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Insight Phase One: Community Co-Creation

Magpie has been commissioned to deliver an intervention to target smokers from
Leeds South and East, with two aims: 1) to increase referrals to the Leeds Stop
Smoking Service and 2) to find a way to support those accessing the service to quit
and stay quit.
The intervention will run across six wards of Leeds. These are:
•
•
•
•
•
•

Middleton Park
Burmantofts and Richmond Hill
Beeston and Holbeck
Gipton and Harehills
City and Hunslet
Cross Gates and Whinmoor

Market research and a community insight report from Leeds Beckett University has
been delivered, including information on attitudes, barriers and motivators
surrounding Stop Smoking Services and smoking cessation. This report also outlines
key recommendations for content that should be addressed by the campaign.
Whilst the Leeds Beckett insight report provides us with good factual information, it
doesn’t tell us the creative information we need to communicate effectively with the
communities ensuring messages are relevant, allowing communities to take
ownership of them. We have introduced ‘community creative sessions’ to better
inform our creative brief going forward.
Our insightful approach to developing the most effective Stop Smoking Services
community interventions includes the following stages:

Community creative
sessions:
Volunteer recruitment:

Design:
Design testing sessions:
Delivery
Evaluation

To understand the community better and co-create a
campaign design brief with ideas and input from the
community
Identify volunteers in the community who can help us
get more information and deliver the
campaign/intervention
Concepts and concept development based on
community ideas
Revisiting communities to test out our designs and
develop ideas based on feedback
Delivering the campaign/intervention into the
communities
Monitoring and measuring the success of the
campaign/intervention
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Creative Session Methodology

In order to gain the qualitative responses needed to inform a co-created design
brief, we introduced ‘community creative sessions’. Due to timescales and the large
geographical reach, we needed to be flexible about how we ran the creative
sessions. Being flexible allowed us to tie in with existing community groups and
infrastructures. A ‘session’ is defined by one of the following methods used for
collecting qualitative information from each ward:

1)

Full creative session – setting up a focus group within a community venue or
hub and advertising for a minimum of six attendees

2) Add-on creative session - attending an existing community group (such as
cookery class) and running a session during a break or at the end of the
group meeting
3) One-on-one creative session – where a community venue or existing group
couldn’t be found in time we interviewed people one-on-one in local venues
and community hubs (such as shopping centres, local businesses, parks etc)

All methods were used to gain insight and questions remained the same across all
creative sessions. We set a target of organising a minimum of one (and up three)
creative sessions in each ward. The sessions lasted between 15 minutes and 30
minutes based on recommendations from local community groups who gave precreative session insight into the attitudes and attentions spans of their audiences.

Creative sessions ran from 16.02.16 to 26.02.16. It was agreed that least one creative
session in all six wards needed to be complete by February 26 2016.

The aims of each creative session were to find out:
•

How the communities respond to campaign styles and approaches (with
the help of visual prompts)

•

How the communities respond to messages, message hierarchy and
message display (with prompts covering accessibility and legibility)

•

The types of messages that will persuade smokers to access Stop Smoking
Services and who they see as the voice behind the message

•

Ideas communities have for the media used to display messages
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•

Any ideas communities have for message placement (with the aid of
examples from past community campaigns)

•

Whether or not technology, such as a local Stop Smoking Service website or
app is important to communities and what features would be useful

We wanted opinions of residents of each ward in order to compare across all wards
to inform the branding element of the intervention that will be cohesive across the
South and East of Leeds. We also wanted to use creative ideas to segment
intervention media and channels to ensure that they would be most effective and
relevant to each ward. Participants could be male or female, any ethnicity, belong to
any faith group, any age above 16, didn’t have to know anything in advance about
the Stop Smoking Services and their smoking status was not important to us. It was
advertised to existing community groups that good participants would be
passionate about their community, have access to other groups in the community or
are interested in community volunteering.

This was a qualitative study with data being collected and evaluated in note form.
The outcome of creative sessions will eventually lead to a promotional campaign,
activity or event that delivers the campaign messages.
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Summaries
Note: On the following pages are the ‘response summaries’ from the creative
sessions. Raw notes or data can be provided at any time if Leeds CCG South and
East would like to look at individual responses. Summaries were confirmed with
groups and individuals at the end of each session. We have combined what we
believe to be an accurate summary from all sessions from each ward.
Note: Not all responses written down are indicative or representative of one person
or one voice. In some instances some people chose not to speak and in others, one
person spoke more than once.
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Q1. Which style gets your attention when it comes to
health campaigns?
We predefined the styles and approaches as:
Hard-hitting / Informative / clear, eye catching and simple / Real people and their
positive stories / Facts and statistics
The following examples were provided to generate debate and gain feedback:
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1. Style and Approach Summary
Middleton Park Style Summary:
The majority of people from the Middleton Park sessions thought that using real
people and their stories would work best to promote Stop Smoking Services,
seconded by a hard-hitting approach. On further questioning, the session
participants felt that the current 16 Cancers advertisements on TV had really made
them take notice. Some said they cried, some said for a split second they thought
about accessing the service and some said that they felt like someone had given
them a bit of shock that they needed although it only lasted minutes. Nevertheless
the advertisements were well recalled by the participants. The summary discussion
concluded that if real people stories were to be used for this campaign, that they
needed to have a hard or raw element to them or at least to some of the stories
needed this. If all of the stories were positive, the groups felt that this would be
patronising and people would be suspicious or not buy into this approach.
In short: Real people stories but with a raw real content that acknowledges that
stopping smoking isn’t easy.

Burmantofts and Richmond Hill Style Summary:
Using a mixture of a hard-hitting style, such as 16 Cancers, with real peoples’ stories
was preferred in this session and it was mentioned several times that the style
should still be bold and eye-catching, ideally limited text-based information but the
style should be thought-provoking and easy to understand within three seconds.
One ex smoker believed that the prospect of being hooked up to a hospital machine
was the motivation she needed but said that might not be the same for everyone.
In short: Real people stories with a hard-hitting message that is thought
provoking and bold.

Beeston and Holbeck Style Summary:
The majority of people from this session preferred a hard-hitting approach and
thought it was a necessary evil. There was an appetite to see real stories however the
group were split on the content of real stories. Some felt that real stories should be
shocking stories and some believed they should be inspirational. We intend to top
up the opinions on style from the Beeston and Holbeck area as we don’t feel we
achieved representative views of the whole Ward in this first phase of insight.
In short: Hard-hitting is necessary but a divide on using real people stories for
hard-hitting or inspirational purposes.
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Gipton and Harehills Style Summary:
Initially the majority of people from the Gipton and Harehills session thought that a
hard-hitting style would work best to promote Stop Smoking Services seconded by
real people and their stories. All participants had mentioned the further debate
began around real people and their stories, the group felt this approach could work
instead of a hard-hitting approach but only if it wasn’t too soft or made accessing
the service seem easy. A number of people in the session mentioned that accessing
a Stop Smoking Service is something that can only happen when a person is ready.
They felt the approach shouldn’t be too woolly but it needed to show a clear
empathy and understanding with the target audiences.
In short: Real people and their stories should be used but need to show empathy
and an understanding that accessing the Stop Smoking Services isn’t an easy
thing for someone.

City and Hunslet Style Summary:
The majority of people from the City and Hunslet sessions thought that using a hardhitting approach would work best to promote Stop Smoking Services, seconded by
using real people to inspire audiences to access the service. However, there was a
divide between those that wanted a hard-hitting approach; almost half of
participants wanted a serious hard-hitting approach whilst the other half felt using
real people with hard-hitting stories would make for a successful approach. If we
were to combine those that wanted hard-hitting with real people and those that
wanted real people, then the majority of participants in City and Hunslet would
want an approach that has a hard-hitting serious element combined with inspiring
stories from real people.
In short: An approach that has a hard-hitting serious element combined with
inspiring stories from real people.

Cross Gates and Whinmoor Style Summary:
The majority of people from the Cross Gates and Whinmoor sessions thought that a
hard-hitting style would work best to promote Stop Smoking Services, seconded by
real stories of real people to inspire quitting. The majority of those that preferred the
hard-hitting style had never been smokers themselves although felt it was the most
motivational approach. Those that preferred the real people approach had been or
were currently smokers and thought that a real people approach would be more
successful. Most people had commented on the recent 16 Cancers TV advert as
being a successful motivator.
In short: Past and current smokers preferred the real people style and nonsmokers thought the hard-hitting would work best.
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Style Summary Creative Response:
Comparisons between the wards:
On the surface of the insight, the majority of participants from all wards had recently
seen the 16 Cancers adverts on TV and thought that a no-nonsense hard-hitting
approach should be incorporated. However upon digging deeper and talking longer,
the majority (especially smokers and ex-smokers in the groups) believed identifying
with a real person and their experience of trying to quit could provide the right
motivation to access the Stop Smoking Services.
People and stories would need to vary to ensure an empathetic approach is taken
and the campaign approach needs to acknowledge that quitting isn’t easy,
Contrasting ideas from the wards:
Some sessions had a stronger lean towards a hard-hitting approach and believed it
was the only way that smokers would take notice. This was discussion was always
divided.
Overall the creative direction should be:
We believe that the campaign approach should be empathetic to the different
motivators for quitting using real people stories. One or two motivators amongst
those stories could be hard-hitting but on the whole, the main campaign style and
approach should be supportive.
Gathering permissions and stories from local people who have accessed the services
could be difficult within the project timescales. We think this could be achieved in a
number of ways, these are:
OPTION ONE:
Having 6-8 people’s stories from the whole of the South and East, trying to ensure at
least one person is from each ward. Photographing, interviewing and videoing
people within a day and giving them an incentive for their time.
OPTION TWO:
Using photography of seemingly real people within the main campaign advertising
to give them impression of real people and writing archetypal stories for each
person. Followed by interviewing real people from each ward to gather a bank of
quotes, stories, messages (and photos where possible) to use in further campaign
materials such as plasma screens, leaflets and online. A sustainable community of
people and a way of collecting new stories can be created as part of the campaign
so new stories are introduced on an on-going basis.
OPTION THREE:
If people don’t want to be the face of the campaign and if the above isn’t suitable,
we would need to aim for at least quotes and stories from local people.
OPTION FOUR:
If a good infrastructure is in place for collecting stories, photos and film, we can aim
for a few people per ward and keep communication materials completely local.
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Some of the types of stories that came up in the insight include:
•
•
•
•
•
•
•
•
•

Someone accessing the service to improve health
Someone accessing the service because they need an operation and their
doctor won’t operate unless they quit
Someone who has come out of heart surgery and needs to quit to prolong
life
Someone accessing the service to prolong life
Someone accessing the service to get fit, keep up with and spend more
leisure time with their kids
Someone accessing the service to save money
Someone accessing the service for their partner who wants them to quit
Someone accessing the service because today was the day something
clicked and it was the right day
Someone accessing the service who has relapsed several times but was still
encouraged to go back to the service

Is there a need to segment styles or approaches between wards?
We believe the insight gathered concludes that all wards would be inspired by the
stories of real people as long as the stories are realistic.

