Post-campaign analysis
Context
The Today Is The Day campaign built upon the foundation of the unfunded #QuitForCovid campaign launched by
ASH in March 2020, in collaboration with GP Dr Charlie Kenward from Bristol. The rationale for launching the original
#QuitForCovid campaign was that COVID-19 provided strong motivation for smokers across the country to want to
improve their health by making a quit attempt.
Data from the YouGov COVID-19 tracker survey, carried out in April shortly after lockdown had started supported this
approach.1 It found that 2% of ex-smokers said that they had quit completely recently due to COVID -19, with 8% of
smokers trying, but not succeeding and 36% saying that they had cut down.
However, the same survey found a clear social gradient with more affluent smokers much more likely to try to be
trying to quit than poorer and more disadvantaged smokers. with disadvantaged smokers:
•

Half as likely to have tried to quit (AB 15%; C1C2 9%; DE 8%)

•

Half as likely to have reduced the amount they smoke (AB 47%; C1C2 40%; DE 21%)

•

Twice as likely to be smoking more indoors than they used to (AB 6%; C1C2 8%; DE16%)

The #QuitForCovid campaign was conducted entirely through stakeholder and media engagement which limited
its reach. So, ASH approached the DHSC for funding for a targeted campaign in the most disadvantaged localities
with the highest smoking rates, to try to help address these inequalities. The rationale was that while it was positive
that smokers were quitting because of COVID-19, there was a serious risk that inequalities in smoking rates would
increase, and this risk needed mitigating, particularly in areas with high smoking rates. A secondary issue was that
it was important to motivate smokers not just to quit but to stay quit, as although in the short-term quit rates had
increased, the relapse rates from short-term quitting are high, particularly among disadvantaged smokers.
In July 2020, funding was secured from the Department for Health and Social Care for the Today Is the Day campaign.
The Today Is the Day campaign was delivered by Action on Smoking and Health (ASH), with strong support and
guidance from Breathe 2025, Fresh, the Greater Manchester Health and Social Care Partnership and PHE Marketing.
This document evaluates campaign performance, against the KPIs set out in the funding proposal; as well as
outreach and engagement with stakeholders (local authorities, SFAC members, NGOs, academics); media coverage;
engagement with smokers; and traffic directed to the NHS Smokefree website.

Summary of campaign
The DHSC funding of £70,000 was used to run a four-week campaign in 14 local authority areas. These areas were
identified as having particularly high smoking prevalence and existing inequalities which were at risk of widening due
to the impact of COVID-19.
The overall aim was to motivate C2DE smokers in these areas to make a quit attempt, and to seek information and
support to enable them to sustain a quit attempt, ultimately increasing their likelihood of success.
The total funding was limited for such a campaign, so localities in areas already running their own campaigns (Greater
Manchester, the North East and London) were excluded. However, additional funding was secured from PHE Yorkshire
and Humberside to include all areas in this region.
The paid-for element of the campaign was delivered through four weeks of advertising on Capital Radio; digital audio
(DAX) and digital display advertising banners from 15th July to 11th August 2020. The target audience was C2DE 1854-year olds and the media chosen maximised delivery to this audience.
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The Today is the Day campaign had three main aims:
•

to motivate poorer, more disadvantaged smokers to stop smoking, by making them aware of the benefits
of quitting during the coronavirus pandemic;

•

to encourage poorer, more disadvantaged smokers to use the most effective methods of quitting by
directing them to the NHS Smokefree website; and

•

to support partners to prioritise the quit smoking message and delivery of local cessation support.

Messaging
Throughout the campaign, and subsequently, the evidence in relation to COVID-19 and smoking continues to
emerge and evolve. ASH worked with academics and clinicians to ensure messaging was kept up-to-date, accurate
and resonated with smokers. The following key messages were considered robust and underpinned the campaign:
•

Smokers should try to quit for COVID as it is the best thing they can do to:
οο Improve their health and wellbeing and help them stay out of hospital,
οο Potentially reduce the risk of poor outcomes if they are treated in hospital with COVID-19
οο Protect those around them from the harmful effects of secondhand smoke.

•

Quitting unaided, also known as ‘cold turkey’ is much less likely to be successful. Smokers who get help (for
example, from Stop Smoking Services) can increase their chances of successful quitting by up to three times;

•

Smokers who don’t want, or have access, to Stop Smoking Services should be encouraged to use alternative
forms of nicotine, such as patches, gum and e-cigarettes, to help them quit, as these have been shown to
increase their likelihood of success.

