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Background

@

HMRC ran a campaign in March 2007 in the 20 most deprived wards in
Birmingham to communicate the dangers of counterfeit cigarettes

This campaign was repeated in April 2008, but extended to areas in Sandwell
& Dudley, Stoke on Trent and Coventry

The primary aims of the campaign were:
 Toraise awareness of the risks of Counterfeit cigarettes

e Toraise awareness of toxic ingredients of cigarettes

Target in 2007 was C2DE smokers aged 40+, and in 2008 was extended to
all smokers aged 18 or more and some C1 occupations were also included in
the sample

Campaign media included leaflets, radio, bus advertising and PR
Campaign budget was approximately £61,232 (in 2007 was £50-60k)
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Campaign objectives

Primary campaign Objectives

 To raise awareness of the risks of Counterfeit cigarettes
 To raise awareness of toxic ingredients of cigarettes
Secondary campaign Objective

 To encourage individuals to report the selling of counterfeit cigarettes (in the
street or workplace) by telephoning the Customs Confidential telephone line
and/or emailing customs.confidential@hmrc.gsi.gov.uk.

» To stimulate awareness of smoking and the risk to health
 To raise awareness of the “Free Smoking Helpline”
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Research objectives

* Research required to measure the effectiveness of the campaign:-
* Advertising awareness;
* Advertising attribution and communication;
 Awareness of the risk of counterfeit cigarettes;
 Awareness and Attitudes to counterfeit cigarettes;
« Campaign recognition and attitudes;
* Propensity to call Customs Confidential,
*  Propensity to quit smoking;

*  Propensity to call free smoking helpline
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Research method

* In-street face to face interviews with C2DE (some social grades C1 were also
included in selected routine occupations) aged 18+ smokers

* Post campaign evaluation

« Field dates: 29t April to 16" May
* |ntotal, 1026 interviews were achieved which breaks down as:

210 in Birmingham

207 in Stoke

203 in Coventry

97 in Dudley and 96 in Sandwell

213 in Manchester

* Gender, age and ethnicity quotas set to match test and control samples (in
line with the target respondent group)

« Data weighted by quota variables to correct minor inconsistencies between
test and control



The creative - leaflets

Arsenic, Formaldehyde,
Benzene, Cadmium -

Call Customs Hotline on 0800 59 5000
or email customs.confidential@hmrc.gsi.gov.uk

Call the Free NHS Smoking Helpline on 0800 169 0 169

=
nt rt It A 9,°] SMOKEFREE HMRevenue
| 9 ALLIANCES &Customs

HM Revenue Leaflet — distributed to 360,000
& Customs
Spend - £3,528



The creative — poster and radio

Counterfeit | Radio ad — BRMB,

e Mercia, Signal 1
and Beacon.
Spend - £44,000

Counterfeit

Arsenic, Formaldehyde, Benzene, Cadmium -

Call Customs Hotline on 0800 58 5000 or email customs.confidentiah@hmre. gei.gov.uk

SMOKEFREE @ HM Revenue
Call the Frea NHS Smoking Helpline on 0200 169 0 168 ALLIANCES & Customs
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PR coverage — local and national

Daily Mail

The Sun

BBC TV Midlands Today
Central TV

BBC Radio Coventry

BBC Radio West Midlands
Wolf fm

BRMB Radio

Beacon Radio

Smooth fm

Kerrang Radio

Rugby fm

Touch fm Rugby, Coventry,

World News

BBC online

Birmingham Post

Express and Star - Wolverhampton
Express and Star - Walsall
Express and Star -Sandwell
Coventry Evening Telegraph
Warwickshire Evening Telegraph
Shropshire star

Shropshire star - Mid Wales edition
Sutton Coldfield Observer,

Walsall Advertiser,

Tamworth Herald

Tamworth, Warwick, Stratford
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Lichfield Mercury

Solihull Times

Yorkshire Post - Leeds

Yorkshire Post - Sheffield

Huddesfield Daily Examiner

Selby Times

The Journal Newcastle

Liverpool Daily Post

Midweek Herald - Stratford-upon-Avon
Press and Journal - Aberdeen

Press and Journal - Highlands and Islands
PA X 2

Caters news

Intranet



Key findings

e Advertising awareness was raised in campaign areas, indicating that the
campaign did cut through

 There were good levels of advertising attribution to campaign media — radio,
bus and leaflet - and this was higher in campaign areas

 Messages about the dangers did cut through — with higher awareness in the
campaign areas