Risks
Graffiti and bullying:
We have used real people in campaigns before and thankfully on the whole the
response has been positive. There is always a risk of graffiti when a person is being
used on outdoor media. This can be considered in the planning of channels and
locations but is not always avoidable. Release forms are needed for people,
explaining what they are signing up to.
Ability to get people and stories on time and abilities to find and identify the right
people:
We will need to work with existing infrastructures and have support from Stop
Smoking Services to identify people. We have provided several options for executing
this approach in the event of not finding people on time.
Ensuring stories are motivational:
We want real stories but may need to creatively input into them, building upon the
story gathered in interview format. This will be signed off by the person giving their
account and we will test the stories on people in the community to ensure they are
effective.
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Q2. What do you think is the right message
for promoting Stop Smoking Services?
What type of message would get you to go to a Stop Smoking Service or get you
to tell someone else about the service?
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2. Message Summary

Middleton Park Message Summary:
Unlike some of the other communities, participants from Middleton Park didn’t have
lots of suggestions for messaging however they had a clear idea for the objectives of
the campaign messages. These included:
• Clearly spelling out the benefits of the service
• Keeping them short and simple
• Being supportive
• Using health facts
• Messages from a real person, ideally that person would’ve been a past
smoker
There was also debate around messages being shocking and this divided opinion
almost 50:50 but the majority favoured supportive messages.
The most interesting options to put forward for campaign advertising content fall
into the following categories:

Motivation:
[List of reasons] “What will it take for you to stop?”
“I always thought… I’M NEVER GOING TO STOP SMOKING but I did”
Supportive/Empathetic:
“Help is here if you need it”
“We know it’s not easy”
Shocking:
“Do you want to die? Smoking kills. Shoot yourself, it is quicker”

Burmantofts and Richmond Hill Message Summary:
There were some really good message ideas that came out of this session. We go an
idea that the people in this area wanted a no-nonsense approach to messaging but
with an intelligene and empathy behind the message. The best options to take
forward for campaign advertising content fall into the following categories:
Empowerment/Self Empowerment:
“Quitting has to come from you but you don’t have to do it alone”
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Intelligent/Witty:
“You told us 95% of people around here aren’t going to rad this message – even if
5% of you do we will see it as a step in the right direction”
Motivation:
“Save money, improve your health, more family time, less hospital visits, being
good to yourself – whatever your reason for quitting, we are here”
Supportive/Empathetic:
“We know it’s not easy but support is here”
“It’s not easy but we’re here when you are ready to stop”
“We’re here when you are ready to stop”

Beeston and Holbeck Message Summary:
Generally this group preferred real life stories. Again they were split between
shocking stories and inspirational stories. Ideally they felt messaging should be
minimal within the design weighting, with more imagery and less text being
preferred. Where text is used, they would like it to be short, clear and basic English.
We intend to top up the opinions on messages from the Beeston and Holbeck area
as we don’t feel we achieved representative views of the whole Ward in this first
phase of insight.
The most interesting options to put forward for campaign advertising content fall
into the following categories:

Shocking:
“I lost… 10 years with my family” “I lost… my health” “I lost… my teeth”
“Murder cigarettes not yourself”

Gipton and Harehills Message Summary:
The key message criteria for this session are:
• Talking about the effects on health and the family
• Talking about a lost future (from premature death due to smoking)
• Specific to the area and mention the area
• Keep them brief
We didn’t feel there were any copy lines in particular that we could put forward as
campaign ideas from this group. Participants struggled to answer this question.
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City and Hunslet Message Summary:
Messages around family, children and stories told from different perspectives of
family members supporting or living with a smoker came up many times in these
sessions. The idea of family and connecting with example family stories came out
strong in the City and Hunslet groups. Family seemed to be recognised as a key
motivator from attendees in this area. There were many who believed a shocking
message combined with the idea of quitting for the family would be the best
motivational message as well as the consequences of not quitting should be an
underlying message. Many prefer bullet points or short information and think this
way of giving information helps the message stand-out. They wanted copy that's
striking, bold and that stood out. Many also think the copy should be written in
English, although they speak Urdu/Pakistani they said everyone knows English so
this would be best commenting that it’s an international language.
Unlike other communities, City and Hunslet didn’t offer any supportive messaging
ideas or ideas about the positioning of the service. Many message ideas were about
motivating through family and effects:

Motivation:
Focus on health effects on children
Full stories about effects on family
Needs to be centred around family influences
Emotive stories – personal around children
Effects of long-term smoking and things you’d miss if you died early
Simple message about children and grandchildren
Messages from different people in a family
Money savings – what you could buy with those savings
Effects on children
Supportive/Empathetic:
Real people from their immediate local community figures
Relate to real life of ‘normal’ people bullet points to tell a story
Shocking:
Needs to be disgusting to push someone to stop
Memorable and disgusting
Harsh messages, don’t tip toe about the reality

Cross Gates and Whinmoor Message Summary:
Some good message ideas came out of this session. There is an appetite to keep
messages succinct, use basic language ensuring they are accessible and on point.
Simple is good. There was mention of expanding on messages using real stories and
where possible talk about motivators in further information such as quantifying the
cost of savings and looking at health reasons for quitting. The best options to take
forward for campaign advertising content fall into the following categories:
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Motivation:
“I want to…” “I want to quit for my grandchildren”, I want to quit to save money”
“Use personal wants in the messaging so people can connect with it”
Supportive/Empathetic:
“Even if you only come once or twice or can’t make every week, we are here”
“Stop Smoking Services. When you are ready we are here.”
“Are you ready? We are here”
“We know it’s not easy but support is here”
“It’s not easy but we’re here when you are ready to stop”
“We’re here when you are ready to stop”
Service Specific/Call-to-action:
“Book here/come along”
Empowerment/Self Empowerment:
“Quitting has to come from you but you don’t have to do it alone”
Intelligent/Witty:
“You told us 95% of people around here aren’t going to rad this message – even if
5% of you do we will see it as a step in the right direction”
Motivation:
“Save money, improve your health, more family time, less hospital visits, being
good to yourself – whatever your reason for quitting, we are here”
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Message Summary Creative Response:
Comparisons between the wards:
The majority of peoples from the wards preferred main campaign messages to be
clear and succinct. Most wards talked about health messages relating to the effects
on the family or putting messages in the context of a smoker, their health and their
family.
The majority of people believed messages written in basic English would be fine as
main campaign messages. A large number of people said they wanted messages to
come from real people where possible.
When asked about using local language within messages, quite a number of people
said it could be patronising to use community nicknames within the campaign
content.

Contrasting ideas from the wards are:
Some wards favoured shocking/hard-hitting messages over supportive/motivational
ones and some, and not others thought it was good to mention their ward in the
content. These are:
Middleton Park:

Supportive, real people, mention the area

Burmantofts and Richmond Hill:

Supportive, witty, short

Beeston and Holbeck:

Shocking/hard-hitting, real people

Gipton and Harehills:

Shocking/hard-hitting, mention the area

City and Hunslet:

Motivational with consequences, real people

Cross Gates and Whinmoor:

Supportive, motivational, real people

Overall the creative direction should be:
We feel we can explore the following message ideas and develop them within the
creative concepts for the campaign:
Motivation:
[List of reasons] “What will it take for you to stop?”
“I always thought… I’M NEVER GOING TO STOP SMOKING but I did”
“I want to quit…” “I want to quit for my grandchildren”, I want to quit to save
money” “Use personal wants in the messaging so people can connect with it”
“Save money, improve your health, more family time, less hospital visits, being
good to yourself – whatever your reason for quitting, we are here”
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Supportive/Empathetic:
“Help is here when you need it”
“Even if you only come once or twice we are here”
“Stop Smoking Services. When you are ready we are here.”
“We know it’s not easy but support is here”
“It’s not easy but we’re here when you are ready to stop”
“We’re here when you are ready to stop”

Empowerment/Self Empowerment:
“Quitting has to come from you but you don’t have to do it alone”

Intelligent/Witty:
“You told us 95% of people around here aren’t going to rad this message – even if
5% of you do we will see it as a step in the right direction”
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Q3. What is the most effective type of media
to put a message about Stop Smoking
Services on?
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3. Media Summary
Middleton Park Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Outdoor ashtray stickers
Plasma ads
Signs inside bus stops
Beer mats
Big cardboard cut outs
Pavement stickers
Outdoor banners
Tear off posters
Smoking shelter stickers
Car park signs
Bin stickers
Stickers on shopping trolleys
Toilet doors in schools
Big TV van
Merchandise:
Smoking savings tin
Smoking day-by-day health chart
Shopping bags
Online:
Social media stories

Videos
Social media ads
Adverts on Universal job match
Adverts on indeed.co.uk
Press:
Local paper adverts
Mobile:
Text messages
App
Generic print:
Posters
Stickers
Magazine
Above the line:
Bus stop posters
Billboards
Bus advertising
Phone box poster
TV advert

The participants in these sessions favoured ambient advertising and messages that
could be found at the point of consumption or on routes of day-to-day activity.
Middelton park talked more about online media, online advertising and social
media than other communities signaling an online presence is important to them.
All ambient options put forward seem viable. Technology seemed important to the
participants in Middleton.
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Burmantofts and Richmond Hill Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Stickers on ashtrays
Bus stop stickers
Back of bus seat stickers
Shop window vinyl stickers
Outdoor signs
Toilet door posters

Above the line:
Bus stop posters
Billboards
Generic print:
Posters
Leaflets
Promotional Merchandise:
Ashtrays

The majority of ideas from this session fall into the ambient category, suggesting
that this group is more responsive to media in the environment or relevant media
used in context to a particular environment.

