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other than Uscreates, Lake Market Research and NHS 
Wirral 
 



Executive Summary 



Executive Summary 

 

 

 

– Quit Stop Wirral has proved to be a highly effective, accessible, engaging and appropriate service. Over the course of 
the one-year evaluation 35% of people interviewed have quit smoking as a result of a service interaction. The campaign is 
successfully reaching the target: 40% of those interviewed in socio-economic group E and 37% of those in the 20% most 
deprived areas have quit smoking  
 
– A successful quit attempt is as much dependent on the personal motivation of the individual as it is on the service 
provision. Where a highly motivated individual has a positive initial encounter with QSW and appropriate follow-up 
support, the service is hugely effective at reaching the target and helping them quit  
 
– People are signing up to the campaign with very different levels of motivation to quit. Varying personal motivations affect 
the overall effectiveness of the service. Poor quality data means time is wasted trying to contact people not really ready to 
quit. While the personal motivation of an individual is beyond the control of the QSW service, it could still be ‘assessed’ at 
the initial consultation, to try and gauge how close to a quit attempt a user is, and tailor support accordingly. For example, 
those further away from a quit attempt could initially have tailored support to help them engage with their behaviours, 
before a quit attempt was made 
 
– The largest proportion of service users found out about the campaign via the mobile trailers and campervans, 
particularly those living in the 20% most deprived areas and social class D/E. This was most closely followed by the ASDA 
stalls / staff. Encouragingly the majority discover the service when passing by, so it is reaching those who do not normally 
engage with local services. Awareness of the campaign amongst non-users is also high and perceptions positive. Non-
engagement is simply related to lack of awareness or a lack of motivation to quit  
 
– While initial interactions with the service are largely very positive and many users suggest no improvements: 
 • Only 42% claim to have been told what would happen next 
 • Over the last year an increasing proportion of service users are seeking improvements in the visibility and location of 
the trailer. The trailer / campervan is the most visible element of the brand and its unreliability can lead to deeper cynicism 
of the whole service. It is therefore pivotal its location is clearly communicated and the timetable consistently delivered to 
 • Over the last year an increasing proportion of service users are seeking improvements in the attitudes of the 
promotional staff. Local NHS workers (smoking advisors) who had themselves smoked were considered the ideal 
engagement staff 
 
  



Executive Summary 

 

 

 

– Just under two thirds of service users believe they were offered further contact / support from the team. Not everyone is 
being offered this support and not everyone who requests this support is receiving it. On the service-user side numerous 
factors are contributing to the problem including nomadic lifestyles, personal circumstances and embarrassment. On the 
service-provider side some administrative issues contributing to this are believed to have been rectified however issues 
with initial data-capture are still believed to exist  
 
– Significantly more of those who quit smoking were called within the first week of quitting proving this support plays a 
pivotal role in a quit attempt. Personal contact with advisors (i.e. F2F and phone support) proves the most effective form 
of support with much praise across numerous attributes 
 
– Follow-up support is not for everyone. If a person is not truly ready or fails in a quit attempt, the support can lead to an 
enhanced feeling of failure, which could deter re-engagement with the service 
 
– Only 38% of service users claim to have been aware of being entered into a prize draw for ASDA vouchers. Better 
promotion and explanation of the scheme should remedy the confusion and cynicism surrounding it. Financial incentives 
often play an important side-line motivation / benefit in a quit attempt 
 
– Only a small number of service-users are currently using the website, suggesting it is being under-utilised at present. 
However many of those who do, find it a useful tool 
 
– More tailored resources for BME groups would improve the service offer. While some resources have been received 
from Manchester (i.e. imagery of mouth cancer from paan) more are required from NHS Wirral 
 
– A smaller volume of higher quality data would improve the overall effectiveness of the service as time would not be 
wasted attempting to contact people not truly ready to quit 
 
 
 
 
 
  



Research Context 



Background 

 

 

 

– NHS Wirral has a well established Stop Smoking Service, which has successfully reached government targets for ten 
years. In addition to this service, NHS Wirral and Corporate Culture designed and implemented an innovative stop 
smoking intervention targeting ‘hard-to-reach’ smokers, who would not normally engage with NHS Stop Smoking 
Services. ‘Quit Stop Wirral’ was based on research insights from residents in the 20% most deprived areas of Wirral 
(Health Action Areas) and routine manual occupations. Designed around the individual, the intervention includes a 
mobile outreach service, a website service, an incentive scheme (ASDA), support, follow-up and customer relationship 
marketing. 
 
– NHS Wirral asked Uscreates and Lake Market Research to collaboratively undertake an evaluation of the ‘Quit Stop 
Wirral’ social marketing intervention, to explore its effectiveness, accessibility, appropriateness and impact from a service 
user, non-user and service provider perspective. The following objectives were key components of the campaign, and 
were identified as priorities for this evaluation: 
 
• Has the campaign engaged with smokers who live or work in Wirral and are registered with a GP? 
 
• Has the campaign reached smokers who have historically resisted previous stop smoking campaigns and not accessed 
traditional NHS Stop Smoking Services? What prompted them to engage with this campaign? 
 
• Has the campaign triggered a quit attempt with smokers who live in the 20% most deprived areas of Wirral? 
 
• What is the effectiveness of engaging with the public using promotional staff? 
 
• What is the most effective campaign method for a) engaging with smokers, and b) achieving a quit attempt in smokers? 
 
• What are the most effective support and follow-up methods to service users? 
 
• What are the positive facilitators and barriers to re-engagement with the campaign after a failed quit attempt? 
 
  



Project Objective 

 

 

 
To undertake in-depth analysis of 
the Quit Stop Wirral service to 
explore its effectiveness, 
accessibility, appropriateness and 
impact from a service-user non-user 
and service-provider perspective  

Specifically Uscreates & Lake Market Research were asked: 



Methodology in brief 

Uscreates and Lake Market Research undertook a four phased 
research programme incorporating elements of orientation, 
quantitative insight, qualitative insight and reporting 

MEET AND DEFINE  
WORKSHOP 

SURVEY ‘DIP 1’ n=300 
interviews with service 

users July / August 2010 

FiNAL EVALUATION  
REPORT 

1. Orientation 

2. Quantitative Insight 
SURVEY ‘DIP 2’ n=228 
interviews with service 

users November / 
December 2010 

SURVEY ‘DIP 3’ n=270 
interviews with service 

users July / August 2011 

MYSTERY SHOPPING  
EXERCISES 

2 x days of cigarette 
break ‘chats’ with service 

non-users (November 
2010 / July 2011) 

n= 8 In-home focus 
groups with service 

users (November 2010 / 
August 2011) 

n=6 video diaries with 
service users 

undertaking quit attempt 
(Nov 2010 / Aug 2011) 

Day in the life QSW 
service provider 

shadowing (November 
2010 / July 2011) 

3. Qualitative Insight 

4. Reporting 



Video Diaries 
 
 
 
November 2010 - 6 video diaries given to focus groups 
participants 
 
-1 returned completed 
-3 returned incomplete (after repeated calls) 
-1 lost in action (LTFU) 
-1 broke in post 
 

 
 
 

 

Jan 2011 (DATABASE RESEARCH) 
 
2 video diaries given to focus groups participants 
 
-1 returned completed 
-1 returned incomplete (after repeated calls)  

 
 

 

 
 
 

July 2011 
 
4 video diaries given to respondents in focus groups 
 
-2 returned completed 
-1 returned incomplete (after repeated calls)  
-1 lost in action (LTFU) 

 
 

 



Quantitative Methodology 

A survey was carried out with 798 service users over three fieldwork dips over the last year to 
assess campaign progress and monitor any statistical associations between levels of engagement 
with the campaign and smoking behaviours. The survey was carried out via telephone and took an 
average of 15 minutes to complete. 
 
A random sample of service users were invited to take part in the survey. The chart below depicts 
the demographic profile of those interviewed:  

1%

8%

18%

19%

16%

56%

37%

7%

36%

Social grade - A

Social grade - B

Social grade - C1

Social grade - C2

Social grade - D

Social grade - E

Living in 20% most deprived areas

Not living in 20% most deprived areas

Unclassified

45%

55%

14%

15%

25%

13%

8%

46%

14%

9%

14%

7%

6%

3%

23%

Male

Female

Aged 16-24

Aged 25-34

Aged 35-44

Aged 45-54

Aged 55-64

Aged 65+

Working

Unemployed - seeking work

Unemployed - not seeking work

Not working - retired

Not working - looking after house/children

Not working - disabled

Student



Qualitative Methodology 

1. Mystery shopping exercises 
• All members of the evaluation team undertook a number of mystery shopping exercises prior to conducting the evaluation to ensure the many different facets of 

the social marketing campaign were understood. Using suitable pseudonyms numerous different elements of the service were ‘trialled’ from a service-user 
perspective. Element included the website, the telephone service, the trailer and the ASDA stand. 

