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Digital ads: placed on a mix of popular websites e.g., 
Pandora, WebMD.com, Weather.com and ad networks 
like Accuen (20,000+ websites). Clicks on digital ads 
directed users to the FloridaQuitline.com (Jan–mid 
March) and to TobaccoFreeFlorida.com (mid March–
Dec). Weekly impressions and click through rates were 
summarized.

Search ads: placed on Google and MSN, ran from Jan–
June and Oct–Dec. Both placements directed users to 
the FloridaQuitline.com website for the full year. Search 
ads appeared at the top or side bar on search results 
pages and also as content ads on websites. Weekly 
impressions and clicks were summarized by vendor.

Website traffic and source-of-traffic: Summarized 
weekly number of visits and source of traffic to both 
campaign websites using data from Google Analytics. 
Source of traffic include:

 ■ Search traffic: visits that originated from paid 
search ads and non-paid searches.

 ■ Referral traffic: visits that originated from clicks 
on paid digital ads or clicks on links from other 
websites. 

 ■ Direct traffic: visits that originated from direct 
access, i.e. selecting bookmark/favorite, typing 
the website url in the browser window.

Research shows that paid TV advertising campaigns 
can reduce smoking in youth and adults.1-3 Health 
promotion mass media campaigns are increasingly 
focusing on online strategies.4-6

The shift in media focus aligns with trends in media 
use. Adults spend more time online than watching 
television (e.g. 2.3 hrs/day vs. 4.5 hrs/day, respectively 
for 18–24 year olds).7

Few peer-reviewed studies have examined the extent 
to which paid online ads (e.g., digital, search) and 
campaign social media activities increase traffic to 
health promotion websites. The current study adds to 
the knowledge base using data from a state tobacco 
control website which has been highly promoted by 
the Tobacco Free Florida (TFF) cessation campaign.

 ■ The TFF Cessation Campaign targets adults aged 
18 to 54 with tobacco cessation and secondhand 
smoke prevention messages. 

 ■ TFF ran paid advertising online (digital ads and 
search ads), as well on TV, radio, print, and out-of-
home.

 ■ Online TFF ads drove audiences to campaign 
cessation websites: 

 ● TobaccoFreeFlorida.com

 ● FloridaQuitline.com

 ■ TFF also ran campaign messages on social media 
platforms

 ● Facebook – www.facebook.com/
TobaccoFreeFlorida

 ● Twitter – @tobaccofreefla
 ● YouTube – www.youtube.com/

tobaccofreeflorida

RQ1: What are the trends in:

 ■ TFF digital and search advertising impressions and click thru rates?

 ■ Traffic to TFF campaign websites, including source of traffic?

 ■ Reach on TFF social media platforms (YouTube, Facebook, Twitter)?

RQ2:  Do online advertising and 
social media activity influence 
traffic to TFF campaign 
websites controlling for 
offline TV and radio ads?

TFF Campaign data from a variety of sources were examined for 2011. 

Channel Time Period Metric Frequency Source

Digital Paid Ads 
(e.g., banner ad)

Jan–June 26;  
Aug 26–Dec 31

Impressions: # of times online ad was 
delivered

Clicks: #of times visitors clicked an online 
ad

Weekly Alma DDB, OMD

Search Paid Ads (Google, MSN)*
Jan–June 26;  
Oct–Dec 31

www.FloridaQuitline.com  
(Website was tagged in digital, TV, radio 
paid ads Jan–Mar 2011)

www.TobaccoFreeFlorida.com 
(Website was tagged in digital, TV, radio paid 
ads Mar–June, 2011 and Aug–Dec 2011)

Jan–Dec 2011

Visits: # of visitors to the website Daily

Google Analytics
Source of Traffic: Method of site access  
1) Search engine results;  
2) Referral – clicking on digital ad or  
 hyperlink; 
3) Direct – typing in url directly

Weekly

YouTube Jan–Dec 2011
Views: # of video views to the YouTube 
Channel

Daily YouTube Analytics

Facebook Jan–Dec 2011
New Likes: # of new likes to the Facebook 
page

Monthly Facebook Insights

Twitter Jan–Dec 2011
Followers: total number of Twitter 
followers

Monthly radian6

*Search ads included: 1) sponsored ads at top/ side of search engine results; and 2) monetized ads placed on websites such as blogs. 

RQ1:  Descriptive statistics and graphs for all key 
metrics to examine trends 

RQ2:  Generalized linear model estimator with a 
Gaussian distribution and identity link function. In 
cases where regressions did not converge, hetero-
skedasticity-robust OLS estimator was used. 

Traffic to Campaign Websites

Figure 1. Daily Visits to 
FloridaQuitline.com  and 
TobaccoFreeFlorida.com 
(Jan–Dec 2011)

The majority of visits 
to TFF campaign 
websites was for the 
TobaccoFreeFlorida 
site. In 2011, 
TobaccoFreeFlorida.com 
had 301,274 visits and 
FloridaQuitline.com had 
34,912 total visits. 

Figure 2. Daily average 
traffic sources, 
FloridaQuitline.com 
(above) and 
TobaccoFreeFlorida.
com (below)

FloridaQuitline.com: 
76% of visits came from 
referral traffic, 12% from 
direct, and 12% from 
search.

TobaccoFreeFlorida.com: 
49% of visits came from 
direct traffic, 37% from 
referrals, and 14% from 
search.  

