Tobacco Control Information Campaign for the Department of Health

Research exploring the potential of the Smokefree Brand and Positive Messaging amongst Routine and Manual Workers

Prepared for COI on behalf of the Department of Health

JN: 289316
12 September 2008
Final Report

Contents











Page

Project details

1. Background






3


2. Research objectives





4


3. Methodology and sample




6


4. Details 







9







Findings and recommendations

1. Familiarity with Smokefree




11


2. The meaning of Smokefree




12




3. The potential stretch of Smokefree



15 




4. Smokefree as a vehicle for positive messages

22




5. Different expressions of Smokefree



34




6. Opportunities for Smokefree




36

7. Limiting the Smokefree brand



45

8. Support and Smokefree




53

9. Conclusions and Recommendations



56
Appendices











1. Recruitment questionnaire

2. Discussion brief

3. Stimulus material

Project details

1. Background

The Department of Health has two PSA targets for smoking, due in 2010:
· To reduce the prevalence of smoking from 24% to 21% amongst the general adult population.

· To reduce prevalence amongst routine and manual (R&M) working groups from 31% to 26%.
The first objective is on track but there is plenty of work to do to reach the second objective. Over the next three years the government will focus efforts on urging routine and manual smokers to recognise that smoking is at odds with their relationships and family. The strategy will feature both positively and negatively framed messages with the intention that these messages will work together to ‘surround’ the target group in order to enhance motivation.
Positive messaging could have many specific roles over and above a need to ‘create a positive vision of the future’. Recent tracking research has revealed that positive ‘pull’ messaging can be most effective outside of a traditional, ‘top down’ TV lead approach. As such, public relations, word of mouth, brand ambassador, sponsorship and community activation programs are all being reviewed as possible ways to realise this.
The aim of this research was to understand what role positive messaging could take and explore how to create a communications programme to positively influence and engage an R&M audience. These positive messages were primarily explored within the context of the Smokefree brand. The intention was to understand the opportunities for this brand to lead the positive cause and act as a glue to reinforce the intent of all communications.
2. Research Objectives 

The core research objectives were thus to:
· Explore how to create an effective communications program which positively influences and engages an R&M target 
· Explore how best to evolve Smokefree into a brand which can lead the positive cause
There were also some specific objectives around the potential for a positive Smokefree brand: 

· Determining existing associations with Smokefree 

· Exploring how Smokefree might lead the positive cause

· Understanding how the role of Smokefree should be defined and expressed

· Determining how that meaning might ‘glue’ all communications together

· From a range, suggesting which expression of Smokefree should become the brand e.g. Live Smokefree, Go Smokefree etc

· Exploring the role and impact the brand could have in negative communication

· As part of this understanding the boundaries for the brand
· Determining what Smokefree should not say and do and where it should not have a presence
· Exploring how the brand might best build to engage R&M’s 
e.g. associations with sporting activities
There were also wider objectives around exploring the role of messaging routes for an R&M audience:
· Influencers in their lives that can be utilised to carry positive messages e.g. from celebrities to local influencers in their community
· Connection points that might offer the greatest opportunities for positive messaging 
· Specific positive messages may influence an R&M audience e.g. health gains, positive effect on environment, successful quit stories
· How messages might connect to the core strategy of explaining the effect on loved ones/family
· The activities/communication ideas which will have the greatest influence/effect
3. Methodology and Sample

The research comprised 12 x 2 hour group discussions with a wide range of people affected by smoking.
Full or part time workers in Routine and Manual professions
· e.g. men; HGV/van driving, storage handling, sales and retail assistant, labourers, postal workers, security guards, carpenters/joiners, metal work/maintenance and construction trades
· e.g. women: sales and retail, carers, cleaners/domestics, educational assistants, kitchen and catering assistants, receptionists, packers/bottlers/canners, chefs/cooks, hairdressers
All respondents were creative and articulate and included a representative ethnic mix of each area
Behaviour was divided across Smokers, Quitters, Ex-Smokers and Non-Smokers
Smokers
· All to smoke more than 5 cigarettes per day
· Intend to stop smoking i.e. agree with statement A or B 
· A: I am seriously intending to give up smoking in the next few months and I’m already thinking about ways to stop
· B: I do intend to give up smoking in the near future but have not yet given it serious consideration
· C: I have no intention of stopping smoking in the near future
· Have made a serious attempt to stop smoking in the past i.e. agree with statement A or B 
· A: I have tried to give up in the past and have stopped smoking for at least 3 days in the past 18 months
· B: I have stopped smoking in the past but have not attempted to do so recently
· C: I have never made a serious attempt to stop smoking 
Quitters
· All currently attempting to give up smoking
· i.e. not to have not smoked at all in the past 3 days to 4 weeks
· This attempt to have not lasted longer than 4 weeks
Ex-smokers
· Non-smokers who have smoked regularly in the past
· To have quit for between one month and two years ago
Non-smokers
· None to have ever smoked regularly 
· One group living with a partner who smokes, one group not
The groups were also divided by lifestage:
Younger family
· Children aged 0-4 years old living at home, no older children
· Two pregnant women per group
Older family
· At least one child aged 5-15 years old living at home
· May also have younger children
Empty nesters
· All children aged over 16
· At least half to have an older child still living at home
· At least two/maximum four per group to be grandparents 
No kids
· Not to have any kids (whether living with them or not)
· All co-habiting 
	Group 
	Sex
	Age
	Lifestage
	Behaviour
	Location

	1
	Female
	18-30
	Pre family
	Smokers - Intending
	London 

	2
	Male
	
	Younger family
	Smokers - Intending
	Manchester

	3
	Female
	-
	Older family
	Smokers - Intending
	Newcastle



	4
	Female
	-
	Younger family
	Smokers - Intending
	Nottingham

	5
	Male
	-
	Older family
	Smokers - Intending
	Leeds

	6
	Male
	-
	Empty nesters
	Smokers - Intending
	Birmingham

	7
	Male
	18-30
	Pre family
	Smokers – Quitting
	Newcastle

	8
	Female
	-
	Older family
	Smokers – Quitting
	Manchester

	9
	Male
	-
	Younger family
	Ex-smokers – month to 2 years
	Nottingham

	10
	Female
	-
	Empty nesters
	Ex-smokers – month to 2 years
	Leeds

	11
	Male
	
	Older family
	Non-smokers – living with smokers 
	London

	12
	Female
	
	Younger family
	Non-smokers – general
	Birmingham


4. Details 

Fieldwork was conducted on the following dates in the following locations
· Thursday 7 August 2008 (Newcastle and Sale)
· Friday 8 August 2008 (Leeds)
· Monday 11 August 2008 (Barnes and Sutton Coldfield)
· Wednesday 13 August 2008 (Long Eaton)
Fieldwork and analysis was carried out by Pauline McGowan, Oliver Feldwick and Lucy Banister of the Nursery
Findings and Recommendations

1. Familiarity with Smokefree
Smokefree as a term and a concept was familiar across all groups although this was usually at a recessive level. The phrase was known and understood but it was never top of mind and neither was it yet part of everyday language. It felt like a new term which has only come into usage in the past year or so and thus naturally fits with the world of smoking post legislation.