•  Team member experiences of the mystery shopping exercises are included on the CD provided   
 
2. In-home focus groups 

• n=5 in home focus groups were undertaken in November 2010. Respondents were recruited for these groups from a sample list provided by Lake Market 
Research (of service users who had undertaken the survey and agreed to further research). Two were with service users who had quit smoking, two were with 
service users who had undertaken a quit attempt but not quit and one was with service users  who had not undertaken a quit attempt at all. 6 respondents were 
recruited to attend each of the five groups and turn-out ranged from 3 respondents to the full 6 respondents. The groups were held in the homes of service users 
in New Ferry, Bromborough, Eastham, Noctorum and Prenton. Respondents were a mixture of ages and demographics    

• n=3 in home focus groups were undertaken in July 2011. Respondents were recruited for these groups from a sample list provided by Lake Market Research (of 
service users who had undertaken the survey and agreed to further research). One  group was undertaken with service users who had quit smoking and two 
groups were held with service users who had undertaken a quit attempt but not quit. 6 respondents were recruited to attend each group – two groups received full 
turn out, the quitter group was attended by only 3 respondents. The groups were held in Woodchurch, Birkenhead and Upton and respondents were a mixture of 
ages and demographics 

• The discussion guide used is included on the CD provided with this report    
 
3. Cigarette break chats 

• n=26 cigarette break chats with smokers was conducted in December 2010. Smokers of any age or demographic were approached at various sites across 
Birkenhead and Rockferry (e.g. outside supermarkets, outside job centres, at bus stops etc) and asked about their awareness of the QSW service and their 
attitudes towards it 

• N=18 cigarette break chats of smokers under 30 was conducted in July 2011. Younger smokers were approached at various sites across Birkenhead, RockFerry 
and Woodhcurch and asked about their awareness of the QSW service and their attitudes towards it 
 

4. Video diaries 
• n=6 day-in-the-life video diaries were undertaken by smokers undergoing a quit attempt, to allow greater insights into the quitting process 
• A video summary of these video diaries is included on the CD provided 
 

5. Service provider shadowing  
• ‘Shadowing’ was undertaken of key service providers to understand their views on the service and see the mechanisms of their working days. Shadowing was 

undertaken of staff at the QSW trailer in Arrowe Park, ASDA Bromobrough and the QUIT service in London  
• A 30 minute telephone Interview was conducted with a BME champion when F2F shadowing was not possible 
• Shadowing was undertaken in November / December 2010 and July 2011  

 
 



Main findings 
Quit Stop Wirral overall success 



Overall Smoking Statistics  

 

 

 

Key statistics: 
• 35% have quit smoking since engaging with QSW 
• 87% of users have attempted to quit or have quit, 13% 

have made no attempt to quit at all 
• 87% of quitters have quit for 4 weeks or more 
• 38% of smokers have made a 4 week quit attempt 

I am a smoker, 
65%

I have quit 
smoking, 35%

Which of the following statements apply to you today? 

Base: All service users (798) 

80%

20%

Yes

No

Have you attempted to quit smoking in the last 6 months? 
Base: All smokers 

49%

22%

15%

6%

8%

Once

Twice

Three times

Four times

5 or more times

How many times have you attempted to quit smoking in the last 6 
months? 
Base: All those that have made an attempt 

63%

31%

5%

2%

None

One

Two

Three or more

How many of your attempts lasted for four weeks or more? 
Base: All those that have made an attempt 

12%

46%

27%

14%

Under 4 weeks

4 - 11 weeks

12 - 23 weeks

24+ weeks (6
months +)

How many weeks is it since you quit smoking? 
Base: All quitters 

Source: Survey data 
 



Smoking statistics by demographics 

 

 

 

Quit patterns are broadly consistent 
across the demographic groups.  

A higher proportion of users of social 
class E have quit smoking or have 
made more attempts to quit in the last 
six months. The service is reaching 
the target 

37%

33%

34%

35%

38%

32%

36%

30%

40%

37%

34%

63%

67%

66%

65%

62%

64%

70%

60%

63%

66%

68%

Male

Female

Aged 16-34

Aged 35-54

Aged 55+

ABC1

C2

D

E

20% most deprived

NOT 20% most deprived

I have quit smoking I am a smoker

Have you attempted to quit smoking in the last 6 months? 
Base: All smokers 

57%

46%

56%

46%

55%

43%

49%

59%

51%

52%

47%

Male

Female

Aged 16-34

Aged 35-54

Aged 55+

ABC1

C2

D

E

20% most deprived

NOT 20% most deprived

Attempted to quit twice or more in the last six months… 
Base: All smokers 

Base: All service users (798) 

Which of the following statements apply to you today? 

Source: Survey data 
 



Smoking statistics by wave 

 

 

 

There are broadly consistent proportions reporting quits each wave. Amongst quitters, the 
length of quits has increased. However, the number of quits amongst smokers has decreased 

28%

44%

35%

72%

56%

65%

Wave 1 (registrations
March to June)

Wave 2 (registrations
July to October)

Wave 3 (registrations
November to May)

I have quit smoking I am a smoker

80%

80%

81%

Wave 1
(registrations

March to June)

Wave 2
(registrations July

to October)

Wave 3
(registrations

November to May)

Have you attempted to quit smoking in the last 6 months? 
Base: All smokers 

Attempted to quit twice or more in the last six months… 
Base: All smokers 

55%

53%

45%

Wave 1
(registrations

March to June)

Wave 2
(registrations July

to October)

Wave 3
(registrations

November to May)

21%

13%

4%

33%

64%

39%

26%

23%

32%

16%

25%

Wave 1 (registrations
March to June)

Wave 2 (registrations
July to October)

Wave 3 (registrations
November to May)

Under 4 weeks 4 - 11 weeks
12 - 23 weeks 24+ weeks (6 months +)

How many weeks is it since you quit smoking? 
Base: All quitters 

Base: All service users (798) 

Which of the following statements apply to you today? 

Source: Survey data 
 



Core elements needed 
for effective quitting 

 

 

 

A smoking advisor 
came up to me in 
Birkenhead market. 
She was brilliant and 
she got me at a time 
when I guess I had 
been really thinking 
about it 
Female, quitter 

I’ve had four quit 
attempts but this one 
feels really different. My 
son put so much 
pressure on, he kept 
snapping my cigarettes. 
He’s a very sensitive 
boy, he’s scared of 
death 
Female, quitter 

They phone me about 
twice a week. They 
always seem to phone 
when I need them. They 
ask me how I feel, What 
the benefits of quitting 
are. Things like that. It 
really spurred me on 
Female, quitter 

I’ve quit for 10 
weeks now, it 
feels different this 
time…. 
Female, quitter 

the personal motivation an accessible and 
convenient service 

appropriate support the impact 

A successful quit attempt is as much dependent on the personal motivation of the 
individual as it is on the service provision. When the personal motivation is there, a 
positive approach is made by Quit Stop Wirral and continued follow-up support is 
received as directed (usually by phone), the Quit Stop Wirral service is hugely effective 
at reaching the target and helping them quit   

THE PERSON THE QSW SERVICE 

Source: Service user focus groups 
 



Interactions with the campaign 

Service users are aware of many different elements of the campaign. The individual appeal 
to a variety of demographic groups strengthens the offer as a holistic campaign 

Have you…? 

Aged 16-34 Aged 35-54 Aged 55+ Working Unemployed Retired 20% most deprived Not 20% most deprived 

VISITED MOBILE TRAILER / CAMPERVAN 50% 42% 39% 41% 56% 37% 52% 32% 

LEAFLETS IN SHAPE OF ASDA TROLLEY 40% 38% 29% 35% 39% 22% 37% 36% 

POSTERS IN LOCAL BUS STOPS / STREET 43% 30% 29% 30% 40% 31% 37% 29% 

SEEN STOP SMOKING HELPERS AT ASDA 23% 35% 23% 29% 23% 22% 24% 34% 

VISITED CAMPAIGN WEBSITE 21% 12% 6% 17% 11% 5% 12% 16% 

Base: All service users (798) 

Visited a campaign mobile trailer or campervan 

Seen leaflets in the shape of an Asda shopping trolley 

Seen posters at local bus stops / on the street 

Seen stop smoking advisors at Birkenhead Market 

Seen the stop smoking helpers at Asda 

Seen the campaign ad van that was parked up locally 

Read campaign stories / about Asda winners in the Wirral news 

Heard the community quitter stories on the radio 

Seen the quit smoking community workers 

Visited the campaign website 

Seen winners events at mobile trailers 

Visited the campaign facebook profile 

Raised money for Claire House through sponsorship 

* Note: Figures for smoking advisors at Birkenhead Market reference Wave 3 only and reading stories in Wirral news reference Waves 2 and 3 only 

Significantly higher 
response compared 
to other subgroups 

Source: Survey data 
 



Quitters and their interaction with 
the campaign (1) 

Quitters tend to be more engaged with the 
campaign, and receive the ‘best service’ from 
the stop smoking advisors.  

60%

56%

54%

52%

57%

64%

45%

44%

41%

52%

53%

43%

41%

39%

24%

Campaign mobile trailer / 
campervan 

Posters at local bus stops / 
on street 

Stop smoking helpers at 
Asda 

Leaflets in the shape of a 
shopping trolley 

Stop smoking helpers at 
Birkenhead market 

Which of the following are you aware of…? 

Base: All service users (798) 

Source: Survey data 
 

Significantly higher response compared to other service user groups 

Have quit smoking 

Attempted to quit smoking in the last 6 months but still smoking 

Not attempted to quit in last 6 months 

92%

96%

82%

83%

47%

80%

89%

77%

79%

34%

25%

65%

90%

58%

67%

19%

19%

35%

% agree that visit to campaign 
trailer/campervan ‘encouraged me to 

quit smoking’ 

% agree ‘the advisor was knowledgeable’ 
at campaign trailer/campervan 

% agree that visit to campaign trailer/ 
campervan ‘prompted them to tell 

others about services’ 

% agree that visit to Asda stand 
‘encouraged me to quit smoking’ 

% saw stop smoking advisors at an Asda 
stand in the store foyer 

% saw campaign sign up leaflets next to 
quit smoking products in Asda 

To what extent do you agree with the following statements…? When 
visiting Asda, did you see…? 

