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Figure 1: Interviewers by location
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1 Executive Summary

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.

1.1 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.

1.2 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

2016 ORC International AU3000230
Page 7 of 65



ORIC

INTERNATIONAL

the campaign reported that they intended to quit smoking within the next month, and 30% intended to
reduce the amount they smoked.

1.3 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.
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2 Introduction

2.1 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.

2016 ORC International AU3000230
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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.

2.2 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.

2016 ORC International AU3000230
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3 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).

3.1 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.

3.2 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.

3.3 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.

2016 ORC International AU3000230
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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.

Figure 2 Benchmark sampling points and sample sizes

MIUMNGIMEI
n=13

CAIRNS
n=17

ALCE SPRINGS
n=7

TILLMERE
n=312

DUBBD
BATHURST =20
PERTH "= HEBERSHAM
REDFERM n=21
n=23
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=11
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n=14
2016 ORC International AU3000230

Page 12 of 65



ORC

INTERNATIONAL

Figure 3 Evaluation sampling points and sample sizes

MILINGIME — BAMAGA
n=1 CAIRNS

/_ n=5
ALUNCE SPRINGS GLADSTOME
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3.4 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.

3.5 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.

3.6 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

2016 ORC International AU3000230
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Your Story was Indigenous smokers and recent quitters aged 15 years and over, and therefore the
sample was intentionally focussed on this segment.

Figure 4: Respondents’ smoking status

12%

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

m Daily smoker  m Weekly smoker Recent quitter

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.

Figure 5: Respondents’ Indigenous status

11%

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

m Ahoriginal mTomes Strait Islander = Both Aboriginal and Torres Strait |slander

Base: All respondents (n=310), percentages are unweighted

As shown in Figure 6, the sample consisted of more females (57%) than males (43%).

2016 ORC International AU3000230
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Figure 6: Respondents’ gender

0% 20% 40% 60% 80% 100%
B Male M Female

Base: All respondents (n=310), percentages are unweighted

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.

Figure 7: Respondents’ age

34%

0% 20% 40% 60% 80% 100%
H Age 15-17 years  m Age 18-40 years Age 41+ years

Base: All respondents (n=310), percentages are unweighted
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4 Results

4.1 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%).

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?

0% 20% 40% 60% &0% 100%

mYes mNo = Cant=ay

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.

2016 ORC International AU3000230
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Figure 9: Can you please describe the first ad that comes to mind? Can you please describe
the next ad that comes to mind?

Cigarette packet warnings _ 2a8%
aboriginal lady/Break the chain ||| GG 2
Lung cancerdamage/diseases _ 21%

Other cancersidizeases _ 20%
auit smoking [ co
auit for health [ 12%

Quit for amitymobipeers [N 11%

Smoking causes cancer _ 11%
smoking kits [ I 10

Tedioung dad/Don't make smokes your story _ 9%
Ay myself13 auir [N 7%
auitine [N 6%
Tvad Nl [ 5%

Stop before the real suffering starts [N 4%
Throat cancenvoice box - 4%
Dangers of passive amokingfharm to others - 4%

Quitting aids - Nicorette/ patches etc. [N 3%

Never give up giving up - quitting is hardfkeep
trying/will poweretc. B %

Quit for You - Quit for 2 l 1%

Rewrte Your StonwUndes and Aunties/Help I 196
make our mob's future smaoke free

other | 2%

Dont know I 1%

0% 5% 10% 15% 20% 25%  30%

Base: Respondents who reported seeing or hearing information about the dangers of smoking in the past 6 months (n=237)
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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%).

Figure 10: Have you seen this ad before today (TVC)?

Don't know I 4%

22 10% 0% 20% 405 5% G0% 0%
Base: All respondents (n=309)

Figure 11: Where respondents reported seeing the TVC?

Seen onling I 2%

Seen on TV and online . 6%

Seen but not sure where I 3%
08

1056 2056 3056 405 50% B60% 0%

Base: Respondents who reported seeing the TVC (n=182)
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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%).

Figure 12: Thinking about this ad, to what extent do you agree or disagree it.

Was easy to understand 97%

Iz belisvable

0 ‘
o
o]
&=

-

Makes me stop and think

M akes me feel womied about-myamoking/past

smoking 6%

Relates to me

-]
Fa
&

Makes me feel hopeiul

Makes me more likely to try to quit‘continue to not
smoke

=
R

iy
*

Makes me feel inspired 63%

Makes me feel empowered to quit'continue not to

smoke 60%

= I
o ]
=

Taught me something new

Makes me feel uncom fortable

=
S

0

&=
fua
=
&
.
=1
&=
[}
=1
&=

80% 100%

%% Agree

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%).
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Figure 13: How much do you agree or disagree that you are getting tired of seeing this ad?

- - -

0% 20% 40% 650% 80% 100%
m Strongly agree mAgree MWeither agree or disagree
EDizagree W Strongly disagree Dont know

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%).

Figure 14: Have you heard this ad before today (radio ad)?

0% 20% 40% 60% &0% 1005

myes mMNo =Dont know

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
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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%).

Figure 15: Have you seen any of these before today (Print ads)?

Seen out of home posters or billboards 20%
Seen in magazine or newspaper 12%

Seen, but not sure where 24

Don't know I 3%
0% 20% 40% 60% &%
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%).
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Figure 16: Have you seen any of these before today (online/social media ads)?

