The Public Health Impact of CDC’s “Tips from Former Smokers” Campaign

The scientific evidence is substantial and clear: the Centers for Disease Control and Prevention’s Tips
from Former Smokers campaign is an enormous success, prompting millions of smokers to try to quit and
helping hundreds of thousands to quit for good. It is also cost-effective.
In 2012, the U.S. Centers for Disease Control and Prevention (CDC) conducted the first ever federallyfunded national media campaign aimed at reducing smoking. The campaign, Tips from Former Smokers
(Tips), depicted former smokers coping with devastating diseases and disabilities caused by their tobacco
use. Studies demonstrate that the Tips campaign is not only effective at reducing tobacco use, but is also
extremely cost-effective.


A study published in The Lancet estimated that, as a result of the 12 week campaign in 2012, 1.6
million smokers tried to quit smoking and more than 100,000 likely quit smoking permanently.
Researchers estimate that by quitting, former smokers added more than a third of a million years
of life to the U.S. population.1 In addition, the 2012 campaign inspired millions of nonsmokers to
encourage friends and family members to quit smoking.2



A 2014 study published in the American Journal of Preventive Medicine found that in its first year
(2012), the Tips campaign helped 100,000 smokers to quit and saved about 17,000 people from
a premature death. The campaign, with a modest budget of $48 million, spent only $480 per
smoker who quit and $393 per year of life saved. The campaign is considered a public health
“best buy” because the $393 per year of life saved is far below the $50,000 that is an accepted
benchmark for cost-effective public health programs.3



The 2013 Tips campaign, which aired on a one week on, one week off basis for the first 12 weeks
of the 16 week campaign also had a substantial impact on public health, generating more than
150,000 additional calls to 1800-QUIT-NOW (there were 353,000 total calls) and almost 2.8
million additional unique visitors to www.smokefree.gov. The campaign’s pulsing strategy clearly
shows that calls to the quitline increased sharply when the campaign was on the air, suggesting
that the campaign motivated many smokers to try to quit.4 These numbers likely underrepresent
the number of people who tried to quit smoking as a result of the campaign because the number
of people who seek help quitting is a small fraction of the people who actually make quit attempts.
Previous experience from state and local media campaigns that promote quitlines indicate that at
least five to six smokers try to quit on their own for every person who calls a quitline.5



Results from the 2014 Tips campaign, which aired in two nine week phases in 2014, demonstrate
that the campaign continues to have a significant impact on quitting behavior. An evaluation of
phase 2 of the 2014 campaign found that more than 1.8 million smokers attempted to quit
smoking as a result of the nine-week campaign and approximately 104,000 smokers quit smoking
for good as a result of the campaign.6

Research also demonstrates that tobacco prevention media campaigns are an effective way to
encourage smoking cessation. A national study of the impact of the Tips campaign from 2012 to 2015
found that exposure to higher levels of Tips TV advertising was associated with increased odds of making
a quit attempt in the past three months and increased odds of intending to quit in the next 30 days.7
A 2012 study published in the American Journal of Preventive Medicine found that anti-smoking ads
which feature highly emotional and graphic content, similar to the themes used in the Tips campaign, are
very effective at motivating smokers to try to quit. Researchers found that both the amount and type of
ads seen by New York State smokers affected their likelihood of quitting, with greater exposure to
emotional or graphic ads having the greatest impact on quit attempts. The impact of the ads was similar
across income and education levels, as well as for smokers with varying desires to quit.8
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