Quit Attempted Not attempted 

NUMBER OF TIMES VISITED 
TRAILER/CAMPERVAN 2.6 1.8 1.7 



Quitters and their interaction with 
the campaign (2) 

Quitters report a higher usage of support 
products to help them with their quit 

Significantly higher response compared to other service user groups 

Have quit smoking 

Attempted to quit smoking in the last 6 months but still smoking 

Not attempted to quit in last 6 months 

Base: All service users (798) 

Source: Survey data 
 

62%

47%

14%

11%

58%

48%

6%

17%

30%

26%

3%

55%

Patches 

Inhalator 

Champix 

No products 

Did you use or are you using any of the following products to help 
you quit smoking after you signed up to the campaign…? 

72%

49%

44%

60%

36%

34%

51%

23%

38%

% who claim they were 
offered further contact / 

support after registration 

% who claim they were 
contacted within first week 

of registration 

% aware of entry to prize 
draw for Asda vouchers 

when signing up 

Were you offered any further contact/support after signing up? 
When were you contacted? Were you aware of the Asda prize draw 
when registering? 



Overall success - summary 

 

 

 

 
– Over the course of the evaluation 35% of people 
have quit smoking as a result of an interaction with 
the Quit Stop Wirral service 
 
– The campaign is successfully reaching the target. 
40% of those interviewed in socio-economic group E 
and 37% of those in the 20% most deprived areas 
have successfully quit 
 
– The holistic nature of the campaign works well - 
there are high levels of awareness of many different 
aspects of the campaign and these individually 
appeal to different demographic groups 
 
– A successful quit attempt is as much dependent on 
the personal motivation of the individual as it is on 
the service provision. Where a highly motivated 
individual has a positive initial encounter with QSW 
and appropriate follow-up support, the service is 
hugely effective at reaching the target and helping 
them quit  
 
– Linked to their motivation, quitters tend to be more 
engaged with the campaign and report higher usage 
levels of the different elements 
 Source: Various 

 



Main findings 
The pivotal role of personal motivation 



Reasons for joining campaign 

Reasons for joining the campaign vary widely and are often multi-faceted in nature. 
The simple desire to ‘stop’ is consistently chosen across demographic groups but the 
motivations for doing so vary widely 

33%

25%

12%

11%

10%

10%

9%

8%

8%

6%

6%

6%

10%

I want to stop / quit smoking 

To get healthier / health reasons 

Wanted to try something different / tried other methods 

Decided to give it a go 

In the right place / right time 

Needed the help / support / not enough willpower 

To save money 

Wanted to stop for children / family 

It was convenient / accessible 

Thought it would help me stop smoking 

Seemed like a good idea 

Campaign team encouraged me to give up 

Cheaper way of quitting / offered free products 

Why did you decide to join the campaign and attempt to stop smoking in this way? 

Aged 16-34 Aged 35-54 Aged 55+ ABC1 C2 D E 

TO GET HEALTHIER / HEALTH REASONS 18% 27% 31% 20% 19% 30% 30% 

WANTED TO STOP FOR CHILDREN / FAMILY 15% 8% 4% 5% 8% 12% 12% 

CONVENIENT / ACCESSIBLE 7% 9% 7% 12% 11% 6% 3% 

Significantly 
higher response 

compared to other 
subgroups 

Base: All service users (798) 

“The stand was there and it was 
convenient. I just naturally enquired 
when I saw the opportunity.” 

“I need to quit smoking because of 
my health, it has helped my family a 
lot, my daughter used them to quit.” 

“Because i was thinking about 
stopping and they just happened to 
be in Asda.” 

“Because i wanted to stop smoking, it 
was just there so i thought that i 
would give it ago.” 

Source: Survey data 
 



Differing levels of motivation 

 

 

 

I’d been wanting to run 
properly again for ages. 
I just happened to see 
that trailer. So I set 
myself a date with the 
team to quit and get fit 
enough in time for the 
santa dash!  
Female, quitter 

I only signed up to try 
and win those free 
ASDA vouchers. I also 
went online to see if 
they were giving away 
anything else. 
Smoking’s one of the 
only things I’ve got  
Female, no quit attempt 
made 

Honestly? I joined for 
the air freshener. I could 
see it hanging up. And I 
wanted to see what 
other free stuff I could 
get too 
Male, no quit attempt made 

I was already thinking 
about it and the trailer 
was there. I went to sea 
for 50 years in 1948, 
where there were lots of 
cheap cigs. I saw the 
QSW trailer when out 
with my wife and 
decided to go cold 
turkey with their help 

Male, quitter  

high low 

motivation 

People are signing up to the service with very different levels of motivations to actually 
quit. Many successful quitters are already dedicated to the idea when QSW catches 
them at the right time. Others believe QSW will provide them with the missing willpower. 
Some never have any real intention of quitting 

medium 

Source: Service user focus groups 
 



The importance of being ready 

 

 

 

When you come off 
the cigs, you have to 
change you whole, 
life 
Male, quitter 

It doesn’t matter what 
services are available 
if people aren’t ready 
Female, quitter 

You have to be really 
ready to quit. You have 
to be prepared to 
change your whole life 
structure. All the things 
you associate with 
smoking. I was definitely 
at that point. And I saw 
then van and thought 
great I’ll go in  

Female, quitter  

A nurse told me 
she’d seen people 
lose limbs because 
of it and they were 
STILL smoking. You 
have got to be ready 
Female, quitter 

Successful quitters share a very strong motivation to quit and cite their ‘readiness’ 
to change the whole structure of their lives with their success. While the personal 
motivation of an individual is beyond the control of the service, where the service 
works well it is in part because the person is truly ready. This ‘readiness’ could be 
better assessed at the initial consultation  

Source: Service user focus groups 
 



Administrative issues 

 

 

 

I think the biggest issue is 
the motivation of the people 
joining. It feels like we get a 
huge volume of low quality 
data to work with  
QUIT representative 

Personal motivation needs to be better assessed at the outset because varying 
levels of motivation end up impacting the overall effectiveness of the service. 
Poor quality data means 1) time is wasted trying to contact people not really ready 
to quit and 2) the same QSW pathway is offered to all quitters when some may at 
first need help in simply ‘engaging’ with their behaviour   

Source: Service provider shadowing 
 



Segmentation 

 

 

 

To better understand this ‘readiness’ the following segmentation shows the key 
dimensions impacting on the levels of motivation to quit. If it was possible to 
identify these different smoker typologies at the initial interaction, then more 
tailored support / advice could be offered. For example, those unengaged with 
their behaviours could be given tools to first ‘reflect’ on their behaviour, before a 
quit attempt was undertaken. This way people not yet ready to quit, would not 
fail a quit attempt through the QSW service and then potentially fail to re-engage 



Levels of engagement  
with smoking behaviours 

 

 

 

DISENGAGED 

L
evel of en

gagem
en

t w
ith

 sm
okin

g 
ENGAGED 

Never thinks or talks about smoking 
Unable to define the reason for smoking 

Think about smoking a lot 
Much more active interaction with smoking 
Readily able to define pros and cons of smoking  

Source: Smoking segmentation  developed for NHS Portsmouth 
 



Attitudes towards smoking 

 

 

 

Attitude toward smoking 

- disgust 
- distaste 
- disbelief 
 

- deep enjoyment 
- social pleasure 

HATE LOVE 

Source: Smoking segmentation  developed for NHS Portsmouth 
 



Segmentation 

HATE LOVE 

DISENGAGED 

L
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ENGAGED 

Attitude toward                smoking behaviour 

Source: Smoking segmentation  developed for NHS Portsmouth 
 



Segmentation 

HATE LOVE 

DISENGAGED 

L
evel of en

gagem
en

t w
ith

 sm
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ENGAGED 

Attitude toward                smoking behaviour 

Source: Smoking segmentation  developed for NHS Portsmouth 
 



Portrait of a sleeper 

 

 

 

Characteristics of a sleeper: 
- I enjoy smoking 
- I avoid talking or thinking about smoking 
- I have no intention to quit 
- “I don’t feel anything about it really” 
- May have signed up to QSW for ‘free stuff’ 
or a chance to win vouchers 
 

I love smoking. Smokers 
are much more sociable 
than non-smokers. I 
went on a cruise and the 
non-smoking half were 
sooo boring 
Female, no quit attempt 
made, Wirral 
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Source: Smoking segmentation  developed for NHS Portsmouth 
 



Portrait of an ambivalent 

 

 

 

Characteristics of an ambivalent: 
- I dislike the fact I smoke 
- I am aware of the pros and cons of smoking 
but I think about them very little 
- My ambivalence stops me quitting 
-“I didn’t realise I smoked this much, I feel 
quite disgusted” 
 

I couldn’t believe it when 
I saw my carbon 
monoxide reading. It’s 
disgusting, it really 
brings it home to you, I 
just didn’t think about it 
before 
Female, quitter, Wirral 
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Source: Smoking segmentation  developed for NHS Portsmouth 
 



Portrait of an excuser 

 

 

 

Characteristics of an excuser: 
- I really enjoy smoking 
- I am very aware of the pros and cons, but find 
excuses to keep justifying my behaviour 
- My excuses prevent me quitting 
-Likely to say: “I couldn’t quit, if I didn’t have my 
fags I’d kill someone, and anyway it’s better than 
eating” 
 