•

People who vape and other non-combustible nicotine users are advised not to stop doing so at this time as
they may risk reverting to smoking.

•

Dual users (those who are still smoking as well as vaping) should try to switch completely to vaping for their
health.

These messages were distributed through the Communications Toolkit to partner organisations and local
authorities and used to frame the advertisements and press releases. ASH created an FAQs document which
was, and still is, being reviewed and updated regularly to be kept in line with the regular review and update of the
evidence being carried out by Prof Jamie Brown and colleagues at UCL.2

Creative Approach
Radio and DAX audio
Audio was taken from an existing Fresh North East television and radio advert, which featured the voice of Dr Ruth
Sharrock, a respiratory consultant from Gateshead Health NHS Foundation Trust. The ad had worked well in the
North East, with subsequent evaluation showing high rates of actions taken, and so was tried and tested. One new
line, to reinforce the positive message and signpost listeners to the smokefree website, was added at the end of
the ad (in bold). See below for the final script:
I’m Dr Ruth Sharrock, a respiratory consultant.
We all need to try to protect ourselves and our families right now, but especially if you smoke.
Smoking damages the lungs and the immune system making it harder to fight off infections.
And it also increases your risks of heart disease, diabetes, COPD, stroke and cancer.
And that means if you do get coronavirus, symptoms could be more severe.
Your health starts to improve from the moment you stop.
It’s never too late. For support to quit, search ‘smokefree’.
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This advert was also used to provide the soundtrack for a social media video that was included in the Communications
Toolkit, which can be accessed here.
Digital Display Advertising
ASH created display advertisements based upon the style of the original #QuitForCovid campaign. Designing the
ads required a balance between a need to appear attractive, playful and attention-holding with a very small file size
requirement by the advertising provider (80kb). The ads featured the ASH and NHS logos to meet requirements from
the advertising providers because the ad linked to an NHS page (nhs.uk/smokefree). The NHS logo helped provide
credibility to the campaign and appeal to positive public opinion towards the NHS at the time. However, permission
to use the logo was initially refused which delayed the launch of the ads, meaning that they were launched the day
after the initial press release and radio and DAX campaigns went live.

Campaign Resources for Partners
A range of images were created for partner organisations and local authorities to share on social media during the
campaign period. The content showcased photographs and positive quotations from real-life quitters, principally
from Yorkshire and the North East, to inspire other smokers to do the same.
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Key Performance Indicators (KPIs)
The key performance indicators agreed with DHSC for the delivery of the campaign are set out below.

KPI
Capital Radio on-air campaign in 9 local authorities (LAs):
•

Yorkshire(7 LAs): To reach 479,000 C2DE 18-54 year olds
delivering 8.9 Opportunities to Hear (OTH)

•

Lancashire – Blackpool: To reach 45,000 C2DE 18-54 year olds
delivering 9.3 Opportunities to Hear (OTH)

•

Derbyshire – Derby: To reach 41,000 C2DE 18-54 year olds
delivering 8.7 Opportunities to Hear (OTH)

Digital Audio advertising (DAX) targeted at smokers wanting to
quit in all 14 local authorities:
•

1,409,000 impressions with C2DE audience

•

52,000 of which will be smokers who have a goal of quitting

Digital display advertising targeted at all 14 local authorities will
deliver a total of 1.231 million impressions.

Result
Achieved. Although actual listeners
cannot be measured, analysis by RAJAR
(RAJAR wave 2020/Q1) indicates that
delivering on the slots booked met the
KPIs.

Achieved. Overall, DAX provided
1.89million impressions – an overdelivery of 1%.

Achieved. The digital display
advertisements delivered 1,363,229
impressions – an over-delivery of 3.37%.