Seen in social media 189%%
Seen, but not sure where &%
Seen online 7%

- I -

Dont know I 2%
0% 20% 40% G0% 0%

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%).
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Figure 17: What would you say were the MAIN things the ads were trying to say to you?

autsmokng N <
ou should quit smoking for your kids/amity ||| G -
auitting has health benefits ||| GG -
“our smoking aﬁedsuth&rs‘.-'yu_urfamilw'}ruur kids/ _ 319
Your community
Smoking causes lung cancer heart disease/ stroke ||| N ==°:
Quitting smoking is possible everyone can quit _ 22%
smoking causes cancer (unspecific) |GGG 22
Quitting has financial benefts _ 2%
Quitting is tough but keep trying ||| G 13
Smoking kills unspedific) |G 15
Don't make smokes your story ||| 14
Smeking causes breathing dificulty _ 14%
Smoking is dangerous’ bad - 10%
There iz support available to help you quit - 10%
Download the My QuitBuddy app - 6%
Call the Quitine [ 3%
istt your local health service ] 2%
other ] 2%
Visit the quitnowwebsite | 1%
Don't know - 4%
Refused | 1%

0% 10% 20% 30% 40% a0

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%).
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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?

56 X5 a5 605% ol L

H'fesz HENo Don't know W Refused

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.

Figure 19: Overall proportion of respondents who reported seeing Don’'t Make Smokes Your
Story in any form

Total Seen

73%

Seen TVC 39%

Heard radio ad 35%

Seen print ads

40%

Seen social medialonline ads

4%

Seen community outreach events

28%

Total haven't zeen 25%

[=1
&=

20% 40% 60% &0%

Base: All respondents (n=310)
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4.2 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%).
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Figure 20: What, if anything, have you done as a result of seeing these ads?

Cut down the amount | smoke _ 2%
Discussed smoking and health with family'iriends |G 20
Stoppediquit smoking - 9%

Asked your doctor / health worker for help to quit - &%

Discussed smoking and health with trusted person /
community intermediary - 7%

Began taking Nicotine replacement therapy (NRT) - B
or other pharmaceutical stop smoking product

Changed the type of cigarettes | smoke - 5%
Thought about quitting ] 5%

Downloaded the My QuitBuddy smartphone app [ 4%

Asked your phamacist/other health professional for . 4
advice on quitting

otner [J] 3%

Set a date to give up smoking I 2%

Accessed Quit information from a website I 2%
Visited the quitnow website || 1%
Rung the ‘Quit help ine || 1%

Read "howto quit’ literature | (%%
Don't know - 7%

Refused | 1%

0% 10% 20% 30%  40%  S50%

Base: Respondents who had reported seeing any Don’'t Make Smokes Your Story ads (n=237)
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Figure 21: Actions taken as a result of exposure to Break the Chain, results from the 2011
Break the Chain evaluation

Cut down the amount | smoke _ 21%

Discussed smoking and health with family’ fiends [ 1=
Stopped/ quit smoking - 5%
Azked a doctor! health worker for help to guit . 4%
Changed the type of cigarettes | smoke l 3%
et a date to give up smoking l 3%
Discussed smoking and health with trusted person I 2%
Encouraged family or fiends to quit I 2%

Began taking phamaceutical guitting aids I 2%

Asked a phamacist/ other health expert for advice

on guitting I 1%

Read howto guit literature I 1%
Rung the quit help line | 0%

Accessed Quit inforrmation from a website | 0%

other [ 5%

0% 0% 20% I0% 40% S50%  60%

Base: Respondents exposed to any Break the Chain ads from the 2011 evaluation (n=302)
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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%).

Figure 22: What, if anything, will you do in the next month in response to seeing these ads?

Reduce the guantity of cigarettes | smoke
Stopiguit smoking

Dizcuss smoking and health with others

Aszk your doctor / health worker for help to quit
Ring the "Quit’ help line

Download the My QuitBuddy smarphone app
Change the type of dgarettes | smoke

Visit the guitnow website

Begintaking Nicotine replacement therapy (NRT ) or
other pharmacsutical stop smoking products

Think about quitting
Read "howto quit’ literature
Access Quit information from a website

Other

Dion't know

MNo intentions

Refused

I :o:
I 5
I -
-

R
B 2=
B
B =

| 1%

| 1%

| 1o

L RE
I 7o

R

0% 10% 20% I0% 40%

Base: Respondents exposed to any Don’t Make Smokes Your Story ads (n=237)
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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

Reduce the gquantity of cigarettes | smoke _ 21%
stop/ quit smoking ||| G 13%

Discuss smoking and health with others - &%
Ask doctor/ heatth worker for help to quit [l &%
Encouraged family or fiends to quit - 4%
Change the type of cigarettes | smoke l 1%
Read howto guit literature l 1%
Ring the quit help line || 1%
Begin taking pharmaceutical quitting aids l 1%

Access Quit information from a website | 0%

other [ 4%
Dont know [ 7%

No intentions |, <:°:

0% 10% 20% 30% 40%

Base: Respondents exposed to any Break the Chain ads from the 2011 evaluation (n=302)
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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.

Figure 24: Have you seen this ad (for both Break the Chain and Quit for You, Quit for Two)?

Quit for You, Quit for Two

Break the Chain

0% 20% 40% &0% 80% 100%

m Yes mNo Don't know

Base: All respondents (n=308-309)
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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%).

Figure 25: Do you think the ad communicated this message to you?