* Around two in five recognised at least one campaign element, and this was
similar to 2007. The campaign was effective at reaching out in each of the
areas

o Attitudes towards the campaign were strong

« There was a higher propensity than in 2007 for calling Customs Confidential,
however, only a minority would be happy to do so

» Although results are positive, compared to 2007 on top of mind awareness
and message take out, results are less strong. This is probably a function of
spend



Advertising awareness of
government messages/
warnings about cigarettes




Spontaneous awareness of government messages or

warnings about cigarettes

B TestO/ W Test08

Smoking kills 66%
Smoking causes cancer / heart disease / other illness
Children should not be exposed to cigarette smoke
Counterfeit cigarettes are more risky

Counterfeit cigarettes are illegal

Smoking during pregnancy is bad for the baby

About passive smoking/ Passive smoking is bad etc.

Ban on smoking in public places

Other

Counterfeit cigarettes (net) 16%

17%
None / DK 24%
0% 20% 40% 60% 80% 100%
HM Revenue Base : Test respondents 212/ 416
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Spontaneous awareness of government messages or

warnings about cigarettes
W Test 08 m Control 08
Smoking kills 71%

Smoking causes cancer / heart disease / other illness

2%
3%

2%

0%

1%

Children should not be exposed to cigarette smoke
Counterfeit cigarettes are more risky

Counterfeit cigarettes are illegal

Smoking during pregnancy is bad for the baby

About passive smoking/ Passive smoking is bad etc.

Ban on smoking in public places

_______________________________________

36%

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813 /213
& Customs



Total awareness of government messages or warnings
about cigarettes (spontaneous and prompted)

B TestO7 B Test 08

Smoking kills

- - ness R, 78
Smoking causes cancer / heart disease / other illness °

Smoking during pregnancy is bad for the baby

- - I 590
Children should not be exposed to cigarette smoke

Counterfeit cigarettes are more risky

- Toca T 429
Counterfeit cigarettes are illegal

Counterfeit cigarettes (net)

%
None/Don't know . 5%

0% 20% 40% 60% 80% 100%

@ HM Revenue Base : All respondents 212/ 416
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Total awareness of government messages or warnings
about cigarettes (spontaneous and prompted)

B Test 08 W Control 08

Smoking kills

Smoking causes cancer / heart disease / other illness

Smoking during pregnancy is bad for the baby

Children should not be exposed to cigarette smoke

Counterfeit cigarettes are more risky

Counterfeit cigarettes are illegal

Counterfeit cigarettes (net)

None/Don't know

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813 /213
& Customs 14



Advertising attribution

@

On a leaflet at a shop, doctors surgery, library etc

On a leaflet dropped through the letterbox
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In a newspaper or magazine

On a poster elsewhere

B TestO07 m Test 08

on TV 7%

On the radio

------------------------------------------- " *Important comment for TV attribution
From a friend/family member/word of mouth

——————————— . Please note: Interpretation of the TV
7% . figures with caution. TV is routinely
stated by respondents as a place where
an advertisement has been seen — even
when TV has not been on the media
schedule. Itis however possible that
some respondents (we are unable to
guantify based on the survey data) may
have seen some coverage ona TV

On a poster on a bus

On packs
Other

Poster (net)

Leaflet (net)

DK/NA

0% 20% 40% 60% 80% 100%

Base : All aware of advertising about counterfeit cigarettes 135 /131 *°



Advertising attribution

B Test M Control

on TV 56%

In a newspaper or magazine

_______________________________________________________

- On the radio

T T e 00, *Important comment for TV attribution
From a friend/family member/word of mouth

Co on é_bb_s:té_r_éh oue EE7% I?Iease ngte: Int_erpretatio_n of the TV
_______________________________________________________ figures with caution. TV is routinely
On a leaflet at a shop, doctors surgery, library etc stated by respondents as a place where
On a poster elsewhere an advertisement has been seen —even
____________________________________________________ when TV has not been on the media
On a leaflet dropped through the letterbox schedule. It is however possible that
"""""""""""""""""""" o npacks some_respondents (we are unable to
guantify based on the survey data) may
have seen some coverage on TV

’
]
]
]

Other
Poster (net)
Leaflet (net)

DK/NA

0% 20% 40% 60% 80% 100%

HM Revenue
&Customs Base : All aware of advertising about counterfeit cigarettes 234 / 32* 1o
*Caution — small base size



