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 ■ Data were collected during the campaign period 
from December 22, 2010, to April 17, 2011, and 
continued to be collected until mid-May 2011 to 
capture any exposure occurring throughout the 
4-week period after initial exposure.

 ■ The focus of the analysis was the TFF online 
cessation ad campaign (adult). There was 
insufficient volume to conduct an analysis of the 
TFF prevention campaign.

 ■ Cessation ads were placed on 10 websites and 
two online ad networks (e.g., Accuen an ad 
network of more than 20,000 websites). 

 ■ FloridaQuitline.com was the destination when 
an ad was clicked.

 ■ All online cessation ads: “Reverse Lung Cancer,” 
“Reverse Heart Attack,” “Sponge,” and “Artery” 
were tagged with unique html/javascript codes. 

The following is an example of the “Reverse Lung Cancer” Digital Ad: 

 ■ Measuring the impact of online health campaigns 
is a challenge and fraught with limitations. 

 ● For example, studies have traditionally used 
surveys to collect self-reported data. This 
approach unfortunately suffers from recall bias. 

 ● In addition, studies have used measures of ad 
impressions and click-through rates (CTRs). 
However, this method may potentially over 
estimate reach for two main reasons:

 ◆ Only about a third of Internet users click 
on ads and the majority of the click (80%) 
come from only 16% of Internet users.1 

 ◆ Latency and branding effects exist even if 
there are low CTRs.2-3

 ● More recent studies, have relied on cookies 
to estimate campaign exposure.4-8 This 
approach is tricky, because many Internet 
users regularly delete their cookies (58%) and 
some actually disable cookies altogether.9 

 ■ The following study examines the potential 
of using online panels to collect exposure 
and online information seeking behavior 
unobtrusively, while eliminating recall bias and 
capturing latency and branding effects.10

 ■ The TFF Campaign uses multiple tactics across traditional (i.e., TV, radio, print, OOH) and online (i.e. 
digital, search, social media ads) media to increase the reach of Tobacco Free Florida Campaign messages.

 ■ Campaign Websites
 ● Cessation Information

 ◆ TobaccoFreeFlorida.com
 ◆ FloridaQuitline.com

 ● Cessation Intervention
 ◆ Quitnow.net/Florida

 ■ Social platforms
 ● Facebook
 ● Twitter
 ● YouTube

RQ1: Did exposure to campaign ads influence visits to cessation Websites?

RQ2:  Were panelists exposed to the campaign ad more likely to visit the campaign ad destination Website 
than other cessation Websites?

RQ3: Did exposure to the campaign ad influence people to search for tobacco-related information?

The TFF cessation campaign:

 ■ Targets adults age 18 to 54

 ■ Focuses on tobacco cessation and secondhand smoke messaging

 ■ Uses online digital advertising, with similar creative, to support advertising using traditional media 
(i.e., TV and radio)

 ■ An analysis was conducted on the proportion of exposed and unexposed panelists that:
 ● visit the campaign website versus any of the other eight websites
 ● conduct searches for any campaign-related key terms for 1 to 4 weeks after ad exposure

 ■ T-tests were used to determine whether differences between the exposed and unexposed groups were 
statistically significant.

 ■ From December 22, 2010 to May 31, 2011, a 
total of 102.8 million Impressions were served. 
There were 299,257 total clicks, with an average 
click-through rate (CTR) of 0.29%.

Website 
Name Impressions Clicks CTR

Accuena 16,262,595 103,320 0.64%

CBS 
Interactive

6,436,964 16,318 0.25%

COX Cross 
Media

3,453,760 10,808 0.31%

Facebook 19,420,739 10,752 0.06%

Hulu 4,035,449 18,102 0.45%

Monster 1,771,347 1,477 0.08%

MSN 3,502,705 2,080 0.06%

Nascar 963,989 1,360 0.14%

Novus 
Mediab

5,592,252 3,542 0.06%

Pandora 24,001,720 117,711 0.49%

Weather.com 7,462,090 7,562 0.10%

WebMD 9,892,759 6,225 0.06%

TOTAL 102,796,369 299,257 0.29%

a Accuen is an ad network of more than 20,000 websites. 
b Novus Media is an ad network of 7 websites: Fort Lauderdale Sun Sentinel—sun-

sentinel.com, Jacksonville Florida Times—jacksonville.com, Miami El Nuevo 
Herald—elnuevoherald.com, Miami Herald—miamiherald.com, Orlando 
Sentinel—orlandosentinel.com, St. Petersburg Times—tampabay.com, and 
West Palm Beach Post—palmbeachpost.com.

Online Panels
 ■ comScore (www.comScore.com) is a market 

research company that specializes in measuring 
online audience behaviors. There are 
approximately 1 million U.S. Internet users are in 
their panel.

 ■ comScore panel is a convenience sample. 

 ■ Panelists provide demographic information 
and agree to download software that enables 
comScore to track their online browsing and 
purchasing behavior. These data are then 
aggregated to provide national estimates on 
consumer web visits and online purchasing 
behaviors. 

 ■ For this study, comScore analyzed web behavior 
data for all Florida adult residents in their online 
panel to identify groups that were exposed  

(N = 5,200) and unexposed (N = 5,200) to the TFF 
campaign online ads. 

 ■ Unexposed and exposure groups are matched 
on key demographics. 