This link with the legislation meant that common associations with the term were always in relation to spaces and environments. It was understood as a way to identify venues which have become Smokefree since the legislation. In essence it was understood as a positively framed No Smoking sign.
It seems positive because it is less instructional. It does not explicitly prohibit behaviour but rather assigns an identity to a certain area or location. The fact that it does not sound forbidding was always appreciated by smokers. Non-smokers do not delineate between instructions and designations in the same way.

“It doesn’t make you feel as put out as the normal ‘No Smoking’ sign… It’s a polite reminder rather than a demand”
(Male, younger family, intending, Manchester)
It was also understood as being related to the NHS. This is partly as a result of having seen it in tandem with the NHS brand but also due to its association with the legislation. There is widespread acceptance that the legislation was based on health and safety issues and the current hostile climate towards smoking is due to the problems that the NHS, and the country as a whole, has faced because of the prevalence of smoking related illnesses.

2. The meaning of Smokefree
Smokefree essentially expressed all that was positive about the legislation, while No Smoking tended to express the negative elements which were often resented by smokers. Although they moan about the restrictions that the legislation has placed on their lives, even smokers can recognize that the legislation has resulted in some benefits. Smokefree highlights the beneficial consequence of clean air in closed environments. It essentially promotes a pleasant environment rather than places restrictions on smoking behavior. 
This focus on the environment meant that it created a sense of inclusiveness.

The tonal shift between Smokefree and No Smoking was one which opened up an area to everybody rather than deliberately seeking to exclude smokers. This was about bringing smokers and non-smokers together rather than instructing smokers to behave in a certain way. Smokefree essentially designates a space rather than makes reference to behaviour.

 “Rather than saying ‘Don’t come here it’s non-smoking’ it’s saying ‘come here it’s nice and Smokefree’”
(Female, pre-family, intending, London)
Although currently linked to environments and spaces, this was understood as a completely different attitude to smoking. As such, it had the ability to stretch beyond interiors to exteriors and beyond places designated by the legislation to any spaces where the absence of smoke could be a positive.
 “It says more than the usual ‘don’t smoke here’”
(Male, older family, intending, Leeds)
“It could be whole areas which are Smokefree, rather than the usual ban. I could imagine a sign saying it was a Smokefree area, even though it’s not indoors”
(Female, younger family, intending, Nottingham)
So the idea of Smokefree was an inherently positive notion which conveyed the positive benefits of the legislation without reference to the negative. As such everybody in the sample was open to the idea of Smokefree being stretched beyond their current perceptions. Indeed as it felt such a new and modern approach it seemed logical that the idea would continue to grow. Nor were current perceptions of the idea so entrenched that they would prevent the development of the thought. 

The extension of Smokefree to other areas also seemed the inevitable progression of the legislation. Smokers themselves were surprised at how easily they had adjusted to such a radical change and were thus prepared for this change to be ongoing. They tended to grumble about the practicality of being a smoker facing restrictions but they also had experienced many positive effects and could easily appreciate these positives.

“I never really thought about how horrible it smelled until the ban came in”
(Male, empty nesters, intending, Birmingham)
“It’s just nice to not always stink of smoke”
(Female, older family, intending, Newcastle)
This mainly family audience also appreciated and acknowledged that pubs and restaurants were now more family friendly. While their behaviour had been limited in one way, the legislation had also opened up more social occasions for their family.
“You can take your kids out for a pub meal now without having to worry about all the smoke”
(Male, younger family, non-smokers, Birmingham)
Indeed, the greatest sign of how smokers had accepted the legislation was the fact that many had voluntarily extended it into their own homes. This was more prevalent amongst parents of young children but nearly all smokers were keen to personally enjoy the benefits of Smokefree at home as well as in the pub.
 “To be honest, my house is a lot nicer now that I’ve stopped smoking indoors…”
(Male, older family, intending, Leeds)
3. The potential stretch of Smokefree
This sense that Smokefree embodied the beneficial aspects of the legislation meant that it was an idea which was positively brimming with potential. 

It was understood as building on the momentum created by the legislation and tonally it evoked positive associations around freshness, cleanliness and health.
 “It looks like the sort of thing you could find in a gym”
(Male, pre family, quitting, Newcastle)
It was easy for smokers and non-smokers alike to expand Smokefree as a wider concept once they were encouraged to think beyond the legislation. In fact they were able to frame it in a host of different ways:

· A Smokefree world
· A Smokefree lifestyle
· Even a Smokefree movement 
The idea of a Smokefree world was a conceptual one. However, the legislation was an important part of making this increasingly feel like a tangible vision of the future. It amazed smokers that they could even imagine a world where smoking did not exist, something which would have felt inconceivable even a year ago. It was also interesting that while the idea of a No Smoking world could fill them with anxiety and resentment, the idea of a Smokefree world was almost inherently positive. This presented them with the benefits of not smoking while ignoring the difficult process they would have to endure to get there.


So the Smokefree world was not a world where smoking was banned but simply one where it never existed and had no part to play.
Non smokers welcomed the idea of a Smokefree world but it often described a place where they already existed (especially those who did not live with a smoker). It was simply a desirable rather than aspirational place. 

However for smokers and ex-smokers this was a completely aspirational place. Ex-smokers were pleased to be succeeding in beating their smoking habit and were proud of their achievements so far. For them Smokefree described a world that they had mentally accepted and were within touching distance of reaching.
For smokers a Smokefree world was a place where they wanted to be. All wanted to be rid of their smoking habit and the appeal of a world where it simply did not exist was irresistible. This was a world where they would be free from the encumbrances of smoking such as bad breath, stale smelling clothes, poor fitness and potentially poor health. It was a place which could allow them to be a fitter and healthier version of themselves. As smoking was not an issue in this world, neither would they face any temptation from the lure of cigarettes and so would not have to think about failure or regression. 
“I had a year where I didn’t smoke and I felt really great, I would love to go back to that time”

(Female, pre family, intending, London)
“It’s the best thing I’ve ever done, I can’t ever imagine going back to being a smoker again”
(Male, younger family, ex-smoker, Nottingham)
Smokefree could also become a personal goal as a Smokefree lifestyle was also an easy concept to envisage. This was about living in the Smokefree world and harnessed the overall sense of positivity and aspiration of the concept in a more personal way.
A Smokefree lifestyle was primarily about being healthy inside and out. This was about feeling good and looking good. Feeling good was understood as being physically fit and full of energy as well as mentally being in control of life. Looking good was internal health reflected in outward appearance. This sense of a positive lifestyle and being liberated from the bonds of smoking could also encourage dreams about further achievement and provide a more optimistic vision of the future.
In essence this was an extremely positive way of understanding life as a non-smoker. In the past we have often found that smokers struggle to imagine themselves as a non-smoker. They accept that they will be healthier but also feel that they will be deprived of one aspect of their identity. This aspect was often considered to be the rebellious, youthful part of them and so they tended to view non-smokers as healthy but rather dull. In the past they have also understood health in this context as an absence of negatives rather than seizing positives. A Smokefree lifestyle was a much more positive approach towards non-smoking. It was all about positives rather than deprivation or a loss of identity.
Smokefree could also extend to more abstract thoughts such as the thought of a Smokefree movement. This thought was rooted in the present as there already is a sense that a momentum behind quitting has been building since the introduction of the legislation.