Glossary
Impacts: Number of times the ad was heard/seen, overall.
Reach: Number of people the ad was heard/seen by
Reach (%): Percentage of radio station’s audience that heard the ad.
Opportunities to hear (OTH): Number of opportunities listeners had to hear the ad, according to
broadcast times and variation of audience numbers at different times of day.
Target Impressions: Number of impressions booked with Global DAX.
Delivered Impressions: Number of impressions actually achieved.
Over/under-delivery: Percentage difference between Target Impressions and Delivered Impressions.
Listen-through-rate (LTR): Measure of how much of an advert is listened to – for example, if a
listener has listened to 28 out of 30 seconds of an advert, that would translate to a 99% listen through
rate. If the advert is switched off before 80% is listened to, it is not classified as an impression.
Clicks/Click-throughs: Number of times a user clicked on an ad.
Click-through-rate (CTR): Percentage of impressions that resulted in a click through to the Smokefree
website.

Dissemination objectives, which were all delivered, included:
1. Development of creative digital assets for the digital display advertising.
2. Distribution of tailored PR and digital assets package in advance of campaign launch to all included local
authorities and SFAC partner organisations.
3. National and regional press releases to launch campaign including quotes from PHE regional Public Health
leads.
4. Establish comms contacts to liaise on content of campaign and dissemination of support package.
5. Deliver PR launch in collaboration with local authorities to local media.

4

Results
Paid-for campaign results, by channel and area
Radio ads
The number of actual listeners to the on-air radio advert cannot be measured, analysis by RAJAR (RAJAR wave 2020/
Q1) indicates that delivering on the slots booked roughly met the KPIs:
•

458,000 listeners were estimated to have been reached in Yorkshire (compared to 479,000 target) with OTH
estimated between 8.6 and 9.2 (target was 8.9).

•

44,000 listeners were estimated to have been reached in Lancashire (compared to 45,000 target) with OTH
between 8.8 and 9.9 (target was 9.3).

•

40,000 listeners were estimated to have been reached in Derbyshire (target was 41,000) with OTH estimated at
8.2 (target 8.7)
Table 1: Predicted radio advert impressions (Source: RAJAR wave 2020/Q1)

Radio Station

Impacts

Reach

Reach (%)

Opportunities
to Hear (OTH)

Capital East Midlands
(Derbyshire)

325,000

40,000

25.3%

8.2

Capital East Midlands
(Nottinghamshire)

649,000

97,000

32.2%

6.7

Capital Lancashire (East)

229,000

26,000

27.3%

8.8

Capital Lancashire (West)

180,000

18,000

27.3%

9.9

Capital Yorkshire (East)

1,082,000

118,000

35.8%

9.2

Capital Yorkshire (South and
West)

2,921,000

340,000

35.8%

8.6

DAX ads
Digital Audio Exchange (DAX) is a platform providing advertising on digital radio stations, podcasts and streaming.
The advertisement had very high listen-through-rates (LTR) in every area, ranging from 98.49 in Derby to 99.30 in
North East Lincolnshire. The overall LTR was 98.98%, meaning that on average, listeners listened to 29.694 seconds
of the ad (which was 30 seconds long). Average industry listen-through-rate is approximately 90%, so in this regard,
the advertisement performed exceptionally well.
Overall, the number of impressions delivered was 1,908,183 during the period, meaning that a total of 18,183
impressions were overdelivered for free by the DAX provider – approximately 1% overall. Extra impressions were
delivered in every area.
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Table 2: DAX advertisement performance (Source: Global DAX)

Target Area

Target
Impressions

Delivered
Impressions

Over/UnderDelivery

LTR (%)