The variation in traffic 
sources for the two sites 
over time suggests that 
campaign advertising 
and brand awareness 
may be influencing visits 
to campaign websites.

Traffic to Campaign Websites
Figure 3. Digital Ad 
Impressions and 
Campaign Website 
Traffic (Jan–Dec, 2011)

Roughly168 million total 
digital ad impressions 
were delivered, yielding 
a total of 523,229 
clicks to the campaign 
websites. Majority of 
ads were placed on 
Pandora, Trading Desk, 
and Facebook and these 
sites accounted for most 
of the clicks.

Note: MA and rescaled.

Figure 4. Search Ad 
Impressions and 
Campaign Website 
Traffic (Jan–Dec, 2011)

Google Ads: Averaged 
610,104 impressions/ week 
and total 61,161 clicks for 
Jan-June. Averaged 18,001  
impressions/ week and total 
426 clicks for Oct-Dec. 

MSN Ads: Averaged 23,883 
impressions/ week and 
total 9,505 clicks for Jan-
June. Averaged 55,725  
impressions/ week and total 
7,030 clicks for Oct-Dec. 

Click-through rates ranged 
from 1.6% to 2.1% for search 
ads and 0.1% for content ads.

Note: MA and rescaled.

Figure 5. TFF YouTube 
Video Views and 
Campaign Website 
Traffic (Jan–Dec, 2011)

The TFF YouTube 
channel generated a 
total of 33,482 views and 
12,144 unique viewers 
during 2011 with 
variation in seasonal 
trends.

Note: Rescaled.
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 ■ Digital advertising significantly influenced traffic 
to both campaign websites, via direct traffic for 
FloridaQuitline.com and both direct and referral 
traffic for TobaccoFreeFlorida.com.

 ■ MSN and Google Search ads also significantly 
influenced visits to FloridaQuitline.com but 

primarily through direct and referral traffic, 
suggesting influence of content and display 
search ads. 

 ■ In comparison, YouTube video views had relatively 
minor influence in driving visits to campaign 
websites.

Table 2. Linear Regression Results — Influence of Paid Digital and Search Ads and YouTube Views on Traffic 
to Campaign Websitesa

FloridaQuitline.com TobaccoFreeFlorida.com

Search 
Traffic

Referral 
Traffic

Direct 
Traffic

Total 
Traffic

Search 
Traffic

Referral 
Traffic

Direct 
Traffic

Total 
Traffic

Digital ad impressions 
(hundreds of thousands)

-0.149** 0.719*** 5.555*** 5.858*** 0.930 80.721*** 110.656*** 208.988***

MSN ad impressions 
(hundreds of thousands)

-10.366** 19.143*** 170.581*** 138.499*** NA NA NA NA

Google ad impressions 
(hundreds of thousands)

-0.657** 1.975*** 10.08*** 11.275*** NA NA NA NA

YouTube views 0.036*** -0.007 -0.008 0.053 0.509*** 0.309* 0.742 1.134**

Constant 62.624*** 40.773*** 198.520*** 292.777*** 362.495*** 117.318** -179.376 445.049***

a Models controlled for paid TV and radio advertising (weighted average TRPs).  NA = MSN and Google search ads did not target TobaccoFreeFlorida.com. 
*p=0.1 *p=0.05 *** p<0.01

 ■ Digital online advertising drives traffic to campaign 
websites primarily through “direct traffic” (typing in 
url or bookmark) and “referral traffic” (click on ad). 

 ■ Majority of traffic to FloridaQuitline.com was from 
direct sources, even during the first quarter of 2011 
when all digital ads were tagged with this URL.  This 
may suggest that FloridaQuitline.com had high 
brand awareness and was sought out by users who 
were already aware of this website resource. 

 ■ In comparison, traffic to TobaccoFreeFlorida.com 
showed sharp increases during months that ads ran 
with most of this traffic driven by referral sources, 
suggesting digital ads were successful in driving 
users to the site. 

 ■ The presence of two campaign websites provided 
an unique opportunity to examine variations in 
traffic whether online ads tagged the website or not.

 ■ Traffic source categories (referral, search, direct) 
that were used from Google Analytics may be too 
general to determine the impact of digital and 
search ads. For example, if someone sees a paid ad 
on Hulu.com but decides to open up a separate 
tab and directly type in the url rather than clicking 
on the ad, this ad exposure would be counted as 
a direct rather than referral source of traffic. As a 
result, relying on referral source of traffic as a proxy 

for digital ad exposure may underestimate the 
impact of digital ads in driving website visitation. 

 ■ Summarizing data on a daily or weekly basis is 
useful in examining trends, but is difficult to use 
in identifying conditional correlations. Therefore, 
the results presented here should be interpreted 
as initial insights into whether online campaign 
advertising influences information seeking behavior.

 ■ This study examined the influence of multiple 
online media campaign strategies in driving visits 
to campaign websites. Preliminary results suggest 
that digital paid ads and search ads can drive traffic 
to campaign websites. 

 ■ Future studies should examine: how much traffic 
one can expect based on certain level of digital 

advertising; whether certain types of digital ads or 
content/stylistic features are more effective than 
others; and the relative impact of digital ads vs. 
traditional TV/radio ads.

 ■ Understanding these online campaign effects will 
help build the empirical basis for emerging best 
practices for online health promotions campaigns. 
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