Spontaneous recall of advertising
counterfeit cigarettes

B Test 07

They are harmful/bad for your _ 21%

message about

Test 08

health

Contain harmful |ngred|ents
substances/ chemicals

They're toxic/poisonous

They are dangerous/They can |

kill you
They are illegal

Don't buy them/Warns you not
to buy them

They are worse for you/ more

harmful than normal cigarettes

About passive smoking/
Second-hand smoke kills

They are illegal to sell

They are illegal to buy

23%

. Other mentions 2% or less

0% 20%
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40% 60% 80% 100%
Base : All aware of advertising about counterfeit cigarettes 135/ 131
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Spontaneous recall of advertising message about
counterfeit cigarettes
H Test 08 W Control 08

They are harmful/bad for your _ 20%

health 31% Arsenic, Formaldehyde,
P s N Benzene, Cadmium -
Contain harmful ingredients _ 27% :
| substances/ chemicals 9% | Messages
| T M 2% | :
: They're toxic/poisonous ’% E be|.ng COI‘I‘eCtly
iThey are dar_lgerous/They can _ 21% E attrIbUted tO the
| ityou JEEE 6% | campaign
I\\ They are |||ega| - 11% /II Call the Free NHS Smoking Helpline on 0800 169 0 169
U | % / S
Don't buy them/Warns you not - 8%
to buy them 7%
They are worse for you/ more - 8%
harmful than normal cigarettes 5%
About passive smoking/ _I 1%
Second-hand smoke kills | 0%
. Other mentions 2% or less
They are illegal to sell I 1%
0%
. 3%
They are illegal to buy . 3%
0% 20% 40% 60% 80% 100%
@ HM Revenue Base : All aware of advertising about counterfeit cigarettes 234 / 32*
‘ & Customs

*Caution — small base size
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Summary
Advertising awareness

* The proportion spontaneously mentioning that they had seen or heard
something about counterfeit cigarettes was lower than in 2007, however, as
no respondents mentioned this in the control area, it would appear that the
campaign was having some effect at a top of mind level

 When prompted, awareness was also not as high as 2007, however, some
test areas were stronger than others and all were stronger than the control
area

« Again indicating the campaign was effective in raising awareness levels

« Although awareness was attributed to non-campaign media, such as TV,
radio, leaflet and poster had higher awareness in the test areas

* A higher proportion to 2007 mentioned the advertising message as being that
counterfeit cigarettes contained harmful substances and awareness of all
messages was higher in the test areas

@ HM Revenue
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Campaign recognition and
attitudes




Campaign recognition — test areas

B TestO/7 @ Test 08

28%
Recognise leaflet
31%

22%

31% for bus users and 14% non users

Recognise bus

posters 4%
- 23% 42% among campaign station listeners
Recognise radio ad / 14% non-listeners
24%
Seen/heard any
43%

0% 20% 40% 60% 80% 100%

HM Revenue Base : 212/ 416
& Customs
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Campalign recognition — test areas

B Birmingham = Stoke B Coventry M Dudley B Sandwell

29%
27%
Recognise leaflet

Recognise bus
posters

Recognise radio ad

45%
44%
48%
45%

Seen/heard any

0% 20% 40% 60% 80% 100%

@ HM Revenue Base : 210/ 207/ 203/ 97/ 96
& Customs
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Reaction to the advertising (% agree strongly or slightly)

It really stood out

It would make me less likely to buy counterfeit
cigarettes

It told me something new
It is shocking

It is patronising

It is a bit over the top

It is boring

It was more informative than others | have seen
about the dangers of smoking

HM Revenue
& Customs

B TestO07 = Test08

e

65%

65%

0% 20% 40% 60%

Base : 212/ 416

80%

100%
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Reaction to the advertising (% agree strongly or slightly)

It really stood out

It would make me less likely to buy
counterfeit cigarettes

It told me something new
It is shocking

It is patronising

It is a bit over the top

It is boring

It was more informative than others | have
seen about the dangers of smoking
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Recognise any B Don't recognise

65%
=
59%
I s
62%
I o
55%
B
22%
e
26%
s
20%
1
68%

I o

0% 20%
Base : All who recognised or not the counterfeit ads 355/ 455

40% 60% 80% 100%
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Summary
Campaign recognition and attitudes

Campaign recognition levels were good and similar to 2007, particularly
amongst those who had an opportunity to see or hear the campaign
materials. Almost two in five recognised at least one campaign element

e 3/10 recognised the leaflet
* A quarter claimed to have seen the poster

e A quarter claimed to have heard the radio ad

Respondents in Sandwell were the least likely to have seen/ heard any
element

As in 2007, reactions to the campaign were positive, with two thirds agreeing
that it was more informative than other adverts about the dangers of smoking