Barnsley

50,000

50,484

1.0%

99.05

Blackpool

39,000

39,377

1.0%

98.77

Bradford

125,000

126,172

0.9%

98.77

Brighton and Hove

134,000

135,245

0.9%

99.09

Calderdale

21,000

21,217

1.0%

98.90

Derby

134,000

135,263

0.9%

98.49

Doncaster

64,000

64,640

1.0%

98.92

East Riding of Yorkshire

24,000

24,244

1.0%

98.98

Hull

85,000

85,844

1.0%

99.13

Kirklees

43,000

43,422

1.0%

99.30

Leeds

130,000

131,220

0.9%

98.91

North East Lincolnshire

48,000

48,479

1.0%

99.30

North Lincolnshire

36,000

36,393

1.1%

98.82

North Yorkshire

67,000

67,663

1.0%

98.82

Nottingham

326,000

329,064

0.9%

99.01

Peterborough

73,000

73,675

0.9%

99.02

Rotherham

61,000

61,598

1.0%

98.92

Sheffield

99,000

99,946

1.0%

99.11

Slough

107,000

108,013

0.9%

99.14

Stoke-on-Trent

109,000

110,085

1.0%

98.98

Wakefield

68,000

68,663

1.0%

98.86

City of York

47,000

47,476

1.0%

99.08

Digital Display Ads
Digital display ads were over-delivered in every area except for Derby. Counting in this loss, there was an overall
over-delivery of 45,893 impressions. As the main focus of the campaign was driving awareness rather than direct
action, the over-delivery of impressions was a great success for the campaign.
The total number of clicks the adverts produced was 1200. This varied between areas: City of York was the best
performing area with a CTR of 1.8%, and Brighton and Hove clicks were lower, with a CTR of 0.05%. The variation
in click-throughs between areas could be due to demographic differences – for example, Brighton has a higher
proportion of younger people and students, who were not the target audience.
Table 3: Digital display advertisement performance (Source: Global DAX)

Target Area

Target
Delivered
Impressions Impressions

Over/
underdelivery

Clicks

CTR (%)

Barnsley

11,303

11,617

2.8%

147

1.27%

Blackpool

50,295

52,058

3.5%

71

0.14%

Bradford

157,285

163,349

3.9%

120

0.07%

Brighton

99,586

103,250

3.7%

53

0.05%

Calderdale

8,515

8596

1.0%

38

0.44%

Derby

81,812

79,433

-2.9%

47

0.06%

Doncaster

102,876

107,005

4.0%

148

0.14%
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East Riding of Yorkshire

11,809

12,178

3.1%

124

1.02%

Hull

114,384

119,076

4.1%

129

0.11%

Kirklees

17,034

17,494

2.7%

105

0.60%

Leeds

37,738

39,243

4.0%

99

0.25%

North East Lincolnshire

57,237

59,318

3.6%

117

0.20%

North Lincolnshire

61,522

63,624

3.4%

104

0.16%

North Yorkshire

19,969

20,225

1.3%

104

0.51%

Nottingham

116,366

120,968

4.0%

193

0.16%

Peterborough

62,927

65,457

4.0%

107

0.16%

Rotherham

84,587

87,990

4.0%

174

0.20%

Sheffield

19,417

20,240

4.2%

52

0.26%

Slough

48,744

50,636

3.9%

147

0.29%

Stoke-on-trent

79,769

82,899

3.9%

47

0.06%

Wakefield

113,378

117,746

3.9%

38

0.03%

City of York

6,676

6,720

0.7%

121

1.80%

Impact on smokers
Funding was not sufficient to carry out specific surveys of the impact of the campaign on smokers. However, we
committed to analysing the YouGov COVID-19 tracker (weekly) and UCL’s Smoking Toolkit Study to provide an
indicator of whether smokers’ attitudes and behaviour were moving in the right direction.
The pandemic appears to have influenced smokers behaviour in 2020, but it is not possible to attribute this to
the campaign. The YouGov COVID-19 Tracker identified very high levels of quitting in the population during the
first lockdown, with our estimates suggesting that around a million smokers quit in 2020.3 Younger smokers and
smokers with a mental health condition appeared to be more likely to have success in quitting than other groups.
Findings from the UCL’s Smoking Toolkit Study4 also point to positive impacts. The level of successful quitting is
much higher in 2020 than was recorded in 2019. The survey found that in 2020 8.3% of those who had smoked in
the last 12 months had quit, double the rate in 2019 which was 4.3%. The driver for this appears to be much higher
quit success among those who try. In 2019 14.2% of those who tried succeeded, in 2020 this has gone up to 22.3%.
While the proportion of smokers trying to quit has increased from 29.1% in 2019 to 36.3% in 2020 it is still below
the survey’s peak year in 2007 when 42.5% of smokers tried to quit.
However, while the toolkit shows good levels of quitting among younger age group (18-24) it also records an uptick
in prevalence and a corresponding increase in ever smoking status in this age group (from 24.3% in 2019 to 33.4%
in 2020). This is a concern and action needs to be taken to try to tackle this given the likelihood that those who try
smoking are likely to go on to become regular smokers.
The changes in quit success appear to have been evenly distributed across SES. The STS shows that 7.1% of smokers
in SES C2DE who were smokers in the last 12 months had quit. This is more than double the proportion in 2019,
which was 3%. Smokers in SES ABC1 have also seen higher levels of quitting but the increase is more modest from
6.3% in 2019 to 10.2% in 2020. However, there are differences between age groups. While prevalence among
smokers aged 45-54 in C2DE group fell dramatically (from 26.3% in 2019 to 19.9% in 2020) rates among 18-24 year
olds in C2DE have gone up (from in 18.4% 2019 to 25.7 in 2020). Rates among ABC1 smokers in these age groups
remain almost the same between 2019 and 2020.
This has been a good year to motivate smokers to quit given their increased likelihood of success. However, the
evidence of high rates of relapse to smoking among ex-smokers particularly in younger age group is of concern
and highlights the need to do more to try to prevent relapse, particularly with younger smokers.
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Partner Amplification
Providing local authorities, stop smoking services and other stakeholders with materials to magnify the campaign
was crucial to delivering value for money for the DHSC investment in the campaign. Our initial #QuitForCovid
campaign had identified an enormous appetite in local authorities for help and support from ASH to respond to
COVID-19 and identify ways to increase traffic, particularly of disadvantaged smokers, through their stop smoking
services which are now operating remotely. We were able to capitalise on this appetite by producing tailored
materials and promoting them to partners before, during and after the paid for campaign ran.

