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DRAFT Memorandum

TO: 
Julie Thompson and Scott Schoengarth, Department of Health

FROM: 

GMMB

DATE: 

January 25, 2007

PAGES: 10
RE: 
Quit for You. Quit for Two. 
Overview
In Washington, the rate of smoking during pregnancy is 10.2 percent.  Although the rate has decreased by 30 percent since the Tobacco Program began in 2000, it is still too high, resulting in about 8,000 babies being born in the state each year to women who smoked during pregnancy.  In addition, over 40 percent of women who quit smoking during pregnancy begin again after giving birth.
This campaign will target low-income pregnant and postpartum women ages 18-24 (those under 18 cannot access quit line services), with special attention to American Indian women. The most recent birth certificates data shows that the highest rates of smoking during pregnancy occur among young women (20 percent of those ages 15-19 and 16 percent of those ages 20-24), women receiving Medicaid (17 percent), and American Indian women (19.4 percent).
Tailored counseling for pregnant women, similar to the quit line’s services, has proven to be effective at reducing rates of smoking in this population.  This campaign will focus on driving pregnant and postpartum women to the quit line for help to quit smoking.
Challenges
The campaign faces several challenges:

· The number of pregnant women who smoke in Washington is relatively small - approximately 8,000 – and the majority of these women are under the age of 18 and cannot access the quit line services.  Therefore, our target audience is very small.  
· In addition, many of these women are of low socio-economic status.  Research indicates that they are a very transient group and may be dealing with issues that take higher priority than tobacco, such as domestic abuse or drug use. 
· Many health care providers are unaware of the quit line services.  A recent study of health care providers in the state shows that 45 percent have not heard of the quit line.  While almost all ob-gyns report routinely asking patients about smoking status, many are not referring their patients to the quit line.
Research
GMMB conducted an in-depth look at other national and state campaigns targeting pregnant and postpartum women who smoke.
1. Reviewed studies and focus groups with the demographic
2. Reached out to local health departments around Washington state, including Spokane County to learn about their focus group findings
3. Contacted other pregnant cessation programs in New Jersey, California and Wisconsin.   

Target Audience
With the research we conducted, our strategy will focus on three targets: health care providers, pregnant and postpartum women, and friends and family.
1. Health care providers – a major part of the outreach campaign will be directed towards educating providers about the quit line services for pregnant and postpartum women and encouraging them to intervene with patients.
2. Pregnant and postpartum women – motivate them to quit smoking during pregnancy and stay quit postpartum; appeal will focus on both the health of the baby and the health of the mother.  Special attention will be paid to American Indian women in Washington, as they have the highest rate of smoking during pregnancy in the state.

3. Friends and family – target partners (boyfriends, dads) and friends as influencers on pregnant women; living with people who smoke is the biggest predictor of recidivism. 

Outreach Strategies
Campaign name and logo




                         

In January, GMMB will develop and create an appropriate campaign name and logo to be used throughout the materials developed.  Special attention will be paid to the longevity of the campaign name and logo should further funding come from the CDC.

Contractor requests and e-mail blasts






In late January, GMMB will coordinate with DOH to announce the pregnant women cessation campaign in emails to contractors from their contract managers. 


Throughout the campaign, GMMB will respond to opportunities, suggestions, and 
requests for pregnant women cessation materials and outreach activities as 
requested from Department of Health community contractors.  We will provide 
additional resources for contractors to reach out to their community, including 
drop-in articles, PSAs and posters. GMMB will continue to draft outreach 
updates to contractors alerting them of upcoming activities in their area.  

Collateral 






           

Leveraging ad copy that already exists, GMMB will design and create a flier for the Pregnant Women Quit Line promotion.  This flier will be aimed at pregnant women but can also be used by health care providers to encourage their patients to call the quit line for help.  The fliers will be distributed to contractors, First Steps clinics, tribal clinics, and at relevant events in mid-February.

Promotional Piece





          

To provide health care providers with a tool to discuss cessation with pregnant women and remind pregnant women to call the quit line, GMMB will create a low cost marketing item with the campaign logo and quit line information.  Some suggestions include a vitamin pill box, a stress ball, and a magnetic photo holder for ultrasound pictures.  This promotional piece will be made available to contractors, and distributed to First Steps clinics, tribal clinics and at relevant events in mid-February and throughout the campaign.


Outreach to American Indian population 


For the tribal clinics, GMMB will present the pregnant women campaign at the 
Tribal Coordinators meeting on February 1st.  GMMB will leverage existing 
relationships with urban and rural clinics to distribute materials.  GMMB will also 
partner with Indian Health Services to reach out to physicians serving American 
Indians. 