 For most, the ads were not boring or patronising and good levels said that they
stand out and that it told them something new

HM Revenue
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Spontaneous awareness of the dangers of counterfeit

cigarettes
B TestO07 WM Test08

Counterfeit cigarettes can contain dangerous levels of toxic 38%
ingredients such as arsenic than regular cigarettes

Counterfeit cigarettes are more risky than regular cigarettes
It is illegal to buy counterfeit cigarettes

It is illegal to sell counterfeit cigarettes

Counterfeit cigarettes contain high levels of cancer-causing
chemicals than regular cigarettes

Counterfeit cigarettes could be more likely to kill you than regular
Cigarettes

Counterfeit cigarettes are easy to buy

Counterfeit cigarettes are a lower health risk than regular cigarettes
They're harmful/bad for you

llegal to buy/sell (net)

Dangerous/chemicals/kill you (net) 56%

None/Don't know 48%

@ HM Revenue 0% 20% 40% 60% 80% 100%
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\

Spontaneous awareness of the dangers of counterfeit
cigarettes

B Test 08 m Control 08

Counterfeit cigarettes can contain dangerous levels of toxic 21%
ingredients such as arsenic than regular cigarettes

Counterfeit cigarettes are more risky than regular cigarettes

________________________________________________________________________________

It is illegal to buy counterfeit cigarettes 40%

Itis illegal to sell counterfeit cigarettes

Counterfeit cigarettes contain high levels of cancer-causing
chemicals than regular cigarettes
Counterfeit cigarettes could be more likely to kill you than
regular cigarettes

Counterfeit cigarettes are easy to buy

Counterfeit cigarettes are a lower health risk than regular
cigarettes

They're harmful/bad for you
llegal to buy/sell (net) 429%

Dangerous/chemicals/kill you (net) 38%

None/Don't know 36%

HM Revenue 0% 20% 40% 60% 80%

& Customs
Base : All respondents 813 /213

100%
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Total awareness of dangers of counterfeit cigarettes
(spontaneous and prompted)
B Test07 mTest08

Counterfeit cigarettes can contain higher levels of toxic 74%
ingredients such as arsenic 50%
. o 71%
It is illegal to buy counterfeit cigarettes 59%
. o 70%
It is illegal to sell counterfeit cigarettes 520
Counterfeit cigarettes are more risky than regular cigarettes 43% 65%
Counterfeit cigarettes can contain high levels of cancer- 64%
causing chemicals than regular cigarettes 44%
Counterfeit cigarettes could be more likely to kill you than 51% . )
regular cigarettes 33% Blr.mlngham high or
L 39% higher than 2007
Counterfeit cigarettes are easy to buy 21%
Counterfeit cigarettes are a lower health risk than regular 24%
cigarettes 5%
: : 80%
Dangerous/chemicals/kill you (net) 61%
74%
llegal to buy/sell (net) 60%
L} 8%
None/Don't know 18%
0% 20% 40% 60% 80% 100%

@ HM Revenue Base : All respondents 212/ 416
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Total awareness of dangers of counterfeit cigarettes
(spontaneous and prompted)

B Test 08 W Control 08

Counterfeit cigarettes can contain higher levels of toxic
ingredients such as arsenic

It is illegal to buy counterfeit cigarettes
It is illegal to sell counterfeit cigarettes

Counterfeit cigarettes are more risky than regular cigarettes

Counterfeit cigarettes can contain high levels of cancer-
causing chemicals than regular cigarettes
Counterfeit cigarettes could be more likely to kill you than
regular cigarettes

Counterfeit cigarettes are easy to buy

Counterfeit cigarettes are a lower health risk than regular

Dangerous/chemicals/kill you (net)

llegal to buy/sell (net)

None/Don't know

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813 /213
& Customs 30



Attitudes to counterfeit cigarettes (% agreeing strongly
or slightly with each statement)

Counterfeit cigarettes are so much cheaper
people can't afford not to buy them

Counterfeit cigarettes can be more likely to
cause cancer than regular cigarettes

They are really cracking down on counterfeit
cigarettes in this area

I'm not that worried about the effects of
smoking on health

Counterfeit cigarettes are probably no more
dangerous than regular cigarettes

It's impossible to tell whether the cigarettes
you buy are counterfeit or not

Regular cigarettes contain just the same
chemicals as counterfeit cigarettes

@ HM Revenue
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B TestO/7 ™ Test 08