Beeston and Holbeck Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Ashtray stickers
Signs inside bus stops
Beer mats
Big cardboard cut outs
Smoking shelter stickers
Bin stickers

Online:
Social media messages
Social media adverts
Videos

Generic print:
Posters
Leaflets
Business/appointment cards

Above the line:
Bus stop posters
Train station posters
TV adverts

The participants in these sessions favoured ambient advertising and messages that
could be found at the point of consumption or outdoors where people are likely to
smoke in their community such as messages on bins, bus stops and ashtrays.
Cardboard cut outs where preferred inside venues (there is a current washing
machine one being used at the moment) as they stand out and get noticed whereas
it was commented indoor posters get lost on poster boards.
All ambient options put forward seem viable pending permissions.
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Gipton and Harehills Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Stickers on bins
Bus stop posters

Generic print:
Posters
Leaflets (through doors)
Business card leaflet
Online
Social media posts
Social media groups

The participants in this session had a traditional view towards media with the
majority believing posters and leaflets are still suitable for this sort of message and
will be acknowledged by people in the community. They also felt local social media
community groups were also a good way to get the message out.

City and Hunslet Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Outdoor ashtray stickers
Beer mats
Big cardboard cut outs
Outdoor banners
Tear off posters
Smoking shelter stickers
Car park signs
Bin stickers
Stickers on shopping trolleys
Toilet doors in schools
Big TV van
Online:
Social media stories
Videos
Social media ads

Press:
Local paper adverts
Generic print:
Posters
Leaflets
Magazine
Leaflets
Above the line:
Bus stop posters
Billboards
Phone box posters
Poster sites
Radio adverts
Train station adverts

The participants in these sessions favoured ambient advertising and above the line
large format advertising that can be seen on routes of day-to-day activity. Ambient
activity would be used at points of consumption where those are likely to smoke
such as bus stops, pubs, shops and social spaces. Social media activity including
videos, stories and messages were important to the majority participants.
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Cross Gates and Whinmoor Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:
Stickers on ashtrays
Outdoor banners
Floor stickers
Inside bus adverts
Tear off posters in toilets

Above the line:
Bus stop posters
Billboards
TV and radio adverts
Train station posters
Phone boxes

Merchandise:
Printed bingo tickets, pens or printed
ashtrays for in the bingo

Generic print:
Posters
Pull up banners

The participants in these sessions favoured large disruptive advertising. Preferably to
be sited outdoors and unmissable. Radio adverts came up from a number of
participants in the sessions. Creative ideas included branded dabbers or tickets for
use in the local Gala bingo and peel off stickers used in all public venue toilets.
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Media Summary Creative Response:
Comparisons between the wards:
The majority of participants from across all wards favoured unmissable, ambient and
large format outdoor advertising.
When it comes to introducing media indoors, most commented that posters can
get lost on notice boards and many mentioned that cardboard cut outs or
something larger format would be more visible with the exception of the people in
the Gipton and Harehills session who believed more traditional posters and leaflets
still worked well.
Stickers on bins and ashtrays came up in every ward as something that would be
noticeable at the point of consumption. Messages within bus stops or bus stop
posters was the first thing that came to mind in most sessions and was a favoured
way of getting the message out in every ward.

Middleton Park:

Ambient and online

Burmantofts and Richmond Hill:

Ambient

Beeston and Holbeck:

Ambient at points of consumption

Gipton and Harehills:

Traditional print

City and Hunslet:

Ambient and above the line

Cross Gates and Whinmoor:

Ambient and above the line

Overall the creative direction should be:
At this stage in the project, media ideas and summaries are useful to gain a general
overview of what the communities see as the most effective use of media within
their community. The summaries will help us mock up design concepts on media
that the session participants said they would like to see.
Media ideas need refining, budgeted for and a final list of media, permissions,
booking information, costs, dates and delivery information will be put together for
each ward to review before we progress.
A second phase of insight testing will be used to confirm ideas have been
documented correctly and to build a more specific list of media channels and
locations.
Within our concept development we will also suggest alternative creative options,
guided by the categories of media people told us they wanted from their sessions.
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Q4. Where should messages be placed in
your community to get the most notice?
Where do you go on a daily basis? Where would be a good place to put a Stop
Smoking Services message?
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4. Location Summary
Middleton Park Location Summary:
Anywhere and everywhere was the answer from most participants in Middleton
Park. Early links might need making with the community teams at the large
supermarkets if we are to get them involved. Locations included:
•

Bus stops

•

Pubs

•

Gyms

•

Dentists

•

Bingo

•

Morrison’s

•

Door-to-door leaflets

•

Asda

•

Food banks

•

Bus routes

•

Library

•

Online

•

Church

•

Community centres

•

Schools

•

Parks/outdoor spaces

•

Taxi ranks

•

Leisure centre

•

Housing centres

•

Shops

•

Flats

•

Doctors

•

Belle Isle Circus

Burmantofts and Richmond Hill Location Summary:
Public places and in particular, outdoor locations are the most effective for the
participants in this session. Bus stops, bus routes and main roads were favourable
as well as shopping areas, which isn’t surprising given the vast streets of shops in
the locations we visited. Locations included:
•

Outside shops - popular

•

Shops

•

Next to cigarette counters in

•

Pharmacies

shops

•

Surgeries

•

Schools

•

Bus stops and main road

•

Along the main street by St.

•

On the main bus routes

James’ Hospital

•

Outside shops

Main roads

•

Bus stops – popular answer

•
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Beeston and Holbeck Location Summary:
The locations mentioned in this session were similar to those mentioned in other
areas. We intend to explore this question further in the testing phase of the project
and with community volunteers. Locations included:
•

Bus stops

•

Doctors

•

Dentists

•

Hospitals

•

Community centres

•

Near cigarette counters

•

Shops

•

Online

•

Supermarkets

•

Pubs

•

Churches

Gipton and Harehills Location Summary:
The participants in this session mentioned how many people in the area have
weekly routines of going to shops and that it would be good to get as much
traditional media out in those locations. Places of worship and their related
community groups were mentioned as good places to put this type of message in
Gipton and Harehills. The participants mentioned how many read takeaway leaflets
before either keeping them or throwing them away and that a low cost leaflet or
business card sized leaflet delivered to every house might be effective. Locations
included:
Rows of shops including

•

Parks

pharmacies

•

Estate

•

Library

•

Community centres

•

Surgeries

•

Places of worship and related

•

Dentists

•

Supermarket

•

Flats

•

community groups
•

Leaflets through doors
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City and Hunslet Summary:
Anywhere and everywhere was the answer from most participants in City and
Hunslet although they did list more specific locations they felt were community
hubs. Locations included:
•

Bus stops

•

Surgeries

•

Taxi ranks

•

Pubs

•

Youth and community centres

•

Toilet doors in pubs

•

Church halls

•

Leisure centres

•

Dentists

•

Bingo

•

Surgeries

•

Parks/outdoor spaces

•

Shops

•

Housing centres

•

Bus routes

•

Job centre

•

Online

•

Cigarette counters

Cross Gates and Whinmoor Location Summary:
Retail, leisure and commercial premises seemed to be favoured in this area with a
lot of talk about the Cross Gates Shopping Centre, many cafes, pubs and the bingo
being prime places. The toilets within these locations was favoured as a place to
house messages. Along bus routes and the train station were both sited as good
places to advertise Stop Smoking Services messages.
•

Shopping centre and rows of

•

shops

Outside all pubs and in pub
toilets

•

Library

•

Outside and inside the bingo

•

Surgeries and dentists

•

Set up a stall in the shopping

•

Coffee shops – (there are quite

centre on a Saturday

a few, maybe in toilets if they

•

Bus routes

don’t want them visible)

•

Train Station

•

Outside M&S
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Location Summary Creative Response
Comparisons between the wards:
All sessions mentioned ‘the usual places’ the campaign should be sited, meaning:
Doctor’s surgeries
Community centres
Libraries
Youth centres
Pharmacies
Housing Centres

Many said they hadn’t recalled seeing the message at dentists surgeries. Many
mentioned pubs and places of leisure.

Middleton Park:

Anywhere and everywhere. Included door-todoor leaflets. Supermarkets featured highly.

Burmantofts and Richmond Hill:

Bus stops, bus routes and shops featured
highly.

Beeston and Holbeck:

Usual places.

Gipton and Harehills:

Rows of shops featured highly and door-todoor leaflets.

City and Hunslet:

Usual places and outdoors.

Cross Gates and Whinmoor:

Shopping centres. Shops. Retail and Leisure
premises.

Overall the creative direction should be:
At this stage in the project, locations are useful to gain a general overview of what
the communities see as the most effective places within their community to
advertise messages. The summaries will help us do further research and gain
contact information from locations mentioned.
Locations need refining, budgeted for and a final list of permissions, booking
information, costs, dates and delivery information will be put together for each ward
to review before we progress.
A second phase of insight testing will be used to confirm location ideas have been
documented correctly and to build a more specific list of location names.
Within our concept development we may also suggest alternative location options,
guided by the categories from the sessions.
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Q5. Would a local website or app help
support smokers to stop smoking? If so, what
should feature on it?
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5. Technology Summary

Middleton Park Technology Summary:
Overall the majority of people in the sessions were in favour of a localised mobile
site/app. Content for practical advice was welcome and there was an appetite to
learn more about what other people were experiencing when they were quitting.
Tracking progress, monitoring feelings, moods and pressure points all came up as
features were tailored messages could offer support. People questioned whether
they were allowed to attend a Stop Smoking Service session in other communities.

