
2024 Tips From Former Smokers ® Campaign Final Results
Weeks 1-33 (February 5 – September 22, 2024)

FEATURED ADS: NEW PEOPLE, NEW STORIES

CAMPAIGN BACKGROUND
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This year, OSH introduced seven new people and released 15 new ads. Many of the new ads included messaging 
about the harms of smoking menthol cigarettes and how the tobacco industry aggressively markets their 
products to many communities. The ads included the addition of two new health conditions: peripheral artery 
disease (PAD) and kidney cancer. Finally, a new “how to quit” ad was also released.

New ads featured stories from: 

CDC’s Office on Smoking and Health (OSH) launched the first-ever federally funded national tobacco 
education campaign—Tips From Former Smokers® (Tips®)—in March 2012. The Tips campaign features real 
people impacted by the serious long-term health effects from smoking and secondhand smoke exposure. 
Tips also features compelling stories from family members who take care of loved ones affected by a 
smoking-related disease.

These hard-hitting Tips ads delivered significant results: 

•	From 2012–2023, more than 2 million calls to 1-800-QUIT-NOW can be attributed to the Tips campaign. 

•	From 2012–2018, CDC estimates that approximately one million people who smoked have successfully quit 	
	 and more than 16.4 million have attempted to quit because of the Tips campaign.

•	During 2012–2018, the Tips campaign helped prevent an estimated 129,000 early deaths and helped save 		
	 an estimated $7.3 billion in smoking-related healthcare costs.
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Draft/Deliberative, Not Intended 
for Public Distribution.

ETHAN B. (NEW) JOHN B. (NEW) NOEL S. (NEW) TAMMY W. (NEW)

ANGIE P. (NEW) ELIZABETH B. (NEW) STEPHEN B. (NEW)

CDC’S NATIONAL TOBACCO                                 
EDUCATION CAMPAIGN

https://cdc.gov/tobacco/campaign/tips/index.html
https://cdc.gov/tobacco/campaign/tips/about/impact/campaign-impact-results.html
https://cdc.gov/tobacco/campaign/tips/stories/ethan-b.html
https://cdc.gov/tobacco/campaign/tips/stories/john-b.html
https://cdc.gov/tobacco/campaign/tips/stories/noel-s.html
https://cdc.gov/tobacco/campaign/tips/stories/tammy-w.html
https://cdc.gov/tobacco/campaign/tips/stories/angie-p.html
https://cdc.gov/tobacco/campaign/tips/stories/elizabeth-b.html
https://cdc.gov/tobacco/campaign/tips/stories/stephen-b.html


PAID MEDIA

The 2024 campaign ran for 33 weeks, from Monday, February 5 until Sunday, September 22. This report covers 
the full 33-week schedule of the campaign.
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Local TV

•	Additional TV ads were placed in 13 designated market areas (DMAs) across three states with higher 		
	 smoking prevalence: Arkansas, Kentucky, and West Virginia, plus the territory of Guam. The ads ran on 	
	 local broadcast networks that include ABC, CBS, NBC, and Fox.

Digital Media 

•	The media buy included placements in online media (i.e., digital video, digital display, and paid search).

•	Digital media efforts were used to direct audiences to both English- and Spanish-language campaign 		
	 information or cessation resources.

•	The YouTube-specific ad buy promoted the National Texting Portal. 

Broadcast TV, Cable TV, and Streaming Video

•	The media buy ran nationally on Broadcast TV, Cable TV, and Streaming Video. Ads were paused during 	
	 the weeks of March 4th, April 8th, Memorial Day, Fourth of July, July 29th, and Labor Day.

•	During this time, network broadcast ran an average of 225 :30- and :15-second commercials each week, 	
	 Monday–Friday, 6 a.m. – 8 p.m. Networks included ABC, NBC, and CBS.

•	During this time, national cable ran an average of 950 :30- and :15-second commercials each week, 		
	 Monday–Friday, 6 a.m. – 11 p.m. Networks included A&E, BET, Comedy Central, FX, History Channel, ION, 	
	 Oxygen, TBS, TNT, and VH1.

•	Network streaming ran primarily :30-second spots. Streaming networks included NBC’s Peacock, 		
	 Paramount+, Fox’s Tubi, and Hulu.

Outreach to Focus Populations – African American

•	African American adults were reached through ads on 		
	 national cable networks such as BET, BETher, VH1, Bounce,    		
	 WE TV, and TV One.

•	 Digital video and display ads were placed on online 			 
	 properties, including BET.com, Ebony.com, BlackDoctor.org, 		
	 HipHopWired.com, and Essence.com. YouTube content channels 	
	 were included as part of the digital video mix. Messages also 		
	 ran on CDC’s social media channels. 
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PAID MEDIA (CONTINUED)
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Outreach to Focus Populations – Asian, Native Hawaiian, and Pacific Islander

•	Asian language-speaking populations were reached through 26 weeks of 	
		 placements on national digital properties and local buys in print and radio.