Social media engagement: overview
ASH produced a Communications Toolkit and a range of creative assets for stakeholders to use on social media
to promote the campaign. Creative assets were, like the digital display ads, designed to reflect the same style as
the original #QuitForCovid assets, and were based around case studies supplied to ASH by Fresh and GMHSC
Partnership. See below for examples:

8

Over the campaign period, 15 July to 11 August, the campaign was mentioned 624 times (tracked by the hashtag
#TodayIsTheDay).
City councils and partner charities were particularly useful in increasing the reach of the social media posts. Notable
accounts, with sizeable followings, that helped to magnify the campaign included:
•
•
•
•
•
•
•
•
•

Birmingham City Council (156,804 followers)
Leeds Council News (109,441 followers)
Brighton & Hove City Council (63,261 followers)
Asthma UK (52,422 followers)
Derbyshire Council (50,454 followers)
Southampton City Council (46,870 followers)
Cambridgeshire County Council (45,739 followers)
City of York Council (44,668 followers)
British Lung Foundation (23,271 followers)

Among NHS organisations, 22 said they used the template social media posts/tweets, and 19 said they used the
social media images (see ‘Feedback from Local Authorities’ below for more information).

Webinar engagement
ASH hosted two webinars for all local authorities involved in the campaign on 1st July and 8th July, two weeks
and a week in advance of the campaign launch respectively. These webinars enabled ASH to introduce the
campaign, share the adverts and key messages and receive feedback from local areas. All local authorities where
the campaign adverts were running (including the additional Yorkshire and Humber areas) attended at least one
of these webinars. The first webinar attracted 29 attendees, and the second had 37. Twelve attendees responded
to the feedback survey.
Attendees were asked to rate how useful they found these webinars on the following metrics:

Metric

Average (On a scale of 1 – 10, 1 = not at all
confident, 10 = extremely confident)

How useful did you find the webinar?

8

Your understanding of the purpose of the campaign

8

Your understanding of the key campaign messages

8

Actions you can take to amplify the campaign locally

8

In addition to the webinars targeted at Councils where the funded campaign adverts were running, ASH provided
the Communications Toolkit and Social Media assets to all local authorities. Authorities such as Oxfordshire
used these social media assets to fund their own local advertising on ‘Facebook, further spreading the campaign
message.
ASH also provided template materials for local authorities to use to engage local employers or services supporting
vulnerable groups in the campaign. These were disseminated alongside reminders about the social media and
communications campaign resources available, for example:
•

Supporting vulnerable groups to quit smoking: Today is the Day campaign resources

•

Engaging local employers: Today is the Day campaign resources

ASH ran a wrap-up webinar: Lessons learnt from helping smokers to quit during COVID-19, at the end of the four-week
paid for advertising campaign bringing together the lessons learnt. 248 people signed into this webinar and the
recording has since been viewed 254 times online.
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Feedback from local authorities
When registering for the campaign wrap-up webinar, attendees were asked to complete a short survey on their
awareness of and engagement with the Today is the Day Campaign. Valid responses were received from 116
respondents working in local authority public health teams or stop smoking services and 135 working in NHS
organisations.