The Stop Smoking Service:
• Practical help and advice for accessing the service on an app
• It would be good to book appointments on there
• Be good if the Smoking Advisors could load notes from each session on there
• It would be good to highlight health facts and dangers
• Video guides and help for quitting
• Practical information about where the sessions are and the times would be
good. Can you go to a session in another community if you can’t make a
certain day? Can they promote other communities?

Personal Progression:
• Be good to show the benefits somehow – every small step counts
• Yes – be good to share progress and track what other people are
experiencing.
• Yes – log improvements or have a day-by-day plan
• Encouraging messages and practical advice would be good

Features:
• Be a good place to let people connect and shares stories
• Maybe a forum for support, daily pushes from the app/site? Something to
make you feel you aren’t alone.
• Apps could have a pressure thermometer so the more you fancy a fag the
more you press something and the better the inspiring message
• It would be good to have one with some sort of mood/pressure indicator so it
puts you off smoking when you feel the urge
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Burmantofts and Richmond Hill Technology Summary:
The majority of people in this session were in favour of a localised mobile site/app.
The comments worth taking forward fall into the following categories:
The Stop Smoking Service:
• A function for reminding you about service dates and times, something that
allows you to book a place or notify them you are going.
Personal Progression:
• It would be good to have a smoking diary on there – something like a game
where you can unlock images or prizes if you go a whole day without
smoking and then even better if you go a whole week.

Beeston and Holbeck Technology Summary:
Unlike other sessions, the participants felt that an app or localised website was not
necessary and they felt the call to action should clearly link to attending a physical
session at a medical practice, pharmacy or surgery. We intend to top up the
opinions on technology from the Beeston and Holbeck area as we don’t feel we
achieved representative views of the whole Ward in this first phase of insight.

Gipton and Harehills Technology summary:
Overall the majority of people in the sessions were in favour of a localised mobile
site/app. They would like features that fell into the following categories:

Personal Progression:
• Yes if there is an option to personalise it and make it speak to me as an
individual
• Goal orientated features – achieve and progress every day
Motivation
• Log achievements and offer support to others through messaging
• If there is an online quitters community who can help each other
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City and Hunslet Technology Summary:
Nearly all people in these sessions were in favour of a localised mobile site/app.
Many wanted content to be from ex smokers who could support, help or coach
them through. Many believed there should be goals and targets interspersed with
messages of support. Ideas fell into the following categories:

The Stop Smoking Service:
• It has to be meaningful and have useful content
• FAQ, local app drop ins, Skype or chat to health professional option for
support
• Interactive with push notifications as reminders

Personal Progression:
• Ability to log improvements
• Goal orientated
• Cold turkey count down to individual goals
• Individual goals, but if you want a group you can opt into that
• Log improvements

Features:
• Messages/coaching from ex smokers
• Perhaps something that your family and friends can use too – maybe they
can send you messages of support or pre-populate messages for you
• Support with stories from ex smokers
• Interactive, option for different methods, ie. Community or individual
• Distraction technique through games
• Start with questions and can select different programmes
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Technology Summary Creative Response:
Comparisons between the wards:
The majority of people from the wards were keen on having a localised campaign
app or website.
Overall the creative direction should be:
We feel we have enough input at this stage to develop a concept however we feel
we may need to access communities again to talk about this topic in isolation and
test ideas. We feel a separate session with the Stop Smoking Service Advisors will
also be useful before finalising this concept.
Our preference is to develop a responsive website/mobile site as opposed to a native
app as this is will be available to use on all devices included phones, tablets and
desktop computers however we will make it look like an app on the phone view.
The content and feature suggestions we feel we can take into concept development
are:
Objective
Promoting the Stop
Smoking Service:

Monitoring Personal
Progression:

Providing
motivation:

Content/Feature
Video introduction/video content
Case studies from real people who have accessed it
(including ex smokers)
Benefits of service
List of service locations, times and practical information
Ideally be able to book onto a service/use as your
ticket/check in when you are there
FAQs
Interactive with push notifications as reminders from service
A way of recording notes from sessions and making notes to
talk about at your next session
Smoking Advisors could load notes from each session on
there so you remember what you spoke about
Ability to log improvements
Goals orientated with gaming element to keep a chart or
unlock information
Log improvements
One-month smokefree calendar
Messages at stressful times
Option to share success on social media or within a group
Login to community or login as an individual
Profile set up and personalisation so it speaks to you
Messages/coaching from ex smokers
Pre-populated messages from your family
Online quitters community who can help each other
Day-by-day plans and support messages
Money/savings information – quantifying the saving
Quantifying the health benefits
A bank of stories/videos with different reasons for quitting
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Interactive/gaming
and data collection:

Promoting good
health:

A smoking diary that you can keep or publish so you can
share your diary and/or read other peoples diaries that are
public – have a gaming element where you can unlock
images/prizes if you go a whole day without smoking and
then even better if you go a whole week
A mood/pressure indicator so it puts you off smoking when
you feel the urge
Facts about health and dangers
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Creative Strategy

Values and Behaviours
We will be guided by the following creative values and behaviours that we have
extracted from insight:
RESPECT:
• For human rights and the levels of support individuals might need or want to make
positive choices about their health
• For the knowledge of families of and caregivers of smokers
UNDERSTANDING:
• Ensuring the public are well informed about issues and current research
• By giving information that provides clarity and support
EMPATHY:
• Being sensitive to the needs of individuals and the difficulties they may face
• Being sensitive to the situations of why people choose to smoke
ACTION:
• By recognising that stopping smoking at ANY time in someone’s life is a positive
time
• By recognising that no matter how serious the effects on health, a supportive
intervention is effective
• By recognising that we can make a difference with any step taken to access the
service
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Campaign Development Strategy
Our recommended approach is to develop a multi-level intervention that provides
different levels of message and design in different situations. These are:
Layer one: campaign brand and message
What:
A cohesive branding, clear message and a call-to-action that meets the campaign
objectivesw and stands out against other visual noise in communities. The key callto-action is about accessing the Stop Smoking Service. (There might be an
opportunity to hint at real stories of those who have used the service within the
content i.e. A URL or YouTube channel)

When:
This layer would be used in instances where there is an opportunity to only put one
campaign message out in one location.

Where:
Examples: stickers on ashtrays, a single bus stop poster design, an advert in local
press.
Why:
To expose audiences to a cohesive and concise campaign message, build an
affiliation with the campaign brand and to ensure the call-to-action is clear. Usually
this layer will be used where higher cost media is in question, as we will have more
flexibility when it comes to lower cost media options.

Layer two: real people and their stories
What:
Using the branded design elements from layer one and incorporating photographs
and case studies of real people and their experience of the Stop Smoking Service to
inspire others to access the service.
When
This layer can be used where multiple advertising channels are available and can
have different variations of design including:
•
•
•
•
•

Photos of real people with quotes from real people and call-to-action
Quotes from real people and a call-to-action.
Photos of real people and a story
Videos of real people and their stories
Voice recordings of real people and their stories
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Where:
These would be used in instances where there is an opportunity to saturate with a
campaign such as internal poster campaigns, online and social media, plasma
screens and leaflets.
Why:
Inline with feedback, we would like to give a voices behind the campaign, allow
people to identify with someone else from the community, make the message seem
real as well as inspiring and motivating those who think it will never happen to
them.

Layer three - informative side of the campaign
What:
The part of the campaign where there is an opportunity to provide information for
those who are going through the decision making process and are still deciding
whether to access the service. We can provide messages around key motivators that
can help overcome the barriers for accessing the service. Information will also detail
the benefits of the service. This layer can also be interspersed with real stories, case
studies or quotes to bring information to life and localise it.
When
This layer can be used in instances when someone is ready to explore more
information. For example, if they have clicked on a link, followed a URL, enquired
about the service.
Where:
Usually this will happen somewhere where a person is ready to have a personal
interaction with the information, this includes online, information leaflets at
surgeries, libraries and community centres.
Why:
This layer is necessary for those who want to know more about the service benefits
and relate information to their personal situation.
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Next Steps
•
•
•
•
•
•
•
•
•
•

Review findings and agree or disagree with summaries
Discuss the need for further information from communities during insight
phase two
Review suggested routes forward and sign off or amend creative approach
Discuss community infrastructures to gain real storied and advocates
Discuss community infrastructures, access to community advertising options
Development of creative concepts inline with creative strategy
Magpie to complete a full audit of media and locations in each community
and develop a budget and action plan for each community
A separate insight session about technology to be introduced to test ideas
Magpie to run a technology consultation with relevant Stop Smoking
Services staff
Agree project plan and milestones for the next phase of the project
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Equality Monitoring Data
Middleton Park:
The Gate, Free Breakfast Morning

1

LS10

Male

26-35

British

N/A

2

LS12

Male

26-35

British

N/A

3

LS10

Male

46-55

British

N/A

4

LS10

Male

66-75

British

or health condition

5

LS11

Male

36-45

Irish

N/A

6

LS10

Male

46-55

Black Caribbean

N/A

7

LS10

Female

46-55

British

N/A

8

LS11

Female

46-55

British

N/A

9

LS10

Female

36-45

British

N/A

10

LS10

Female

26-35

Pakistani

N/A

11

LS10

Female

36-45

Asian

N/A

Long-standing illness

The Gate, Thinking Day
Physical or mobility
impairment and

Male
12

LS10

13

LS10

Female

mental health
56-65

British

condition

26-35

British

N/A

British/
14

LS10

Male

46-55

Scottish

N/A

15

LS10

Female

36-45

British

N/A
Long-standing illness

16

LS10

Female

66-75

British

or health condition

17

LS10

Male

66-75

British

N/A

18

LS10

Male

76-85

British

Hearing impairment

19

LS10

Male

76-85

British

N/A
Physical or mobility

20

LS10

Male

76-85

British

impairment

21

LS10

Female

66-75

British

N/A

22

LS10

Male

Prefer not to say

British

Prefer not to say
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Middleton Health Centre
23