“Nearly everybody I know is thinking about quitting at the moment”
(Female, older family, intending, Newcastle)
The Smokefree movement represents a cultural shift and signifies how the world is rapidly changing. This feeds the notion of a Smokefree future which is a conceivable world where smoking is absent. While the legislation has seeded this thought, a Smokefree future feels a free choice rather than rooted in legal requirements. 
In fact the notion of Smokefree movement hints at the thought that people do not want to engage with smoking anymore. Smokers are increasingly fed up with their behavior and non-smokers are increasingly less tolerant.

“There’s hardly any point in smoking anymore, if you can’t have a drink it’s just not that enjoyable”

(Male, younger family, intending, Manchester)
“People now feel that they can look down on you because you smoke”

(Male, pre-family, quitting, Newcastle)
It seemed that positive and optimistic messages lend themselves to thinking about the future in a way that negative messages do not. This audience was engaged and motivated to dream about a more positive future, especially those with children. In fact, this focus on a positive future is indicative of an audience that lives in the present. Dreaming about a brighter future makes the present more bearable in way that dwelling on potential problems makes it much less bearable. This audience is also aware that they are not necessarily in control of their lives as they continually face financial constraints. Thinking about problems which they do not feel empowered to deal with feels unnecessarily fatalistic.

“What’s the point of worrying about things, they might not happen. It’s much nice to think about things that might make a difference if they did”
(Female, older family, quitting, Manchester)
Freedom and tonality

The notion of freedom was literally implicit in Smokefree and it was one which struck a meaningful chord in the context of smoking. For non-smokers it meant freedom from exposure to smoke which is something they covet and also something which feels conceivable post legislation. For ex-smokers it positively reinforces their achievement of quitting and congratulates them for having taken control of their lives. Freedom provides smokers with a goal to aspire towards. It is not just about the achievement of giving up but also about reaching a desirable state of being.

Freedom was also implicit in the inherent tonality of Smokefree and this was an important part of its potential to deliver positive messages. This presented a vision of the future which contained freedom of choice. It was all about choosing a Smokefree life rather than being reluctantly forced or cajoled. This allowed the tonality to feel positive, aspirational and optimistic. It always felt as though becoming Smokefree meant making an individual decision to embrace this world or lifestyle rather than feeling instructed or directed to do so.
For smokers in particular this was a complete change in direction for an anti-smoking campaign. It was not about giving up and its implications of deprivation, but was rather about making a positive choice as an individual. 
It was interesting that this was often favourably compared to the Allen Carr approach which smokers understand as making them not want to smoke rather than telling them not to do so. This thought was also absolutely in tune with how smokers felt about quitting. Time and again they tell us that it is a decision that each individual must come to by themselves.
A celebratory feel
In essence Smokefree felt a celebration of all the things that smoking is not. 
On the one hand it was about freedom from a controlling behaviour but it was also about health, wellbeing and living an aspirational lifestyle. Its opposition to smoking meant that there was something sweetly innocent and naive about the concept. This was a place and idea untainted by vices. Smokefree represents something pure, fresh and good and is almost childlike. 

The notion of celebration was also encapsulated in the logo where the imagery looked liked arms raised in joy or perhaps a cigarette being snapped in half. This essentially symbolised what smokers desired to achieve.
A modern concept

It also felt like a young, contemporary concept and was most motivating to younger smokers especially those who had already become disillusioned with smoking. This was mainly true for those with young families. 

Older smokers felt most detached from the thought of Smokefree and indeed it seemed to represent everything about the contemporary world which they found difficult to embrace. They could appreciate the benefits of Smokefree but they tended to struggle with the pace of change.
“I still remember smoking in restaurants – or when you could smoke on planes! It will be very different for the generations coming up now though – everything has changed about smoking”

(Male, empty nesters, intending, Birmingham)
For both older and heavier smokers it could be difficult to imagine the reality of a Smokefree world. For them a Smokefree world was harder to visualise as it would exclude most of their family and friends.
“I’ve got my own van where I can smoke, my wife smokes, my friends all smoke. I can’t really imagine how that would all suddenly change”
(Male, older family, intending, Leeds)
This did not make the idea of Smokefree any less attractive or aspirational, it merely felt that it was more of an idyll than a place they could realistically imagine. They still understood and even embraced the optimism in the thought but it felt further away and thus harder to achieve. They needed the concept to be brought to life in order for it to feel personally relevant.
4. Smokefree as a vehicle for Positive Messages

As part of the research we explored a whole host of meanings of Smokefree (appendix 3.2) in an attempt to understand the relationship between the idea and positive messages. We found that some of the specific meanings for Smokefree had more universal relevancy than others but most of the messages engaged some aspect of this audience depending on their age, lifestage and attitude.
Despite this it was the cumulative sense of Smokefree as a positive force which was greater than the sum of individual meanings. Indeed alone each of the various ideas and meanings could feel insignificant but as part of a bigger idea and concept they worked together to create an aspirational feel
In fact it seems that the potential of Smokefree seems to be in harnessing this range of positive messages into one large scale concept and idea; a Smokefree world. 

A positive vision of health was motivating
The idea of a healthy future was motivating to everybody and expressing health benefits in a positive way seemed a new approach. The health impact of smoking has been the mainstay of anti-smoking messages for a long time and has been absorbed on some level by all smokers.
“If anybody tells you that smoking doesn’t affect your health then they’re lying”

(Male, younger family, ex-smoker, Nottingham)
Until now it has generally been expressed as a negative relationship where smoking is understood as potentially affecting health for the worse.
Yet it seemed fresher and more motivating to express this thought in a p
ositive light where Smokefree meant embracing a healthier future. The health benefit of being Smokefree was not necessarily the absence of a negative but more about the opportunities that were available and the general sense of wellbeing gained from being free from smoking.
Health, whether expressed as sport, fitness, wellbeing or vitality seemed absolutely appropriate for the wider thought. It was self evident that smoking was the enemy of a healthy lifestyle and this was an idea which smokers could embrace. They knew that they were likely to feel better if they could become Smokefree.
Health had a range of expressions and the interpretation of the benefits of a healthy lifestyle depended on age and attitude.
Older smokers thought about health in terms of wellbeing. They were keen to be well enough to enjoy their children and grandchildren. They also wanted their later years to leave them feeling and looking carefree and desired a happy, stable and comfortable old age.
For younger smokers health was a more active concept and tended to be related to sport, fitness and vitality. Their aim was to be athletic and in-shape in order to enjoy and prolong their youth. They were aware that the health impact of smoking was something which occurred later in life but they also knew that smoking starts to attack their youthfulness quite early. 
 “I was running for a bus the other day and I was surprised at how out of breath I got”
(Female, pre-family, intending, London)
It was an obvious truth to them that being Smokefree was crucial to any type of healthy lifestyle but it was something that they could ignore as health messages always felt more appropriate for an older audience. They rarely hear about the positive health implications of not smoking and what this could mean for younger smokers.
“I’ve started doing some running and there was no way I could do this when I was smoking”

 (Male, pre family, quitting, Newcastle)
Younger women were especially taken by the idea of Smokefree impacting on their appearance. Of course feeling attractive is incredibly motivating and the fact that smoking attacks good looks feels like a truth as everybody could find some anecdotal evidence to prove the idea.

