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Increase the effectiveness of your marketing 
programme for your audience.
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What is SNOF?



2011
Daily 

smoking
Never

Smokers
Asian 1.2% 88.3%

Europea
n

2.4% 76.5%

Pacific 5.9% 61.1%

Maori 10.3% 46.2%

The Stats – ASH Year 10



Research helps to re-focusThe Research Process



Effective for Maori?

Hh



The creative – reflective
Past - male dominated - mixed level

- artist, actors - smokefree logo

Now - better gender mix - mainly top level

- included sport - Auahi Kore logo

- use of Te Reo Maori - Iwi



The placement – realigned



The social media effect 



Evaluate
Youth Insights Survey 2010

- NZ Youth Tobacco Monitor

- n= 3,197

- 1,708 European. 639 Maori. 332 Pacific.

- Yr 10 – 14-15yr olds



Better?
SNOF appears to have high impact particularly with Maori

Maori more likely to report having seen ads ‘a lot’ 70% vs 63% 
non-Maori (65% overall)

Young Maori more likely to report having discussed SNOF –
Maori 23% vs 16% non-Maori (17% overall)

Knowing someone who had quit smoking because of the ads –
Maori 35% vs 21% non-Maori (24% overall)

Generally 95% young people had seen ads, 83% ads gave young 
people good reasons not to smoke

58% ads put them off smoking



Better still….



Define your audience, be specific

Find out where they are and what they 
need

If it’s not working for your audience then 
don’t do it.

3 Key Messages



The end
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The Research Process
Problem definition

Formative research

Pre-testing

Monitoring implementation

Evaluation

Feedback to stage 1