How aware are you of the Today Is The Day campaign?
Respondent organisation

Average response (1 = unaware, 10 = extremely
familiar)

Local Authority/Stop Smoking Service

Areas where the campaign ran: 8
All other localities: 7

NHS

Where campaign ads ran: 6
All others: 4

How useful have you found the campaign materials distributed by ASH?
Respondent organisation

Average response (1 = not useful, 10 = extremely
useful)

Local Authority/Stop Smoking Service

Areas where the campaign ran: 8
All other localities: 7

NHS

Areas where campaign ads ran: 6
All others: 5

To what extent do you feel that you have successfully adapted the Today is the Day
campaign assets to give them a local feel and fit with your local systems?
Respondent organisation

Average response (1 = not useful, 10 = extremely
useful)

Local Authority/Stop Smoking Service

Areas where the campaign ran: 6
All other localities: 5

NHS

Areas where campaign ads ran: 5
All others: 4

Local Authorities Only: Are you currently using any of the following campaign resources?
(Tick all that apply)
Suggested social media messaging
Quit for COVID FAQs
Social media images
Case study images and quotations
Template press releases
E-Banners
Logo assets pack
Posters
Other

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

50%

(N=116)
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Local Authorities Only: Please rate the support ASH has provided for the Today is the Day
campaign (1 = not helpful, 10 = extremely helpful)
25%
20%

15%
10%
5%
0%

1

2

3

4

5

6

7

8

9

10

Average across all councils: 7 (N=116)
Local authorities were asked if they created additional local resources to promote the campaign in their area,
among those that did the most common resources included:
•
•
•

locally designed or tailored posters (N=18),
adapted materials for local websites and social media pages (N= 9),
using local case studies (N= 7).

Localities were asked: Thinking about the campaign assets and support provided by ASH, what have you found
most useful locally? The most popular responses included:
•
•
•
•
•

social media posts/templates (N=19),
webinars/sharing of best practice (N= 9),
press release templates (N= 8),
regular updates and campaign reminders (N=6),
clear, time bound national message to amplify (N= 6).

Localities were asked: For any future stop smoking campaigns, what support/materials would you find helpful for
amplifying the campaign messages at a local level? The most popular responses included:
•
•
•
•
•
•

Leaflets (N = 7)
Similar materials which can be adapted with local information (N= 7)
Social media templates/resources (N= 6)
More case studies (N= 5)
Short 1/2 side briefings to share with partners/senior managers (N= 5)
Same again all helpful (N= 5)

Other resources mentioned included: mass media TV adverts, translated materials, hints and tips on quitting, and
additional e-banners which had proved popular during the campaign.
Other additional comments and feedback from local authorities included:
“The regular information and webinars are excellent and brings people of the same ilk together to share experience, learn
and be better informed... which all helps for managers to cascade across services with one uniform branding.”
“Regular updates and reminders about campaign and the quality of the materials shared, really helpful while we’re so
busy.”
“I think all the materials you have created have been fantastic, have really helped us during this busy period.”
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Press and media coverage
The campaign achieved widespread media coverage, with the launch securing 323 mentions overall. The story
achieved international coverage in countries spanning from China to Brazil, and most notably inspiring an article
from CNN in the USA, which our media monitoring service Meltwater records as having an online readership of
over 200 million.
The launch secured coverage from the following media outlets (see below).

Title

Headline

URL

The Independent

More than 1 million UK smokers
have given up since pandemic
began, study claims

https://www.independent.co.uk/news/health/
coronavirus-smoking-one-million-people-stopuk-a9618701.html

The Telegraph

One million UK smokers may have
quit in coronavirus lockdown

https://www.telegraph.co.uk/news/2020/07/14/
one-million-uk-smokers-may-have-quitcoronavirus-lockdown/

MailOnline

‘Million smokers quit´ during
Covid-19 crisis, charity suggests

https://www.dailymail.co.uk/wires/pa/
article-8524721/Million-smokers-quit-Covid-19crisis-charity-suggests.html

BBC News

Coronavirus: Smokers quit in
highest numbers in a decade

https://www.bbc.co.uk/news/health-53403610

Sky News

Coronavirus: One million smokers
in UK have quit during pandemic,
survey suggests

https://news.sky.com/story/coronavirusone-million-smokers-in-uk-have-quit-duringpandemic-survey-suggests-12028787