“My nan and her sister are nearly the same age and my nan looks 20 years older because she smokes”
(Female, pre family, intending, London)
“You see people with that pursed lip look, it stays with them”
(Female, pre family, intending, London)
Smokers do believe that smoking can harm their appearance but when this is expressed in a negative way it is easy to become defensive and to find exceptions to disprove the fact. This is a message which seems much easier to accept when expressed positively. Ex-smokers particularly believe that people who are Smokefree exude healthiness.
“I reckon that since I’ve stopped smoking I just look healthier – kind of glowing”
(Female, older family, quitting, Manchester)
Messages around health recovery less positive

Several of the health messages explored were based on the idea that the impact of smoking on health could be reversed once smoking behaviour has ceased. Although these were framed in what looked like a positive way, in actual fact they did not come across as positive messages. As they were based around recovery from the effects of smoking these messages felt embedded in the smoking rather than Smokefree world. This meant they did not have the same sense of optimism as those which were purely based on Smokefree living.
Even when framed in a positive way they still referenced concerns raised by smoking such as heart attacks and smokers coughs. This meant that they dwelled on the absence of negatives rather than focusing on a bright new future. These types of messages perhaps have a role in terms of support and quitting attempts but seem to have less of a role in the wider context of Smokefree.
Smokefree has a natural fit with family life

Smokefree had a clear association with family life for many of the reasons explored earlier. As an idea it has an intrinsic, naive quality which is more in tune with childhood than adulthood. The legislation has also impacted on how families socialise with pubs now much more child friendly.
Children also seem to be natural ambassadors for Smokefree. They continually nag and harangue their parents about smoking and are instinctively repulsed by the presence of smoke. Indeed spending time with their children and socialising with them more frequently is one of the positive benefits of Smokefree. 
Framing the concept as the friend of families felt both appropriate and motivating.

Freshness a natural consequence of Smokefree
Smokefree venues have given everybody a taste of a Smokefree environment and the clean, fresh, airiness they have encountered has been an eye opener. It has resulted in many recreating the effect at home.
Freshness was also a personal concept which was all about feeling clean, pure and energetic. This is the opposite of being a smoker.
“It’s worst when you wake up with a hangover after smoking 20 the night before… Your mouth just feels like an ashtray”
(Male, older family, intending, Leeds)
“You’re always embarrassed and think that people can smell smoke on you”
(Female, older family, intending, Newcastle)
Ex-smokers found the feeling of freshness to be a strongly motivating aspect of being Smokefree. They tended to find that they smelled cleaner and felt less grubby and dirty having not smoked. They also noticed this first thing in the morning and the idea of waking up feeling fresh made them feel better about themselves.
Feeling in control resonant for those quitting

The idea of smokers reclaiming control of their lives was motivating and particularly resonant for ex-smokers and quitters who have been through this process. This thought was recognised by anybody who quit for any substantial period in the past and highlighted the fact that a successful quit attempt provides a real sense of achievement and pride.

 “It’s the most important thing I have ever done”
(Male, younger family, ex-smokers, Nottingham)
“I thought I was choosing to smoke until I tried to stop and realised that I had no control over the situation”
(Female, older family, quitting, Manchester)
“It can feel like you’re chained to those cigarettes”
(Female, pre family, intending, London)
The concept of control also highlights the lack of control that a failed quitter tends to feel. In fact smokers often deny that they are out of control and so it takes an unsuccessful quit attempt to highlight the issue. This feels like the language of smoking and shows smokers, and particularly quitters, that their feelings and situation are understood.
The concept of momentum was motivating
The sense of a movement and momentum towards a Smokefree world was widely recognised and indeed Smokefree itself feels like a movement. It was more relevant to some smokers than others (e.g. those with young children).
Even if it is resented by some hardened smokers they can still admit that the Smokefree movement is dynamic and gathering pace.

Smokers were attracted to this thought because they did not want to feel isolated or left behind. There was a sense that this movement represents the future so those who do not join will increasingly be living in the past. This is the reality for many of the oldest smokers but an incredibly unattractive thought for younger smokers.
However, expressing this movement in terms of specific detail did tend to reduce the scale of the thought. The fact that a certain number of people had gone Smokefree in a specific area could never feel as grand as the notion of momentum.

Reducing it to statistics meant that the movement became about a range of individuals rather than a force of nature that was building impetus and energy.
There were also doubts about how such specific statistics could ever be compiled and this tended to distract from the bigger idea.
“My uncle gave up smoking but he hasn’t told anybody official that he’s done it, how would they know”
(Female, pre family, intending, London)
Positive benefits need a framework
Broad, general optimistic messages such as feeling positive about the future were absolutely in the spirit of Smokefree as a grand concept. However, the more general they were the less meaning and relevance they actually had. Indeed without a tangible message they could come across as vacuous and insincere.
“It’s do-gooders saying you’ll feel more positive about the world, why would I feel positive”
(Male, older family, intending, Leeds)
It was important to frame these thoughts in terms of subjects which touch smokers lives and which have a clear fit with Smokefree.

Sensory benefits true but not so motivating
There was some recognition that being Smokefree can enhance sensory experiences so the thought was not unfamiliar. However, neither did it feel that tangible. It does not seem such an obvious truth as something like freshness. It seemed difficult to measure and not entirely convincing. Also not all ex-smokers had noticed a difference.
“I keep hearing about it, but I really can’t say I’ve noticed the difference”
(Female, empty nesters, ex-smoker, Leeds)
So it seemed a potentially pleasant side effect of quitting rather than one of the main motivators.

As such it could easily sit in the world of Smokefree but unfortunately it did raise a negative issue. The most obvious sensory impact with being Smokefree was a heightened sense of taste but this was always associated with gaining weight.

