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Methods	 Conclusions	

•  Results	show	associaIons,	not	causality	
•  Other	unmeasured	factors	may	be	at	play	
•  Results	though	are	robust	across	many	dimensions	

•  No-cost	promoIon	of	NRT	is	an	effecIve	and	important	promoIonal	tool	
for	QuitlineNC	even	in	the	absence	of	large	state-based	paid	media	
promoIon.	

	

•  QuitlineNC	call	volume	increases	substanIally	when	Tips	campaign	is	on	
air,	and	the	CDC	campaign	sustains	overall	state-based	call	volumes.	

	

•  Concurrently	conducIng	no-cost	free	NRT	promoIon	during	Tips	
campaigns	results	in	higher	call	volumes	than	achieved	by	either	strategy	
used	in	isolaIon,	allowing	QuitlineNC	to	leverage	federally	funded	media	
messages,	maximize	the	impact	of	available	state	resources,	and	sustain	
overall	annual	call	volume.	

•  QuitlineNC	caller	intake	data	analyzed	to	assess	call	volume	for	callers	
registering	for	quitline	services:	

•  4	weeks	prior	to	and	4	weeks	following	the	2013	free	NRT	press	
release	during	the	2013	Tips	campaigns;	and	

•  10	days	preceding	2015	promoIonal	period	and	10	days	included	in	
promoIonal	period	during	2015	Tips	campaign	

	

•  T-tests	and	Wilcoxon-Mann-Whitney	tests	used	to	compare	differences	
in	average	call	volume	before	and	aXer	promoIonal	periods	and	Tips	
campaigns	

No-cost	free	NRT	promo$on	in	absence	of	Tips	drives	call	volume	
Fiscal	Year	2013:	
•  Gradual	increases	in	monthly	call	volume	following	promoIon	via	two	

email	blasts	to	providers	
	

Fiscal	Year	2015:	
•  Spike	in	calls	as	a	result	of	NRT	offer,	promoted	via	email	blast	and	press	

release	surrounding	Great	American	Smokeout	
	

Tips	Campaign	significantly	increases	call	volume	
Fiscal	Year	2013:	
•  Average	weekly	call	volume	increased	59.9%	during	the	campaign	

compared	to	the	preceding	Ime	period	(p=.005)	
	

Fiscal	Year	2015:	
•  Average	weekly	call	volume	increased	78.1%	during	the	2014	campaign	

compared	to	the	preceding	Ime	period	(p=.007)	
•  Average	weekly	call	volume	increased	97.0%	during	the	2015	campaign	

compared	to	the	preceding	Ime	period	(p=.008)	
	

No-cost	free	NRT	promo$on	during	Tips	campaign	–	addi$ve	impact	
cri$cal	to	sustaining	overall	call	volume	
Fiscal	Year	2013:	
•  Average	weekly	call	volume	increased	45.1%	in	the	4	weeks	following	

compared	to	the	4	weeks	preceding	the	free	NRT	press	release	(p=.03)	
	

Fiscal	Year	2015:	
•  Call	volume	increased	210%	during	the	10	day	free	NRT	promoIonal	

period	compared	to	the	preceding	10	days	(p=.01)	
•  10	day	call	volume	accounted	for	22%	of	all	calls	during	17	week	Tips	run	
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Figure 1. Fiscal Year 2013 QuitlineNC Monthly Call Volume and Promotion 

Figure 2. Fiscal Year 2015 QuitlineNC Monthly Call Volume and Promotion 
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•  CDC	sponsored	Tips	from	Former	Smokers	federal	media	campaign	has	
significantly	increased	calls	to	Quitlines	in	nearly	all	states.1	

	

•  CDC	Tips	ads	have	also	led	to	substanIal	increases	in	call	volume	to	
North	Carolina	Quitline	(QuitlineNC)	and	played	a	major	role	in	sustaining	
high	call	volumes	in	absence	of	paid	statewide	media	promoIon	

	

•  Free	nicoIne	replacement	therapy	(NRT)	is	another	well	documented	
effecIve	state	strategy	for	increasing	state	Quitline	call	volume.2-5	

	

•  Whether	free	state-based	NRT	can	augment	impact	of	CDC	Tips	
campaign	on	Quitline	calls	is	unknown	

•  To	determine	impact	of	free	state-based	NRT	for	all	callers	promoted	via	
press	release	during	2013	Tips	Campaign;	and	

	

•  To	determine	impact	of	8	weeks	of	free	state-based	NRT	for	all	callers	in	
2015	leading	up	to	World	No	Tobacco	Day,	promoted	via	email	blast	
during	2015	Tips	Campaign	

Background	
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Tips:	March	4-June	21	

NC	DHHS	Press	
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Tips:	March	30-August	23		

GASO	NRT	
promoIon	

World	No	Tobacco	Day	
NRT	promoIon	

Tips:	July	7-Sep	8	