•	Chinese, Vietnamese, and Korean in-language print ads and radio ads were 	
		 placed in selected local markets, including New York, Texas, Southern 	
	 California, and Northern California.

•	Asian in-language digital banner ads were placed on digital channels.          	
	 The Filipino segment also conducted A/B testing by placing both Taglish    	
	 and English ads. Messages also ran on CDC’s social media channels.

Outreach to Focus Populations – LGBTQ+

•	Members of the LGBTQ+ communities were reached on TV 			 
	 through placements of ads on networks with strongest LGBTQ+ 		
	 viewing composition, including MTV, VH1, POP, and BET. 

•	The LGBTQ+ audience was reached through placements of ads 		
	 printed in Pride newspapers.

•	Ads were also placed on digital video and display properties. 			
	 Messages also ran on CDC’s social media channels.

Outreach to Focus Populations – Hispanic/Latino 

•	Spanish language content promoting 1-855-DEJELO-YA and the National 		
	 Texting Portal ran on Telemundo’s Línea de Ayuda (LDA) program and 		
	 Univision’s A Su Lado program.

•	The Spanish TV integrations ran in 14 markets from February 5 through 		
	 September 1, with hiatus the week of April 1st, as well as from June 3rd – 		
	 August 5th.

•	Digital video, including YouTube content channels, was used to reach Spanish-	
	 speaking audiences online. Messages also ran on CDC’s social media channels.

Outreach to Focus Populations – American Indian and Alaska Native 

•	American Indian and Alaska Native communities were reached 	
	 through placements across the GoodHealthTV network in 35 		
	 states. GoodHealthTV is a tribal health center network that features  	
	 culturally reflective programming to reach the American Indian and 	
	 Native American populations.

•	American Indian and Alaska Native populations were reached 	
	 on national and regional radio programs, including Native America 	
	 Calling, Indigefi, and Native Voice One.

•	Ad placements spanned digital video and display, and in print 	
	 publications such as Alaska Magazine and Navajo Times. Messages 	
	 also ran CDC’s social media channels.
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•	Conversation around #CDCTips on X (Formerly 	
	 Twitter):

	 - # of Tweets: 239

	 - Retweets: 717

	 - Impressions: 46.8 million

•	YouTube

	 - 9,124,758 organic views on 137 videos within 	
			  the Tips playlist

*Facebook and X (Formerly Twitter) posts are from the CDC Tobacco Free 	
	accounts on each platform.

**Instagram posts are from the Centers for Disease Control account.

PUBLIC SERVICE ANNOUNCEMENTS (PSAS)

DIGITAL MEDIA RESULTS

•	Tips TV PSAs ran on 60 local TV stations in 40 markets during weeks 1-33 of the 2024 Tips campaign.

•	Tips radio PSAs ran on 94 local radio stations in 44 markets during this timeframe.

If you would like to work with your local stations to place Tips PSAs, please contact the PlowShare Group 
for assistance.
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Website 

Social Media 

Paid Digital 

How to Quit Smoking web page (English and 
Spanish combined):

•	Page views: 833,719 total

	 - 25,264 average weekly page views for this 	
		  time period, a 282% increase*

National Texting Portal web page (English and 
Spanish combined):

•	Page views: 257,667 total 

	 - 7,808 average weekly page views for this 		
		  time period, a 2,852% increase*
*The percentage increase is in comparison to the average of the four weeks 	
	prior to 2024 campaign launch.
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•	Campaign Total (all items including video, 		
	 display, and focus population-specific ads):

	 – Impressions delivered: 1,016,151,416

	 – Clicks: 1,230,687

	 – Click-through rate: 0.12%

	 – Video completions: 765,709,505

	 – Video completion rate: 79.0% 

•	Paid Search (English)

	 – Impressions delivered: 2,373,739

	 – Clicks: 261,897

	 – Click-through rate: 11.03% 

•	Paid Search (Spanish):

	 – Impressions delivered: 104,070

	 – Clicks: 23,103

	 – Click-through rate: 22.20%

Finalized: December 2024

mailto:tom.derreaux%40plowsharegroup.com%2C%20jim.newman%40plowsharegroup.com?subject=
https://cdc.gov/tobacco/campaign/tips/quit-smoking/index.html?CDC_AA_refVal=https%3A%2F%2Fwww.cdc.gov%2Fquit%2Findex.html
https://cdc.gov/tobacco/campaign/tips/quit-smoking/national-texting-portal.html


EARNED MEDIA
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This year’s launch included a CDC press release and a satellite media tour (SMT). CDC spokespeople, Diane 
Beistle, Chief of the OSH Health Communications Branch, and Kristy Marynak, PhD, MPP, OSH Senior Science 
Advisor, participated in the SMT alongside two of the new people featured in this year’s campaign, Tammy W. 
and Angie P.