 ■ 100 TFF campaign and tobacco-related search 
terms were used in the analysis of search 
behaviors by Florida panelists. Some examples 
of search terms include:

 ● tobacco free
 ● floridaquitline.com
 ● floridaquitline 
 ● tobacco free florida 
 ● florida quit now

Nine Websites Were Examined to Assess Impact 
of Online Ads for the TFF Cessation Campaign

Site/URL Additional Information

Florida Campaign Websites

www.floridaquitline.com Tobacco Free Florida—Ad click-
through website

www.tobaccofreeflorida.com Tobacco Free Florida website

www.quitnow.net/florida Tobacco Free Florida Web 
Cessation Intervention website

www.facebook.com/
tobaccofreeflorida

Tobacco Free Florida Facebook 
page

www.twitter.com/tobaccofreefl Tobacco Free Florida Twitter

Other Tobacco-Related Websites

www.smokefree.gov by Tobacco Control Research 
Branch at the National Cancer 
Institute

www.quitnet.com by Healthways (formerly 
QuitNet) a tobacco cessation 
vendor 

www.becomeanex.org by National Alliance for Tobacco 
Cessation

www.cdc.gov/tobacco/
how2quit.htm

CDC-Links to government and 
other resources with helpful 
information and strategies on 
how to quit tobacco use

 ■ Exposure was measured cumulatively, over a 
4-week period (reported as week 1 after first 
exposure, weeks 1–2 after first exposure, weeks 
1–3 after first exposure, and weeks 1–4 after first 
exposure). Therefore, 4 weeks from (a potential) 
“first exposure” occurring during the last week 
of the campaign time period means that the 
full post-exposure period extends through mid-
May 2011.

Did Exposure to Campaign Ads Influence Visits to Cessation 
Websites?

 ■ Visits from exposed panelists visiting to any of the nine cessation 
websites increased from 0.48% in week 1 to 0.77% in week 4.

 ■ Visits were lower from unexposed panelists and ranged from 0.10% in 
week 1 to 0.27% in week 4.

 ■ Exposed panelists were more likely to visit at least one of the nine 
cessation websites as compared to the unexposed panelists during 
each week post initial exposure (p < 0.001).

Notes:  Population Base: comScore’s consumer panel in the state of Florida 
Exposed (N = 5,200); Unexposed (N = 5,200).  p < 0.001.

Were Panelists Exposed to the Campaign Ad More Likely to Visit the 
Campaign Ad Destination Website Than Other Cessation Websites?

 ■ The majority of exposed panelists visited the campaign ad site 
(FloridaQuitline.com) than other cessation websites. 

 ■ Exposed panelists were more likely to have made at least one visit to 
www.floridaquitline.com as compared to the unexposed panelists 
(0.65% and 0.13%, respectively, p < 0.001). 

 ■ There was no significant difference in the proportion of panelists 
visiting the other eight tobacco-related websites between the exposed 
and unexposed group across all 4 weeks (e.g., 0.19% vs. 0.23%, 
respectively in week 4).

Notes: p < 0.001.

Did Exposure to the Campaign Ad Influence People to Search for 
Tobacco-Related Information?

 ■ During the study period, few people searched for tobacco cessation 
information. 

 ■ Low search volume made it impossible to detect a significant 
difference in search behavior between exposed and unexposed 
panelists. (e.g., at 4 weeks, 0.10% vs 0.08%, respectively).

 

Notes:  NS = no significant difference at the 90% or 95% confidence level. 
Exposed (N = 5,200); Unexposed (N=5,200).
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 ■ Ad exposure increased visits to the 
FloridaQuitline.com TFF campaign website, but 
not other cessation websites. 

 ■ The proportion of exposed panelists visiting the 
campaign website at week 4 was higher than 
the total CTR for the campaign (0.77% vs. 0.29%) 
suggesting that CTRs may underestimate TFF 
campaign reach. 

 ■ Few people searched for tobacco cessation 
information, regardless of whether they were 
exposed to campaign ads or not. Suggesting 
that online ads may influence some audiences 
to seek out additional information by visiting 
the campaign website, but do not influence 
search behavior on similar campaign topics. 

 ■ Latency or Dose: The study was unable to 
assess whether increased visits to the campaign 
website were due to latency effects or increased 
level of ad exposure over time. 

 ■ Smokers response to ads: Smoking behavior is 
not regularly collected by comScore. So, the study 
is unable to address how smokers responded to 
campaign ads. However, a recent survey of visitors 
to the TFF website found over 91% of respondents 
were current or former smokers (nonpublished data). 

 ■ Search: The study was unable to detect 
significant differences in search behavior 
because the level of ads delivered were 
insufficient. 130 million impressions were 
needed to analyze the search behavior and 
the cessation campaign served 102.8 million 
impressions.

 ■ Generalizability: comScore’s panel is a 
convenience sample, so results are not 
generalizable to the U.S. adult population.

Online panels may be used examined online ad 
exposure and subsequent information-seeking 
behaviors using observational measures of exposure 
and web activity beyond the campaign website. 

The benefits of this approach include:

 ■ These data are not limited by the recall bias of 

self-reported survey data, a user login, or users 
who regularly delete cookies.

 ■ This method can match unexposed and 
exposure groups on key demographics to 
manipulate ad exposure and minimize the 
potential impact of confounding factors.

8. Conclusions

9. Some Limitations

10. Take Away
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