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The Problem

• Each year, 7,500 Oklahomans die from a 
smoking-related illness. 

• Smoking costs Oklahoma $1.62 billion in 
related healthcare costs each year.

• 23.7% adults in Oklahoma smoke. (BRFSS 
2013)



The Oklahoma Tobacco Helpline (OTH)

A free 24/7 service to all Oklahomans

• Free quit coaches

• Free nicotine replacement therapy (NRT)

• Two quit attempts in a twelve month period

• Spanish coaches available

• Hard of hearing services available

• Web coaching, Quit Guide, Email and Text 
available
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The Oklahoma Tobacco Helpline (OTH)

• Primarily funded by: 

– The Tobacco Settlement Endowment Trust (TSET)

• In partnership with:

– The Oklahoma State Department of Health (OSDH)

– The Centers for Disease Control and Prevention (CDC)

• Contracts for use in place with:

– The Oklahoma Health Care Authority

– Oklahoma Employees Group Insurance Division
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The Oklahoma Tobacco Helpline (OTH)

• Since 2003, the OTH has served more than 
275,000 Oklahomans.

• An estimated $18 million is saved each year in 
direct medical costs from tobacco users who 
have quit with the help of the OTH.

• More than 40% of callers are uninsured.

• More than 60% of callers have an income of 
less than $20,000. 
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The Oklahoma Tobacco Helpline (OTH)

• OTH has an approximate 34% quit rate for 
callers who receive multiple coaching calls

• Number 1 reach (as measured by NAQC in 
2013) 
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OTH Program Evaluation

• Satisfaction survey

• Secret shopper

• Outcome survey (7 month follow up survey)

• Dashboards with data to inform program 
planning  

• Media evaluation
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Media Campaign



Greta Anglin
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VI Marketing and Branding



Target Audience

• Primary:
– Tobacco users aged 35-64

• Blue collar / low-socioeconomic status

• Secondary:
– Pregnant women, men, African-Americans and 

Native Americans

• Tertiary:
– Young adults are targeted through digital and 

social with specific campaigns
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Current Campaign Objectives

• 30,000 OTH registrants in FY16.

• Decrease smoking prevalence to 18% by 2020.

• Increase serious quit attempts from 58.5% to 
65% of current adult smokers by FY18.

• Increase awareness of new service offerings 
(new campaign Fall 2015).
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Media Tracking Data

• 28% of respondents were able to recall and describe a 
specific OTH ad.

• 41% described the Visual Echo (smoking and 
pregnancy) campaign ads, followed by 21% James 
Capps (smokeless tobacco testimonial), and 9% OTH 
info cards.

• 70% of respondents said they were aware of a free 
service in Oklahoma to help people quit smoking. 

• 27% recalled “Oklahoma Tobacco Helpline” or “1-800-
QUITNOW” as the name of the service.

• Most Oklahomans who smoke or live with a smoker are 
aware of the Helpline.
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Media Tracking Data

• Non-daily smokers are less likely to recall the name of 
the Helpline than daily smokers. 

• Female gender, smoking, and younger age are 
significantly associated with recall of the Helpline.  

• Exposure to the Helpline ads is high among smokers 
and people who live with smokers.

• Ads are memorable, especially to their target audience 
of smokers. 

• Media has a message people approve of, make a strong 
argument for quitting, and are attention grabbing. 
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Call Volume Tracking
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Traditional Media Tactics

• Television (network and cable)

• Radio

• Out-of-home – outdoor, theater, gas station 
advertising

• Print
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Sample Campaigns
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Digital Media Tactics - Display

• Time spent with digital increases every year, 
with mobile being the driving force. 

– Digital display

– Mobile

– Rich media placements

– Pre-roll video

– Online radio
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Digital Media Tactics - Display
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Digital Media Tactics – Paid Search

• Allows for advertisers to bid their way to the top 
of search engine results pages for pre-
determined, relevant keywords.

• Campaign is structured to ensure that the OTH 
will appear relevant and useful to search engine 
users seeking assistance in quitting the use of 
tobacco products. 

• Campaigns, ad groups, keywords, text ads and 
landing pages are strategically organized to 
ensure a positive user experience from the 
original search search to the final conversion.
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9,763 impressions

8.00% CTR

207 clicks to Register Online

25.71% Register Online 

conversion rate

101,825 impressions

10.81% CTR

299 clicks to Register Online

33.90% Register Online 

conversion rate

Q2 Ad Groups





Digital Media Tactics – SEO

• Build organic search rankings via targeted 
keywords and linkbuilding strategies 

• On-page optimization – building in targeted 
keywords (meta-tags and on-page copy), 
interlinking, content optimization

• Off-page optimization – linkbuilding (backlinks 
impact rankings)

• Website marketing – user experience, testing
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Digital Media Tactics – SEO
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Social Media Campaign
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Social Media

@OKhelpline, @CaseyCornett



Social Media

@OKhelpline, @CaseyCornett

• Why do we use social media?



Social Media

• Who are the 2.4 million?

• 130,000 “smoking”

• 120,000 “cigarettes”

• 84,000 “tobacco”

• 15,000 “hookah”

@OKhelpline, @CaseyCornett



Social Media

• Why are these numbers important?

It’s your starting point to tracking success.

“Overall impressions” does not track success (as 
they can be bought)…It’s the impressions in your 
target that matter.

@OKhelpline, @CaseyCornett



Social Media - Great American Smokeout

@OKhelpline, @CaseyCornett



Social Media - Great American Smokeout

@OKhelpline, @CaseyCornett



Social Media - Great American Smokeout

@OKhelpline, @CaseyCornett



Social Media – Through With Chew

@OKhelpline, @CaseyCornett



Social Media – Through With Chew

@OKhelpline, @CaseyCornett



Social Media – Through With Chew

@OKhelpline, @CaseyCornett



Social Media – Through With Chew

@OKhelpline, @CaseyCornett



Social Media – Through With Chew

@OKhelpline, @CaseyCornett



Social Media

• Two forms of postings

• Active: planned messages

• Passive: join the current conversation

@OKhelpline, @CaseyCornett



Social Media

@OKhelpline, @CaseyCornett



Social Media

@OKhelpline, @CaseyCornett



@OKhelpline, @CaseyCornett









Upcoming Campaigns

• Launch of new services 

– Revising website design, collateral materials, 
marketing materials, etc.

• Quit Challenge - 2016
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