Earned Media results from February 5 - September 22, 2024 included:

•	 25 interviews (13 broadcast TV and 12 radio segments)

•	 600+ news placements across broadcast, print and 			 
	 radio outlets

•	 900+ million impressions 

•	 News coverage in key outlets such as CNN News,     			 
	 The Hill, Connecticut Public Radio, and HealthDay and 		
	 local coverage around the country.

NEW PRODUCT: MOTIVATIONAL QUITSPIRATION CARDS

One of the new tools we have available are Motivational Quitspiration Cards. These cards are intended 
to be given to people who smoke to be used as inspiration to help them quit and stay quit. They feature 
a motivational quote from one of the people featured in the Tips campaign, and on the back, there are 
quitting resources and tips to help people quit. These are designed for people to keep with them to remind 
them of the reason why they quit smoking. Hard copies can be ordered from the Tips website. 
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https://cdc.gov/media/releases/2024/p0505-smokers-tips.html
https://cdc.gov/tobacco/campaign/tips/stories/tammy-w.html
https://cdc.gov/tobacco/campaign/tips/stories/angie-p.html
https://cnn.com/2024/02/05/health/cdc-anti-smoking-campaign/index.html
https://thehill.com/policy/healthcare/4449060-cdc-relaunches-anti-smoking-ad-campaign-menthol/
https://ctpublic.org/news/2024-02-05/cdc-launches-nationwide-campaign-to-curb-smoking-in-ct-roughly-1-out-of-10-adults-still-smoke
https://healthday.com/health-news/pulmonology/cdc-restarts-national-anti-smoking-campaign-with-focus-on-menthols
https://cdc.gov/tobacco/campaign/tips/resources/motivational-cards/index.html
https://www.cdc.gov/tobacco/campaign/tips/resources/motivational-cards/index.html


PARTNER AND STATE ACTIVITIES
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•	 American Dental Hygienists’ Association (ADHA) and UCSF’s Smoking 
Cessation Leadership Center (SCLC) co-hosted a webinar in April called 
“Empowering Change: Using Brief Motivational Interviewing for Tobacco 
Cessation in Oral Cancer Prevention”. The webinar featured Rebecca 
M. of the Tips campaign telling her quit story and about her tooth loss 
as a result of gum disease caused by smoking. There were over 1,100 
professional attendees, 92% of whom rated the webinar “Excellent / 
Very Good”, and more than a quarter planned to put their learnings into 
practice within a month.  

•	 National Association of Addiction Professionals (NAATP) published 
a blog post titled Quitting Smoking: Increasing Odds of Long-Term 
Recovery. The blog post discussed the multifaceted nature of tobacco 
addiction and how quitting smoking increases odds of long-term 
recovery. The post also shared how the Tips campaign offers inspiring 
stories to help people quit and help treatment centers go tobacco-free. 

•	 The Association for Addiction Professionals (NAADAC) hosted a virtual 
summit, 2024 Engagement in the Black Community February 8 – 9, 
2024. Brenna VanFrank, MD, MSPH, the Senior Medical Officer in the 
OSH, and Ebony Jackson Griffin, MPH, the Associate Director for Health 
Equity at OSH, presented the closing session at the virtual summit. They 
discussed the health burden and key drivers of disparities that African 
American communities and behavioral health populations face from 
commercial tobacco. The conference was attended by over 2,900 
national and international addiction professionals.

•	 The National Medical Association (NMA) is the largest and oldest 
national organization representing African American physicians and 
their patients in the United States, and the leading force for parity 
and justice in medicine and the elimination of disparities in health. The 
2024 NMA Convention in New York City on August 4-6, 2024 saw 
over 4,000 NMA member attendees, almost all of whom are African 
American physicians representing 26 different specialties in medicine. 
OSH attended the conference and provided resources such as articles 
from the recently published Preventing Chronic Disease (PCD) 
Collection on menthol and other tobacco flavored products, the Health Justice Guide developed by the Center 
for Black Health and Equity, as well as provider resources from the Tips campaign, including motivational cards 
featuring African American campaign participants, Tips notepads, patient brochures and Reasons to Quit cards.

Partner: 

New York State Department of Health issued a press release that 
promoted native New Yorker Noel S. that included a quote from 
the  State Health Commissioner Dr. James McDonald about the Tips  
campaign and the impact of the state’s tobacco control program.          
Dr. McDonald and health department staff also participated in a 
press event. The release was picked up by several media outlets, 
including the Troy Record, Oneida Dispatch, The Saratogian, and the 
Olean Times Herald. 