“ou can quit smoking for a better future for yvou

and your iy I -
voursmetn g evour ommonty - [ NN -
kidsfvour community
e e et o hepyouaut o N -
available to help vou quit
Ifyou want to quit smoking you should never give _ 93%,
up trying
e nets o qutting smokng TN -
benefitz to quitting =moking
There are financial benefts to quitting smoking _ 92%

ou are more likely to stay quit with support

-|.4

o

&
[
[}

Wisit wour local health =service

Dizease and dving from smoking is not nomal

Call the Cuitline 1%

|
[¥5]
&=

Wisit the Quitnow website

65%

Download the My QuitBuddy app 38%

0

=

300% 60% 5%
% Yes

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)
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5 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.

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.
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Appendix A: Evaluation Questionnaire

NTC 2016 FINAL post-campaign survey 1

NTC Evaluation Survey
Department of Health

Interview Number:

Interviewnumber is the last 3 letters of the inteniewers sumame and a 2 digit number starting at 01
and increasing by intervals of 1, ie ADAO0T, ADAO2, 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

Interwewer to confirm whether respondent identifies as

Torres Strall Islander (CONTINUE) ..coovvviiieiiieiiveereee .2
Both Aboriginal and Torres Strait Islander (CONTINUE). PR |
Neither (THANK AND END)..ocouiiieiiiis it ieiiesiiessesoisaessessnssnssssiesssisnsnsssnesssossnsssssessons 4

Record Gender:
Male (COMNTINUE) .. iiesieetisiie et cesissesssessissrssssesssnsnsesssasssnsssessnsnssnsssessnnsssnsensesennsnssensnnnsnnns
Female (COMNTINUE L. ..o et et ettt e et e ee s e e e e e seesn e enes e e e e eessnnennes &

S§51. What is your age?

READ OUT IF NECESSARY

Less than 15 years old (THANK AND END).. J T |
15-17 (GO TO SS2)..couvenes

18-24 (GO TO 552).
25-29 (GO TO S52)
35-40 (GO TO 552)

LI T T I T T R L PPN 7
Refused (THANK AND END) . .ccouveiiiiiieiieeeeeeeieeeseeeseeeteeieeeeseeatimiaeeeseearinraeeesnesennseeseecerens o dD
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NTC 2016 FINAL post-campaign survey 2

INTERVIEWERS — CHECK AGE AND GENDER QUOTAS

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

READ OUT

Daily (CLASSIFY AS SMOKERAND GO T SS5).iuuiiiiteeuieeerrrrenireererenesereasanreessnserssersenns 1
At least weekly (CLASSIFY AS SMOKER AND GO TO SS55) .. iiiuiiiie e eeeeeie ceveeaanenaans 2
At least monthly (ASKISS3) . e 3

Less often than monthly (ASK SS3) ... ssssne s srernaeaa e rsnnesennsenennees &
Not at all (ASK SS3) i aeaaaas D
Refused (THANK AND END) .....ooiiviiiiiiiiiiiiiiiiiie et eeeeeeeeeennneenneee e OO

$S3. Have you eversmoked cigarettes at least weekly?

No, never (THANK AND END) ... 2
Can't say (THANK AND END) L0 iiiiiiiseee s ieees i s e sresreeeenesesserssssssersnrerssessrrerssssenesasons

§54. Did you stop smoking cigarettes at least weekly within the last 12 months?

Yes (CLASSIFY AS RECENTQUITTER AND GO TOSS5) .ueiiviiiiieciiieeeiiceieeee e
No — it was longerthan 12 months ago or longer (THANK AND END) ..ovvvevviveei e aanees
Can't say (THANK AND END) 1uuiiii i cs s ssnns s s nea s nes s snnssnnsssnsnssen 90

%]

$55: SAMPLE SUMMARY:

S$S52=Daily or weekly (RESPONDENT IS A CURRENT SMOKER — GO TOSECTION A)......... 1
S54=Yes (RESPONDENT IS A RECENT QUITTER — GO TOSECTION C)....eevviiieiiiiiiiiiies 2
None of the above (NOBODY IN QUOTA. END INTERVIEWW) ...

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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NTC 2016 FINAL post-campaign survey 3

SECTION A: CURRENT SMOKERS' QUITTING ATTEMPTS & EXPERIENCE

Al Have you ever tried to quit smoking?

R (T I [0 Y
[0 T = T T T L T PP =

A2 How many times have you tried to quit smoking?

Your best guess will do

[0 SO SPSSSRR |
L= T OO PPS PPN
L= 0= =TT PSR
T TU T 4= SO
6-10times .............
More than 10times..

L0 T == T T PO PO PP PP PP PTPPPTTT

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, lozenges etc) ...l 1
USEA ZYDaN... ..o 2
L0 s B T G OO PO PPPTPPPPR. |

Advice

RUNg the QUIIINE ... s r e e ra s s sn e s s ennaesnnnesnns G
Visitedthe Quitnow website. ... . 5
Used a quitsmoking app such as My QuitBuddy or Quit For You, QuitFor Two.............c..cccc....... 6
(PLEASE SPECIFYY:
Asked your doctor for help to quit (including health nurses, Aboriginal Medical Senvices) .............
Asked a pharmacist/ ather health professional for advice on quUiRtING ........ooevviveiie i
Taken part in Quit smoking programs (individual or group)
Used an online/internet support tod such as an online Quitcoach..........coooviiiiiiiiiii, 1
No quitting aids or advice

GAVE UP O MIY DWW iieeeeeeiniessneiessreass s s ssssassssssssasssssse s s ssssssssssssnsssssssasasssseesssnnsssnmesnses 11

Other

L OSSP - <
(SPECIFY):
Can't say (DO NOTREAD OUT) coiiiiie e OB
NONE (DO NOT READ Ol Tttt eiieirieiesrorrresrernsernesrassreearesssensersssreesssnssensssrmsresssosnseneens 12
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NTC 2016 FINAL post-campaign survey

1. Record days:
or

Ad How long agoe did you (last) try to quit smoking?

