — Prompted Recall
(ASK ALL)

F13 |1 am now going to show you some picturesfrom another recent TV ad and | would
like to know if you have seenit. You may have also seen imagesin posters, print or online.

Have you seen thisad?
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Key Campaign Message Takeouts
(ASK IF RECOGNISED ANY ELEMENT OF THE ABOVE MENTIONED CAMPAIGNS)

F14  Whether or not you have seen ALL of the ads shown to you today, we are
interested in YOUR THOUGHTS about the ads you saw.

Please tell me if you think the ads communicated each of the following ornot ... we

don’twant to know if you think the statementis true, we want to know if you felt that
this is whatthe ad wastrying to say to you.

READ OUTEACH STATEMENT ... THEN ... Do you think the ad communicated this
message toyou?
Yes No Don’t know

a. There are many short and long 1 5 98
term health benefits to quitting
smoking

b. There are financial benefits to 1 5 98
quitting smoking

c. You can quit smoking for a 1 5 98
better future for you and your
family

d. Quitting can be tough but it is 1 5 98
possible

e. If you want to quit smoking you 1 5 98
should never give up trying

f. Y our smoking affects others/your 1 5 98
family /your kids/your community

g. Disease and dying from smoking 1 5 98
is not normal

h. When you choose to quit 1 5 98
smoking there is support
available to help you quit

i. You are more likely to stay quit 1 5 98
with support

). Call the Quitline 1 5 98

k. Visit the Quitnow website 1 5 98

[ Download the My QuitBuddy app 1 2 98

m. Visit your local health service 1 5 98
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Direct Influence of the Campaign

(ASK IF RECOGNISED ANY ELEMENT OF THE DON'TMAKE SMOKES YOUR STORY
CAMPAIGN)

F156  What, if anything, have you done as a result of seeing these ads?

MULTIPLES ACCEPTED, DO NOT READ OUT

Discussed smoking and health with family/friends ..............ccccccoiiii e,
Discussed smoking and health with trusted person / community intermediary
Changed the ty pe of cigarettes | smoke ..
Cut down the amount | smoke ............

1

2

3

)

Stopped/quit smoking ........... .5
6

7

8

9

Rung the "Quit" help line......
Read "howto quit” literature
Accessed Quit information from a website.
Askedyour doctor/ health worker for help to quit
Began taking Nicotine replacement therapy (NRT), or other pharmaceutical stop smoking
product
Set adateto give up SMOKING .....covvumiiiiiiiieiiii e,

Asked your phamacist/ather health professional for advice on quitting..
Downloaded the My QuitBuddy smartphone app..................ccccceeee .13
Visited the quitnow website....................... .14
OB e 15

(SPECIFY):
Done nothing....
Don’t know....
Refused

(ASK IF RECOGNISED ANY ELEMENT OF THE CAMPAIGN)

F16  What, if anything, will you do in the next month inresponse to seeing these ads?

MULTIPLES ACCEPTED, DO NOT READ OUT

Discuss smoking and health with cthers ..
Change the ty pe of cigarettes | smoke ....
Reduce the quantity of cigarettes | smoke ..
Stop/quit SMOKING ......ucvveiieiiniiiiiiiienn,
Ring the"Quit" help line
Read "howto quit” literature
Access Quit information from a website.......
Ask your doctor/ health worker for help to quit
Begin taking Nicotine replacement therapy (NRT) or other pharmaceutical stop smoking products 9
Download the My QuitBuddy smartphone app .10
Visit the quitnowwebsite..........................
Other. ..o,

CO~NOUTR WN =

(SPECIFY):
No intentions.....
Don’t know....
Refused





image49.png
NTC 2016 FINAL post-campaign survey 23

SECTION G USE OF APPS (EVERYONE)
ASKALL

G1. I’'m going to show you some images of phone apps developed to help people quit
smoking.

Have you seen this app before today?

ACCEPTMULTIPLE RESPONSES
IF YES, PROBE WHERE/ WHETHER DOWNLOADED

Yes — | downloaded it (ASK G2)
Yes — | sawit onsomeone else’s phone (GO TO SECTION H).
Yes —inanad (GO TO SECTION H) .....ooovviviiiiiiiiiiiiieeieeees
Yes —seen, but not sure where (GO TO SECTION H).
No (GO TOSECTIONH)....
Don’t know (GO TO SECTIO
Refused (GO TO SECTION H)

G2. How useful did you find the My QuitBuddy app? Wasit...?

READ OUT

VEIY USEIULL ...ttt e e e et et 1
Somewhat useful ...
Not at all useful......
Don'’t know (DO NOT READ) ..
Refused (DO NOT READ)
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SECTIONH DEMOGRAPHICS
ASKALL

Now | just have a few simple questions about your use of TV, the internet and other media.

‘H1. How often do you...
Daily | A few | A few |Once a|Never|Refused
times a|timesa| month
week [ month | or less

a. [Watch commercial free-to-air television] 1 2 3 4 5 99
channels 9, 7, 10,or SBS and NITV
(not ABC)?

b. |Watch Pay TV channels? 1 2 3 4 5 99

c. [Watch catchup TV (like Tenplay or 1 2 3 4 5 99
7Two)

d. |Listen to commercial radio stations (not| 1 2 3 4 5 99
including ABC)

e. |Listen to an Indigenous radio station 1 2 3 4 5 99

f. |Read an Indigenous newspaper (like 1 2 3 4 5 99
the Koori Mail or the National
Indigenous Times) online

g. |Read an Indigenous newspaper (like 1 2 3 4 5 99
the Koori Mail or the National
Indigenous Times) in hard copy

h. |Read (other non-Indigenous specific) 1 2 3 4 5 99
newspapers —online

i. |Read (other non-Indigenous specific) 1 2 3 4 5 99
newspapers —in hard copy

j. |Read magazines 1 2 3 4 5 99

k. |Access social media (like Facebook, 1 2 3 4 5 99
Instagram, snapchat) on mobile phone