LS10

Female

16-25

British

Other

24

LS10

Male

36-45

British

N/A

25

LS10

Male

46-55

British

N/A

26

LS10

Male

56-65

British

Prefer not to say

27

LS10

Male

46-55

Irish

N/A

28

LS10

Male

46-55

British

N/A

29

LS10

Female

16-25

Asian White

N/A

Burmantofts and Richmond Hill
Lincoln Green and Thackery
1

LS9

Male

46-55

Asian Other

N/A

2

LS9

Male

46-55

Pakistani

Physical or mobility

3

LS9

Female

46-55

British

N/A

4

LS9

Female

26-35

British

N/A

5

LS9

Male

26-35

British

N/A

6

LS9

Female

26-35

British

N/A

7

LS9

Male

56-65

Pakistani

N/A

8

LS9

Female

36-45

British

N/A

impairment

Beeston and Holbeck
Polish Women's Group
1

LS10

Female

36-45

Polish

N/A

2

LS8

Female

56-65

Polish

N/A

3

LS11

Female

36-45

Polish

N/A

4

LS11

Female

36-46

Polish

Visual impairment

5

LS11

Female

26-35

Polish

N/A

6

LS10

Female

26-36

Polish

N/A
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Gipton and Harehills
Compton Road Library
Mental Health

1

LS9

Male

16-25

British

2

LS8

Male

26-36

Black African and white

N/A

3

LS9

Male

36-45

Pakistani

N/A

4

LS9

Female

36-45

British

N/A

5

LS8

Female

66-75

British

6

LS8

Female

26-35

Pakistani

Prefer not to say

N/A

Condition

Long-standing illness
or health condition

City and Hunslet
Leeds Art Gallery
1

LS10

Female

56-65

British

2

LS1

Male

66-75

British

3

LS10

Female

16-25

British

Long-standing illness or
Health condition
N/A
Learning

4

LS2

Female

26-35

Pakistani

disability/difficulty and
Mental Health
condition

5

LS2

Female

56-65

British

6

LS10

Male

26-35

British

Long-standing illness or
health condition
Physical or mobility
impairment
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Kirkgate Market
Physical or mobility

7

LS1

Female

66-75

British

8

LS1

Female

36-45

British

9

LS10

Female

56-65

Caribbean

LS1

Male

26-35

African

N/A

11

LS10

Female

26-35

British

Prefer not to say

12

LS2

Female

16-25

British

Prefer not to say

13

LS9

Male

16-25

Black African and White

N/A

14

LS2

Male

26-35

Pakistani

N/A

15

LS10

Female

36-45

British

N/A

16

LS2

Male

26-35

British

17

LS1

Male

16-25

British

18

LS10

Male

26-35

African

Prefer not to say

N/A

10

impairment
N/A
Physical or mobility
impairment

Mental Health
condition
Mental Health
condition

Hunslet Health Centre
19

LS10

Female

45-55

African

20

LS10

Female

45-55

British

21

LS10

Male

36-45

British

22

LS10

Female

36-45

British

Long-standing illness or
health condition
Long-standing illness of
health condition
N/A

Hunslet Asian Women's Group

  

23

LS11

Female

36-45

Pakistani

N/A

24

LS11

Female

36-45

Pakistani

N/A

25

LS11

Female

36-45

Pakistani

N/A

26

LS11

Female

26-35

Pakistani

N/A

27

LS11

Female

36-45

Pakistani

N/A

28

LS11

Female

36-46

Pakistani

N/A
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Cross Gates and Whinmoor

Cross Gates Library
1

LS15

Female

56-65

British

N/A

2

LS15

Female

56-65

British

N/A

3

LS15

Female

46-55

British

N/A

4

LS15

Female

56-55

British

N/A

5

LS15

Male

16-25

Pakistani

N/A

  
Cross Gates Medical Centre
6

LS15

Male

26-35

British

N/A

7

LS15

Female

46-55

British

N/A

8

LS15

Female

26-35

British

N/A

9

LS15

Female

36-45

British

N/A

10

LS15

Female

16-25

British

N/A

11

LS15

Female

Black
46-55

Caribbean

N/A
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Full Responses by Ward

  

Middleton Park
The Gate and The Health Centre

Equality data:

The Gate, Free Breakfast Morning

1

LS10

Male

26-35

British

N/A

2

LS12

Male

26-35

British

N/A

3

LS10

Male

46-55

British

N/A
Long-standing illness or

4

LS10

Male

66-75

British

health condition

5

LS11

Male

36-45

Irish

N/A

6

LS10

Male

46-55

Caribbean

N/A

7

LS10

Female

46-55

British

N/A

8

LS11

Female

46-55

British

N/A

9

LS10

Female

36-45

British

N/A

10

LS10

Female

26-35

Pakistani

N/A

11

LS10

Female

36-45

Asian

N/A

Black

The Gate, Thinking Day
Physical or mobility
Male
12

LS10

13

LS10

Female

impairment and mental
56-65

British

health condition

26-35

British

N/A

British/
14

LS10

Male

46-55

Scottish

N/A

15

LS10

Female

36-45

British

N/A
Long-standing illness or

16

LS10

Female

66-75

British

health condition

17

LS10

Male

66-75

British

N/A

18

LS10

Male

76-85

British

Hearing impairment

19

LS10

Male

76-85

British

N/A

20

LS10

Male

76-85

British

Physical or mobility
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impairment
21

LS10

Female

66-75

British

N/A

British

Prefer not to say

Prefer not to
22

LS10

Male

say

Middleton Health Centre
23

LS10

Female

16-25

British

Other

24

LS10

Male

36-45

British

N/A

25

LS10

Male

46-55

British

N/A

26

LS10

Male

56-65

British

Prefer not to say

27

LS10

Male

46-55

Irish

N/A

28

LS10

Male

46-55

British

N/A

29

LS10

Female

16-25

Asian White

N/A

  
  

Notes:
1. Style:
Styles they thought would work:
Hard-hitting - like 16 cancers
Hard-hitting – serious impacts of smoking and highlight it isn’t good for your future
Hard-hitting like 16 cancers but with real people stories
Hard-hitting
Hard-hitting
Hard-hitting - it needs to be scary to sink in
Hard-hitting – if it’s too soft you wont see it
Hard-hitting
Informative and colourful
Informative
Informative and intelligent is best
Bright, simple and eye catching
Bright, clean and simple
Bright and eye-catching
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Real people and their stories
Real people success stories would work for me. I'd like to see stories from different
perspectives: i.e. I saved money and went on a holiday or I got fit and got a gym pass
Real people and informative stories – how do you get through this big decision?
Real people and hard stories
Real people but bright and eye-catching
Real stories but not patronising
Real people and their case studies are good
Real stories and an understanding about what they achieved
Real people can give the campaign context and makes it feel real
Real stories but bright and informative
Real people but with the hard stuff - this isn’t easy
Fact based is best
Stats and numbers
Facts and stats

Middleton Park Style Summary:
The majority of people from the Middleton Park sessions thought that using real
people and their stories would work best to promote Stop Smoking Services,
seconded by a hard-hitting approach. On further questioning, the session
participants felt that the current 16 Cancers advertisements on TV had really made
them take notice. Some said they cried, some said for a split second they thought
about accessing the service and some said that they felt like someone had given
them a bit of shock that they needed although it only lasted minutes. Nevertheless
the advertisements were well recalled by the participants. The summary discussion
concluded that if real people stories were to be used for this campaign, that they
needed to have a hard or raw element to them or at least to some of the stories
needed this. If all of the stories were positive, the groups felt that this would be
patronising and people would be suspicious or not buy into this approach.

2. Key messages:
Use the benefits of the Stop Smoking Service and clearly spelling them out
Messages around saving money
List the benefits of the service better
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I would want to understand the options are personal to me in the messaging
Messages would be better if they came from past smokers who managed to quit
I would like to see the community name in some of the messages
Use day-to-day health messages
Help is here if you need it
Not overpowering, insensitive or gross, just fact-based simple, point-by-point
Don’t get lost amongst all of the other posters - keep it clear and simple
Have messages targeted at school children
Use messages about the environment and clean air
Use quotes from real people as the message
Keep messages snappy
Shock with messages
Use bullet points but short – people are lazy
Use health facts
Acknowledge how hard it is to stop “We know it’s not easy”
“What will it take for you to stop?”
“I always thought… I’M NEVER GOING TO STOP SMOKING but I did”
Be supportive
Something shocking: “Do you want to die? Smoking kills. Shoot yourself, it is quicker”.

Middleton Park Message Summary:
Unlike some of the other communities, participants from Middleton Park didn’t
have lots of suggestions for messaging however they had a clear idea for the
objectives of the campaign messages. These included:
•

Clearly spelling out the benefits of the service

•

Keeping them short and simple

•

Being supportive

•

Using health facts

•

Messages from a real person, ideally that person would’ve been a past
smoker

There was also debate around messages being shocking and this divided opinion
almost 50:50 but the majority favoured supportive messages.
The most interesting options to put forward for campaign advertising content fall
into the following categories:
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Motivation:
[List of reasons] “What will it take for you to stop?”
“I always thought… I’M NEVER GOING TO STOP SMOKING but I did”
Supportive/Empathetic:
“Help is here if you need it”
“We know it’s not easy”
Shocking:
“Do you want to die? Smoking kills. Shoot yourself, it is quicker”
3. Media:
Plasma screen ads

Stickers

Ashtray stickers outdoors

Smoking shelter stickers

Signs inside bus stops

Car park signs

On shopping bags

Bin stickers

Beer mats

Phone box poster

Social media

Videos of real people

Bus stop posters

TV adverts

Wall chart – how health could improve

Sticker on shopping trolleys

Smoking savings tin

Facebook ads

Twitter and Facebook stories

Posters

Pavement stickers

Magazine

Outdoor banners

School posters

Smoking savings tin

Adverts on Universal job match

Tear off posters

Adverts on indeed.co.uk

Billboards

South Leeds Life newspaper ads

Big cardboard cut outs

Bus adverts

Beer mats

Toilet door posters in schools

Text messages

Middleton Park Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Signs inside bus stops

Outdoor ashtray stickers

Beer mats

Plasma ads

Big cardboard cut outs
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Pavement stickers

Social media ads

Outdoor banners

Adverts on Universal job match

Tear off posters

Adverts on indeed.co.uk

Smoking shelter stickers
Car park signs

Press:

Bin stickers

Local paper adverts

Stickers on shopping trolleys
Toilet doors in schools

Mobile:

Big TV van

Text messages
App

Merchandise:
Smoking savings tin

Generic print:

Smoking day-by-day health chart

Posters

Shopping bags

Stickers
Magazine
Above the line:
Bus stop posters
Billboards
Bus advertising

Online:

Phone box poster

Social media stories

TV adverts

Videos

The participants in these sessions favoured ambient advertising and messages that
could be found at the point of consumption or on routes of day-to-day activity.
Middelton park talked more about online media, online advertising and social
media than other communities signaling an online presence is important to them.
All ambient options put forward seem viable. Technology seemed important to the
participants in Middleton.