2 Record weeks:
or

3. Record months:
or

4 Record years:

98. | Can't say

99, | Refused

2016 ORC International
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NTC 2016 FINAL post-campaign survey 5

A5 Thinking about the last time you quit smoking, what, if anything, made you quit?

DO NOT READ OUT. MULTIPLES ACCEPTED

Health & Fitness
Asthmaticrouble breathing. ..o
Had a cough/ cold/ fluf chest infection........
Health scare (E.g. pneumonia, coughing fils) ...

Heart attack...

Decline in healthf’ bad for myhealth
Affecting myfitness....
Cther health or ﬂtness reason ..
(SPECIFYY:

Health reasons/ il Health (UNSPECIFIED, NOT CODES 1-7)..ucuviiiiiiiieiiiiiiiiiiviie e 8

Family & Friends
| became pregnant.... OSSOSO O RSO OO OO O OV O RO UUO VSO TURUOOUURTIUUUUURITOORIOE

My partner became pregnant . ... 10
Children in the house/ chlldren s hE:aIthJr role model fDr chllclrenfchlldren enmuraged me tc: qU|t ......... 11
Familyf partner/ parents....

Friends/ colleagues....

Family history of |IInE£.s (eg throatcanoer)

Know someaone who is illf has died from smoklng related |Ilness e 18
Money

COSH 100 B PEIISIVE ... ottt 16
WMVastE OF MONEY .. ... e 17
Wanted 1O SAVE MONEY ....ivviiiir et er e e s e s ern e raranerssaeranaaanrerssererssesnmnersnssensneees 1O
Physical Appearance

The smell (Onmy body/clothes) ... 19
Causing ageing (MVrinkles, elC.)... ..o 20
Advertising & Promotions

Health wamings on packs... S~ |
Health waming ad\.'ert|ser'm~:-nISJr mtlasmokng advemsemerisi heraﬂh |nformal|0n et B2
Smoking Support groupS/PrOGIAIMS ....cc..oiiee et e et e e e e e e e eee 23
GP or other health Worker adviCe. ..o e e 24
Others

Just stopped’ spur of the MOMENT ... e e 2D
Justwanted to. ...

Availability of cheaper NRT... .
OHNET <.
(SPECIFY):
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A6 And how long did you stay off the cigarettes?

1. Record days:
or

NTC 2016 FINAL post-campaign survey 6

2 Record weeks:
or

3. Record months:
or

4 Record years:

98. | Can't say

99, | Refused

ASK ALL CURRENT SMOKERS

AT During the past 6 months has anybody you know beentrying to get you to quit

smoking?
[ (o (o R L@ ORI 2
[0 Ty = A O O B B PP PPT 98

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

‘ AB And who has beentrying to get you to quit smoking?

DO NOT READ OUT. MULTIPLES ACCEPTED.

PamNEr SPOUSE ... ouuiiii ettt r e e et aa e 1
Child! Ghildren. ..o e s e
SiIbIiNgG (Brother OF SISLEI)....uui i e e e e araa e aans 3

Parents/ guardians............ccoociiiiiiiininiii 4
Other family member (e.g. aunts and UNCIES).........ooiiiiiiiiiiis e e D
Friend/ flatmate/ work colleague..............ooooiiiiiiii e B
Doctor/ medical practitioner/ health worker.............oooivi, i
ORI s O

(SPECIFYY):
[0 Ta T 4T ST RPP 98
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NTC 2016 FINAL post-campaign survey

ASK ALL CURRENT SMOKERS

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

10is very much?

- by quit we mean stop totally.

1. cveeeeeeen.. Mot at all

2

3

4

5

6

7

g

9

100 e Veery Much
98.. reeien. Can't Say

ASK ALL CURRENT SMOKERS

A% Do youintend to quit smoking?

Yes (GO TO A10).
No (GO TO A12)........
Don't know (GO TO A12

ASK CURRENT SMOKERS WHO INTEND TO QUIT.

A10  Are you planning to quit?

READ OUT

Withinthe next month.........coooiiiiiiii 1
Withinthenext G months...........oocooiii 2
Sometime in the future, beyond 6 months .......... ... D
Don't know (DO NOT READ OUT) .t ee e r e s e e ee e e e e e e ennnnnes 98

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

statements about smoking and quitting.

could quit smoking ifyou
wanted to

Strongly | Agree | Neither Disagree | Strongly | Don’t
Agree agree nor disagree | Know
disagree
b. | You are confident you 1 2 3 4 5 o8
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NTC 2016 FINAL post-campaign survey 8

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

the next 6 months?

READ QUT

L Lo = | = 1 TP SPPN 1
SIIGRY .o eh ettt e e e e et e e e e e e eeenaaas 2
LYo T LT = = S
VMY MUCH et e e s s et e s s e eaar e e e e e re e e s e e anns 4
EXErEmMElY . e 5
Don't know (DO NOT READ OUT) ciiiiiiiiiiieeiii e OO
Refused (DO NOT READ OUT ittt sttt e 99

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

next 6 months?