State:
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https://smokingcessationleadership.ucsf.edu/webinar/empowering-change-using-brief-motivational-interviewing-tobacco-cessation-oral-cancer
https://smokingcessationleadership.ucsf.edu/webinar/empowering-change-using-brief-motivational-interviewing-tobacco-cessation-oral-cancer
https://cdc.gov/tobacco/campaign/tips/stories/rebecca.html
https://cdc.gov/tobacco/campaign/tips/stories/rebecca.html
https://cdc.gov/tobacco/campaign/tips/diseases/periodontal-gum-disease.html
https://naatp.org/resources/blog/quitting-smoking-increasing-odds-long-term-recovery
https://naatp.org/resources/blog/quitting-smoking-increasing-odds-long-term-recovery
https://www.cdc.gov/pcd/collections/pdf/PCD-Menthol-Collection-May-2024.pdf
https://www.cdc.gov/pcd/collections/pdf/PCD-Menthol-Collection-May-2024.pdf
https://centerforblackhealth.org/issues/tobacco-and-menthol/health-justice-guide/
https://health.ny.gov/press/releases/2024/2024-03-20_tips_for_smokers.htm
https://www.cdc.gov/tobacco/campaign/tips/stories/noel-s.html


QUITLINE AND NICOTINE REPLACEMENT THERAPY
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•	 During the 33-week campaign (2/5–9/22), 1-800-QUIT-NOW received a total of 337,133 calls. Of those, an 
estimated 100,886 calls were attributable to the Tips® campaign.

•	 During the 33-week campaign (2/5–9/22), average weekly calls to 1-800-QUIT-NOW were up by 43% 
compared to the three weeks preceding the 2024 campaign launch.

•	 CDC ran nicotine replacement therapy (NRT) promotions on TV during 11 of the 33 weeks of the 2024 
Tips® campaign.

•	 Call volume was 13% higher during weeks when Tips® TV ads featured NRT promotion than during other 
campaign weeks when Tips® TV ads and digital ads did not feature NRT promotion as well as weeks when 
national TV Tips® media were paused.

•	 Spanish-language program integrations promoting the national Spanish-language quitline, 	
1-855-DÉJELO-YA, aired in select media markets based on their high Hispanic population density and 
language preference.

•	 Integrations aired on Univision’s A Su Lado in 19 markets and on Telemundo’s Línea de Ayuda in 		
23 markets.

•	 During the 33-week campaign (2/5–9/22), 1-855-DÉJELO-YA received a total of 8,384 calls. Of those, an 
estimated 2,543 calls were attributable to the Tips® campaign.

•	 During the 33-week campaign (2/5–9/22), average weekly calls to 1-855-DÉJELO-YA were up by 44% 
compared to the three weeks preceding the 2024 campaign launch.

Spanish Quitline (1-855-DÉJELO-YA): Call Volume Chart on the following page.

1-800-QUIT-NOW: Call Volume Metrics

Spanish Quitline (1-855-DÉJELO-YA): Call Volume Metrics
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QUITLINE AND NICOTINE REPLACEMENT THERAPY (CONTINUED)
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•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu 
fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 
mollit anim id est laborum.

•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu 
fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 
mollit anim id est laborum.

•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu 
fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 
mollit anim id est laborum.

•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat. Duis aute irure dolor in reprehenderit in voluptate velit esse cillum dolore eu 
fugiat nulla pariatur. Excepteur sint occaecat cupidatat non proident, sunt in culpa qui officia deserunt 
mollit anim id est laborum.

•	 Lorem ipsum dolor sit amet, consectetur adipiscing elit, sed do eiusmod tempor incididunt ut labore et 
dolore magna aliqua. Ut enim ad minim veniam, quis nostrud exercitation ullamco laboris nisi ut aliquip 
ex ea commodo consequat.

Spanish Quitline (1-855-DÉJELO-YA): Call Volume Metrics (continued)

Asian Smokers’ Quitline
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NATIONAL TEXTING PORTAL
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•	 During the 33-week campaign (2/5–9/22) the English National Texting Portal received 34,567 opt-ins.      
Of those, an estimated 29,485 opt-ins were attributable to the Tips® campaign.

•	 During the 33-week campaign (2/5–9/22), average weekly opt-ins to the English National Texting Portal 
were up by 580% compared to the three weeks preceding the 2024 campaign launch.

•	 During the 33-week campaign (2/5–9/22) the Spanish National Texting Portal received 445 opt-ins.       
Of those, an estimated 313 opt-ins were attributable to the Tips® campaign.

•	 During the 33-week campaign (2/5–9/22), average weekly opt-ins to the Spanish National Texting Portal 
were up by 237% compared to the three weeks preceding the 2024 campaign launch.

National Texting Portal Metrics: English

National Texting Portal Metrics: Spanish
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COMMUNITY COMMENTS
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2024 Tips® Campaign: Weeks 1–33Please do not post this content or material on publicly accessible websites or listservs.
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