I really want to give up 
but I’ve been through a 
difficult divorce and I 
struggle with my weight 
too. I get panicky just 
thinking about doing it 
Female, no quit attempt 
made, Wirral 
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Source: Smoking segmentation  developed for NHS Portsmouth 
 



Portrait of a poised 

 

 

 

Characteristics of a poised: 
- I really dislike smoking 
- I am very aware of the pros and cons, 
and think about them quite a bit 
- I am hoping to quit soon 
-Likely to say: “I would love to quit 
smoking but nothing I have tried so far 
has worked” 
- Segment most likely to have quit 
through QSW service 
 

People said I smelt. 
And they hated the 
smell of cigar 
smoke. It’s 
disgusting, it was 
doing nothing for 
me, I just didn’t 
enjoy it anymore 
Male, quitter, Wirral 
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Source: Smoking segmentation  developed for NHS Portsmouth 
 



Personal trauma;  
a key influence on motivation 

 

 

 

I had a cot death in 
my 20s. I smoked 
while pregnant and 
although I never 
smoked with the baby 
in the room, I blame 
the death on smoking 
and that’s what made 
me do it  
Female, quitter 

My Dad died of lung 
cancer and that was a 
big incentive to quit. 
Every time I was out of 
breath running up the 
stairs, it was a 
reminder of that 
Male, quitter 

I had a chest x-ray scare 
and that made me stop. 
There was a little patch. 
It was nothing but I saw 
the cabin on the 
Leasowe estate and I 
went for it 
Male, quitter 

You start to realise 
you won’t get away 
with it as you get 
older. You think 
about it a lot more. I 
really don’t like the 
fact I do it 
Female, quit attempt 
made 

Personal trauma often plays a large part in the levels of motivation of those 
attempting to quit by increasing engagement and dislike of the behaviour (the two 
key dimensions related to motivation). All smokers were likely to have experienced 
personal trauma but older smokers were more likely to have had health scares 
which may have motivated a quit attempt 

Source: Service user focus groups 
 



Personal trauma; a catch 22 

 

 

 

However personal issues or trauma 
can also play a pivotal role in an 
unsuccessful quit attempt  

I gave up when I was 
pregnant, but a bad 
relationship made me start 
again 
Female, quit attempt made 

I went through a difficult 
divorce and those things take 
you back to it 
Male, no quit attempt made 

One day I fell down the 
stairs and there was an 
explosion at work and that 
was it, I had a ciggy 
Female, quit attempt made 

Source: Service user focus groups 
 



Importance of personal motivation - 
summary 

 

 

 

 
– People are signing up to the service with very different levels of motivations to actually quit. The largest 
proportion joined ‘to quit’ (33%) followed by those who wanted to ‘get healthier’ (25%).  
 
– Successful quitters maintain a total life change is necessary to see through a quit attempt, so a smoker 
needs to be both very motivated and ‘ready’ 
 
– Varying personal motivations affect the overall effectiveness of the service as poor quality data means 
time is wasted trying to contact people not really ready to quit and the same QSW pathway is offered to 
all smokers despite different smoking typologies 
 
– While the personal motivation of an individual is beyond the control of the QSW service, it could still be 
‘assessed’ at the initial consultation, to try and gauge how close to a quit attempt a user is, and tailor 
support accordingly 
 
– Those who dislike the fact they smoke and are very engaged with their behaviours, are usually the 
closest to a quit attempt and QSW works well with this segment. Those unengaged with their smoking 
behaviours may need more help to ‘reflect’ on the behaviour, before ‘support’ is offered for a quit attempt. 
And those who like smoking may need first to be moved towards a ‘dislike’ of the behaviour before 
undertaking a quit attempt 

Source: Various 
 



Main findings 
Awareness and initial interactions 



Awareness of QSW service – service       
non-users 

Nearly a third of people interviewed in cigarette 
break chats who had not engaged with the 
service were still spontaneously aware of Quit 
Stop Wirral. This was slightly lower amongst the 
under 30’s. Awareness was actually higher as 
when shown a picture of the trailer / stand many 
more claimed to have seen it. The trailer followed 
by local radio were the key sources of this 
awareness. Lack of awareness of the QSW 
service is not a major issue 

We heard about QSW 
on the radio but couldn’t 
find the bus 
Female 

I’ve not heard of Quit Stop Wirral, but I 
have seen that trailer about town. I’ve 
had a look around it and it’s got great 
information and staff but I’m a committed 
smoker. Cigarettes are my best friend, 
they got me through a breakdown 
Male  

I saw the van in Old 
Chester road and was 
tempted to go in but I 
didn’t have time  
Male  

Source: Cigarette break chats 
 



Perceptions - service non-users 

I think it’s brilliant they are out 
there looking for people and 
coming to us. And the idea of 
a text if you’re having a bad 
day would be great. You 
could go to your GP but I 
know mine would put a lot of 
pressure on and I’d be told off 
if I failed 
Female 

I love the idea of having ex-
smokers that might inspire 
you. If I wanted to quit and I 
saw the bus I would 
definitely go in. It’s great to 
have a local solution as you 
can feel like quitting is too 
petty to go to your GP about 
Male 

Of those not using the service, perceptions are largely positive. And 
many made reference to the QSW service being better than many of 
the smoking cessation alternatives out there  

Source: Cigarette break chats 
 



Reasons for lack of engagement - 
service non-users 

Lack of engagement by non-users is nearly always down to a simple and honest 
lack of motivation to quit. Most smokers have undergone a quit attempt at some 
stage and are well aware that being ‘ready’ is key 

If I saw the trailer, I 
wouldn’t go over as 
I’m not ready to 
quit. You’ve got to 
be willing to be 
interested 
Male 

I don’t know what they do 
to overcome people’s 
reasons to smoke. But 
any stop smoking service 
is up against a lot 
Male 

I just don’t want to 
give up. Even for 
£6000! 
Female 

£500 is nice but as I don’t 
want to quit, I’d just think 
of it as money I would 
never get 
Female 

Source: Cigarette break chats 
 



Source: Cigarette break chats 
 

Young people were slightly harder to engage on the subject and were 
sometimes more defensive about the behaviour. This could be linked to 
smoking being less of a social norm for this generation? 

Service non-users – under 30’s 

You’re not going to  
try and make me give 
up are you? Cos I’m 
not ready to quit. I 
won’t do it!  
Female 



Service users initial awareness of 
campaign 

The majority of users first found out about the campaign via the mobile trailers & campervans, 
particularly those living in the 20% most deprived areas & of social class D & E.  

Asda partnership & Asda advisors have also played a key role; increasingly so in the last year 

37%

21%

8%

7%

7%

3%

3%

3%

5%

Can you tell me how you first became aware of the campaign? 

Significantly higher response 
compared to other subgroups 

Campaign mobile trailer / campervan / 
Birkenhead market 

At Asda / helpers at / outside Asda 

At a stall 

At the Doctors / through the nurse 

Friend / family / partner 

Local newspaper / papers 

Received a phone call 

Was approached in shopping centre 

Through work / came into work 

Wave 1 Wave 2 Wave 3 Aged 16-34 Aged 35-54 Aged 55+ 

AT ASDA / HELPERS AT ASDA 9% 25% 30% 18% 24% 16% 

Wave 1 Wave 2 Wave 3 ABC1 C2 D E 20% most deprived Not 20% most deprived 

CAMPAIGN MOBILE TRAILER / CAMPERVAN 44% 41% 17% 26% 26% 40% 41% 40% 25% 

Base: All service users (798) 

“Whilst shopping at the Asda store in 
Woodchurch, there was a stall in the entrance 
with people standing there giving information and 
leaflets out about quitting smoking.” 

“I became aware when I saw the stand in my 
local Asda store in Liscard.” 

“I wanted to pack it in, I saw the stand in ASDA 
and thought why not.” 

“I became aware when i was walking through the 
middle of Birkenhead town centre and noticed a 
truck advertising the stop smoking campaign, i 
approached them.” 

Source: Survey data 



Registering with the campaign  

Half of registrations are made through mobile trailers, vans % the Birkenhead market stall, with 
increasing proportions amongst those living in the 20% most deprived areas & of social class E.  

In line with awareness, an increasing proportion are registering with the campaign at Asda. 

50%

21%

6%

5%

4%

3%

2%

1%

4%

Significantly higher 
response compared 
to other subgroups 

Wave 1 Wave 2 Wave 3 Aged 16-34 Aged 35-54 Aged 55+ 

AT ASDA / HELPERS AT ASDA 4% 27% 33% 15% 23% 15% 

Base: All service users (798) 

Campaign mobile trailer / campervan / Birkenhead 
market stall 

At a stand in Asda store 

Via the campaign freephone telephone number 

Through a quit smoking community worker 

Somebody called me at home 

GP / Hospital / Health Centre 

Via the campaign website 

Stopped in town / precinct 

Through work / came into work 

Wave 1 Wave 2 Wave 3 ABC1 C2 D E 20% most deprived Not 20% most deprived 

CAMPAIGN MOBILE TRAILER / CAMPERVAN 52% 52% 46% 43% 41% 54% 57% 58% 39% 

How did you first sign up to the campaign? 

