Country: USA

State: Vermont

Time Period: May 2004 – March 2007

Type of campaign: Direct mail (3 phases)

Content: Smoking cessation
Overview
In May 2004, the Vermont Department of Health undertook a Three-Phase direct-mail campaign that concluded in March 2007.  The First Phase was meant to create awareness of new Nicotine Replacement Therapy (NRT) available for little or no cost when smokers enrolled in a smoking-cessation counseling program, as well as to increase call volume to the Quit Line.  The Second and Third Phases were intended to increase call volume to the Quit Line and to engage smokers more actively in the quitting process vis-à-vis enrollment in stop-smoking programs.  Phases Two and Three were not planned but rather initiated after the success and insights from Phases One and Two, respectively.

Targeted Groups

The target audience for all Three Phases of the campaign was smokers aged 18 and older.  To reach this audience effectively, the First Phase targeted all Vermont residents, mailing to 80% of all households in the state.  The target audience chosen for Phases Two and Three of the campaign was more selective: Vermont residents with household incomes less than $42,000 USD per year; data indicated that Vermonters who lived under 300% of the Federal Poverty Level smoked at a rate of 36% – twice that of the regular population. 

Formative Research and Evaluation
Direct mail was chosen for all three campaigns because of its low costs, quick production, and highly targeted reach compared to radio and television.  It was also chosen based on the success of a Medicaid program mailing in 2001 sent to a similar target audience of low-income residents.

For the campaign in 2004, there was no formative evaluation done prior to selecting the design and content for the mailing. 

Prior to Phase Two (2005), brief interviews were conducted with smokers and a more formal and personalized (addressed to resident and in envelope) invitation tested well with them.  This more formal format was also tested by mailing the envelope to a sample of 1000 households.  The quit line received 15 calls and the feedback was again favorable. 
For Phases Two and Three (2005-2007), key messages were also tested in focus groups comprised of smokers and received favorable outcome. 
Mailing Logistics and Marketing Strategy

Phase One launched in May 2004 and included a single mailing sent to 200,000 households in Vermont (approximately 80% of all households).  The mailers were personalized by addressing the respondent by their name (obtained on the purchased list).  This mailing was paired with a press conference from the State Attorney General, resulting in a large amount of news media coverage for the campaign.  The press conference covered the same information that was provided in the postcard and occurred on the same day as the mailing.

The mailer used for Phase One was a simple “call to action” postcard (See Exhibit A).  The postcard notified the residents that smokers were now eligible to receive free or reduced cost NRT products when they enrolled in smoking cessation counseling.

The Second Phase was launched in October of 2005 and continued until March of 2006 (while omitting mailings in December to avoid crowded mailboxes during the holiday season).  Instead of mailing all of the letters in one day, the mailer was staggered and grouped by county so that about 12,000 letters went out per month.  This was intended to prevent a large spike in calls to the Quit Line.  A new list was purchased for this phase, and letters were only sent out to the targeted group – those households with a combined household income of less than $60,000 USD.  Again, the mailers were addressed by name.

Phase Two utilized a more formal letter inside an envelope and was accompanied by a business reply card (BRC).  The mailing aimed to increase quit line call volume among smokers.  The purpose of the BRC was to provide a vehicle so people could contact the Health Department free of charge to receive more information.  The BRC was a single-sided open postcard and had the simple reply message “Yes, please send me more information” (See Exhibit B).
Phase Three was launched in September of 2006 and lasted until March 2007.  Mailings for this phase occurred at a volume of 15,000 pieces per month for every month but December, again to avoid overloading mailboxes during the holiday season.  Once again a new list was purchased to maintain accuracy and was used to send letters to households with incomes less than $60,000 USD.  However, in Phase Three, the mailings were addressed simply to “Resident.”

Phase Three was similar to Phase Two in content, but with a scaled down mail piece (tri-fold postcard without an envelope that read more like an invitation) and a revised BRC (see exhibit C).  The response options on the new card were: 

“Send my name to the quit line” 

“Send my name to our local counselor” 

“Send me self help”

“Call me in three months” 

Phases Two and Three contained the same multiple marketing messages.  The first message was to encourage people who have tried quitting in the past to try it again because “quitting takes practice.”  The second message was built around the idea that using the Quit Line and medications can double an individual’s chances for quitting over trying to quit alone. 

Results

The results for Phase One in 2004 showed a dramatic initial response due to the simultaneous mailing to 200,000 households and the high media coverage from the press conference featuring the State Attorney General.  In the 12 months prior to the mailings, the Quit Line saw an average of 122 calls per month.  For the two months after the postcard dropped, the combined number of calls to the Quit Line spiked to 1,012.  Also of importance, 73% of these callers chose counseling as the option they would like the Quit Line to provide to them, compared to only 60-65% before the mailing.