READ QUT

NOE @t @l re s aa s renn e enn ]
Slightly ............ 2
Moderately.... 3
Very much.... vt
Extremely ... ...5
Don't know (DO NOT READ OUT) coiiiiiiiiiiiiieiiiiee e ae s e e s eneees 90
Refused (DO NOT READ OUT ittt 99

2016 ORC International AU3000230

Page 40 of 65



ORIC

INTERNATIONAL

NTC 2016 FINAL post-campaign survey 9

SECTIONB SMOKING & HEALTH (CURRENT SMOKERS)

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

READ QUT

[N Lo = = PSRRI 1
=1 = TN 1= SO SPRRRSPSY
N = T =g T | SO SPS PP

Don't know (DO NOTREAD OUT)..ovvviiiiiiiiiieiieeceeec i
Refused (DONOT READ OUT) oot

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

say....
READ OUT

O Gt Al s 1
JUSE A I, e aaas 2
R £ =g USSP
Aigreat dEal....cooe i e g 4
Don't know (DO NOT READ OU T .o 98
Refused (DONOT READ OUT) ..iiiuii i iiiiiiee e cee et eeeeaaeeeaaaeaaneeeansanesasansaeeeessnaaeeeees 99

B5. How worried are you, if at all, that smoking WILL damage your health inthe future?

Would you say you are...

READ OQUT

Not at all worried (GO TO SECTION D) ittt e e ee e e e e e e ar e e a e e anaaaannes 1
A little vormied (GO TO SECTION D) ...ttt e et e et e e et ee e s e neanaanes 2
Moderately worried (GO TOSECTION D)..ooiiiiiii e
Very worried (GO TO SECTION D) .ovvii ettt 4
Don't know (DO NOT READ OUT: GO TO SECTION D) euvirieieieeeieeeeeeeieeeee e evre e eeanns 98
Refused (DONOT READOUT:GO TO SECTIOMN D). cutiniiiiiiiiiiiiiiiieieii e et ce e e e ne e 99
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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. | Recorddays:
or

5 Record weeks:
or

3. Record months:
or

Record years:

4
98, | Can'tsay
99. | Refused

Notincluding the most recent time, how many times have youtried to quit smoking?

- Your best guess will do

B L= = 13 1= SRS 3
L 10T 3T TSP N 4
[T L3 T== T OO PPRPPPTTON

6-10times .............
More than 10times .
L0 T =1 PP

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

2., Perweek :
98.......cceeeeenn.. Refused

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

ENCOURAGE BEST GUESS

KB e et e et e e e e e eeennaas
Unlikely ..............
L0 T == T PP PPPPPPPPRt
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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 |nfect|0n

Health scare (e.g. pneumonia, coughlng ﬁls)
Heart attack ..

Decline in healthl bad for m y health
Affecting myfitness ..

Qther health or fltness reason ........................................................................................... 7
(SPECIFY) :
Health reasons/ il health (UNSPECIFIED, NOT CODES 1-7) tiiiiiiieeiiieinirieccvnieeerssin s s ennninnens 8

Family & Friends

| became pregnant ..

My partner became pregnant
Children in the house/ chlldren s hE:aIthJr role model for chllclrenfchlldren enmuraged me tc: guit ..
Family/ partner/ parents ..
Friends/ colleagues ... .
Family history of |IIness (e g throatcanoer)
Know someone who is illf has died from smoki

Money

Cost/ to0 eXPENSIVE .o
Waste of money ...........
Wantedtosavemoney ...

Physical Appearance

The smell (On mybody/ clothes) ...
Causing ageing (Wrinkles, efc.) ...

Advertising & Promotions
Health wamings on packs ...
Health waming ad\ertlsanenbfantlsmoklng ad\»ertlsemenisfhealh |nf0rrnat|cn

Smoking support groups/programs ...
GP or other health worker advice ...

Others
Just stopped/ spur ofthemoment ... RO TSP U PR 23
Justwanted to ..
AvalIabllltyofcheaperl\]lonhne Replacement Therapy

Other .. . .

(SPECIFY) :
CANTSAY oo o e, OB
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Cs. Which, if any, of the following have you ever done to help you quit smoKing?

READ OUT. MULTIPLES ACCEPTED.

Used Nicotine Replacement Therapy (patches, gum, inhaler, lozenges et} 1
Used Zyban......ccooiiiiii e 2
USEA CRaMIPIX ...ceieiiee e et e e e e et e e et en e e e e et aa e e e raneeaenneen D

Advice

Rung the QURIINE ... ..o e 4

Visited the QUItNOW WEDSIEE ... ....iiir e e e aans 5
Used a quitsmoking app such as My QuitBuddy or Quit For You, Quit For Two .......cccooeeiiinnns 6
(PLEASE SPECIFY)

Asked your doctor for help to quit (including health nurses, Aboriginal Medical Senvices) ........... 7
Asked a pharmacist/ ather health professional for advice on quitting

Taken part in Quit smoking programs (individual or group) .............c.e..
Used an online/internet support tod such as an online Quitcoach ...,

No quitting aids or advice
GaVE UP ON MY OWIN L.t e e e e e et e e tae e enee e e e e raa s eeeeesneeneansaarnnaaans 1]

Other

L0 OSSPSR - - 1
(SPECIFY):

Can't say (DO NOT READ OUT) coiii e e et e e e e rre e e e aeeee . OO
None (DO NOT READ U T ..ttt e ee et et et s e s s e et s s a s e s snansnanns 12

N O T
[N Lo (T [ = = 1 (@ RSN
Can't say (GO TOSECTION D)iiiiiiie ettt s svin s ssva e ee s e eaaeenn 98

ASK THOSE WHO HAVE HAD SOMEBCDY TRYING TO GET THEM TO QUIT

C8.  Andwho wastrying to get you to quit smoking?