Weight gain was a widely cited barrier to quitting, especially amongst women and superseded any positive aspects of the idea.
“Last time I quit I gained 2 stone. I just went mad on chocolate – you swap one addiction for another”
(Female, pre family, intending, London)
Indeed the association was so intertwined with weight gain that smokers often completed the benefit of ‘you’ll find food tastier…’ with an ending such as ‘… and you will gain 2 stone’.
Smoking undoubtedly a financial drain
All smokers admit that smoking is a financial drain and they are forced to confront the cost of smoking on a daily basis. This is especially true for heavier smokers who are daily paying a substantial amount of money to fund their smoking behaviour.
“Me and my wife smoke 60 a day, so obviously the price is a really big thing for us… It’s about £30 a day”
(Male, empty nesters, intending, Birmingahm)
But while smokers know they are paying quite a lot of money in order to smoke it is not often something that they truly resent. It appears to be one of those things that you can always find some extra money for. Indeed if they do become resentful about cost this can be directed towards government taxes. Many smokers were also buying cigarettes on the black market or using roll-ups as a way to deal with cost.
“They’re just taking money from us by us smoking and them gathering the taxes”

(Male, younger family, intending, Manchester)
 “It always makes you wonder whether they really want people to stop smoking”

(Female, older family, intending, Newcastle)
They were also aware that ex-smokers do not appear tangibly wealthier. Indeed ex-smokers often expressed disappointment that they had not noticed any real financial benefit from quitting.
“You find something to spend it on… I don’t know where mine all goes”
(Male, younger family, ex-smoker, Nottingham)
So while the money saved could be one of few tangible benefits of quitting, it never seemed to work out that way. There may be an opportunity for financial benefits to provide a measurable positive around quitting but few smokers believe that they will be able to harness the savings. Essentially they believed that on a day-to-day basis the money spent was merely pocket change which would easily be spent on something else once they did not smoke anymore.
One of the positive expressions around financial saving was that smoking represented ‘a pay rise of £2000 over a year’. This was an interesting take on financial savings but nobody really believed that they would actually benefit to the tune of this sum.
Smokers as a whole do not tend to be self-controlled and do not have the discipline to ensure that they would benefit financially. So while the idea that the Smokefree world would be a wealthier one could be an interesting idea, it did not feel as natural a fit as other benefits. 

Indeed this may be an area which could be harnessed through local stop smoking services providing savings clubs and schemes to ensure continued attendance and engagement.

Smoking is not an environmental message
Some of the positive messages made explicit reference to clean air and to the environment. While obviously cleaner air can be a positive message, the legislation has effectively dealt with this issue and referring back to it seems a retrospective step for Smokefree.
The natural association with clean air is with wider environmental issues which are all completely topical at the moment and especially important to children. However, smoking a cigarette outside does not feel polluting. Indeed, pollution is one issue that cannot credibly be laid at smokers doors.
“They have big jet engines and they think that smoking causes damage to the air and the environment???”
(Male, older family, non-smoker, London)
Neither does the environment feel a very personal issue. It represents a wider societal and global issue which is hard to affect individually. Therefore it was difficult to engage with it as an important aspect of everyday life.
Smokefree and these positive messages
There is strong potential for Smokefree to cover an array of positive messages. However, in order to capture this sense of an unstoppable movement it seems appropriate to harness ideas which have the greatest fit to best launch the movement and concept. Of all those explored, the messages with most fit were based on family, health, freshness and control.

It was also important that Smokefree existed in some meaningful context and made some meaningful points about not smoking. In isolation of any personal application it could feel trite and lack substance.
While it needed some context to make sense it was also best when it was worked as a catch-all concept for motivating positive messages. In this sense it was best not to limit the thought but allow it to span a range of different messages which would show and demonstrate all the different aspects of the Smokefree world. 

The breadth of the idea would also help make it feel inclusive for everybody and not aimed at a particular target. This was important because different messages were more motivating for different parts of the intended audience e.g. wellbeing for older smokers, family life for parents, beauty and appearance for younger women, control for recent quitters etc.
Finally, the tone of voice was incredibly important as in order to feel compelling these positive messages needed to be delivered in an open and non-judgmental way. Smokers are exasperated with messages which constantly tell them how they should behave. Since the legislation these messages are even more prevalent and their freedom is increasingly restricted. Therefore it was important that Smokefree would approach them with an entirely new tone of voice. This would show them how much better their lives would be in the Smokefree world and seek to seduce with this message rather than coerce them into behaving in a certain way.
5. Different expressions of Smokefree
A range of different expressions for Smokefree were explored (appendix 3.3) and the idea of having an expression to emphasise the breadth of the thought felt appropriate. The term Smokefree itself is motivating but is completely open-ended so having a context and meaning applied always helped to bring it to life.
The more motivating expressions explored were those which captured a sense of the broader, all inclusive thought. These were expressions such as ‘Life’s better Smokefree’ and ‘For a Smokefree future’. Both of these thoughts were big, broad and optimistic. Obviously they needed a more specific context to make them truly meaningful but they felt bold and ambitious.
Expressions which felt as if they were tampering with the open and non-judgemental tone of voice were less successful and an example of this was ‘You’re better off Smokefree’. Although this had an interesting double take on health and money and so felt like a clever thought, the directive approach seemed a more explicit attempt to influence and affect behaviour. This contradicted the general tone which left the choice up to the individual. The thought could perhaps be adapted to make more general points about the Smokefree world rather than being explicitly targeted towards smoking behaviour.
Some of the other expressions were less successful because they were even more directive and instructional. These examples were ‘Live Smokefree’, ‘Be Smokefree’ and ‘Go Smokefree’. These ideas were often resented because they were so demanding. The audience felt hectored and hassled by this approach and this could prevent engagement with the overall idea.
“It sounds like an instruction from the government!”
(Male, younger family, intending, Manchester)
Of course acceptance of the ideas will depend on the context within which they appear and of the three, Live and Go had a more encouraging tonality. However, they do not seem to be ideas which can be best harnessed with big broad positive messages and would perhaps be more appropriate with reference to support services. They seem to indicate the process of going Smokefree rather than a state of being.
6. Opportunities for Smokefree
The research also explored a range of ideas (appendix 3.4) which could deliver the Smokefree message and brand in a whole host of areas. Some of these ideas had a completely natural fit with Smokefree. These tended to be those which harnessed situations which were in absolute contrast to smoking.

Indeed these ideas also highlighted the merits in keeping the Smokefree world completely distinct from the smoking world. This allowed Smokefree to develop as a brand which was the mirror opposite to smoking. Indeed it seemed that everywhere that smoking does not have a place provides an opportunity for Smokefree to deliver a motivating message.

In terms of these ideas smoking felt naturally at odds with thoughts such as family, sports and beauty and it was these areas which provided most opportunity for the brand to develop.

Family fun a perfect fit with Smokefree
For parents, family life was the place where smoking was most intrusive and least welcome. All parents desired their children to be Smokefree even if they themselves were not. Family time was already a place where smokers restricted their smoking and a time when they felt extremely guilty if they did indulge.
Therefore family events and situations sat very comfortably with Smokefree as parents were already trying to be Smokefree on these occasions.
Any Smokefree events and ideas which provided family time or focussed on the family felt totally appropriate for the general thought. They created an open and inclusive feel and provided a positive place and environment for families to be together and where smoking could not intrude.
“It would be great to have something to go to with the kids”

(Female, older family, intending, Newcastle)
Community events very popular
One of the objectives of the research was to explore the potential of Smokefree becoming a grassroots movement full of community activation ideas which can be communicated at a local as well as a national level. To do this we explored some community events which could be delivered either by, or in tandem with Smokefree.