Source: Survey data 



Service users initial interactions 

 

 

 

The trailer was 
absolutely spot on. 
Comfortable, 
convenient 
Male, no quit attempt 
made 

I just stumbled 
across it and it was 
excellent 
Male, quit attempt made 

It was everything I 
wanted it to be – a 
service that was 
continued 
Male, quitter 

It was really 
convenient as the Dr 
is quite a trek 
Male, quit attempt made 

Initial interactions with the service are usually very positive. 
Positive feedback most commonly relates to friendly staff, 
comfort, convenience, lots of information, no pressure to give 
up, carbon-monoxide testing, immediacy (of prescriptions etc) 
and the promise of continued support    

Source: Service user focus groups 



Service provider observations 

 

 

 

Inline with service user perceptions, the service provider observations made were 
very positive. F2F interactions at the hospital sites were being left up to the smokers 
(“we don’t know what they’re in for, so we let them come to us”). In the estates a 
more pro-active approach was being used to pull people in  

Source: Service provider shadowing 

Empathetic  

Patient  

Building relationships 

Tailoring support 



Interaction with campaign trailer / 
campervan / market stall  

 

 

 
Once, 60%Twice, 20%

Four times, 4%

Five times or 
more, 8%

Three times, 8%

How many times have you visited a trailer, campervan or market stall? 

Base: All visited trailer / campervan / market stall (453) 

86%

8%

2%

1%

How did you first become aware of a trailer, campervan or market stall? 

Thinking about the occasion you visited were you / did you …? 

84%

80%

76%

76%

42%

21%

15%

12%

27%

Based on your experience, I’d like you to tell me how much you agree…? 

12%

13%

17%

16%

17%

24%

22%

20%

24%

83%

82%

78%

75%

74%

74%

58%

55%

54%

40%

16%

The majority discovered the trailer passing by (reaching those who don’t normally engage).  

Response to the service received is encouraging, but only 42% claim they were told what would 
happen next and 27% claim they were told about the Asda draw. 

I was passing by and saw it 

A friend / family member / work 
colleague told me about it 

Saw it advertised in a newspaper 

Told about it by campaign service team 

Given a voucher for nicotine patches/gum/ 
inhalator to redeem at your local pharmacy 

Speak to an advisor about registering 

Speak to an advisor about quitting advice 

Given a leaflet by an advisor 

Told what would happen next 

Told about the Asda prize draw and how you 
would be entered 

Prompt you to register at a later date 

Speak to a smoking advisor about trading a 
personal quitting tip 

See an Asda prize draw winner being   
presented with their vouchers 

In a good location for people to stop and have a look 

The advisor was easy to talk to 

The advisor was helpful 

The advisor was knowledgeable 

It was eye catching and stood out 

An advisor was available to talk when I needed 

Encouraged me to quit 

Prompted me to tell other people about the campaign 

An advisor encouraged me to stop and talk to them 

Prompted me to find out more about the campaign 

Source: Survey data 

Agree slightly Agree strongly 



Interaction with campaign trailer / 
campervan / market stall over time  

 

 

 

Base: All visited trailer / campervan / market stall (453) 

Thinking about the occasion you visited were you / did you? 

79%

82%

80%

82%

18%

83%

87%

79%

75%

20%

89%

71%

70%

70%

24%

Based on your experience, I’d like you to tell me how much you agree…? 

96%

98%

97%

95%

95%

93%

85%

79%

64%

97%

92%

92%

92%

92%

89%

83%

74%

74%

92%

95%

95%

87%

87%

89%

79%

76%

57%

An increasing proportion recall being given 
redeemable vouchers over the last year.  

The majority agreed they were provided with a 
good service but perceptions of the advisors being 
easy to talk to & knowledgeable has decreased. 

Proportions talking to advisors about quitting 
advice have decreased over the last year. 

In a good location for people to stop and         
have a look 

The advisor was easy to talk to 

The advisor was helpful 

The advisor was knowledgeable 

It was eye catching and stood out 

An advisor was available to talk when I        
needed 

Encouraged me to quit 

Prompted me to tell other people                    
about the campaign 

Prompted me to find out more                         
about the campaign 

Given a voucher for nicotine patches/gum/ 
inhalator to redeem at your local pharmacy 

Speak to an advisor about registering 

Speak to an advisor about quitting advice 

Given a leaflet by an advisor 

Prompt you to register at a later date 

Significantly higher response compared to other waves 

Wave 1 (registrations March to June) 

Wave 2 (registrations July to October) 

Wave 3 (registrations November to May) 
Source: Survey data 



Attitudes to trailer improvements 

 

 

 

Whilst half of all users of the trailers suggest that nothing needs to be improved, over the last 
year an increasing proportion are making comments and these comments largely focus on the 
visibility and location of the trailer and the attitude of promotional staff 

Base: All visited trailer / campervan / market stall (453) 

2%

1%

4%

17%

0%

2%

6%

2%

2%

4%

8%

5%

3%

2%

0%

2%

4%

3%

2%

2%

14%

8%

8%

4%

3%

2%

1%

1%

1%

0%

Wave 1 (registrations March to June) 

Wave 2 (registrations July to October) 

Wave 3 (registrations November to May) 

Make trailers more visible/eye catching/distinctive 

Trailers should be in a more visible position 

Advertise trailer is in the area / more signs 

Trailers should spend more time in same location 

Advisors should be more knowledgeable / not just promote products 

Advisors should provide more information 

Should have more advisors at trailer 

Should have more advisors available to talk to me 

Trailers should visit more areas 

Offer free products / patches 

What, if anything, do you think could be done to improve the campaign mobile trailer? 

Significantly higher response compared to other waves 

“I don’t think that where it has been placed is in a good 
location, if you don’t approach the market down the fish 
aisle then you wouldn't see it, and with it just being off 
the fish aisle means that it wont be seen by the younger 
generation as they don’t like the smell in this area” 

“A bit more attractive, they look like a burger van, other 
than the front of the trailer you would have no clue of 
what it was, the staff were just sitting inside and were 
not proactive, the staff should know how to write the 
vouchers correctly, the staff were not listening properly 
and were only trying to promote the patches, more 
venues other than the trailer, as it isn’t very theraputic 
and comfortable for the support sessions, the equipment 
in the trailer wasn’t working to test the breath..” 

‘Nothing’: Wave 1 58%, Wave 2 60%, Wave 3 52% 

Source: Survey data 



Critique of trailer / van reliability 

 

 

 

A number of people claimed they had 
tried to unsuccessfully find the trailer 
/ campervan for repeat prescriptions 
or general support and this trend was 
more pronounced in wave 3. The 
trailer / campervan is the most visible 
element of the brand and it’s 
unreliability can lead to a deeper 
cynicism of the whole service  

I went to about three 
places to try and find 
the van to get my 
patches. It was so 
stressful I ended 
having a ciggy! 
Female, quit attempt 
made 

It’s not there 
anymore. I had a 
great relationship 
with that guy and 
then it wasn’t there 
anymore. I felt a bit 
let down 
Male, quit attempt made 

Source: Service user focus groups / service provider shadowing 



Critique of promotional staff 

 

 

 

It’s really tacky. I don’t 
want to some two-bit 
youngster telling me 
what’s good for me – I 
already know. They 
looked like they’d just 
left school. I’d like to 
see someone of my 
own age who has 
actually managed to 
quit - someone who 
can empathise 
Male, no quit attempt made 

I was approached by 
a girl with a 
clipboard in ASDA. A 
nice girl, a friendly 
girl. I wish it had 
been NHS staff 
though, then I could 
have discussed my 
options better 
Female, no quit attempt 
made 

They were quite 
pushy, they really 
pushed for me to 
use the patches 
Female, quitter 

All help seems to 
come from non-
smokers! It is REALLY 
important people have 
smoked. Local people, 
all the better, they 
make people feel at 
ease and its more 
personal 
Male, quit attempt made 

A key increasing criticism of the initial encounter also relates to the 
inappropriateness of the promotional staff. Local NHS workers (smoking 
advisors) who had smoked themselves were considered the ideal 
engagement staff 

Source: Service user focus groups 



Interaction with Asda stands  

Service users are most aware of the advisors at foyer stands & campaign posters.  

The location of the stand & communication with advisors is praised. 

Possible improvements centre on the visual display of the stand and more proactive advisors. 

 

 

 Yes, 83%

No, 16%
Don't know, 1%

Have you visited an ASDA store in the last six months? 

When you visited ASDA, did you …? 

37%

35%

28%

19%

8%

44%

6%

See advisors at a stand in the store foyer 

See campaign posters in store 

See campaign sign up leaflets next to quit 
smoking products 

See or receive any nicotine replacement 
therapy discount vouchers 

See campaign advertising on your till receipts 

Hear  tannoy campaign announcements 

None of these 

47%

22%

21%

18%

At which of the following ASDA stores have you seen stop smoking advisors 
at a campaign stand? 

Liscard 

Arrowe Park 

Bromborough 

Woodchurch 

Based on your visit to a ASDA campaign stand, tell me how much you agree…? 