		
The remainder of the coverage was largely from regional titles, many of which reported on local smoking statistics
provided to them through regional press releases tailored specifically to the target areas for the campaign. Three
Local Authorities and two Clinical Commissioning Groups sent out their own press releases using our template.
The launch also led to invitations for 22 media appearances for ASH staff to discuss the campaign (20 radio
appearances and 2 television appearances on Sky News and BBC News). One case study appeared alongside ASH’s
Director of Policy on BBC News and appeared on radio programmes to speak about his motivations for quitting,
which helped to illustrate and provide a human face to the statistics.
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Engagement with smokers: use of the NHS Smokefree
website
YoY Comparison

Year on year comparison

Segment

The trend in visitor numbers for 2020 broadly follows that of 2019, but there was a significant spike in traffic
Global: PHE the
- SmokeFree
around
15th of July (3,874 visitors), the day that the campaign was launched, and attracted significant media
coverage. This was a 32% increase in visitors to the page on the same day in 2019 (2,795 visitors).
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PHE Facebook page
The campaign was also supported and propagated through PHE’s Smokefree Facebook page. See below for a
summary of posts published and engagement rates. These posts were organic (as opposed to paid-for) so any
engagement was a bonus for the campaign. Posts featuring case studies tended to attract more engagement than
the post without (see 10/8/20 below).

Date
7/8/2020

Image

Text

Likes Shares Comments
14

4

5

There has never been a better time to quit smoking.
Even if you’ve tried before – give it another go, you can
do it!
Here are some top tips:
• Clear out old ashtrays, lighters and cigarettes
• Get support – visit https://www.nhs.uk/smokefree
• Think of your reasons for quitting – and keep them
front of mind
• Use stop smoking aids to help you manage cravings
• Try new routines and remember you CAN do it.
Today is the day!

21

5

0

We’re all staying at home more than usual, so having
a smokefree home is more important than ever.
Breathing in the harmful poisons from secondhand
smoke puts others at greater risk of serious diseases
such as lung cancer and heart disease.

10

5

2

23

7

6

Use our cost calculator to find out how much you could
save by quitting smoking today. You might be surprised
how it all adds up!
https://www.nhs.uk/smokefree/why-quit/cost-calculator

9/8/2020

10/8/2020

Find out more: https://www.nhs.uk/smokefree/whyquit/secondhand-smoke

13/8/2020

Find out what happens when you quit smoking - the
health benefits start from the moment you stop.
https://www.nhs.uk/.../why-quit/what-happens-whenyou-quit

14

17/8/2020

Smoking increases your risk of severe respiratory
problems, cancer, heart disease and stroke. There
has never been a better time to quit and we have
support to help you get there. Visit https://www.nhs.uk/
smokefree

42

16

20

20/8/2020

Smokers up and down the country are quitting
and you can too. There is no time like the present
#TodayIsTheDay. For help to make your quit attempt a
success search

24

8

27

33

12

45

www.nhs.uk/smokefree

23/8/20

Many smokers believe that smoking helps you to relax,
but did you know that smoking actually can increase
anxiety and tension?
Quitting not only improves your physical health –it
boosts your mental health and wellbeing too.
Quitting:
* Improves mood
* Relieves stress
* Reduces anxiety and depression
For support visit https://www.nhs.uk/smokefree

Likes, comments and shares increased as the campaign went on. The posts helped to provide a forum for quitters
and those who wanted to quit to discuss quitting methods as well as congratulate and motivate each other, on a
scale greater than seen on Twitter, where engagement tended to involve health professionals. It also provided the
opportunity for the PHE Smokefree Facebook administrators to responds to queries and signpost commenters to
advice. See below for examples of the comments on each post.
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Discussion
Areas of success
The results demonstrate that the radio and digital audio ad performed very well. The overall listen-through-rate of
98.98%, compared to the industry average of 90%, suggest that both the message and the messenger resonated
with listeners.
Specifically, for the digital audio ad, the total number of impressions paid-for were delivered by Week 3 of the
campaign, meaning that all of the impressions in Week 4 were bonus, representing additional value for money.
This led to a total of 18,183 impressions being overdelivered for free by the DAX provider – approximately 1%
overall. Extra impressions were delivered in every area.
Media pick up exceeded our expectations – and was amplified by local areas with many more additional local
stories. The impact of this can be seen by the spike in numbers accessing the NHS Smokefree website the day
of the launch. Having case studies made a big difference for the press materials, and added a motivating human
element to the campaign.
The campaign was strongly supported by wide ranging engagement from councils who helped maximise the
impact of the campaign by reaching out to smokers through additional communications channels. The high level of
engagement of local authorities was particularly impressive given the pressure they were under from the COVID-19
pandemic during this time. Local authorities and stop smoking services receiving the paid for content rated the
campaign materials and the support they were given by ASH very highly (average scores of 8 out of 10).
In addition the DHSC funding enabled us to leverage additional funding for the campaign from PHE in Yorks and
Humber, which ensured that smokers in another 8 local authorities received the digital audio and digital display
ads, as well as local radio which was already paid for as part of the DHSC campaign as it was region-wide.