DO NOT READ OUT. MULTIPLES ACCEPTED.

Partner/ spouse ..

Child/ children ..............

Sibling (brother or SISter) ..o 3

Parents! GUARTIANS ....ovieiiiii e s e res e e s r e ra e e ara s ea s e e eeta e s e trren et an e ean e e anearann 4

Other family member (e.g. aunts and UNCIES) ........viiiiiiiii e e D

Friend/ flatmate/ work colleague ... s 6

Doctor! medical practitioner/ health WOrKer ..o e aranes 7

L 1= PP PPT PRI 96

(SPECIFY):

DO K IO Y ettt ettt ettt ettt et ettt e e et st e eee e e e eeeen e eraenneernren e snn e eerrrnnaaas 98
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SECTIOND ATTITUDES TOWARDS SMOKING AND QUITTING (EVERYONE)

(ASK ALL)

D1 | 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 nof| 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 ofin my
community

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

e. |Quitting smoking is easy 1 2 3 4 5 9

f. |lt's never too late to quit 1 2 3 4 5 9
smoking

g. |Quitting will reduce your
risk of sickness caused by 1 2 3 4 > 9
smoking

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

I. [If you want to quit 1 2 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 yqu had to do it over 1 2 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 .......cooooveeiviiiiiieeeeenn 1
Decreased risk of cancer .. 2
Decreased rigk of stroke.......... 3
4
5

Decreased risk of heart disease........
Decreased risk of ather d|seasesl |IInessl gettl ng su:k

Improved smell and tasTe ... 6
Improved lung function/breathing ... 7
Improved blood flow 0 the SKIN ... e O
Improved fithess/ general health ... 9
Fewer complications during pregnancy/healthier baby ..............ccccooviiiii 10
Save MONEY/ MOTE MONEY ....eveu e i eetaeeeaeeaeeeateaeneeeunneeenaasrenaeansersnasernnssnsreesnsesnsnaaes 11
Kids/ family would lKe it ... 12
Not being a bad role model to others in the family or community ................. e 13
Stopping others from being expnsed tocigarette smoke (passma smd(lng) _____ 14
Easier when going out .. e [ . F S OUOR -1
Not smelling like Smme!clgaretles ................................................................................. 16
Other Benefit ... e e 17
(SPECIFY) :

NO DENERILS ..o e eaaans 1O
[ o T 4 T DO OO PP UPPTPPPPOUPPIR * - 1
REMUS B ..o 99

SECTIONE SMOKING INDOORS

ASK ALL

=4 If someone wanted to smoke in your house, which of the following best describes

what they usually can do?

READ OUT. SINGLE ANSWER ONLY

Smoke anywhere insidethe house ... 1

Smoke inside the house, but only in Certain FOOMS, OF ....vvieiii e e e 2

Smoke outside only .. . OO

Smoking not allowed |n5|de or out3|de ( DO NOT READ OU'D _______________________________________________ 4

Don'’t know (DO NOT READ OUT) i e .

Refused (DO NOT READ OUT) ittt sttt
2016 ORC International AU3000230
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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 orheard anyinformationor ads

about the dangers of smoking, or encouraging you to quit smoking?

NO (GO TO FA) et 2
Cant SAY (GO TO FA) ooriiitiiiiiti et iesi et eee et ee et e aetesesenseenerersaesnseeenaeaernsessrernnssernnaes 99

F2 i. Can you please describe the first ad that comes to mind? And what was the ad
trying to say?

(Rt elu ] (o B T o Ta g = = R

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

e et o =T o To T = O PS

Don't know....
S (1= PP
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Don’t Make Smokes Your Story’ Campaign — Prompted Recall
(ASK ALL)

| am now going to show youa recent TV adand | would like to know if you have seen

Have you seen this ad before today?
IF YES ASK WHERE, MULTIPLES ACCEPTED

YOS —SEEMON TV L et ee et e e e b e s e e e e b s e e e e 1
Yes —seen online (youtube, facebook, etc)
Yes — both on TV and online..........
Yes —seen but nat sure where_

No (GO TOF7) v,

Don't know (GO TO F7
Refused (GO TO F7)

B8 onn w0
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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 disagree it ...

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
¢. | 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 28
uncomfortable
f. | Relatestome 1 2 3 4 5 98
g. | Makes me feel worried 1 2 3 4 5 o8
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?

SETONGIY BATEE ... ..t ettt ettt ettt

Lo == PPN
Neither agree nor disagree ..
DiISAOIEE ... e
Strongly diSagree ..o s
Don't know (DO NOTREAD OUT) oot ..
Refused (DO NOT READ OUT) 1iiuuiutieiieieiteteie et eetnaeaaieeeanesssnaesennesseessaeasnerssneeeenaerennns

00O AWK =
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(ASK ALL)

F7 There isalso a radio version of thisad. | am going to play you the ad and would like
to know if you have heard it.

:“Over the years, I've
had my banlpq with smokes. My lungs got prptty had somenmes | could hardlyr breathe. I'm not
sure why | smoked; | just did. | wanted to be there for my kids, so | quit. I've quit befare; | just kept

trying. | get to see their smiles every day. Mumand the Aunties are pretty happy too. The\,.r 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?)

No ..
Dontknow
Refused ..........

88

(ASK ALL)
F8 There are also print versions of this ad that might be used in magazines,
newspapers or out of home postergbillboards in shopping centres or at bus stops.

