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Current situation 

•  Many NGOs and health ministries are using digital media 
to reach their target audiences 
–  Examples:   Websites 

    Blogs 
    Banner ads 
    Links on others’ websites 
    Text messaging 
    Social media 

•  However, very few are measuring their impact 
–  “process” measures easy to find (e.g., # visitors to site, # text 

message responses, time spent on site, retweets, FB posts) 

–  “outcome” measures more difficult (e.g., increases in 
knowledge, changes in attitudes, changes in behaviors) 



International Review of Lessons 
Learned from Digital Campaigns 

Country Case Studies: 
 
•  Australia (2) 
•  Canada (3) 
•  China 
•  Denmark (2) 
•  England (5) 
•  European Union 
•  Germany 
•  Israel 

•  Netherlands 
•  New Zealand (2) 
•  Norway 
•  Singapore 
•  Switzerland 
•  United Kingdom 
•  United States (7) 



#1:   Separate digital strategy 
needs to be developed 

•  Audiences, vehicles, messages and 
interventions may be different, so digital plans 
can’t be an afterthought or just a tactic 

•  Staffing decision is important 

–  Internal or external 
– Ongoing focused staffing to be responsive to 

audience and keep material fresh 

•  Evaluation plans need to be developed from the 
beginning, just like with any other effort 



#2: Digital media can reach 
diverse audiences 
 

Examples: 
•  New Zealand:  Maori and Pacific populations 

and lower-socio-economic strata audience 

•  England:  Routine and Manual workers 
•  Singapore: Parents of young children 

•  Many countries:  teenagers, young adult 
smokers, all smokers 



Singapore  
“Kids Watch. Kids Learn.” 

http://www.oureverydaythings.com/2009/08/smoking-
kids-watch-kids-learn/ 

http://www.babyandpapa.com/forums/forum113/thread1470.html 

Influential Blogger Engagement 



#3: People want to be engaged 



Concept only 



#4: Participants like digital interacting  
because it’s anonymous and personal 
 

Denmark 

• Personal weight 
calculations 
 
• Personal online 
advice (based on 
individual’s input) 
 
• Discussion 
forum 
 
• Diary 
 



Switzerland “Feelok” home page 



New Zealand “Quit”  
web banners 



#5: Variety of digital vehicles can  
increase participants’ involvement 

United Kingdom:  Viral seeding and video sharing 



US (Minnesota) “QuitCash” 
Recruitment Email Blast 



Quitcash.com Sign Up  
for Text Messages 

Mobile Welcome Text 
Message is sent 
immediately after user 
provides cell phone number 
and hits submit. 



Mobile Sign Up 

WAP Signup Page 

Scroll  

Same entry fields 
as online signup 
page.  

Choice of weekly 
tips sent to email 
or mobile phone. 

Click to call 
QUITPLAN & link 
to website. 

Intro Text  
Includes:  
“click to call” to 
the QUITPLAN 
Services 
 



Quit Tips Email and Videos 



Singapore “Kids Watch. Kids Learn”:  
eDM sent to worksite health promo staff   



#6: Digital campaigns inexpensive, but  
reach limited and measurement critical 
 

•  UK Youth Anti-Smoking Video Competition: 108K views of winning 
videos ($1.63 per view) 

•  England:  Yahoo Forum: 
•  300,000+ visitors (39,000+ visits of 5+ minutes) 

•  Almost 4000 smokers pledged to quit smoking (each cost NHS 1/3 of what 
normal TV campaign costs to achieve) 

•  England:  MSN partnership: 
–  160,000 unique visitors over 6 weeks  

–  Cost per active response of approx. $7.50 (the lowest of all media 
responses, including TV) 

•  Canada:  Campaign for a Smoke-free Ride 
–  Measured awareness, main message communication, attitudes & claimed 

behaviors 



#7: Digital and traditional media 
work synergistically—both important 
 

England “Smokefree United” 
–  Idea:  men can ‘get more out of their game’ by going 

smoke free 
–  Talksport promoted SF United for 12 weeks with 

advertorials, live DJ reads, live quitting clinic on 
morning show 

•  included competition inviting smokers to visit SF 
United site, pledge to quit and submit a 
‘smokefree chant’—winner would chant on-air 
and win a party for their community 



England  



England SW “One-Way Street” 
 
 
 
Digital media more cost-effective 
than broadcast at achieving active 
responses from smokers interested 
in quitting 

 

However, in overall population, 
digital media not recalled; only 
traditional media associated with 
changes in attitudes and 
behaviors 
 



Canada “Smoke-Free Ride” 
Materials 



#8: For quitting campaigns, need to  
re-think what is considered “help” 

•  Traditional cessation help 
–  Quitlines 
–  Pharmacological products 
–  Counseling 
–  Doctors’ advice 

•  Help in digital world 
–  FB posts; tweets 
–  Blog entries 
–  Interactive chats 
–  Cell phone tips 
–  Interaction via friend groups  

*Has implications for measurement 



US (Minnesota) “QuitCash Challenge”  
Facebook comments, wall posts, likes 



Facebook page 



#9:  Digital media can build support 
for policies or build compliance 

Canada (Ontario)—built awareness 
of smoke-free law; those aware of 
campaign reported less smoking in 
cars 

Global Smoke-free 
Partnership– built global 
awareness and support of 
strong smoke-free Beijing 
Olympics policy 
--collected 500+ signatures of 
support 



#10: Internet opens your program 
to everyone in the world  
 

•  Benefits:  inexpensive way to publicize your program 
and key messages 
–  Also a way to help target a global problem 

•  Drawbacks:  difficult to determine whom you are 
reaching and whether they are in the scope of your 
target audience(s) 
–  Your cost per participant or per visitor may include people 

who you aren’t interested in reaching 



New Zealand “Smoking Not 
Our Future” Campaign 

•  Example – viral games developed in New 
Zealand 

 
 

Kiss Off Kanvas 



Different results based on 
promotional approaches 

Example 1: Kiss Off 
•  Application on FB, Bebo, and seeded into global 

viral gaming sites 
•  450,000 visits, including 22,000 from NZ 
•  NZ visits ranked 6th 

 

Example 2: Kanvas 
•  Linked to NZ campaign website 
•  26,500 visits, including 25,000 from NZ 
•  NZ visits ranked 1st  



Summary of Lessons Learned 

1.  Need a well-thought-out digital strategy 

2.  Digital media provide excellent means to reach diverse 
audiences, not just youth and high-income 

3.  People want to be engaged—want to be heard and give advice 
(e.g., stories and experiences), to build relationships 

4.  Participants like interacting digitally because it feels both 
anonymous and personal/tailored 

5.  A variety of digital vehicles and relationships (Internet, mobile 
messaging, IVR, etc.) can increase the participants’ involvement 
and give them choices 



6.  Digital campaigns can reach many people quickly and 
inexpensively, however numbers typically in thousands not 
millions, and outcomes are critical to measure 

7.  Digital media and traditional media work synergistically—
both important 

8.  In developing quitting campaigns, need to re-think what is 
considered “help”       

9.  Digital media can be used to promote and build 
compliance with policies, not just promote prevention and 
cessation 

10. The Internet opens your program to everyone in the 
world—has benefits and drawbacks 
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