4. Locations:
Bus stops
Pubs
Gyms
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Bingo
Dentists
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Morrison’s
Asda
Bus routes
Online
Community centres
Parks/outdoor spaces
Leisure centre
Shops
Doctors
Door-to-door leaflets
Food banks
Library
Church
Schools
Taxi ranks
Housing centres
Flats
Belle Isle Circus

Middleton Park Location Summary:
Anywhere and everywhere was the answer from most participants in Middleton
Park. Ealry links might need making with the community teams at the large
supermarkets if we are to get them involved.

5. Technology:
Would like practical help and advice for accessing the service on an app
Not for me
Be a good place to let people connect and shares stories
Be good to show the benefits somehow – every small step counts
It would be good to book appointments on there
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Yes – be good to share progress and track what other people are experiencing.
Maybe a forum for support, daily pushes from the app/site? Something to make you
feel you aren’t alone.
Yes – log improvements or have a day-by-day plan
No, just want to do it my way when I am ready
Yes it would be a boost or support to know how other people were doing
Prefer Facebook
I would probably just Google it
Apps could have a pressure thermometer so the more you fancy a fag the more you
press something and the better the inspiring message
It would be good to have one with some sort of mood/pressure indicator so it puts
you off smoking when you need support
Encouraging messages and practical advice would be good
Be good if the Smoking Advisors could load notes from each session on there
Yes think these would be good
Yes as long as you don’t need to download it
It would be good to highlight health facts and dangers
Video guides and help for quitting
Practical information about where the sessions are and the times would be good.
Can you go to a session in another community if you can’t make a certain day? Can
they promote other communities?
Not convinced
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Yes it would be good if you have made the decision to stop already

Technology summary:
Overall the majority of people in the sessions were in favour of a localised mobile
site/app. Content for practical advice was welcome and there was an appetite to
learn more about what other people were experiencing when they were quitting.
Tracking progress, monitoring feelings, moods and pressure points all came up as
features were tailored messages could offer support. People questioned whether
they were allowed to attend a Stop Smoking Service session in other communities.
The comments we feel are worth taking forward fall into the following categories:

The Stop Smoking Service:
Would like practical help and advice for accessing the service on an app
It would be good to book appointments on there
Be good if the Smoking Advisors could load notes from each session on there
It would be good to highlight health facts and dangers
Video guides and help for quitting
Practical information about where the sessions are and the times would be good.
Can you go to a session in another community if you can’t make a certain day? Can
they promote other communities?

Personal Progression:
Be good to show the benefits somehow – every small step counts
Yes – be good to share progress and track what other people are experiencing.
Yes – log improvements or have a day-by-day plan
Encouraging messages and practical advice would be good

Features:
Be a good place to let people connect and shares stories
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Maybe a forum for support, daily pushes from the app/site? Something to make you
feel you aren’t alone.
Apps could have a pressure thermometer so the more you fancy a fag the more you
press something and the better the inspiring message
It would be good to have one with some sort of mood/pressure indicator so it puts
you off smoking when you feel the urge
  

  

Burmantofts and Richmond Hill: 23.02.16
Lincoln Green and Thackery

Equality data:

1

LS9

Male

46-55

Asian Other

N/A

2

LS9

Male

46-55

Pakistani

Physical or mobility impairment

3

LS9

Female

46-55

British

N/A

4

LS9

Female

26-35

British

N/A

5

LS9

Male

26-35

British

N/A

6

LS9

Female

26-35

British

N/A

7

LS9

Male

56-65

Pakistani

N/A

8

LS9

Female

36-45

British

N/A

  
  

Notes:
1. Style:
Styles they thought would work:
Clear, bold and eye-catching x 2
Hard-hitting x 3
Real people and their stories x 3
Burmantofts and Richmond Hill Style Summary:
Using a mixture of a hard-hitting style, such as 16 Cancers, with real peoples’ stories
was preferred in this session and it was mentioned several times that the style
should still be bold and eye-catching, ideally limited text-based information but
the style should be thought-provoking and easy to understand within three
seconds. One ex smoker believed that the prospect of being hooked up to a
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hospital machine was the motivation she needed but said that might not be the
same for everyone.

2. Key messages:
“They won’t stop making cigarettes so it’s up to you to stop smoking them”
“We know it’s not easy but support is here”
“It’s not easy but we’re here when you are ready to stop”
“We’re here when you are ready to stop”
“Save money, improve your health, more family time, less hospital visits, being good
to yourself – whatever your reason for quitting, we are here”
“You told us 95% of people around here aren’t going to rad this message – even if 5%
of you do we will see it as a step in the right direction”
“The current messages are fine, just need to see more of them”
“Think the service offering just need spelling out more”
“Quitting has to come from you but you don’t have to do it alone”
“Keep it to the point, no waffle”
“Don’t need new messages, just more eye-catching design”
Burmantofts and Richmond Hill Message Summary:
There were some really good message ideas that came out of this session. We go an
idea that the people in this area wanted a no-nonsense approach to messaging but
with an intelligene and empathy behind the message. The best options to take
forward for campaign advertising content fall into the following categories:
Empowerment/Self Empowerment:
“Quitting has to come from you but you don’t have to do it alone”
Intelligent/Witty:
“You told us 95% of people around here aren’t going to rad this message – even if
5% of you do we will see it as a step in the right direction”
Motivation:
“Save money, improve your health, more family time, less hospital visits, being
good to yourself – whatever your reason for quitting, we are here”
Supportive/Empathetic:
“We know it’s not easy but support is here”
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“It’s not easy but we’re here when you are ready to stop”
“We’re here when you are ready to stop”

3. Media:
Ashtrays/Stickers on ashtrays

Shop window posters/vinyls

Bus stop stickers/posters x 4

Signs on school gates

Back of chair stickers on buses

Toilet door posters

Leaflets

Posters

Billboards
Burmantofts and Richmond Hill Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Above the line:

Stickers on ashtrays

Bus stop posters

Bus stop stickers

Billboards

Back of bus seat stickers
Shop window vinyl stickers

Generic print:

Outdoor signs

Posters

Toilet door posters

Leaflets
Promotional Merchandise:
Ashtrays

The majority of ideas from this session fall into the ambient category, suggesting
that this group is more responsive to media in the environment or relevant media
used in context to a particular environment.

4. Locations:
Outside shop entrances
Next to cigarette counters in shops
Schools
Along the main street by St. James’ Hospital
Main roads
Shops
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Pharmacies
Surgeries
Bus stops and main road
On the main bus routes
Outside shops
Bus stops x 3
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Burmantofts and Richmond Hill Location Summary:
Public places and in particular, outdoor locations are the most effective for the
participants in this session. Bus stops, bus routes and main roads were favourable
as well as shopping areas, which isn’t surprising given the vast streets of shops in
the locations we visited.

5. Technology:
“A good designed webpage/mini site would be good”
“A function for reminding you about service dates and times, something that allows
you to book a place or notify them you are going.”
“Don’t think people will use it”
“An app would be good”
“Would be good to have a smoking diary on there – something like a game where
you can unlock images or prizes if you go a whole day without smoking and then
even better if you go a whole week”
“An app would work for people who have joined the service already but don’t think it
will get them there”

Burmantofts and Richmond Hill Technology Summary:
Overall the majority of people in this session were in favour of a localised mobile
site/app.
The Stop Smoking Service:
“A function for reminding you about service dates and times, something that allows
you to book a place or notify them you are going.”
Personal Progression:
“It would be good to have a smoking diary on there – something like a game where
you can unlock images or prizes if you go a whole day without smoking and then
even better if you go a whole week.”
  
  
  

Beeston and Holbeck
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St Matthews Church

Equality data:

Beeston, Polish Women's Group
1

LS10

Female

36-45

Polish

N/A

2

LS8

Female

56-65

Polish

N/A

3

LS11

Female

36-45

Polish

N/A

4

LS11

Female

36-46

Polish

Visual impairment

5

LS11

Female

26-35

Polish

N/A

6

LS10

Female

26-36

Polish

N/A

  
  

Notes:
1. Style:
Styles they thought would work:
Hard-hitting is repulsive but necessary
Real horror stories – not positive
Real stories to inspire
Beeston and Holbeck Style Summary:
The majority of people from this session preferred a hard-hitting approach and
thought it was a necessary evil. There was an appetite to see real stories however
the group were split on the content of real stories. Some felt that real stories should
be shocking stories and some believed they should be inspirational. We intend to
top up the opinions on style from the Beeston and Holbeck area as we don’t feel we
achieved representative views of the whole Ward in this first phase of insight.

2. Key messages:
“Let’s murder cigarettes not ourselves”
“Why are you murdering yourself?”
Use real life stories to get the message across
“I lost… 10 years with my family” “I lost… my health” “I lost… my teeth”
Use more imagery than text
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Beeston and Holbeck Message Summary:
Generally this group preferred real life stories. Again they were split between
shocking stories and inspirational stories. Ideally they felt messaging should be
minimal within the design weighting, with more imagery and less text being
preferred. Where text is used, they would like it to be short, clear and basic English.
We intend to top up the opinions on messages from the Beeston and Holbeck area
as we don’t feel we achieved representative views of the whole Ward in this first
phase of insight.
The most interesting options to put forward for campaign advertising content fall
into the following categories:

Shocking:
“I lost… 10 years with my family” “I lost… my health” “I lost… my teeth”
“Let’s murder cigarettes not ourselves”

3. Media:

Beeston and Holbeck Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Videos

Ashtray stickers
Signs inside bus stops

Generic print:

Beer mats

Posters

Big cardboard cut outs

Leaflets

Smoking shelter stickers

Business/appointment cards

Bin stickers

Online:
Social media messages

Above the line:

Social media adverts

Bus stop posters
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Train station posters

TV adverts

The participants in these sessions favoured ambient advertising and messages that
could be found at the point of consumption or outdoors where people are likely to
smoke in their community such as messages on bins, bus stops and ashtrays.
Cardboard cut outs where preferred inside venues (there is a current washing
machine one being used at the moment) as they stand out and get noticed
whereas it was commented indoor posters get lost on poster boards.
All ambient options put forward seem viable pending permissions.