The results of the second phase in 2005-06 showed an increase in calls over the average volume before the mailing for every county.  On average, 159 calls per month were received by the Quit Line staff, compared to 124 calls per month for the six months prior to the start of the mailings.  Additionally, 185 BRC’s were returned to the Department of Health from interested smokers seeking more information.

The final phase of mailings in 2006-07 resulted in similar results to those of the second phase.  Call volumes again spiked during the months of the campaign when compared to the five previous months.  Average call volume was 163 per month of the campaign versus 100 for the five months following the end of Phase Two and the beginning of Phase Three.  However, the effect of the third mailing was not as dramatic as the previous year for all counties.  Of the BRC responses, there was a 50/50 split between those people requesting counseling and those requesting self-help materials.  Among those who requested counseling, only about 10% actually enrolled in one of the offered programs, possibly due to many smokers changing their decision about quitting between when they sent in the counseling request and when the Quit Line staff followed up with them.
The business reply cards were expensive additions to the second and third mailings and resulted in only 163 and 238 returned cards, respectively.  In addition, many of them were considered “dead referrals,” as those who returned them were not interested in enrolling in stop smoking programs when they were contacted.  

After each of the three phases of mailings, there was an increase in smoking cessation program referrals for hospitals located in the regions where the mailings were sent.

Treating all direct mail efforts as equal, analysis of Quit Line call volume shows a statistically significant increase in calls for the period during the campaigns (for the first mailing, the comparison was made against the previous year’s data; for the second mailing, the comparison was versus previous year; and for the third mailing, the comparison was versus the previous summer’s months when there were no mailings).  A predictive statistical model concluded that without the direct mail campaign (or any other promotional efforts), the call volume from February 2001 through June 2006 would have been roughly 24% lower, resulting in an estimated 1,580 fewer callers (versus the actual 8,111 callers during that period).

Furthermore, the Vermont Department of Health commissioned Research Triangle Institute (RTI) to do an analysis on the effectiveness of different forms of media, and RTI found that to get the same outcomes as the direct mail campaign, the Vermont Department of Health would have had to purchase 852 GRP’s of television and radio media. This would have cost roughly seven to eight times as much as the direct mail campaign, making direct mail much more cost efficient than television advertising.  

Conclusions
In the future, a business reply card will not be used in Vermont due to its lack of cost effectiveness (high additional costs versus the low return rates and even lower smoking cessation program enrollment rates that resulted).

Also, due to the high volume of undeliverable letter returns because of inaccurate addresses, Vermont will not be addressing mailers to specific names for future campaigns.

In conclusion, direct-mail campaigns can be very effective in producing significant quit line response rates.  They can also be very cost-efficient alternatives to television advertising.
Other Considerations

A “Smoke-Free Public Places” law was enacted on July 1, 2005 and a $.50 tax increase on each package of cigarettes took effect on July 1, 2006.  It is unclear what effects these initiatives had on Quit Line calls and program participation. 

For more information about this Vermont stop smoking direct mail campaign, please contact Todd Hill at the Vermont Department of Health (thill@vdh.state.vt.us).
For more information about Global Dialogue for Effective Stop Smoking Campaigns and other available case studies, please contact Karen Gutierrez at info@stopsmokingcampaigns.org
Appendix One
Exhibit A.
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help you become a nonsmoker. It Llne PAID
For a limited time, you are Burlingron, VT
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eligible for free or discounted B ———
=y y 108 Chery St | R0, Box 70
nicotine replacement therapy, like Burington, Vermont 05402
the nicotine patch or gum.

All you have to do is enroll in
counseling through the Vermont
Quit Line or with the cessation
coordinator at your local hospital.

To double your chances of quitting
for good, call the Quit Line toll free
at 1-877-YES-QUIT (937-7848)
and tell them you got this "smoke-
free" postcard.

If you don't smoke, please pass this
along to someone who may want
to become a nonsmoker too.

A fiee service brought to you by the Vermont Deparement of Healeh.





Exhibit B.
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Dear Neighbor:

Lot's face i, its not easy 1o stop smoking. If t was, no one would
be smoking.

1f you have tred to quit, then you remember how hard it was. We have
‘some good news that might make quitting easier for you - o for someone
Youd ke to help.

Trying counts.

When it comes to quitting smoking, trying counts. Almost no one stops
for good the firsttime. In fac t takes most smokers five 10 saven trias
o give up smoking once and for all.

So think about trying again, but with a ittle extra help this time.