At a general level everybody welcomed the idea of more community events. They seemed particularly appealing to this audience for whom community was an important part of their lives. Tapping into the sense of community also brought together the family and extended networks and this notion of a shared experience was always appealing.
This felt especially positive as smoking increasingly feels an anti-social burden for parents in particular to carry. Communicating a smoking message through community events also feels a completely different approach to communication, especially from the government. This reflected the overall change of voice that has been adopted since the advent of Wanna Be Like You. It also represented the government giving something positive back to smokers and visibly spending some of those smoking taxes. Additionally it was good to see the government harnessing the positivity of community networks.

The Smokefree festival was the way these community events were delivered and the idea of a community festival was popular with everybody. The expectation was that this would be a fun, family oriented event with a whole host of activities and attractions. Indeed it would be these activities which would represent the focus of the festival’s appeal.

Smokefree was always understood as simply an integral part of the branding rather than a key attraction and communication of the festival would need to represent this thought. It was understood that Smokefree would benefit from all these positive associations which would also harness the sense of celebration around the idea.
An afternoon free of smoking was a sacrifice which smokers could easily make if they were being provided with something in return. Most smokers are often forced to go without a cigarette for a substantial period of time so an afternoon was never considered too onerous.

“I liked it as it turned it into something positive that you could do with the whole family, turning quitting into something the whole family benefit from”
(Female, older family, intending, Leeds)
The main priorities for a community festival were that it was local, accessible, interesting and free. Nearly all smokers felt that they would not smoke during the period they were there partly from personal responsibility but also due to social censure. As they were likely to go with their family they would also feel dishonest in front of their children if they smoked at a free Smokefree event.
The idea of events free of smoking could provide an opportunity for those usually surrounded by smoking to try out a Smokefree world, even if just for a little while. This seemed to be a great way to deliver the idea of Smokefree as a positive, optimistic and tangible concept.
Sports another clear opportunity
A sporty and active lifestyle was also absolutely in keeping with Smokefree as smoking is obviously not conducive to a healthy active life. Even if smokers were not actively engaged with the idea of sport it was always something that was highly desirable for their children.
Therefore events such as the community football day were widely appealing and of course football is particularly popular. This idea seemed especially appropriate because it harnessed family, community and sport which are three areas that are important to this audience as well as being absolutely in tune with the notion of Smokefree.
Some of the details of the event made it seem even more desirable. Harnessing successful games from Soccer Am and the presence of local stars added lustre to the event and made it feel a more appealing occasion. 
“The kids would love that crossbar challenge and would always remember it”

(Female, older family, quitting, Manchester)
While football was extremely popular this notion could also be extended to encompass other sports and perhaps capitalise on popular national and international events such as the Olympics.
Sports stars natural ambassadors for Smokefree
Indeed it did seem that athletes were natural ambassadors for a Smokefree message as they would not be dwelling on the negatives associated with smoking but absolutely embracing what can be achieved with a Smokefree life.
Sports stars were important role models and especially inspirational and appealing for children and teenagers and their celebrity could add some glitz to the Smokefree world.
Certain stars were more appealing than others and spanned a range of popularity and accessibility. Andy Fordham and Ricky Hatton were particularly admired by this audience as they come across as ordinary men who had worked hard to make it to the top of their respective sports. Despite their fame neither seems to have lost touch with their working class roots and so felt accessible and down to earth. The sports they excelled in also seemed unpretentious with darts and boxing understood as working class interests. The fact that both these stars were flawed and prone to the odd binge actually added to their credibility. 
More high profile stars such as Alex Ferguson and David James felt authoritative, respected and naturally aspirational. Although they had less of a common touch, they were seen as community activists and natural role models. We did not suggest Olympic athletes but they were high profile at the time of the research and were often cited as a great fit, not only being local heroes, but internationally famous and successful as well.
Active brands an easy fit
Not only did sports events and stars seem a great fit for the Smokefree concept but so did brands that exemplified an active lifestyle (appendix 3.5). Therefore Nike, Adidas and the Football Foundation were always chosen as appropriate relationships. It was easy to imagine these brands being Smokefree and being able to credibly support a Smokefree lifestyle. These brands, particularly Nike and Adidas, were completely aspirational for this audience as they represented style, success and quality as well as being accessible.
Apart from these specific sports brands, Centre Parcs was also singled out as another optimistic, family friendly and active brand. Compared with the other holiday brands, Centre Parcs captured a sense of Smokefree because it seemed more about family outdoor activities rather than evening entertainment.
“You go to bed about 9 o’clock at Centre Parcs because you’re so exhausted”
(Male, younger family, intending, Manchester)
Beauty and health initiatives engaging
Ideas around beauty and health were also motivating and particularly so for younger women. They were also an appropriate fit with the aspirational optimism of Smokefree. 
Keep fit and quit tended to be a popular thought because quitting and improving fitness went hand in hand. This was a positive lifestyle with a memorable approach which could also help alleviate fears about gaining weight when quitting.
“The gym is good as that’s about health, you’re in the right frame of mind to hear messages about smoking”

 (Female, older family, intending, Newcastle)
Younger women suggested that the idea could be extended into the world of beauty with Smokefree spa days and beauty treatments for hair and skin especially as these are areas which are known to be affected by smoking. They felt that these could highlight the fact that being Smokefree is good for appearance and as events they would add to the notion of celebration around Smokefree. Although they thought the wedding and Confetti.com link was quite niche (and many had never heard of Confetti.com) they appreciated the idea of pampering sessions and the effect of being Smokefree on appearance. 

There was also some potential for beauty icons and professionals to become motivating Smokefree ambassadors. Celebrity fitness gurus and lifestyle experts could have a natural fit with Smokefree. One of the examples shown was Nicky Hambleton-Jones who was the right type of character but was not a particularly warm personality. However, similar figures could celebrate the beauty benefits of Smokefree.

It did seem important however that the focus would be on emphasising positives rather than demonising smoking. So this would be less about before and after examples and more about highlighting the positives of Smokefree.
Local hairdressers and beauticians could also be advocates for Smokefree but they would need a reason and a context for behaving in this way. If they advocated a particular initiative around Smokefree then it would give them permission to become vocal and active in the idea. 
Entertainment and Soaps have less fit
The world of entertainment had less natural fit with Smokefree as it seems more rooted in the smoking world being full of hedonistic excess, even at a minor celebrity level. Of course this is what makes it all so interesting but it does not feel like the right place for the brand to be introduced. It could convey more mixed signals compared to the unambiguous associations with family and health.
The idea of a soap plot or storyline did seem an interesting way to bring thoughts about smoking to life but this feels like an avenue for communicating support rather than expressing the inherent positivity of Smokefree. This may also be true for real life stories and PR angles.

Popular brands
Some populist brands (appendix 3.5) had potential fit with the concept of Smokefree and The Sun always stood out as a potentially interesting opportunity. Whatever perceptions people have about The Sun they understand it as a brand that fights the corner of its readership. It is also known to be big, brash and confident and often takes up campaigns as well as providing lots of offers and opportunities such as its association with Butlins.