Outreach to Spanish speaking population 

GMMB will leverage existing relationships with clinics that serve the Spanish speaking population in Washington state to distribute materials.  GMMB will make certain promotional and informational materials available in Spanish (option to reuse Smoke-Free Families flier).
Quit for you quit for two Web page on quitline.com 


        

Although the Internet is a valuable tool for reaching smokers, many low-income women, especially those in rural areas, may not have access to a computer.  Instead, the web presence will focus on providing information and tools for health care providers.

Beginning in February, GMMB will develop a page on quitline.com and include 
information for health care providers about the quit line protocol for pregnant 
women and how to refer patients using the fax back referral.  GMMB will also 
update existing DOH documents targeted to health care providers for pregnant 
women that are available on the DOH Web site for use on quitline.com 

Postpartum women flier and outreach


  


GMMB will create a second flier aimed at post-partum women.  This flier will be distributed through a mailing with CHILD profile, a Washington-based organization that sends health and immunization information to families from the time of the birth of their child to age six.  We will insert the flier in one of their target mailings in March/April.

Transit Ads








To reach low-income women in counties with an established transit system, GMMB will design and create transit ads for bus interiors.  While production of the ads and the ad buy will take place in February, the ads will run from March until May with the possibility of extending the media buy through June.  Transit ads will focus on two of the three target audience: pregnant and postpartum women and friends and family.

Posters









To reach low-income women in counties without an established transit system, GMMB will re-purpose the transit ad into a poster to be used in Medicaid offices, health clinic waiting rooms, and community centers.  The posters will be available to contractors, First Steps clinics, tribal clinics and at relevant events in March.

Earned media










In addition to ongoing media outreach to local outlets and parenting magazines, GMMB will use Mother’s Day as a springboard to build momentum around the campaign and develop a three part earned media strategy.
1. For health care providers, GMMB will create an article highlighting the campaign and the quit line services for pregnant women to be used in hospital and association newsletters.

2. GMMB will draft and pitch an op-ed from Secretary Mary Selecky for one of the major Washington state newspapers.

3. GMMB will create a drop-in article for local papers and First Steps, WIC, and tribal clinics.  

4. GMMB will draft and pitch radio public service announcements.
Campaign Evaluation

GMMB will submit monthly updates regarding activities and audiences reached.  In June, at the conclusion of the Pregnant Women Quit Line promotion, GMMB will submit a completed evaluation and summary of all activities and reached audiences.
Schedule 
The dates outlined below are tentative and will fluctuate depending on the speed of the approval process, the production timeline for promotional items and translation of written materials.

January

· Meet with DOH, WIC, First Steps and other stakeholders.

· Send tag line and logo to DOH for approval, along with promotional pieces

· Get approval from DOH on tag line, logo, item

· Begin production of promotional items and informational materials

· Present campaign to DOH at Tuesday meeting – January 16th

February

· Present campaign to Tribal Contractors – February 1st
· Produce informational piece – flier with quit line services for pregnant women

· Produce promotional materials – TBD stress ball, pill box, or magnetic calendar

· Send information to DOH contractors along with informational letter

· Develop Web page on quitline.com – work on PDF’s for women and health care providers

· Begin distribution of informational piece and promotional materials to First Steps clinics

· Begin distribution of informational piece and promotional materials to contractors and tribal clinics

· Begin distribution of informational piece and promotional materials to private clinics and select hospitals statewide

· Produce transit ads and posters

· Develop copy and ads for ongoing local media outreach and placements in parenting magazines

· Place media buy for transit ads

March

· E-mail reminder about campaign and update to DOH contractors regarding any upcoming activities.

· E-mail about campaign to DOH contractors requesting information on a success story for Mother’s Day earned media push

· Transit ads up – King, Pierce, Clark, Spokane, Thurston and Snohomish

· Ongoing outreach to health care providers

· Distribute informational piece and promotional materials to First Steps clinics

· Distribute informational piece and promotional materials to contractors and tribal clinics

· Distribute informational piece and promotional materials to private clinics and select hospitals statewide

· Distribute posters to First Steps clinics, contractors, and tribal clinics

· Begin outreach to health care providers servicing the Spanish speaking population

· Ongoing media outreach to local outlets and parenting magazines

· Update pregnant cessation campaign page on quitline.com

· Develop and drop ChildProfile mailing for postpartum women

April 

· E-mail reminder about campaign and update to DOH contractors regarding any upcoming activities.

· Update pregnant cessation campaign page on quitline.com

· Transit ads up – King, Pierce, Clark, Spokane, Thurston and Snohomish

· Ongoing outreach to health care providers

· Distribute informational piece and promotional materials to First Steps clinics

· Distribute informational piece and promotional materials to contractors and tribal clinics

· Distribute informational piece and promotional materials to private clinics and select hospitals statewide 

· Distribute informational piece and promotional materials to health care providers servicing the Spanish speaking population

· Ongoing media outreach to local outlets and parenting magazines

· Drop ChildProfile mailing for postpartum women

May

· E-mail reminder about campaign and update to DOH contractors regarding any upcoming activities.