We can help.

Call toll-free 1-877-YES-QUIT.
Before youy, give us acal ol free at 1-877-YES-QUIT (437-7848). We're
ready to send you nformation, give you free help or efer you t services
in your arca.

You can schedule a meeting and get set up with a personal coach who
will elp you pick a quit date, i that's what you want. Your coach can

lover please)




[image: image4.png]even give you a few stop-smoking “secrets” you may not know yet.

Find out if you can get nicotine patches or
nicotine gum at a lower cost or free.

Your coach will also help you find out if your're eligible for the Vermont

QuitBucks program. if you are, you'l be able to get nicotine patches or
‘when you use the Quit Line or local

help. When you use the Quit Line you can double your chances of success.

Quitting takes practice, but we're here to help. Give us a call soon.

.fwd..tvl.ﬁw:aydwb/#w&

P:S. When you're ready to talk about quitting, give us  call at
1-877.YES-QUIT (937-7848). We'll lt you know if you're
eligitle to get
o flee with the Vermont QuitBucks program. This offer is
limited, so call today.
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TOLL FREE §77-4E5-0UIT(927-7240)

GET NICOTINE PATCHES OR NICOTINE
GUM AT A LOWER COST OR FREE.

Give us a call at 1-877-YES-QUIT (937-7848) to find out if

you're eligible to receive nicotine patches or nicotine gum at
a lower cost or free through the Vermont QuitBucks program.

This offer is limited, so call today. And feel free to pass this
offer along to someone you'd like to help quit smoking.

Remember, when you use the Quit Line,
you can double your chances of quitting!

A free service brought to you by the Vermont Department of Health.





Exhibit C.

[image: image6.jpg]It's true. Quitting takes practice.
Almost no one stops for good the first time. In fact,

it takes most smokers five to seven tries to kick the
habit once and for all.

So don't give up. Think of all the times you've tried
to quit as BIG steps on the road to success. And
think about trying again, but with a little extra help
this time.

Double your chances of quitting
with FREE help from the Quit Line.
When you're ready to try again, you can talk to a
personal coach who will help you pick a quit date.
Your coach can even give you a few stop-smoking
tips you may not know yet.

Call the Quit Line toll free today at 1-877-YES-QUIT (937-7848) or contact your
local hospital's Ready, Set...STOP Program for free information and free support.

Get FREE, or low-cost, nicotine patches, gum or lozenges.

Your personal coach will talk to you about ways to quit and tell you how you can
get nicotine patches, gum or lozenges FREE or at a lower cost — only through the
Quit Line or the Ready, Set...STOP Program — and only if you call soon.

Quitting does take practice. But you can double your chances of success just by
calling the Quit Line toll free at 1-877-YES-QUIT (937-7848) or your local
hospital's Ready, Set...STOP Program today.

THIS OFFER IS LIMITED. PLEASE CALLTODAY
OR FILL OUT AND MAILTHE POSTCARD BELOW.

A free senvice brought to you by the Vermont Department of Health,

www.TobaccoStories.org

Ready to try again?

Tell us the best way to contact you and we’ll let you know how you can get
FREE or lower-cost nicotine patches, gum or lozenges.

PLEASE CHECK oNE W/
m— Pe Quid Line Name:
cell me ¢ Address:
ve +he Readys
£ ;‘: 4: aI:»J" City State Zp
loce!
f‘;:; m ' coll me Phone:
Best time to call:
0 Please send me
nfo
s‘lf_HJP § E-mail:

D‘,"M.MSW*"“’

Drop this postage-paid card in the mail, or for faster information, call toll free:

1-877-YES-QUIT (937-7848)
This offer is limited - please respond today.

A free service brought to you by the Vermont Department of Health.




[image: image7.jpg]SpEZL LA 'uoiBuijing
19018 ulejdwey) yezL
juspisay ua.und

‘poob 104 31nb 01
peau noA djay ay] :episu|

G914 NuLsg
1A ‘uoiBupng 6£66:20v30 LANOLONITHNE
avd 02 08 0d
sbejsod ‘' HLTYAH 40 LNTINLHYAAN
RIS Hoseld INOWNHA s’
NO POSTAGE
NECESSARY
IF MAILED
IN THE
UNITED STATES
——
—
—
—
——
BUSINESS REPLY MAIL | m—
—
FIRST-CLASS MAIL PERMIT 411 BURLINGTON VT
—
POSTAGE WILL BE PAID BY ADDRESSEE ——
—

VERMONT DEPT OF HEALTH
TOBACCO CONTROL PROGRAM
PO BOX 70

BURLINGTON VT 05402-9975