70%

58%

70%
53%

45%

36%

30%
40%

—

22%

18%
27%

15%
18%

0% 20% 40% 60% 80%

100%

Base : All exposed respondents 212/ 416
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Attitudes to counterfeit cigarettes (% agreeing strongly
or slightly with each statement)

B Test 08 W Control 08

Counterfeit cigarettes are so much cheaper
people can't afford not to buy them

Counterfeit cigarettes can be more likely to
cause cancer than regular cigarettes

74%

They are really cracking down on counterfeit
cigarettes in this area

I'm not that worried about the effects of
smoking on health

Counterfeit cigarettes are probably no more
dangerous than regular cigarettes

It's impossible to tell whether the cigarettes
you buy are counterfeit or not

Regular cigarettes contain just the same
chemicals as counterfeit cigarettes

\ Z
I 1

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813/ 213
& Customs




Rating for how dangerous for health regular cigarettes

are

Regular cigarettes

7-10 (net)
8-10 (net)

Don't know

@ HM Revenue
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WM TestO7 I Test08
M 3%
2%
I 9% Mean score:
0

| 13% Test 07: 7.2

e 53% Test 08: 8.3

42%
I 15%
35%
e 6890
77%
e 47%
65%
0%
8%

0%

60% 80%

100%

Base : All respondents 212/ 416
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Rating for how dangerous for health regular cigarettes
are

B Test 08 W Control 08

Regular cigarettes

Mean score:
Test 08: 8.2

7.9 Control 08: 7.6

10

75%

7-10 (net) 70%

8-10 (net)

Don't know

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813 /213
& Customs



Rating for how dangerous for health counterfeit
cigarettes are

B TestO/7 B Test08

Counterfeit cigarettes

I 1%
1-3 1%
4-6 -i% Mean score:
A% Test 07: 8.9
2o [ 43% Test 08: 9.3

10 I, 8%
710 (net) | —
8-10 (net) I —

o%
Don't know M 3%

0% 20% 40% 60% 80% 100%

@ HM Revenue Base : All respondents 212/ 416
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Rating for how dangerous for health counterfeit
cigarettes are

B Test 08 W Control 08

Counterfeit cigarettes

Mean score:
Test 08: 9.3
Control 08: 8.6

10
7-10 (net) 89%

8-10 (net)

Don't know

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents 813 /213
& Customs
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Summary
Awareness of and attitudes to dangers of counterfeit
cigarettes

* Analysis of spontaneous and total awareness of the dangers of counterfeit cigarettes
and attitudes to counterfeit cigarettes would indicate that the campaign has had some
success in filtering through messages

 However, compared to 2007, respondents were less likely to spontaneously mention
the dangers of counterfeit cigarettes, or be aware of them at a total level

*  Alower campaign spend level compared to the target may be responsible for this

* Respondents were seeing/ hearing ads, but perhaps not as frequently, resulting in a lower
message recall

« Levels in Birmingham were as high or higher than in 2007 indicating that there may
have been some campaign ‘hotspots’, and radio spend was higher in Birmingham

« Over half said that counterfeit cigarettes are so much cheaper people can’t afford not to
buy them, but this was lower than in 2007. However, agreement was also lower at
around half that counterfeit cigarettes can be more likely to cause cancer than regular
cigarettes

 Respondents in test areas were slightly more likely to rate both regular and counterfeit
cigarettes as more dangerous than respondents in the control area






Where been offered/ purchased cheap cigarettes

All test 2008 W Offered m Purchased

Bars/ pubs or clubs I 5

13%

Via other people/ 3rd parties ﬂ 15%

0
Someone's home _9% 15%

Stopped by someone in street % 9%

W 4%
Carboot sale 5%

M 3%
Local shop %,/
N 2%
Market .

Never offered/ purchased I 549

69%

1%

Don't know 50

0% 20% 40% 60% 80% 100%

@ HM Revenue Base : All respondents / 813
& Customs
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Where been offered/ purchased cheap cigarettes

All control 2008 W Offered ™ Purchased

Bars/ pubs or clubs _ 20%

14%

Via other people/ 3rd parties -11010;?