Areas for improvement
Click through digital ads have performed well in some locations, for example Calderdale (1.2%), but been lower in
others – 0.1% in Brighton and Hove. It is unclear why these click-throughs varied so dramatically between areas,
but could possibly be explained by varying demographics.
Facebook could be a more effective way to inspire more conversations among the target audience, and could be
prioritised in future campaigns – perhaps by arranging with other partners with large followings to post similar
materials.
PHE were very supportive and agreed to run organic posts of our social media ads on the NHS Smokefree Facebook
page. However, because timing was tight and PHE marketing was extremely busy with COVID-19 communications
work, the first post was only after the third week of the paid-for campaign (7 August 2020). Any future campaigns
would benefit from synchronising organic posts with the launch of the campaign.

Additional challenges:
•

Not owning a Facebook page. This meant that we could not run our own posts, and had to rely on partners and
stakeholders to amplify through Facebook, which seems to be a key forum for our target audience. Although we
saw good engagement with our posts on PHE’s Facebook, these posts were delayed and could have potentially
had more of an impact if they had been synchronised with the launch of the campaign, especially the media
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activity. However, it is not sufficient just to have a Facebook page it has to be active and widely used, it is not
something that could have been created for this campaign. Co-ordinating with partners with larger Facebook
followings and brand recognitions, for example arranging for PHE to post more of our social media ads, could
help amplify future campaigns.
•

Delay in launching digital display advertisements. Two days before the intended launch of the campaign, it
was brought to our attention by Global DAX that the digital display ads had to include the NHS logo if they were
to link through to the NHS Smokefree website. We were unable to secure permission from the DHSC, owners
of the brand, until the day after the launch of main campaign,, which means that the digital ads were not live
at the time of the significant media activity and launch of the radio/DAX adverts on the 15th July. The ads could
have potentially achieved more engagement if they had been launched on time.

•

Planning social assets. We could have better anticipated the social media plans of our stakeholders, and
thought more broadly about social channels to produce tailored assets for. A week into the campaign, one
local authority wanted to use our assets for a paid advertisement on Facebook – but it became clear that the
requirements for paid Facebook adverts were unexpectedly stringent (for example, text could only cover 50%
of the advert, making our existing assets unusable). This local authority used their inhouse team to edit our
own ad to fit the specifications. For future communications toolkits we will prepare, FB ready assets and will
encourage local authorities to use Facebook as it is an effective tool. Other local authorities expressed an
interest in Instagram-compatible assets, which we hadn’t anticipated, but created for them upon request.
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Conclusion
The campaign demonstrated value for money both directly and indirectly. Directly, by overdelivering on the KPIs
for the paid for advertising which was the heart of the campaign. Indirectly through the successful promotion of
the campaign through the media and widespread engagement of local authorities, which included some who were
not part of the paid for campaign, who used the Communications Toolkit and Social Media Assets to maximise the
impact of the campaign through further dissemination at local level.
Set out below are the key achievements:
•

Delivering all the key performance indicators, with over-delivery of 1% on the digital audio ads, and 3.37%
on the digital display ads.

•

A listen through rate of 98.98% for the digital audio ads, significantly higher than the average industry listen
through rate of 90%.

•

Active engagement and promotion of the ‘Today is the Day’ campaign by local authorities, both within and
outside the paid for footprint, as well as by NHS Trusts and NGOs.

•

Extensive media coverage of the campaign, which was associated with a significant spike in numbers
accessing the NHS smokefree website at the time of the launch.
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