McDonalds also seemed an interesting opportunity as it was a brand which was clearly all about the family and is widely loved by this audience. It has also recovered its place in their affections with a particular emphasis on sports and community football sponsorship.
But while both brands are big, popular and successful at keeping in touch with their audiences they also carry plenty of controversy and as such may not be the most appropriate partners for an NHS initiative.
Smokefree in situ
Seeing Smokefree in situ (appendix 3.6) was a much less interesting idea because it seemed to revert back to current perceptions. In fact, on its own in a variety of locations and environments it came across as a literal alternative to a ‘No Smoking’ sign.  
“Of course you can’t smoke in a leisure centre”
 (Female, younger family, non-smoker, Birmingham)
Placement does feel as if it may restrict the growth of Smokefree as it relegates it to the role of designating areas where people cannot smoke. This risks entrenching its status as a re-designed sign rather than as a brand.
Smokers thought it would be more meaningful and engaging if it was displayed in an environment in order to make some relevant point e.g. ‘Life’s fitter Smokefree’ at the leisure centre.
This could also prevent it becoming little more than a softly spoken ‘No Smoking’ message.
7. Limiting the Smokefree brand

As the brand is not currently established it could credibly create a whole host of connections. However, we found that some of the ideas (appendix 3.4) felt less in tune with the most positive aspects of Smokefree and so did not harness its core strengths. These tended to be ideas which incorporated negative elements from the world of smoking.
In time, some of these areas may become more obvious opportunities for the brand, but as an introduction it seems more beneficial to focus on clearer and easier associations.
Old smoking haunts inappropriate
Ideas involving places associated with the smoking world were less able to capture the inherent optimism of Smokefree and the contemporary feel of the post legislation climate. They often felt as if they were looking back into the past. This was especially true for places such as bingo halls and pubs which have been most hurt by the legislation. Mentioning these places was also likely to bring out the latent resentment that smokers feel towards the legislation.
In essence there were places that Smokefree has left behind and brands associated with these places have had to begrudgingly accept the legislation. So brands such as Mecca were not understood to have willingly embraced Smokefree.

Negative associations always outweighed positive associations in these contexts. Even though pubs are now understood to be cleaner and fresher and have an all around more pleasant environment, they still remind smokers about how much they miss having a cigarette with their drink.
Gambling seemed a particularly inappropriate association for a positive message about Smokefree. While pubs have positive values such as community togetherness and jovial sociability, gambling has a much darker tonality. In the context of bingo or bookmakers there was little aspiration involved. They were also places that were understood to be frequented by older smokers so did not feel in tune with this contemporary idea. Essentially they had little parallel with being free of smoke as they were rooted in the world of smoking. Smoking was begrudgingly sacrificed in these environments.
Even amongst those who frequent bookmakers and bingo there was no real positive aspiration. While bookmakers seemed more about serious gambling and Bingo more likely to be considered a harmless and quaint British pastime, they were both tainted by a hint of desperation. Neither felt as if they could capture the sense of joy or celebration which is inherent in the brand as both are associated with addictions where the central character is out of control.

“So they are saying you should save your money on cigarettes so you can waste it all on the horses?!”
 (Male, older family, intending, Leeds)
Workplaces not aspirational
Workplaces definitely presented an opportunity for support services to make their mark but amongst this audience, they did not harness the positive lifestyle aspects of Smokefree. Those in Routine and Manual professions were not a motivated career minded audience. Work tended to be a means to an end, a way of creating the financial stability which would allow them to enjoy the more rewarding aspects of their lives such as friends and family.
Work tended to remind them of the daily grind and was not a positive focal point of their lives. There was little warmth towards their workplace and there was often an ‘us and them’ mentality with regards to employers.
Work was also a place where smokers were on the defensive about their behaviour. They complained about draconian measures designed to ensure that they did not smoke at work. The pressure not to smoke often came from colleagues as well as managers and so often made smokers feel uncomfortable about their habit. It was a place full of negative messages about smoking and so Smokefree did not feel as if it had a natural fit.
Holidays not a time to quit
Some of the ideas used a series of examples of how holidays could be used as initiatives for Smokefree. Across the audience there tended to be resistance to these ideas, both from smokers and non-smokers. 

Holidays are times to relax and forget about real life and thus have no natural fit with the future focused aspiration of Smokefree. Holidays essentially represent time out from normal day to day routines and responsibilities.

Indeed holidays abroad are increasingly based on smoking with some smokers deliberately choosing locations free from smoking legislation so they can experience the joys of unrestrained smoking. A highlight of holidays has also traditionally been stocking up on duty free. Few smokers could see the benefits in stopping smoking when on holiday and indeed thought that doing so would put them under too much pressure.

“You wouldn’t even have anything to distract you from not smoking on holiday”
 (Male, younger family, intending, Manchester)
“It’s the only opportunity to get away from the kids for a few minutes”
 (Female, older family, intending, Newcastle)
For quitters and ex-smokers the first holiday taken after their decision to stop was understood as a big test of their resolve and commitment.

Holidays also represented a substantial amount of time which would feel daunting and unmanageable for smokers. While a Smokefree festival merely asked them to sacrifice a few hours of family time, a whole holiday seemed a big requirement for the smoker who was not yet completely ready to quit. 

Many of the holiday brands also evoked traditional smoking environments with the exception of Centre Parcs which was more active and sporty. Places such as Haven or Butlins were all about bars, entertainment and nightlife and thus full of temptation.
“Butlins are full of hen nights, there’s drinking and smoking everywhere”
 (Female, older family, quitting, Manchester)
“I was just at Haven, and I can tell you it was anything but Smokefree”
(Male, older family, intending, Leeds)
Smoking does not intrude on family films
Another idea was based on asking smokers to commit to being Smokefree for the period of a family film. However, this did not seem especially appropriate as most were not smoking in their homes anyway. While a film was understood as a family occasion it was not one on which smoking tended to intrude.

Indeed, few of the smokers we spoke to could not sit through a film without a cigarette and felt patronised by the suggestion that they needed an incentive to do so. 
The incentive also felt rather frivolous and did not represent a great reason to go Smokefree.
“My dad died of lung cancer and I still haven’t given up – so it’s not like a free DVD will do it”
 (Female, empty nester, intending, Birmingham)
As a brand, Blockbuster also felt oddly quaint especially at a time when most people have Sky Movies or can buy DVDs for the same price as renting films.
The pledge felt authoritarian and open to abuse

The pledge itself felt so authoritarian that it immediately raised smokers’ hackles and the mechanics of the pledge were completely problematic. It failed to fully capture the positive choice presented by Smokefree and seemed a retrograde step which sought to persuade smokers to quit rather than making them feel willing to do so.
The idea of pledging to stop smoking felt condescending and without any sense of how compliance would be checked it was all vaguely ridiculous.
“Are they going to have smoking police going around Butlins checking for smokers?”
 (Female, older family, intending, Newcastle)
Smokers felt empowered to abuse such a patronising idea, in contrast to the way that they would feel emotionally compelled to not smoke at a free family friendly Smokefree festival. Indeed both smokers and non-smokers agreed that they would happily tick a box to get a discount without having any intention of keeping their word.
“My parents think I gave up 7 years ago… So why would I care about lying on some form about it?”
 (Female, pre-family, intending, London)
The whole scheme also deliberately excluded non-smokers who quite reasonably did not understand why smokers were being rewarded in such a public way. 
This type of scheme made the organisation behind it feel foolish. In terms of maximising Smokefree it had little sense of a grand movement and was instead rooted in petty and childish detail.