N 210
Someone's home 21%

20%

Stopped by someone in street -502%

I EZ
Carboot sale 2%

)
Local shop . g(f;

I 6%
Market 504

Never offered/ purchased I— 8%

Don't know

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents / 213
& Customs
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Why cigarettes can be cheaper to buy

B Test W Control

42%
They may be fake/ counterfeit

They are purchased in a duty free shop in an 39%

Airport/ Ferry terminal 44%

They are purchased in other countries which 35%

sell cigarettes cheaper 45%

They may be stolen
44% _
Other reasons given by

3% or fewer

Don't know
11%

0% 20% 40% 60% 80% 100%
Base : All respondents / 813
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Whether difference between duty free and counterfeit
cigarettes

B Great deal of difference B Some difference " No difference W Don't know

NB: test
respondents had
been exposed to

campaign
materials

Test 13%

Control 47%

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents / 813/ 213
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Differences between duty free and counterfeit
Test

Counterfeit are harmful/ Other differences (net)
more harmful (net) — 57% —31%

@ HM Revenue
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Whether difference between smuggled cigarettes (from
countries where they can be cheaper to buy) and
counterfeit cigarettes

B Great deal of difference B Some difference " No difference W Don't know

NB: test
respondents had
been exposed to

campaign
materials

Test 21%

Control 51%

0% 20% 40% 60% 80% 100%

HM Revenue Base : All respondents / 813 / 213
& Customs 44



Differences between smuggled and counterfeit
Test

Counterfeit are harmful/
not as good (net) — 54%

Other differences (net)

— 36%

@ HM Revenue Base : 237
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Summary
Exposure, purchase and attitudes towards ‘cheap’
cigarettes

As expected exposure to ‘cheap’ cigarettes was widespread. Half of
respondents in the test areas claimed to have been offered ‘cheap’ cigarettes to
purchase, and one third said that they had bought them

Bars, pubs and clubs and via a third party or at someone’s home were the
places where respondents were most likely either to be offered or to purchase

The campaign has been somewhat effective in improving the understanding of
what ‘cheap cigarettes’ may be. A greater proportion in the test areas (who had
an opportunity to see the campaign and had been shown the materials) said that
they may be cheap because they are counterfeit. However, this was a minority
of respondents

In addition, those in test areas (who had an opportunity to see the campaign and
had been shown the materials), were less likely to say that there was ‘no
difference’ between counterfeit cigarettes and either duty free or smuggled
cigarettes

Around half of respondents in the control area thought this was the case
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Success in meeting research objectives

@

Raising advertising awareness

« Advertising awareness was raised in campaign areas, indicating that the campaign
did cut through. However, levels were not as strong as in 2007, which may be due
to lower spend

Advertising attribution

 There were good levels of advertising attribution to campaign media — radio, bus
and leaflet, and this was higher in campaign areas. TV was also mentioned
strongly, but this is likely to be misattribution rather than recall of PR. However,
there will be some element correctly recalling a story on TV

Awareness of dangers of counterfeit cigarettes

 Messages about the dangers cut through — with higher awareness in the campaign
areas. However, as with advertising awareness, this was not as strong as in 2007,
and a majority say that counterfeit cigarettes are so cheap they can’t afford not to

buy them

HM Revenue
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Success in meeting research objectives

« Campaign recognition and attitudes

* Around two in five recognised at least one campaign element, and this was similar
to 2007. The campaign has been effective at reaching out in each of the areas

e Attitudes towards the campaign were strong

* Propensity to call Customs Confidential

« There was a higher propensity than in 2007 for calling Customs Confidential,
however, only a minority would be happy to do so

* Around a third in test areas said that they would give up smoking in the long
term, and around a quarter said that they would contact the NHS smoking line
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Conclusions and recommendations

 Asin 2007, the campaign has been effective in generating awareness about
counterfeit cigarettes and has improved understanding about their potential
dangers

 However, a lower spend over the area has meant that although recognition
levels are comparable with 2007, because respondents may have had less of
a chance to see/ hear the campaign more than once, top of mind awareness
and impact on attitudes have not been shifted to the same extent

 Asin 2007, respondents claimed that the campaign would influence their
behaviour, however, a majority said that counterfeit cigarettes were so cheap
they couldn’t afford to not buy them, indicating that, ultimately, behaviours
may be difficult to shift. There was also a substantial minority who claimed
that they were not concerned about the effect of smoking on their health

« A high proportion of respondents would have been exposed to or have
purchased counterfeit cigarettes as ‘cheap cigarettes’, and there was a lack of
knowledge, even when having seen the campaign materials about what the
difference may be between duty free or smuggled cigarettes and counterfeit

 Perhaps a future campaign could focus on these messages