4. Locations:
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Bus stops
Dentists
Community centres
Shops
Supermarkets
Doctors
Hospitals
Near cigarette counters
Online
Pubs
Churches

Beeston and Holbeck Location Summary:
The locations mentioned in this session were similar to those mentioned in other
areas. We intend to explore this question further in the testing phase of the project
and with community volunteers.

5. Technology:
No, wouldn’t need it
No
Not convinced

Beeston and Holbeck Technology Summary:
Unlike other sessions, the participants felt that an app or localised website was not
necessary and they felt the call to action should clearly link to attending a physical
session at a medical practice, pharmacy or surgery. We intend to top up the
opinions on technology from the Beeston and Holbeck area as we don’t feel we
achieved representative views of the whole Ward in this first phase of insight.
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Gipton and Harehills
Library

Equality data:

Compton Road Library
1

LS9

Male

16-25

2

LS8

Male

26-36

British
Black African
and white

Mental Health Condition
N/A

3

LS9

Male

36-45

Pakistani

N/A

4

LS9

Female

36-45

British

N/A

5

LS8

Female

66-75

British

6

LS8

Female

26-35

Pakistani

Long-standing illness or
health condition
Prefer not to say

  
  

Notes:
1. Style:
Styles they thought would work:
Hard-hitting x 3
Real people and their stories x 2
Facts and stats approach
Gipton and Harehills Style Summary:
The majority of people from the Gipton and Harehills session thought that a hardhitting style would work best to promote Stop Smoking Services seconded by real
people and their stories. All participants had mentioned the further debate began
around real people and their stories, the group felt this approach could work
instead of a hard-hitting approach but only if it wasn’t too soft or made accessing
the service seem easy. A number of people in the session mentioned that accessing
a Stop Smoking Service is something that can only happen when a person is ready.
They felt the approach shouldn’t be too woolly but it needed to show a clear
empathy and understanding with the target audiences.
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2. Key messages:
Message needs to be really shocking to get people to stop but there is support out
there
Keep it brief
People use the term ‘cig’ or ‘cigs’ here
The effects of long-term smoking and the things you would miss if you died early
Show effects on health and family
Effects on family life, things people would miss if they died prematurely
To give full picture of the problem – needs to be specific for the area – community
goals to give up smoking?

Gipton and Harehills Message Summary:
The key message criteria for this session are:
•

Talking about the effects on health and the family

•

Talking about a lost future (from premature death due to smoking)

•

Specific to the area and mention the area

•

Keep them brief

We didn’t feel there were any copy lines in particular that we could put forward as
campaign ideas from this group. Participants struggled to answer this question.

3. Media:
Gipton and Harehills Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Business card leaflet

Stickers on bins
Bus stop posters

Online
Social media posts

Generic print:
Posters
Leaflets (through doors)

Social media groups
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The participants in this session had quite a traditional view towards media with the
majority believing posters and leaflets are still suitable for this sort of message and
will be acknowledged by people in the community. They also felt local social media
community groups were a good way to get the message out

4. Locations:
Rows of shops including pharmacies
Library
Surgeries
Dentists
Supermarket
Flats
Parks
Estate
Community centres
Places of worship and related community groups
Leaflets through doors
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Gipton and Harehills Location Summary:
The participants in this session mentioned how many people in the area have
weekly routines of going to shops and that it would be good to get as much
traditional media out in those locations. Places of worship and their related
community groups were mentioned as good places to put this type of message in
Gipton and Harehills. The participants mentioned how many read takeaway leaflets
before either keeping them or throwing them away and that a low cost leaflet or
business card sized leaflet delivered to every house might be effective.

5. Technology:
Yes - Goal orientated features – achieve and progress every day
Yes if there is an option to personalise it and make it speak to me as an individual
Yes – log in achievements and offer support to others through messaging
Yes - if there is an online quitters community who can help each other
No x 2

Technology summary:
Overall the majority of people in the sessions were in favour of a localised mobile
site/app. They would like features that fell into the following categories:

Personal Progression:
Yes if there is an option to personalise it and make it speak to me as an individual
Goal orientated features – achieve and progress every day
Motivation
Log achievements and offer support to others through messaging
If there is an online quitters community who can help each other
  
  
  

City and Hunslet
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Equality data:

Leeds Art Gallery
1

LS10

Female

56-65

British

2

LS1

Male

66-75

British

3

LS10

Female

16-25

British

N/A
Long-standing illness or
Health condition
N/A
Learning

4

LS2

Female

26-35

Pakistani

disability/difficulty and
Mental Health condition

5

LS2

Female

56-65

British

6

LS10

Male

26-35

British

Long-standing illness or
health condition
Physical or mobility
impairment

Kirkgate Market
Physical or mobility

7

LS1

Female

66-75

British

8

LS1

Female

36-45

British

9

LS10

Female

56-65

Caribbean

LS1

Male

26-35

African

N/A

11

LS10

Female

26-35

British

Prefer not to say

12

LS2

Female

16-25

British

Prefer not to say

13

LS9

Male

16-25

10

impairment
N/A
Physical or mobility
impairment

Black
African

N/A

and White
14

LS2

Male

26-35

Pakistani

N/A

15

LS10

Female

36-45

British

N/A

16

LS2

Male

26-35

British

Mental Health condition

17

LS1

Male

16-25

British

Mental Health condition

18

LS10

Male

26-35

African

Prefer not to say

N/A

Hunslet Health Centre
19

LS10

Female

45-55

African

20

LS10

Female

45-55

British

21

LS10

Male

36-45

British

22

LS10

Female

36-45

British

Long-standing illness or
health condition
Long-standing illness of
health condition
N/A
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Hunslet Asian Women's Group
23

LS11

Female

36-45

Pakistani

N/A

24

LS11

Female

36-45

Pakistani

N/A

25

LS11

Female

36-45

Pakistani

N/A

26

LS11

Female

26-35

Pakistani

N/A

27

LS11

Female

36-45

Pakistani

N/A

28

LS11

Female

36-46

Pakistani

N/A

  
  

Notes:
1. Style:
Styles they thought would work:
Hard-hitting- real life stories wouldn’t work
Hard-hitting – serious impacts of smoking
Hard-hitting – visual and clever
Hard-hitting
Hard-hitting – using real stories
Hard-hitting but with real people to get the message across
Hard-hitting – straightforward serious messages
Hard Hitting
Hard hitting and informative but friendlier
Hard hitting with real people
Hard hitting with real people
Hard-hitting
Hard-hitting using real people
Hard-hitting – honest and serious
Hard-hitting
Real stories
Real stories – learning from real experiences
Hearing about it from people who had gone through it
Real people but with hard hitting stories
Real people
Real stories from ex smokers
Real people and eye catching
Positive stories from local community
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Real stories
Informative – health benefits makes you think to change
Informative about health
Facts and Statistics – focus on money

City and Hunslet Style Summary:
On first inspection, the majority of people from the City and Hunslet sessions
thought that using a hard-hitting approach would work best to promote Stop
Smoking Services, seconded by using real people to inspire audiences to access the
service. However, there was a divide between those that wanted a hard-hitting
approach; almost half of participants wanted a serious hard-hitting approach
whilst the other half felt using real people with hard-hitting stories would make for
a successful approach. If we were to combine those that wanted hard-hitting with
real people and those that wanted real people, then the majority of participants in
City and Hunslet would want an approach that has a hard-hitting serious element
combined with inspiring stories from real people.

2. Key messages:
Needs to be disgusting to push someone to stop
Focus on money
Use bullet points
Focus on gender differences and not attractiveness of smoking
Bullet points/ Smoke
Harsh messages, don’t tip toe about the reality
Fags/ Bullet points
Focus on health effects on children
Cigs/ full stories
Effects on children
Memorable and disgusting
Message needs to be directed in schools and colleges
Full stories about effects on family
Shocking full stories about effects on family
Messages from different people in a family

72

  

Consise message in bullet points that tell a story
Effects on children
Money savings – what you could buy with those savings
Cigs/ bullets points
Relate to real life of ‘normal’ people bullet points to tell a story
Bullet points – positive straight forward message
Punch with real people from their immediate local community figures
Simple message about children and grandchildren
Bullet points to tell a story
Fags / cigarettes/ brand
Simple sentences to tell a story not necessarily positive stories
Needs to be really punchy and clever
Needs to be centred around family influences
Emotive stories – personal around children
Effects of long-term smoking and things you’d miss if you died early
Full stories – hits home, health stories

City and Hunslet Message Summary:
Messages around family, children and stories told from different perspectives of
family members supporting or living with a smoker came up many times in these
sessions. The idea of family and connecting with example family stories came out
strong in the City and Hunslet groups. Family seemed to be recognised as a key
motivator from attendees in this area. There were many who believed a shocking
message combined with the idea of quitting for the family would be the best
motivational message as well as the consequences of not quitting should be an
underlying message. Many prefer bullet points or short information and think this
way of giving information helps the message stand-out. They wanted copy that's
striking, bold and that stood out. Many also think the copy should be written in
English, although they speak Urdu/Pakistani they said everyone knows English so
this would be best commenting that it’s an international language.
Unlike other communities, City and Hunslet didn’t offer any supportive messaging
ideas or ideas about the positioning of the service. Many message ideas were about
motivating through family and effects:

Motivation:
Focus on health effects on children
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Full stories about effects on family
Needs to be centred around family influences
Emotive stories – personal around children
Effects of long-term smoking and things you’d miss if you died early
Simple message about children and grandchildren
Messages from different people in a family
Money savings – what you could buy with those savings
Effects on children
Supportive/Empathetic:
Real people from their immediate local community figures
Relate to real life of ‘normal’ people bullet points to tell a story
Shocking:
Needs to be disgusting to push someone to stop
Memorable and disgusting
Harsh messages, don’t tip toe about the reality

3. Media:
City and Hunslet Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Videos

Outdoor ashtray stickers

Social media ads

Beer mats

Press:

Big cardboard cut outs

Local paper adverts

Outdoor banners
Tear off posters

Generic print:

Smoking shelter stickers

Posters

Car park signs

Leaflets

Bin stickers

Magazine

Stickers on shopping trolleys

Leaflets

Toilet doors in schools
Big TV van

Above the line:
Bus stop posters

Online:

Billboards

Social media stories

Phone box posters
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Poster sites

Train station adverts

Radio adverts

The participants in these sessions favoured ambient advertising and above the line
large format advertising that can be seen on routes of day-to-day activity. Ambient
activity would be used at points of consumption where those are likely to smoke
such as bus stops, pubs, shops and social spaces. Social media activity including
videos, stories and messages were important to the majority participants.
4. Locations:
Bus stops
Taxi ranks
Youth and community centres
Church halls
Surgeries
Pubs
Toilet doors in pubs
Leisure centres
Bingo
Dentists
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Surgeries
Shops
Bus routes
Online
Parks/outdoor spaces
Housing centres
Job centre
Cigarette counters

City and Hunslet Summary:
Anywhere and everywhere was the answer from most participants in City and
Hunslet although they did list more specific locations they felt were community
hubs.

5. Technology:
Yes – has to be meaningful and have useful content
Yes – for younger people
Yes - goal orientated
Yes for young people 20-30
Yes - Social side, apps for weight loss model
Yes- Needs to be supportive
Yes – use monetary incentives or information
Yes – Support with stories from ex smokers
Yes – log improvements
Yes – interactive with push notifications as reminders
Yes – community orientated compared to friends
Yes – depends on willingness to quit, community orientated
Yes- informative, multiple functions and have progression
Yes – messages/coaching from ex smokers
Yes – younger generation who want to change
Yes – FAQ, local app drop ins, skype or chat to health professional option for support
Yes – Start with questions and can select different programmes
Yes - Comments and support from ex smokers
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Yes – distraction technique through games
Yes – perhaps something that your family and friends can use too – maybe they can
send you messages of support or pre-populate messages for you
No x 4
No - Not informative – don’t want to feel guilty
Yes – cold turkey count down to individual goals
Yes – interactive, option for different methods, ie. Community or individual
Yes- for young people, individual goals through saying you haven’t smoked each day
at a time
Yes – individual goals, but if you want group you can opt into that
Yes – some help from ex smokers who have been there

Technology summary:
Nearly all people in these sessions were in favour of a localised mobile site/app.
Many wanted content to be from ex smokers who could support, help or coach
them through. Many believed there should be goals and targets interspersed with
messages of support. Ideas fell into the following categories:

The Stop Smoking Service:
It has to be meaningful and have useful content
FAQ, local app drop ins, Skype or chat to health professional option for support
Interactive with push notifications as reminders

Personal Progression:
Ability to log improvements
Goal orientated
Cold turkey count down to individual goals
Individual goals, but if you want a group you can opt into that
Log improvements
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Features:
Messages/coaching from ex smokers
Perhaps something that your family and friends can use too – maybe they can send
you messages of support or pre-populate messages for you
Support with stories from ex smokers
Interactive, option for different methods, ie. Community or individual
Distraction technique through games
Start with questions and can select different programmes
  

  

Cross Gates and Whinmoor
Library and Medical Centre

Equality data:

Cross Gates Library
1

LS15

Female

56-65

British

N/A

2

LS15

Female

56-65

British

N/A

3

LS15

Female

46-55

British

N/A

4

LS15

Female

56-55

British

N/A

5

LS15

Male

16-25

Pakistani

N/A

  
Cross Gates Medical Centre
6

LS15

Male

26-35

British

N/A

7

LS15

Female

46-55

British

N/A

8

LS15

Female

26-35

British

N/A

9

LS15

Female

36-45

British

N/A

10

LS15

Female

16-25

British

N/A

11

LS15

Female

46-55

Black Caribbean

N/A

  
  

Notes:
1. Style:
Styles they thought would work:
Hard-hitting x 6
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Real people and their stories x 3
Facts and stats approach x 2
Cross Gates and Whinmoor Style Summary:
The majority of people from the Cross Gates and Whinmoor sessions thought that a
hard-hitting style would work best to promote Stop Smoking Services, seconded
by real stories of real people to inspire quitting. On further inspection, the majority
of those that preferred the hard-hitting style had never been smokers themselves
although felt it was the most motivational approach. Those that preferred the real
people approach had been or were currently smokers and thought that approach
would be more successful. Most people had commented on the recent 16 Cancers
TV advert as being a successful motivator.
The people in this area felt an element of official fact or a statistic would also
support the key message. It was also suggested that playing to people’s good
nature, having a campaign that played on the idea of conscience and bringing
children into the equation would support the overall goals and messages.

2. Key messages:
“Keep messages short and simple”
“Use simple points for messages”
“Ensure messaging is quick and easy to digest”
“Ensure messages use basic language and are thought provoking”
“I wanted to…” “I wanted to quit for my grandchildren”, I wanted to quit to save
money” “Use personal wants in the messaging so people can connect with it”
“I prefer to hear about real stories”
“Make the message about the location ‘book here’.”
“Smoking kills”
“Use costs/savings/money – £9.20 per pack”
“People don’t appreciate the service because it is free, if they could understand it in
money terms it might help”
“Messages need to be supportive”
“Even if you only come once or twice or can’t make every week, we are here”
“Stop Smoking Services. When you are ready we are here.”
“Are you ready? We are here”
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Cross Gates and Whinmoor Message Summary:
Some good message ideas came out of this session. There is an appetite to keep
messages succinct, use basic language ensuring they are accessible and on point.
Simple is good. There was mention of expanding on messages using real stories
and where possible talk about motivators in further information such as
quantifying the cost of savings and looking at health reasons for quitting. The best
options to take forward for campaign advertising content fall into the following
categories:

Motivation:
“I wanted to…” “I wanted to quit for my grandchildren”, I wanted to quit to save
money” “Use personal wants in the messaging so people can connect with it”
Supportive/Empathetic:
“Even if you only come once or twice or can’t make every week, we are here”
“Stop Smoking Services. When you are ready we are here.”
“Are you ready? We are here”
Service Specific/Call-to-action:
“Book here”

3. Media:
As big as possible

Train station posters x 3

Large banners or billboards

Banners on railings

Bus shelter posters x 4

Pull up banners

Inside bus adverts x 2

Floor stickers (in shopping centre)

Phone boxes

TV

Ashtray stickers outside pubs x 3

Radio adverts x 3

Stickers in smoking shelters
Cross Gates and Whinmoor Media Summary:
Broken down into categories, the media suggestions from this group are:
Ambient:

Inside bus adverts

Stickers on ashtrays

Tear off posters in toilets

Outdoor banners
Floor stickers

Merchandise:
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Printed bingo tickets, pens or printed

Train station posters

ashtrays for in the bingo

Phone boxes
Generic print:

Above the line:

Posters

Bus stop posters

Pull up banners

Billboards
TV and radio adverts
The participants in these sessions favoured large disruptive advertising. Preferably
to be sited outdoors and unmissable. Radio adverts came up from a number of
drivers in the sessions. Creative ideas included branded dabbers or tickets for use in
the local Gala bingo and peel off stickers used in all public venue toilets.

4. Locations:
Shopping centre and rows of shops
Library
Surgeries and dentists
Coffee shops – there are quite a few, maybe in toilets if they don’t want them visible
Outside all pubs and in pub toilets
Outside and inside the bingo
Set up a stall in the shopping centre on a Saturday
Bus routes
Train Station
Outside M&S

Cross Gates and Whinmoor Location Summary:
Retail, leisure and commercial premises seemed to be favoured in this area with a lot of talk
about the Cross Gates Shopping Centre, many cafes, pubs and the bingo being prime places.
The toilets within these locations was favoured as a place to house messages. Along bus
routes and the train station were both sited as good places to advertise Stop Smoking
Services messages.

5. Technology:
“Street life – idea about using real people and comic stripping or reading someone’s smoking
diary every day on an app. Every day a new page of the story could unlock so you become part
of their story? You could choose who to follow? Bit like a soap?”
“Be good to signpost people to the services and provide the information about what to expect
from the service on there but in a more interactive or livelier way than the NHS would do it”
“A mobile site is good because people can view it in their personal time or when passing a
message”
“Have videos about the service on there as they are so much better to watch instead of reading
lots of text. Make it all video based”
“Be good to book a first appointment on there to settle you in”
“A website is good for the older generation”

Technology summary:
Overall the majority of people in the sessions were in favour of a localised mobile site/app. The
idea of having a daily installment was a creative one and on a basic level, people thought a
design that had more personality than the standard NHS sites would be good. Making videos
about the service was another suggestion. This could be done with those running the service
and those accessing it.
The Stop Smoking Service:
“Be good to signpost people to the services and provide the information about what to expect
from the service on there but in a more interactive or livelier way than the NHS would do it”
“Have videos about the service on there as they are so much better to watch instead of reading
lots of text. Make it all video based”
“Be good to book a first appointment on there to settle you in”
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Personal Progression:
“Street life – idea about using real people and comic stripping or reading someone’s smoking
diary every day on an app. Every day a new page of the story could unlock so you become part
of their story? You could choose who to follow? Bit like a soap?”
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Creative Sessions Advert

We want to improve the visibility of our Stop Smoking Services and

WE WOULD LIKE
YOUR IDEAS...
We would like 10-15 minutes
of your time to join your session
and ask you about:

your ideas
on design

your ideas
on messages

and the style that should
represent the service

and what they should say

your ideas on
advertising
and the locations we
should advertise

your ideas on
technology
and what it should be
used for
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