12%

9%

11%

16%

19%

27%

16%

23%

26%

83%

80%

79%

73%

69%

73%

53%

59%

52%

43%

12%

The stand was in a good location to stop and look 

The advisor was easy to talk to 

The advisor was helpful 

The advisor was knowledgeable 

The stand was eye catching and stood out 

An advisor was available to talk to me when I visited 

My visit encouraged me to quit 

An advisor encouraged me to stop and talk to them 

My visit prompted me to tell others about campaign services 

My visit prompted me to find out more about the campaign 

Agree slightly Agree strongly 

Base: All service users (798); All visited ASDA (414) 

Source: Survey data 



Awareness and initial interactions - 
summary 

 

 

 

 
– Awareness of the campaign amongst non-users is fairly 
high and perceptions positive. Non-engagement is largely 
related to a lack of motivation to quit  
 
– The  majority of service users found out about the 
campaign via the mobile trailers and campervans, 
particularly those living in the 20% most deprived areas 
and social class D/E. Encouragingly the majority discover 
the trailer when passing by, so the service is reaching 
those who do not normally engage with local services 
 
– While initial interactions with the service are largely very 
positive and many users suggest no improvements: 
  
 • only 42% claim to have been told what would happen next 

 • over the last year an increasing proportion are seeking 
improvements in the visibility and location of the trailer. The trailer / 
campervan is the most visible element of the brand and any issues 
with it can lead to a deeper cynicism of the whole service 

 • over the last year an increasing proportion are seeking 
improvements in the attitudes of the promotional staff.  Some users 
felt the promotional staff were inappropriate and official smoking 
advisors were preferred   

Source: Various 



Main findings 
Follow-up 



Perceived contact / offer of follow up 

When were you contacted by the campaign team following your initial registration with the campaign? 

40%

17%

10%

3%

2%

18%

8%

2%

Within the first week 

1 week but less than 2 

2 weeks but less than 3 

3 weeks but less than 4 

4 weeks but less than 5 

5 weeks or more 

Wasn't contacted at all following registration 

Can’t remember 

Not attempted to 
quit in last 6 months 

Attempted to quit in last 6 
months but still smoking 

Have quit 
smoking 

Within the first week 23% 36% 49% 

1 week but less than 2 weeks 12% 15% 21% 

2 weeks but less than 3 weeks 135 10% 8% 

3 weeks but less than 4 weeks  3% 4% 3% 

4 weeks but less than 5 weeks 2% 2% 3% 

5 weeks or more 2% 3% 1% 

Wasn’t contacted at all 30% 22% 9% 

Can’t remember 15% 7% 6% 

Were you offered any further contact or support after you signed up to the campaign? 

63%

31%

6%

Yes 

No 

Can't remember 

Wave 
1 

Wave 
2 

Wave 
3 

Not attempted to 
quit in last 6 months 

Attempted to quit in last 6 
months but still smoking 

Have quit 
smoking 

Yes 54% 72% 66% 51% 60% 72% 

No 39% 25% 29% 40% 34% 24% 

Can’t remember 7% 3% 6% 9% 6% 4% 

Base: All service users (798) 

A variety of timeframes given; just under two thirds believe they were offered further contact / support.  

Significantly more quitters believe they were contacted within the first week and were offered follow up contact.  

Perception of being offered contact / support has improved over the last year. 

Significantly higher response compared to other subgroups / waves 

Source: Survey data 



Attitudes towards follow up 
contact / support received 
Base: All used follow up contact / support (388) 

I’d like you to tell me the extent to which you agree with the following statements about the contact you received…? 

21%

20%

23%

19%

16%

22%

68%

63%

61%

70%

77%

77%

52%

14% Agree slightly 

Agree strongly 

24%

36%

29%

14%

19%

19%

43%

36%

38%

71%

71%

71%

45%

19%

PHONE TEXT 
Gave me the support I needed 

Gave me a boost when I needed it 

Encouraged me to continue with my quit 

It was fast 

It was convenient 

Was given to me on time 

Prompted me to tell other people about the campaign 

48%

44%

48%

20%

28%

24%

28%

24%

20%

64%

60%

56%

32%

28%

22%

15%

24%

22%

13%

17%

74%

76%

63%

76%

85%

76%

67%

17%

EMAIL FACE TO FACE 
Gave me the support I needed 

Gave me a boost when I needed it 

Encouraged me to continue with my quit 

It was fast 

It was convenient 

Was given to me on time 

Prompted me to tell other people about the campaign 

Personal contact with advisors proves the most effective in perceptions of having the support they need, a boost 
and encouraging users to continue with quits.  

Face to face contact is particularly praised for its convenience to service users. Source: Survey data 



Continued follow-up; 
the gold standard 

 

 

 

The guy was brilliant, 
he even turned up at 
my door once! I 
received a call every 
Friday 
Male, quitter 

You really felt like 
they wanted you to 
quit and they were 
being very 
supportive. You felt 
as if they cared 
Female, quitter 

The call was another 
bit of motivation, she 
was such a nice girl 
I’d have felt awful if 
I’d said I hadn’t done 
it! 
Male, quitter 

They even called 
when I was on 
holiday in Scotland. I 
was given a gym 
pass and some 
nutrition advice – its 
been great 
Male, quitter 

Quitters spoke really favourably of the follow-up 
they received. For many quitters it was a very 
important ‘crutch’ in the quitting process  

Source: Service user focus groups  



Continued follow-up; 
not for everyone 

 

 

 

They just made me 
feel rubbish that I 
wasn’t quitting 
Male, quitter 

The texts and phone 
calls were nice, but 
they were little useful 
support when I was 
failing miserably 
Female, quit attempt 
made 

I didn’t feel much 
about about it really. 
Some people are into 
that sort of thing, it’s 
different people isn’t 
it. I’d just prefer to do 
it on my own 
Female, quit attempt 
made 

It was good to the 
point of irritation. It 
was my mistake to do 
it so willingly. They 
were just so nice. I 
started ignoring the 
calls 
Female, quit attempt 
made 

However follow-up support is not for everyone, particularly if people are 
not highly motivated to quit or are highly motivated to quit but go onto fail. 
There were instances where follow-up support had led to an enhanced 
feeling of failure for the attempted quitter, which would go on to deter 
usage of the service again. This is another reason it is really important to 
better assess personal motivation and different needs at the initial 
consultation to maximise the chances of a successful quit   

Source: Service user focus groups  



Poor initial follow-up 

 

 

 

It was empty 
promises, I walked 
away on such a high 
and then there was 
no further contact 
Female, quitter, joined 
up with stop smoking 
group instead 

They didn’t contact 
me, as promised, so I 
called them. From 
then on, it was great, 
I received a call every 
Friday and my 
prescription to the 
door sometimes 

Male, quitter  

I left with high hopes 
but the aftercare was 
not so great 
Female, quitter, joined 
up with stop smoking 
group instead  

I did receive a check-
up phone call but it 
was about 6 months 
after signing up 
Male, no quit attempt 
made  

We set a quit date for May in the trailer and I didn’t get a call until 
July! She said she would send stuff too, and she never did. The 
experience was so bad I genuinely thought I’d given my details to a 
dodgy company. You have to be so careful these days 

Female, no quit attempt made  

It’s a real waste of taxpayers 
money – we didn’t get what 
we were promised 

Male, no quit attempt made  

Most worryingly, not all people who requested follow-up support, 
received it. The biggest source of frustration comes from those who 
were not followed up and lack of follow-up was evident at all research 
waves 

Source: Service user focus groups  



Why poor follow-up? 

 

 

 

It is understood some administrative issues that were resulting in 
poor initial follow-up have been rectified on the service-side but 
there are still believed to be some problems at the data-capture 
end 

Source: Service provider shadowing 



Why poor follow-up? 

 

 

 

I don’t take much 
notice of the 
phone calls. I just 
let it ring. And then 
I do 1471 to see if 
it is anything 
important 

 

I’m always away 
with work. I don’t 
know from week to 
week if I’m going 
to be in Wales or 
where 

 

I don’t know 
whether they 
contacted me, it 
wouldn’t have 
registered. I 
wasn’t 
interested at 
the time 

 

BIGGER 
ISSUES 

NOMADIC 
LIFESTYLES 

PHONE 
AVOIDERS 

It was good to 
the point of 
irritation. It was 
my mistake to 
do it so willingly. 
They were just 
so nice. I started 
ignoring the 
calls 

SAVING 
FACE 

EMBARASSMENT 

They just made 
me feel rubbish 
that I wasn’t 
quitting 

It is unlikely to be purely a service provision issue. From a service-user side, 
qualitative insights that may shed further light on those lost to follow-up include 
people fielding phone calls, chaotic lifestyles, personal issues and embarrassment   

Source: Database evaluation focus groups / Service user user focus groups  



Making contact after unsuccessful 
quit attempt 

 

 

 

Yes, 8%

No, 91%

Don't know, 1%

You mentioned that you made an attempt to quit smoking in the last six months. Did you make 
contact with any of the campaign services at any time following an unsuccessful quit attempt? 

Why did you decide not to get back in contact with the campaign services? 

12%

11%

11%

11%

8%

6%

4%

3%

3%

3%

3%

3%

3%

7%

Didn't / don't feel ready to quit 

Didn't want to speak to anyone after failing 

Didn't think they could offer anything to help me 

Personal circumstances (e.g. illness, family situations) 

Too busy / not had time to get in contact 

Didn't know how to get back in contact with them 

Didn't think they would be very helpful 

Was too embarrassed to make contact again 

Trailer had left the areas 

My first experience wasn't a good one 

Feel like I can give up myself 

Lost their contact information 

Too lazy / can't be bothered 

Didn't feel I needed to 

“I couldn't be bothered, I thought i was ready to quit but I wasn't.” 

Base: All users made an attempt to quit (413) 

A small proportion of users claim they got back in contact after an unsuccessful quit attempt.  

Reasons for not getting back in contact vary and are a result of both individual circumstances & 
mindset, as well as prior campaign experience and previous contact. 

“No reason, just haven't had the time what 
with looking after my three grandchildren 

and other family members.” 