“Making a promise is the type of thing you’d ask a child to do”
 (Male, younger family, intending, Manchester)
“You also don’t want people pressuring you – it’s like when you’re on a diet. They’ll try to help but that will just make it more stressful. Has to be something you do for you”

 (Female, older family, quitting, Manchester)
Supermarket associations hypocritical
Many of the potential brand partners (appendix 3.5) explored were supermarkets and of all of these, Tesco felt the most appropriate as it is a great British brand which has a mass appeal similar to The Sun or McDonalds. However, there was always a contradiction in a supermarket chain supporting Smokefree while continuing to sell cigarettes. This meant that they profited from both sides of the debate with one foot in the smoking world and one foot in Smokefree.

This sends out a confused message about the brand and it seemed that only if a supermarket were persuaded to stop selling cigarettes should they be allowed into the Smokefree world.
“They’d have to put their money where their mouth is, stop selling cigarettes. Show they really care about the nation’s health over profit”

(Female, empty nester, ex-smoker, Leeds)
Charities have a completely different role
Charities such as Cancer Research and British Heart Foundation (appendix 3.5) have an obvious link with smoking and are well regarded and also well supported by smokers who have often suffered the effects of these illnesses in their own families. However, they are strongly rooted in negatives and entrenched in the problems of the smoking world so do not have a natural fit with the positive tonality of Smokefree.
The children’s charities such as Save the Children, Barnados or the NSPCC were also well respected but associated with poor or deprived children, or else with children from families which had broken down. This meant that their association with smoking was often thought illogical or even inappropriate. It was difficult to understand what point was being made by creating a link between smoking and charity.
Inappropriate link with negative messaging
Smokefree can easily co-exist with negative messaging and we had a couple of examples where ‘Live Smokefree’ was positioned as the sign off for a range of previous print ideas from past motivational campaigns (appendix 3.7). Indeed in the context of negative messaging, Smokefree can provide the positive resolution. 
However, throughout the research we found the strength and potential of Smokefree laid in creating a whole new series of messages about smoking and described a world which was untouched by smoking. An association with negative messages detracts from the positive and welcoming feel of Smokefree. 
8. Support and Smokefree
There is clearly a relationship between support and Smokefree in that support is the route towards becoming Smokefree and so will inevitably become part of the process. 
It also feels as if Smokefree could become (and already is) part of the support services terminology. However, a direct overlap between support and Smokefree could detract from the wider concept because the feeling conveyed by each is so different. The state of being Smokefree is all about the positive end status but smokers recognise that going Smokefree is a long and arduous process that has many negatives associated with it.
It therefore seems important that there is some distinction made between the two where support is the process and Smokefree is the desirable end goal.
Support lends itself to the tangible, rational and specific. It is about providing tried and tested solutions and refers to the detailed, functional aspects of the process. It essentially bridges the gap between the smoking world and the Smokefree one.
Smokefree, on the other hand, often felt more like a societal movement. It is not concerned with the nitty gritty of quitting but rather the overall optimistic sense of freedom.
Opportunities for support 

Some of the initiatives explored contained ideas which felt too detailed and specific for Smokefree but which could be utilised within support services. 
Schemes to save money were engaging but needed diligence and on-going contact so savings clubs through support networks potentially seemed eye-catching and newsworthy initiatives for the service.
Mechanics such as handing in cigarettes for a reward also felt more meaningful in a support context. Rewards as a support initiative felt more than merely symbolic and could provide realistic and motivating incentives to actively help stop smoking.
Even the pledge could engage as a support thought if it were linked to policing measures such as monitoring CO2 levels.
Another initiative which lent itself to support was branded patches as these are clearly about the process rather than the end result. They were often dismissed as feeling much too frivolous for such as serious topic and they seemed to be aimed at teenagers. Nevertheless, there was an energy and freshness to this idea which was compelling. They could also provide an opportunity to introduce quitting to new spaces and seemed a way for brands such as Adidas and Reebok to get involved.
Support in Smokefree environments
The thought of support services becoming more visible and available was always appreciated. Currently, the onus is on the smoker to seek out support which can often feel a daunting prospect.
Using Smokefree events and initiatives as a platform for support was seemed absolutely appropriate but nobody wanted a stand full of well meaning counsellors and leaflets.
In the context of a festival or celebration, support would need to grab attention and have some engaging mechanics or approaches available. Smokers always suggested initiatives such as CO2 testing and cigarette trades. The main idea was to ensure that these stands and areas would encourage smokers to engage with the concept of support as a route to becoming Smokefree.
9. Conclusions and Recommendations 

As a brand, Smokefree has great potential to act as a vehicle for delivering positive messages. It already has a multitude of positive associations from freedom to wellbeing to clean air. 

It was not difficult to stretch from Smokefree as a positive expression of the recent legislation to more abstract concepts such as a Smokefree world, lifestyle and movement.
The idea of Smokefree feels contemporary and forward looking and is about a societal as well as personal shift in thinking. Positive messages felt appropriate for future focused communications as even for an audience that lives in the present, dreaming about the future is motivating.
Indeed a Smokefree future is increasingly a plausible thought. Smoking already feels as if it is becoming a thing of the past and it feels to smokers as if the smoking world is being superseded by the Smokefree one. The pace of change feels rapid and irreversible as even recently the idea of a Smokefree future would have been unthinkable. However, the legislation has had a substantial impact on the way people feel about smoking.
The idea of a Smokefree future was most compelling for younger smokers, especially those with young families. Their futures are rich with potential and they are optimistic about the opportunities which may come their or their children’s way.
However, it will inevitably leave some people behind. Older smokers did not feel part of this new aspirational Smokefree world. The Smokefree movement just felt too contemporary to them.
In terms of communication, Smokefree can encompass a host of meanings and expressions but it worked best when these were kept broad and open-ended. It was not about dealing in specifics but about conveying aspirational thoughts. Its natural fit was in areas where smoking was considered particularly intrusive or unwelcome so spaces such as the family, the home, sport, health, wellbeing and beauty.
It was less appropriate in areas entrenched in the smoking world such as the pub, bookmakers, bingo hall and even the world of entertainment.
It can conceivably be the glue for all smoking messages but its strength lies in communicating positive thoughts. Negative associations could detract from its incredible positivity.
As signage in environments and spaces it does not flourish but rather becomes a polite instruction. If used in a variety of environments it has most potential if it contains a message appropriate for that space. Therefore it could become about health and fitness in a leisure centre and about appearance in the hair or beauty salon. 
Its tonality was also key to acceptance and appreciation and as an idea it worked best when it was warm, open and non-judgemental. Instructions can exist in the world of support but Smokefree should be a place where people choose to exist. It was all the more powerful for its seductiveness.
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