Have you seen any of these before today?
IF YES, PROBE WHERE

Yes —Sseen in Magazine or MEWSPAPET .....vvvevvierrrruirrriieeiessaeaasiressaaaa s ssersessnresns
Yes —seen out of home posters or blllboards
Yes —seen, but notsure Where .......ocooviiviiviii e
No .. .
Don't know
[T PP

88 iivna

F8 There are also versions for online or social media.

Have you seen any of these before today?

IF YES, PROBE WHERE.:

YOS —SEENONNME ..ottt e e et e e e et e e e e raene e e e e e e ern e en e e e et ennnnas
Yes —seen insocial media (e.g Facebook)
Yes —seen, but notsurewhere ...
NO e

Don't know.......
R S B ..ottt ittt e e e et reeetieaeeren e ereeenreeerrraaernraernnnnass
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(ASK IF SEEN ANY ‘DON'TMAKE SMOKES YOUR STORY' TELEVISICN, 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 thingsthe ads

were trying to say?

DO NOT READ OUT, MULTIPLES ACCEPTED

Smoking causes cancer (unspecific) .

Smoking causes lung cancer heait ciseasa’ stroke
Smoking causes breathing difficulty ...
Quitting smoking is possiblef everyone canquit .........cccoceiiiiiiininn.
You should quit smoking for your kldsffamlly ......................................
Smoking kills (unspecific) .

Quitting is tough but keeptrylng
Your sm:)klng affects others/ your famlly;’ your klds;fyouri::t:nmmunrlyr
Smoking is dangerous/ bad
Quit smoking ...
Quitting has financial BENEfItS ..........cocooiiiiiiiii e
Quitting has health benefils .........oonoi e e e
Don't make smokesyourstory ...
There is support available to helpyou quit .....oviiiiiiii,
Visityour local health semvice .........oooooooiii
Download the My QUEBUDY GPP ....oovieiiiiiiiiiie et e e e eann s
Callthe QUItING .......oviiiiii
Visit the quithow website ..
L 4=

CO~NOd A W =

(SPECIFY):
[0 Ta T 0T SO PPPSUPPRRS - .-
Rz 1 T=T = ST 98

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

F11 As well asbeingon air in advertising 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 pictures from 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?

Don't know.......
Refused

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

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

Have you seen thisad?

Don’t know. ... 99
REIUSE. . ... 98
2016 ORC International AU3000230
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KeyCampaign 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 youthink the ads communicated each of the following ornot... we
don’twant to know if you think the statement is true, we want to know if you felt that
this is what the ad wastrying to say to you.
READOUTEACHSTATEMENT ... THEN ... Do you think the ad communicated this
message to you?
Yes No Don’t know
a. There are many short and long 1 2 08
term health benefits to quitting
smoking
b. There are financial benefits to 1 2 98
quitting smoking
c. You can quit smoking for a 1 5 08
better future for you and your
family
d. Quitting can be tough but it is 1 5 08
possible
e. If you want to quit smoking you 1 5 08
should never give up trying
f. Your smoking affects othersfyour 1 2 08
family fyour kids/your community
g. Disease and dying from smoking 1 5 08
is not normal
h. When you choose to quit 1 5 08
smoking there is support
available to help you quit
i You are more likely to stay quit 1 2 98
with support
] Call the Quitline 1 5 08
k. Visit the Quitnow website 1 5 98
I Download the My QuitBuddy app 1 2 08
m. Visit your local health service 1 2 08
2016 ORC International AU3000230
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Direct Influence of the Campaign

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

F15 What, if anything, have you done asa result of seeing these ads?

MULTIPLES ACCEPTED, DO NOT READ QUT

Discussed smoking and health with family/friends ...
Discussed smoking and health with trusted person / community intermediary ..
Changed the type of cigarettes Ismoke ........ccoooiiiiiiiiii e,
Cut down the amount | SMOKE ... ettt
Stopped/quit SMOKING ....oe e e e e e ar e
Rung the "Quit" help line ... ...
Read "howto quit” lterature...........coveeiiiiiiiie e
Accessed Quit information from a website. ..
Asked your doctor/ health worker for help to qut
Began taking Nicotine replacement therapy (NR'I) 0r other pharmaoeutlcal stop smokng
Lo [T S USSP ROUPPSPN 10
Setadatetogive upSMOKING ...
Asked your phamacist/cther health profe%lonal for advice on qultlng
Downloaded the My QuiE!udch«r smartphone app.. e .
Visited the quithow website... .

(obolq'mcn Bl

(SPECIFYY):
Done nothing....
Don't know.......
Refused

(ASK IF RECOGNISED ANY ELEMENT OF THE CAMPAIGN)

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

MULTIPLES ACCEPTED, DO NOT READ QUT

Discuss smoking and health with athers ...,
Change the type of cigarettes | smoke ...
Reduce the quantity of cigarettes lsmoke .........ooviiiiiiiiiiiiii,
Stop/quit SMOKING .....ccoveiiii s
RING the "QUIE" REIP TINE ..o e e b re s b s e et e e ean
Read "howto quit” lterature....... ... e
Access Quit information from a website..............ccoeeiiieiiicii
Ask your doctor / health worker for help to quit
Begin taking Nicotine replacement therapy (NRT) or other pharmacednal stop smoklng products 9
Download the My QuitBuddy smartphone app ... . .10
Visit the quitnowwebsite ... "

L@ {3 S OU PO PUPPPPOTTREUTPPRTRPPPRNE - &
(SPECIFY):

No intentions....