“Because I didn't think that i would 
get the support, as they never gave 
it too me in the first place, I wasn't 
contacted by them for a month.” 

“It just wasn't the right time to 
contact, I had got bad news it 

just went wrong.” 

“They didn't send me anything in the 
post. The lady said she'd send me a 
repeat prescription in the post but it 

never happened.” 

“I originally set a quit date back in January, and then found myself 
extending it by a week. In the end, it just didn't happen.” 

Source: Survey data 



Follow-up - summary 

 
– Just under two thirds of people believe they were offered further contact / support from the team  
 
– Significantly more of those who quit smoking were called within the first week of quitting proving this 
support plays a pivotal role  
 
– Personal contact with advisors (i.e. F2F and phone support) proves the most effective form of support 
with much praise across numerous aspects 
 
– Not everyone who requests support is receiving it – a trend pronounced at all three research waves. On 
the service-user side numerous factors are contributing to the problem including nomadic lifestyles, 
personal circumstances and embarrassment. On the service-providers side some problems are still 
believed to exist at the data-capture end   
 
– Follow-up support is not for everyone. If a person is not truly ready or fails, the support can lead to an 
enhanced feeling of failure, which could deter usage of the service again 
 
– Only 8% of service users claim they got back in contact after an unsuccessful quit attempt. Barriers to re-
engagement include personal circumstances, poor first experiences of the service, emotive issues (e.g. 
embarrassment and fear) and practical issues  
 

Source: Various 



Main findings 
Fringe benefits 



ASDA prize draw awareness 

 

 

 
No, 62%

Yes, 38%

Are you aware that you were entered into a prize draw for Asda vouchers when signing up to the campaign? 

47%

38%

29%

% Yes from Wave 1
(registrations March

to June)

% Yes from Wave 2
(registrations July to

October)

% Yes from Wave 3
(registrations

November to May)

Significantly higher 
response compared 

to other waves 

Only 38% of service users claim to be aware of being entered into a prize draw for Asda vouchers 
when signing up, and proportions of users aware has reduced over the last year.  

Awareness is higher amongst users who are unemployed & living in the 20% most deprived areas. 

% AWARE THEY WERE ENTERED INTO A PRIZE DRAW FOR ASDA VOUCHERS WHEN SIGNING UP FOR THE CAMPAIGN 

Aged 16-34 39% Working 36% Living in 20% most deprived 42% 

Aged 35-54 42% Unemployed 47% Not living in 20% most deprived 34% 

Aged 55+ 32% Retired 26% 

Significantly higher response compared to other subgroups 

Base: All service users (798) 

Source: Survey data 



ASDA incentives - some cynicism 

I was chuffed to 
bits to get those 
vouchers. I 
thought it was just 
a scam! 
Male, quitter 

I just thought that 
was a scam to be 
honest? 
Female, quit attempt 
made 

There is some confusion and cynicism 
surrounding the ASDA incentive scheme, 
despite the publicity it receives. This was 
most pronounced at the latest wave of 
research. Better initial explanation and 
alternative promotional ideas may 
remedy this 

No way. I’m sure they 
were just pocketing 
that themselves. To 
me I just felt like a 
statistic, a name… 
Female, quit attempt 
made 

I didn’t understand 
how the £500 thing 
worked 
Male, quit attempt made 

Source: Service user focus groups 



Attitudes towards ASDA prize draw 

 

 

 

7%

12%

11%

14%

17%

11%

8%

12%

15%

16%

17%

26%

3%

5%

4%

5%

4%

7%

23%

25%

24%

21%

22%

59%

44%

45%

42%

40%

35%19%

It's a good incentive to quit for people like me 

It offered me a different incentive to quit 
compared to other stop smoking services 

The draw grabbed my attention 

It prompted me to tell other people about the 
campaign 

It encouraged me to quit smoking 

It prompted me to find out more about the 
campaign 

Base: All aware of Asda prize draw (306) 

I’d like you to tell me the extent to which you agree with the following statements when you 
found out about the prize draw? 

The majority perceive the prize draw to offer them a good and relevant incentive to quit, and 
believe it offers a different alternative to other stop smoking services. It also particularly 
prompted 16-34 year olds to find out more about the campaign and grabbed their attention. 

Aged 16-34 Aged 35-54 Aged 55+ 

It offered me a different incentive to quit compared to other stop smoking services 80% 65% 63% 

The draw grabbed my attention 79% 68% 60% 

It prompted me to find out more about the campaign 67% 49% 47% 

Significantly higher response compared to other age groups 

Source: Survey data 



ASDA incentives – positive 
sideline benefit 

 

 

 

They aren’t that 
important, if you want 
to quit, you will, 
incentive or not 
Male, no quit attempt 
made 

My wife has 
offered me £500 if 
I quit. I’ve not 
done it yet  
Male, no quit attempt 
made 

While quitters are thrilled to receive 
the award, the ASDA incentives are 
very unlikely to be the key or only 
motivator in any quit attempt. 
Monetary incentives are a nice 
sideline benefit / motivation and many 
quitters are creating their own 
financial goals 

I put £4 a day in a 
pot and I managed 
to get myself a 
whole new set of 
gold clubs at the 
end 
Male, quitter 

I bought clothes 
with all the 
money I was 
saving 
Female, quit attempt 
made 

Source: Service user focus groups 



Carbon monoxide reading 

I love the carbon monoxide test. It 
really brings it home to you. My 
blood went from 38 to 2. I didn’t 
realise how high it would be 
Female, quitter 

It was amazing to see 
your progress 
Female, quitter 

That blowy thing was amazing. 
It’s a real incentive because 
they’ll know if you are cheating 
Female, quitter 

The carbon-monoxide readings are powerful in 
personalising the impact of smoking and a continued 
motivator however they are not relevant to all groups 
(e.g. Paan smoked by the Bangladeshi community) 

Source: Service user focus groups 



Interaction with campaign website  

 

 

 

Once a week or 
more, 8% 2 - 3 times a 

month, 12%

Once a month, 
10%

Hardly ever, 
34%

Only visited 
once, 38%

Approximately how often do you visit the campaign website? 

Base: All visited campaign website (104) 

49%

11%

9%

8%

8%

2%

What prompted you to visit the campaign website? 

Which of the following have you read about or looked at? 

Told about it by campaign service team 

Through an internet search engine 

Recommended by friend / family member 

Through a leaflet 

Curiosity 

Through Facebook 

89%

68%

63%

61%

46%

40%

32%

31%

25%

45%

Advice on how to quit smoking 

Top Tips 

How to register with campaign 

Chance to win Asda vouchers 

Links to other websites 

Smokers forum posts 

Contact detail for service team 

When & where the mobile trailer would be 

Links to Facebook profile page 

Quitting to raise money for Claire house 

Based on your experience, I’d like you to tell me how much you agree…? 

11%

17%

19%

25%

24%

35%

27%

86%

76%

73%

63%

51%

50%

42%

41%

20%

It provides information that is relevant to people 
like me 

It is easy to find the information I need 

It is easy to navigate through the different sections 

The website is visually appealing 

Different to other stop smoking websites I've seen 

Prompted me to tell other people about campaign 
services 

Prompted me to find out about campaign services 

It encouraged me to quit 

Small proportions of people are using the website. The most common route to the website is 
via the campaign team themselves. Some service users perceive the website as a useful tool 
of information with 30% of users accessing it once a month or more Source: Survey data 



 

 

 

I couldn’t work 
out how to use 
the facebook site 
Female, quitter 

I have nothing to 
get on the internet 
with 
Female, quit attempt 
made 

I found better stuff 
on the nicorette site 
Male, quit attempt made 

I don’t want to hear 
quitter stories, it 
makes you feel like 
a loser. I hate 
preachy quitters 
Male, quit attempt made 

Interaction with campaign website  

The website is being  
under-utilised at present 

Source: Service user focus groups 



Impact of Kids 

 

 

 

My grandson said 
you’ll do x,y,z and 
then you’ll die. It 
really hit home, the 
impact on the kids 
Female, quitter 

My daughter got 
pregnant so I 
gave it up for her 
Male, quitter 

My grandkids said 
you’re going to 
lose your legs – 
that really helped! 
Male, quitter 

I’ve had four quit attempts but 
this one feels really different. My 
son put so much pressure on, 
he kept snapping my cigarettes. 
He’s a very sensitive boy, he’s 
scared of death. It upset me so 
much, I went totally cold turkey 
Female, quitter 

Kids are often a huge motivator 
in a quit attempt. While 
qualitatively no-one had 
undertaken a ‘Quit for Kids’, 
there seems to be a great 
opportunity here 

Source: Service user focus groups 



Supporters group 

Make sure you pass my 
name on. I feel really 
passionate about this. I 
just think I’ve got a lot to 
give on it 
Male, quitter 

I would like to help others 
now. I had a quitting 
buddy when I was quitting 
who I could always rely 
on. We quit together. My 
‘secret smoker’ friend   
Female, quitter 

QUITTERS NON-QUITTERS 

All help seems to come from 
non-smokers! It is REALLY 
important people have smoked. 
Local people, all the better, 
they make people feel at ease 
and its more personal 
Male, quit attempt made 

Qualitatively there is significant support for successful quitters to 
stay involved with the programme from both a quitter and non-quitter 
perspective. Quitters enjoy talking about their quit attempts, are 
rightly proud of their achievements and many want to spread their 
success. Quantitatively 24% of quitters were interested in a 
supporters group with no differences by sub-group 