I. |Access social media (like Facebook, 1 2 3 4 5 99
Instagram, snapchat) on a tablet or
computer

m.|Use the Internet to search for 1 2 3 4 5 99
information or to read articles or view
video clips on a mobile phone

n. |Use the Internet to search for 1 2 3 4 5 99
information or to read articles or view
video clips on a tablet or computer

0. [Go to the cinema / movies 1 2 3 4 5 99
Read about health information on 1 5 3 4 5 99

P- |social media
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To make sure we've spoken with a good range of people, I'd like to ask you a few final questions.

H2 Do you speak an Aboriginal or Indigenous language at home?

‘ H3 In your household, what isthe main income earner'sjob?

PROBE IF NECESSARY.
IF RETIRED OR NOT CURRENTLY WORKING, PROBE FOR PREVIOUS OCCUPATION IF ANY

Manager
Professional

Community or personal service worker
Clerical or administrative worker .........
Sales worker ...........ccceeeiieeenns

Machinery operator or driver ..
Labourer
Student ..

‘ H5 Can you please tell me what is your highest le vel of education?

Some primary school

Finished primary school ...
Some secondary schod ..
Finished secondary school .......................

Some tettiary education (university or college) ..
Finished tertialy education .......................
Higher degree or higher diploma (e.g. PhD,
Can'’t say
Refused

SR nswn

©©*
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H8 Have you beentold by a doctor or nurse that you currently have any of the following

health conditions:

READ OUT. MUTIPLES ACCEPTED

Arthritis ...
Asthma ...
Heart diseas:
Have had, or at risk of, strt
Chronic kidney disease ...
Cancer of any kind
Mental Health problems such as Depression
Type 2 Diabetes
Oral Disease (e.g. Gum disease) ..
OStEOPOIOSIS ....oevieviviiiii et
Chronic Obstructive Pumonary Disease (COPD) .
No (DO NOTREAD OUT) .oveceveeiiiiee e
Can’t say (DO NOTREAD OUT) .iiiiiiiiiiiiiiii et

‘ H9 Broadly speaking, what isthe gross annual income of your household before tax?

(GROSS = INCOME FROM ALL SOURCES (E.G. WAGES, SALARY, RENT, DIVIDENDS,
GOVERNMENT PAYMENTS) FOR ALL PEOPLE LIVING IN THE HOUSEHOLD)

READ OUT

Under $15,000
$15,000 to under $30,000
$30,000 to under $60,000 ...
$60,000 to under $90,000 ...
$90,000 to under $120,000 .
$120,000 to under $150,000
$150,000 or more .....
(Refused)

SNourwn

o -
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For quality control purposes we may contact you again just to ask you about your experience of being
interviewed today. We will not be asking you to do another survey.

The Department of Health just wants to make sure that you were actually interviewed and that you
were happy with the way the interview went, and that y ou thought the interview was conducted
fairly. We will remove your contact details when all interviewing is completed.

Can | just confirm your name and phone number?
Respondent’s Name: ...........ccccoiiiiiiiiiiiiiiiiieis
Respondent’s Phone: (....... )

Respondent’s Signature: (confirming they have received their incentive):

CLOSE: That's the end of the interview. Thanks so much foryour help it has been very helpful.
Just in case you missed it my name is (...) and this survey was conducted for the Department of
Health.

IF NECESSARY : Ifyou have any queries about this survey, or would like any further information, you
can call us on 02 8912 5605 between 9am and 5pm Sydney time.

As this is a market research interview, | can assure youl it is carried out in compliance with the
Australian Privacy Act and the information you provided will be used only for research purposes.

IF ASKS FOR FURTHER INFORMATION ON SMOKING AND QUITTING:
www.quitnow.gov.au - Quitline 137 848

INTERVIEWER TO COMPLETE BEFORE SIGNING

| have informed the respondent of the purpose of the research and their rights.

| have informed the respondent that their identity will be kept confidential and that any information
they supply will only be used for the purposes of the research.

| have informed the respondent of their right to stop the interview at any time and / or ask that the
information provided not be used.

The respondent has consented to participate.

Signature:

Interviewer Name:

Date: / /2016
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"L QULT FOR MY FAMILY

Your story is what you make it. Quit smoking today for a better future for
you and your family. For help, visit your local health service, download
the My QuitBuddy App, call the Quitline or visit the Quitnow website.

Quitline. ‘@ Quit Now:
Australian Government 137848 R7/SUiEEdY australia.gov.au/quitnow

Authorised by the Austratian Government, Capital Hill, Canberra.
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Your story is what you make it. Quit smoking today for a better future for
you and your family. For help, visit your local health service, download
the My QuitBuddy App, call the Quitline or visit the Quitnow website.

Quil'line. ‘@ Quit Now:
Australian Government 137848 My QuitBuddy

Authorised by the Australian Government, Capital Hill, Canberra.
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Family is Ted's Story. Don't Make Smokes Your Story.

- Australian Department of Health ©

1 don't want to miss special moments. Quiting's tough but worth it
Download MyQuitbuddy

1Quit For My Family

Dot Make Smokes Your Story

” Leam More
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It used to be hard keeping up. The longer | stayed quit the easier it got
Wi quitnow gov.au
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Mum, Aunty and the family. It's great to be smoke free. For help go to
www.quitnow gov.au
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