Don't know.......

R (1 == PP PP PPN
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SECTION G USE OF APPS (EVERYONE)
ASK ALL

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

Have you seen this app before today?

ACCEPTMULTIPLE RESPONSES
IF YES, PROBE WHERE/ WHETHER DOWNLOADED

Yes — | downloaded it (ASK G2) . 1
Yes —| saw it onsomeone eke's phone (GO TO SECTION H)
Yes —inanad (GO TO SECTION Hj.
Yes —seen, but not sure where (GO IQ ‘::I:C. HQN H) _________________________
No (GO TO SECTION Hj).. .

Don’t know (GO TO SEC TIOI\IH)
Refused (GO TO SECTION H) .. et

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

READ QUT

Somewhat useful .
Not at all useful..................
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SECTIONH DEMOGRAPHICS

ASK ALL

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

H1. How often do you...

Daily | A few | A few [Once a|Never|Refused
timesa|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)?

h. [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 (nct| 1 2 3 4 5 99
including ABC)

e. |Listen to an Indigenous radio station 1 2 3 4 5 929

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 5 929
newspapers — online

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

). |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 5 929
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 orview
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. |Gotothe cinema/ movies 1 2 3 4 5 99
Read about health information on

P- |social media 1 2 S 4 S 9
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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?

No ..
CantSay
[T PP

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

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

LY =T = o = SO SPSTPRY
Professional..
Techmcnanortradesmrker
Community or personal service worker

Clerical or administrative worker ..
Sales worker . . .
Machinery Dperator or drwer ___________________________________________________
Labourer .. e e,
Student..............
(@ (T PPN PRPRURO

(SPECIFY):

No occupation (excludes students)
Can't say
Refused

‘ H4 Are there any people aged under 18 years of age living in this household?

Can't Say

H5 Can you please tell me what is your highest level of education?

Some primary SChool ... e
Finshed primary school ... 2
Some secondary schod ... 3
Finished secondary school -
Some tettiary education (university orcollege) ................oceiviiiinnnee. I
Finished tertiary education .........ccccoveiiiiiiii .
Higher degree or hlgher dlploma (e g PhD, masters, grad dlp) -
Can’tsay .. 98
Refused .. . 99
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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

Asthma ...........
Heart disease ....................
Have had, or at rsk of, stroke ..
Chronic kidney disease ....... -
Cancer of any KINA ... e g
Mental Health problems such as Depressmn
Type 2 Diabetes .. O

Oral Disease (e.g. Gum dsease)
Osteoporosis .. -
Chronic Obstructive Pulmonary Disease. (COPD) .............................................................. 11
No (DO NOT READ OUT) .. B U UUUPUPUUURUPPRIPPPR 1”4
Can't say (DO NOT READ OU'D .................................................................................... 98

‘ 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 QUT

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 . s
(Refused) ..

Buouvrwra
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For quality control purposes we may contact you again just to ask you about your ex perience of being
interviewed today. We wiill 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 you thought the inteniew 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: ...
Respondent's Phone: (....... ) e ————

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

CLOSE: That’s the end of the internview. Thanks so much for your 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 you it is caried 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:

v, 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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Appendix B: Don’t Make Smokes Your Story — Print Ads

d \jﬁ rtisement [ | U\m
1k Q\\\
\ 2

i "I QUIT FOR MY FMT/IEID”"

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.

*

T Quitline ‘@ Quit Now:
Australian Government 137848 My tatSucicy australia.gov.au/quitnow

Authorised by the Australian Government, Capital Hill, Canberra.

2016 ORC International AU3000230
Page 60 of 65



ORC

INTERNATIONAL

| "I QUIT FOR-MY FM\T/IEIDLY"

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.

g Quitline. ‘Q Quit Now:
Australian Government 137848 My QuitBuddy australia.gov.au/quitnow

ised by the Australi Capital Hill, Canberra,
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Appendix C: Don’t Make Smokes Your Story — Online Ads
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By S australia.gov.au/quitnow
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e IQiUIT fO MY FAMILY "o®
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e 137838 ‘\.d“) 2ikedd australia.gov.aufquitnow
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Appendix D: Don’t Make Smokes Your Story — Social Media
Ads

- Australian Department of Health @

Family is Ted's Story. Don't Make Smokes Your Story,

- Australian Department of Health @

Nritten by Dentsu Mitchell - Government Accounts hiay 3 at

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

. e i
I Quit For My Family

Don't Make Smokes Your Story

Learn More

LIl A LA AL
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- Australian Department of Health @

Wiitten by Dientsu Mitchell - Government Accounts [7) - May 3 at 5:30pm - &

It used to be hard keeping up. The longer | stayed quit the easier it got.
www.quitnow.gov.au

AL
I Quit For My Family
Don't Make Smokes Your Story
WA QUITHOW GOV AL Tear: Midse
Australian Department of Health @
Witten by Dent=u Michell - Govermment Accounis | May 3 at 5:30pm - ¥

Mum, Aunty and the family. It's great to be smoke free. For help go to
W quitnow gov.au

I Quit For My Family
Dont Make Smokes Your Story

TNOWGOV Al Learn More
L) ) Vs
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Written by Dentsu Mitchell - Government Accounts {7 - May 3 at 5:30pm - &

- Australian Department of Health @

| quit smeking for my family. Call Quitline 13 78 48 to speak to an

Aboriginal counszellor

I Quit For My Family
Don't Make Smokes Your Story

Learn More

AR QUITHOW GOV AU
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