Source: Service user focus groups 



Fringe benefits - summary 

 

 

 

 
– Only 38% of service users claim to be aware of being entered into a prize draw for ASDA vouchers. 
Better promotion and explanation of the scheme should remedy the confusion and cynicism surrounding it. 
Financial incentives often play an important side-line motivation / benefit in a quit attempt with many 
quitters creating their own financial goals  
 
– Only a small number of service-users are currently using the website, suggesting it it being underutilised 
at present. However many of those who do, find it a useful tool 
 
– 24% of quitters were interested in a supporter group as part of the service. Quitters enjoy taking about 
their quit attempts, are rightly proud of their achievements and many want to spread their success further 
 
 

Source: Various 



Main findings 
Service provider issues 



BME Champions 

– The BME service is perceived to be doing very well and huge amounts of trust and presence have been 
built up over the 6 years it has been running 
 
– The subject of smoking is very easy to engage communities about 
 
– Problems arise from the fact smoking is deeply embedded culturally and very acceptable (e.g. 
Bangladeshi’s and paan) and people lack awareness that other products (e.g. paan) can causes cancers 
just like cigarettes. There are very few resources for this diversity. Resource have been received from 
Manchester (i.e. imagery of mouth cancer from paan) but more are required from NHS Wirral 
 
– The BME service is perceived to be a satellite service to the wider QSW service. There is a breakdown 
in communication between the two and it is believed more collaboration would be beneficial for both 
 

Source: Service provider shadowing 



QUIT 

– The service is perceived to 
be working really well now 
the teething problems have 
been sorted out. Very few 
clients phone the line (1%) 
and it is nearly all referrals 
 
– The biggest issue is the 
large volume of low quality 
data which leads to time 
being wasted attempting to 
contact people not truly 
ready to quit 
 
– The service is also 
believed to be quite 
fragmented – a better 
feedback loop is required, 
consistency of data and 
more collaboration and 
ownership 

Source: Service provider shadowing 



Conclusions & Recommendations 



Key questions answered directly 
from the brief 

 

 

 

 
• Has the campaign engaged with smokers who live or 
work in Wirral and are registered with a GP? 
  
 
 
 
• Has the campaign reached smokers who have 
historically resisted previous stop smoking campaigns 
and not accessed traditional NHS Stop Smoking 
Services? What prompted them to engage with this 
campaign?  
 
 
 
 
• Has the campaign triggered a quit attempt with 
smokers who live in the 20% most deprived areas of 
Wirral? 
 
 
 
 
• What is the effectiveness of engaging with the public 
using promotional staff?  
 
 
 
 
  

 
YES, THE CAMPAIGN HAS SUCCESSFULLY ENGAGED WITH 
SMOKERS WHO LIVE AND/OR WORK IN WIRRAL AND ARE 
REGISTERED WITH A GP 
 
 
 
YES, THE INTERVENTION HAS SUCCESSFULLY REACHED 
MANY HISTORICALLY RESISTANT SMOKERS AT ’THE RIGHT 
TIME’ (I.E. CONSIDERING A QUIT ATTEMPT). IT HAS 
PROVIDED THE OPPORTUNITY TO QUIT FLEXIBLY AND 
INDEPENDENTLY WHILST RECEIVING CONTINOUS POSITIVE 
SUPPORT 
 
 
 
YES. THE CAMPAIGN HAS SUCCESSFULLY REACHED THE 
TARGET. 40% OF THOSE INTERVIEWED IN SOCIO-ECONOMIC 
GROUP E AND 37% OF THOSE INTERVIEWED IN THE 20% 
MOST DEPRIVED AREAS HAVE SUCCESSFULLY QUIT AS A 
DIRECT RESULT OF THE CAMPAIGN 
 
 
THE PROMOTIONAL STAFF HAVE BEEN EFFECTIVE IN 
ENGAGING THE TARGET. SOME SMOKERS THOUGHT THEY 
WERE INAPPROPRIATE AND SMOKING ADVISORS WHO HAD 
MANAGED TO QUIT SMOKING THEMSELVES WOULD BE 
BETTER PLACED TO CONDUCT THE ENGAGEMENT ACTIVITY 
 



Key questions answered directly 
from the brief 

 

 

 

 
 
• What is the most effective campaign method for a) 
engaging with smokers, and b) achieving a quit attempt 
in smokers?  
 
 
 
 
 
 
 
• What are the most effective support and follow-up 
methods to service users?  
 
 
 
• What are the positive facilitators and barriers to re-
engagement with the campaign after a failed quit 
attempt?  
 
  

 
 
WHEN THAT CRITICAL PERSONAL MOTIVATION IS THERE, A 
SUCCESSFUL QUIT ATTEMPT IS MOST LIKELY TO ARISE AS A 
RESULT OF THE FOLLOWING; THE INITIAL INTERACTION IS A 
FACE-TO-FACE ONE AT A TRAILER/VAN OR ASDA STAND 
WHEN THE SMOKER IS ‘PASSING BY’, INFORMATION ABOUT 
WHAT WILL HAPPEN NEXT IS PROVIDED, THE SMOKER IS 
CONTACTED WITHIN THE FIRST WEEK OF THE INITIAL 
ENCOUNTER AND THEY RECEIVE ON-GOING FACE-TO-FACE 
OR PHONE SUPPORT 
 
THE MOST EFFECTIVE SUPPORT AND FOLLOW-UP OCCURS 
WHEN THE SMOKER IS CONTACTED WITHIN THE FIRST 
WEEK OF THE INITIAL ENCOUNTER AND THEY RECEIVE ON-
GOING FACE-TO-FACE OR PHONE SUPPORT 
 
BARRIERS TO RE-ENGAGEMENT INCLUDE: 
  
-PERSONAL CIRCUMSTANCES (E.G. PERSONAL PROBLEMS / 
NOT FEELING READY TO QUIT AGAIN) 
-POOR FIRST EXPERIENCES (E.G. TOO MUCH ‘IRRITATING’ 
FOLLOW-UP RECEIVED / NO FOLLOW-UP RECEIVED) 
-EMOTIVE ISSUES (E.G. EMBARASSMENT / FEAR OF 
REPEATING FAILURE) AND PRACTICAL REASONS (E.G. NOT 
FINDING THE TRAILER / LOSING THE NUMBER) 
 

NO ONE-SIZE-FITS ALL APPROACH WILL BE EFFECTIVE AND 
ANY COMMUNICATION NEEDS TO BE DONE VERY 
CAUTIOUSLY AND SENSITIVELY, SO AS NOT TO COMPOUND 
FEELINGS OF EMBARASSMENT OR FAILURE 
 
  



Assess personal motivation and create 
a more tailored / staged service 

 

 

 

Give me opportunities to 
reflect on my behaviour 
before undertaking a quit 
attempt e.g. regular 
carbon monoxide readings 
/ video diary?   

Traditional QSW pathway 
is perfect for me. Support 
me through a quit attempt 
as the service does so 
well 

Do not include me on the 
database yet. Wait until I 
move to one of the other 
segments… 

Give me opportunities to 
develop a dislike / disgust of 
my behaviour before 
undertaking a quit attempt? 
E.g. disgust diary / exercises 

– While the personal motivation of an individual is beyond the control of the QSW service, it could still 
be ‘assessed’ at the initial consultation, to try and gauge how close to a quit attempt a user is, and tailor 
support accordingly. For example, those further away from a quit attempt could initially have tailored 
support to help them engage with their behaviours, before a quit attempt was made (a pre-quit phase of 
support)  
 



Rectifying data-capture issues 

 

 

 

– Not everyone is being offered follow-up support and not everyone who requests this support is receiving it. 
Issues with initial data-capture are still believed to exist 
 
IDEAS: 
 
– Educate promotional staff on the full QSW pathway and the importance of their role in data capture 
 
– Reduce pressure on targets by creating new pathways for those not yet ready to quit 
 
– Focus should be on quality of data not quantity 
 
– Alert system set up to highlight where people have not been contacted in first week   
 
 
  
 
 
 
 
 
 
  



Mobile trailer consistency / 
visibility 

 

 

 

– The trailer / campervan is the most visible element of the brand and its unreliability can lead to deeper 
cynicism of the whole service. It is therefore pivotal its location is clearly communicated and the timetable is 
consistently delivered to. All locations should also be assessed for visibility and improvements considered (e.g. 
signage) 
 
 
 
  



Promotional staff vs. smoking 
advisors 
 

 

? 

– An increasing proportion are seeking improvements in the attitudes of the promotional staff. Local NHS 
workers (smoking advisors) who had themselves smoked were considered the ideal engagement staff 
 



Prize draw 

 

 

 

– Better promotion and explanation of the prize draw scheme should remedy the confusion and cynicism that 
surrounds it. Financial incentives often play an important side-line motivation / benefit in a quit attempt. Set 
targets to ensure levels increase over the next 6 months and broaden scope of winner promotions 
 



Website 

 

 

 

 
– Only a small number of service-users are currently using the website, suggesting it is being under-utilised at 
present 
 
IDEAS: 
 
– Rebranding to QSW on search engine 
– Given that people are generally coming to the website after an initial F2F interaction, move away from generic 
smoking advice and encourage further interaction with website by making sure all elements of the campaign are 
there (e.g. quitting aids / quitting pathway)  
 
  



BME groups 

 

 

 

 
– More tailored resources for BME groups would improve the service offer. While some resources have been 
received from Manchester (i.e. imagery of mouth cancer from paan) more are required from NHS Wirral 
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