
Making the Patient-Provider Connection: 
Media and Communications Best Practices 

for Tobacco Cessation

Sarah Wylie, MPH

Jennifer Webster, MA, MPH

Tobacco Learning Collaborative

October 23, 2018



2

Overview

• Mass reach communications and tobacco cessation

• Cessation campaign case examples

– Your Doctor Can Help You Quit Smoking: New York State

– Smokefree Oregon: Lane County and Trillium CCO



MASS REACH COMMUNICATIONS 
FOR TOBACCO CESSATION
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Smoking Cessation in Oregon
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Source: Oregon Behavioral Risk Factor Surveillance System County Combined dataset, 2010-2013. Unpublished data.

76%
• Percent of adult smokers 

in Oregon who want to 
quit.

57%
• Percent of adult smokers in 

Oregon who attempted to 
quit in the past year.

The percent of smokers who want 
to quit and try to quit is relatively 

constant over time and by 
demographic group.



Breaking the Cycle of Cessation and Relapse
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It takes the average smoker 
multiple attempts to quit. 

Tobacco cessation requires 
ongoing management as a 

chronic disease.

76% of smokers in 
Oregon want to quit.

57% of smokers in 
Oregon attempted to 

quit in past year.

Half of quit attempts fail 
in first week.*

3-5% of people who quit 
on their own are 

successful after 6-12 
months*

Help helps. But only one-
third of smokers who try 

to quit use any 
assistance.

* Hughes JR, Keely J, Naud S. Shape of the relapse curve and long-term abstinence among untreated smokers. 
Addiction. 2004;99:29-38.



Mass Reach Communications and Tobacco 
Cessation

• Mass reach communications are a key component of a 
comprehensive tobacco control program. Campaigns can…

– Reduce tobacco use,

– Counter industry promotions,

– Support other policy and program goals,

– Shift tobacco use social norms,

– Reduce health disparities, and

– Result in significant cost savings.
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Mass Reach Communications and Tobacco 
Cessation

Paid media Earned media

Social media Program communications

Communications 
Strategy
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How do we develop communications strategy?

Strategy
Program 

Goals

Contextual 
Factors

Audience

Data and 
Evaluation

Content 
and 

Platforms
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How do we develop messaging and campaigns?

Formative Assessment

Creative Concept Development & Testing

Campaign Production

Campaign Planning & Implementation

Monitoring and Evaluation
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Brink Communications CCO Technical 
Assistance
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CASE STUDY 1: YOUR DOCTOR CAN 
HELP YOU QUIT SMOKING – NEW 
YORK STATE
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New York State Tobacco Control Program –
Health Communications Goals

Health Communication Goals:

1. Reduce smoking prevalence among smokers of low 
socioeconomic status.

2. Increase Medicaid enrollees’ awareness of Medicaid 
benefits.

3. Increase the use of Medicaid smoking cessation benefits.

Campaign Development

• Conducted a formative survey of Medicaid enrollees, 
reviewed the literature, and pre-tested materials.
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New York State Tobacco Control Program –
Campaign Strategy

• Paired “Your Doctor Can Help You Quit Smoking” with “Talk 
To Your Patients” campaign.

• Multiple media channels, including TV, radio, digital, and “out 
of home”.

• Developed a system to provide health systems with technical 
assistance for tobacco cessation.

• Campaign rolled out across several years with ongoing 
evaluation.
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“Your Doctor Can Help You Quit Smoking”
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“Talk To Your Patients”

15



New York State Tobacco Control Program –
Evaluation Results

Medicaid Benefit 
Utilization

19.2% in 2011

28.2% in 2015

Smoking Cessation 
Pharmacy Benefit

14.5% in 2011

17.1% in 2015
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CASE STUDY 2: SMOKEFREE 
OREGON, LANE COUNTY, AND 
TRILLIUM CCO
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What we did

2013

Trillium 
Community 
Health Plan 
approves 
funding for 
Lane County 
Public 
Health to 
support 
tobacco 
cessation 
efforts

2013-2014

LCPH 
explores 
possible 
media 
campaign 
options

2014

OHA 
develops and 
tests tobacco 

media 
campaign 
materials

2015

OHA 
supports 
statewide 

media 
campaign 
focused on 
tobacco 
cessation 

(TMC)

2015

LCPH and OHA 
discuss bolstering 

TMC in Lane 
County

2016

OHA can 
support TMC 

in limited 
markets

Jan-Mar 2016

LCPH uses funds from 
CCO to bolster TMC in 

Lane County

http://www.preventionlane.org/


Pandora

TV/Cable

Transit ads

Radio

Xfinity digital

Print

Weeks of media buy in Lane County

2015 2016

http://www.preventionlane.org/


Results

Impressions (number of times 
content was shown):

• Digital display: 563,204

• Digital Xfinity Lane County: 
250,312

• Pandora Radio: 1,448,000

• Television & Cable Eugene: 
3,012,000 

• Transit Lane County: 6,100,000

• Eugene Weekly: 520,000

• Total Impressions for Lane 
County: 11,893,516

0.00%
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0.20%

0.30%

0.40%
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2014 (no
media

campaign)

2015
(statewide

media
campaign)

2016 (media
campaign in
Lane Co.)

Estimated % of adult smoking 
population accessing the Quit-
line during 3 campaign 
months
(Jan-March)

Lane County Benton, Lincoln, Linn Counties

http://www.preventionlane.org/


Lessons learned

• Collaboration takes time

• Clear communication and delineation of roles is 

critical

• A collaborative effort can lessen the burden on 

all partners while creating a successful and 

sustainable media campaign

http://www.preventionlane.org/


Questions?

Sarah Wylie, MPH

Health Promotion Strategist – Oregon Health Authority

sarah.a.wylie@state.or.us

Jennifer Webster, MA, MPH

Senior Community Health Analyst – Lane County Public Health

jennifer.webster@co.lane.or.us
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