· Update pregnant cessation campaign page on quitline.com

· Transit ads up – King, Pierce, Clark, Spokane, Thurston and Snohomish

· Ongoing outreach to health care providers 

· Drop ChildProfile mailing for postpartum women

· Reach out for Mother’s Day

· For health care providers – create article highlighting the campaign and the quit line services for pregnant women to be used in hospital and association newsletters.

· Draft and pitch an op-ed from Secretary Mary Selecky for the major Washington state newspapers.

· Create a drop-in article for local papers and First Steps, WIC, and tribal clinics.  

· Radio public service announcements

June

· E-mail reminder about campaign and update to DOH contractors regarding any upcoming activities.

· Transit ads up – King, Pierce, Clark, Spokane, Thurston and Snohomish

· Update pregnant cessation campaign page on quitline.com

· Produce Pregnant Women Campaign summary/evaluation 

Budget

Promotional items

Design and Branding

Includes brand development, 

tag line and logo (multiple revisions)...........................................................................$5,000 - $8,000

Pill box/Calendar + tax/shipping
Pill box from $0.39 depending on

shape. Qty. of 5,000 – 10,000

Shipping to GMMB estimated at $250……………………….........................................$2,400 - $4,300  

Stress balls + tax/shipping

Three color, one logo, one placement 

5,000 @ $1.45ea.

10,000 @ $1.34 ea..................................................................................................$8,500 - $15,000
Design Hours for logo on item

Design will need to provide logo to use on promo

items, possibly with and without quit line number......................…………..….........$500 - $1,000
    Total: $16,400 - $28,300

Informational pieces

Design and Production of fliers + tax/shipping

Writing copy, editing, formatting, designing and producing flier.

Qty. of 15,000 – 30,000..............................................................................................$4,964- $5,200

(Potential to repurpose smoke-free family fliers)

CHILDprofile.org Design, production and 

dissemination + tax/shipping

Writing copy, editing, formatting, designing and producing flier.

Est. for dissemination based on $.03/name for 100,000 name list 

(Potential to repurpose smoke-free families flier)...............................................................$6,989 - $7,225     










        
Mailing

· Contractors

Each contractor receives packet.

      Depends on the weight and size of packages..........................................................................$400
· Clinics/hospitals

Depends on number of clinics and weight and 

size of packages (includes purchase of packaging)..............................................................................................................$1,000 - $4,000
            Total for info pieces/mailing: $13,353 - $16,825
Transit ads

Production and Design of transit ads + tax/shipping

Writing copy, designing and producing qty. of 600 – 

1,200 transit ads (re-purposing AA transit ad).............................................................$5,500 - $11,900

Media buy

(Actual negotiations may include two-for-one or shorter

length of time for media buy)

· Pierce

Quantity: 126

Monthly media buy x 4 months.................................................................................... $5,040 
· King

Quantity: 300

Monthly media buy x 4 months.................................................................................. $13,200
· Thurston

Quantity: 40

Monthly media buy x 4 months.....................................................................................$2,824

· Spokane
Quantity: 45

      Monthly media buy x 4 months.....................................................................................$6,878

· Snohomish
Quantity: 58

Monthly media buy x 4 months.....................................................................................$2,320

· Clark

Quantity: 25

Monthly media buy x 4 months............................................................................... $2,352.96
Design and Production of poster

Re-purposing transit ad into 11 x 17 posters.

Cost for production and resizing (Qty. 500)...............................................................................$1,500
     Total for transit ad/poster: $39,614.96 - $46,014.96

Print Ad

Design Hours and media buy

Changes to make ad print ready.

Amount is dependent on number of pubs and 

specific rates.......................................................................................................................$1,500 - $6,000
Mother’s Day/Valentine’s Day Push

Activities TBD, Op-ed, drop-in article copy 

development, pitching, placement......................................................................................................$3,000
           Total for print ad: $4,500 - $9,000

Online

Pregnant Women page on Quitline.com

Writing copy, creating links to downloadable pages...............................................................$700 - $1,000
     Total from above: $74,567.96 - $101,139.96

Administration and Coordination........................................................................$30,000 - $36,000

Includes strategy meetings, coordination with all 

relevant stakeholders, approval processes, reporting,

evaluation and all other hours associated with producing 

deliverables not outlined above.

         Total Overall: $104,567.96 - $137,139.96
Total Funds Available.......................................................................................................$143,343

Campaign Logo
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