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INTRODUCTION

The CDC’s Office on Smoking and Health (OSH) reports that 
tobacco use remains the leading cause of preventable disease, 
disability, and death in the United States. 

Guided by the South Dakota State Plan, the South Dakota 
Tobacco Control Program has created a number of resources, 
brands, and media campaigns to help South Dakotans live 
tobacco-free, healthier lives. We strive to provide evidence-based 
information, educational materials, and tools that support our 
staff, partners, community leaders, and the general public in 
their day-to-day prevention and cessation advocacy efforts. 

The following plan briefly reviews the history of our brands, 
describes our methodology, outlines our integrated media mix, 
and our strategic approach to addressing barriers and reaching 
priority populations.

TOBACCO CONTROL PROGRAM BRANDS

The overarching goals for the Tobacco Control Program are to reduce tobacco/nicotine use rates and  
reduce tobacco-related disease. To do this, we use a combination of education and ongoing awareness 
building communication tactics delivered via marketing and advertising channels. Branding plays  
a key role in that it allows us to:

• Provide a number of differing education, prevention, and cessation messages

• Maintain visibility with a clear and consistent voice

• Sort and focus messages for specific audiences

• Provide an emotional connection to help encourage behavior change
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VISION, MISSION AND GUIDING PRINCIPLES

OUR VISION
All South Dakotans will enjoy healthy lives free from  
the harms of tobacco.  

OUR MISSION 
Enhance the quality of life for all South Dakotans through  
prevention and reduction of tobacco use and exposure. 

OUR GUIDING PRINCIPLES
Tobacco control is a field dedicated to reducing the harms caused by tobacco use and tobacco exposure. 
Tobacco control is made up of thousands of people who collectively form a pro-health movement.  
This movement is rooted in a set of core values that shape our state’s vision and guide our work. 

• Strive for comprehensive tobacco control. Comprehensive, population-based tobacco  
control programs are designed to reduce disease, disability, and death related to tobacco use.  
Our comprehensive approach optimizes synergy by applying a mix of educational, clinical,  
regulatory, economic, and social strategies as identified in the Center for Disease Control and 
Prevention’s (CDC) Best Practices for Comprehensive Tobacco Control Programs, an evidence- 
based guide to planning and establishing effective tobacco control programs to prevent and  
reduce tobacco use.

• Focus on tobacco-related disparities and attaining health equity. Some populations within 
South Dakota experience a disproportionate health and economic burden from tobacco use, so it  
is necessary to focus on reducing tobacco-related disparities and achieving health equity. Striving  
to achieve health equity is a primary goal, along with preventing tobacco use among youth and  
young adults, promoting quitting of all tobacco products, and eliminating all types of exposure  
to tobacco use.

• Pursue collaboration. We value all opportunities to work together with our national, state, and 
local partners in public health, health care and educational systems, community-based organizations, 
decision-makers, and others to fully consider and discuss ways to support this Plan. Collaboration  
is the cornerstone for increasing success in tobacco control and effective collaboration always 
magnifies the reach of available program funds and resources.

Education
Admin, Staff, Advocates, Coalitions, Partners

Prevention
Youth & Young Adults

Cessation
All Tobacco Products 
& 2ndhand Smoke

Priority population  
& health equity 
Native Americans
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BE TOBACCO FREE
The Be Tobacco Free brand was originally established to support smoke free efforts and laws. When 
smoke free laws were passed, the brand’s focus shifted slightly to support tobacco-free spaces and provide 
secondhand smoke information. Today, Be Free serves as the overarching umbrella for the Tobacco Control 
Program, our partners, coalitions, and community advocates. 

The Be Free website houses:

• Key data

• National and state level resources  
and information

• Policy information

• Funding opportunities

• Events

• Advocacy tools

• An ever-growing media library

Be Tobacco Free Target Audiences

• Tobacco Control Staff

• Administrators

• Partners

• Coalitions

• Community Advocates

Be Tobacco Free Communication Objectives

• Provide educational resources

• Provide key data and statistics

• Identify tobacco-related disparities

• Promote health equity 

• Encourage community involvement  
& collaboration

BEFREESD.COM HOME PAGE

BEFREESD.COM EVENTS PAGE
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SOUTH DAKOTA QUITLINE
The South Dakota QuitLine was established in 2004 and has become South Dakota’s flagship tobacco 
control cessation brand. In 2011 SDQuitLine.com launched with the goal of connecting South Dakotans 
with services to help them quit smoking. The website also provides support for families or friends who  
want to help someone quit, information related to health and financial benefits of quitting, information  
on emerging products and trends, and information for healthcare providers. The QuitLine’s primary  
service offerings include:

• Phone Coaching Service

• Kickstart Kit – Nicotine Replacement Therapy 
(NRT)

• Quit Guide & Self-Help Options 

• Online chat with a coach feature (coming soon)

SD QuitLine Target Audiences

• People 13+ using tobacco products  
(cigarettes, vape, or chew)

• Young Adults (18-34)

• Pregnant & postpartum women

• Native Americans

• People with behavioral health conditions

• People of low socioeconomic status (SES)

• Healthcare Providers

SD QuitLine Communication Objectives

• Increase calls to the QL /encourage enrollment

• Promote cessation (use a coach, order kickstart,  
or DIY)

• Raise awareness & educate related to:

 º Dangers of nicotine addiction  
(commercial tobacco & vape)

 º Dangers of secondhand smoke

 º Dangers of smoking while pregnant

 º Increased risk for low socio-economic  
status population 

 º Risks associated with youth vaping (aimed at parents)

 º How to Cope - stress, depression, anxiety, mental health

SDQUITLINE.COM HOME PAGE



4SOUTH DAKOTA TOBACCO CONTROL PROGRAM COMMUNICATIONS PLAN

BROADCAST TV – SAMPLE FRAMES

SNAPCHAT

FACEBOOK

QuitLine Campaign Samples

YOU
DOcan

it.
quitting tobacco!
KICKSTART

READY TO QUIT but not quite ready to enroll in our phone coaching program?
KICKSTART your Do-It-Yourself quit plan with the NRT Kickstart Kit + Quit Guide or just
the Quit Guide. They’re both FREE and you don’t have to enroll in the QuitLine phone
coaching program to get them. Just go to SDQuitLine.com/kickstart to request
your free Kickstart Kit.

Of course, you can always enroll in our
FREE full service South Dakota QuitLine
phone coaching program anytime. 

Kickstart Kit contains:
• Free Patches, Gum,
   or Lozenges
• Quit Guide

SDQuitLine.com        1.866.SD-QUITS

MAGAZINE AD
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RETHINK TOBACCO
Rethink Tobacco was established as a prevention-oriented brand intended to reach middle and high school 
youth. As the brand became more established and familiar to young people, it has also been adopted and  
is being used by young adults. 

Youth and young adults are a tricky group to reach. They seek out and process information differently than 
other age groups. Today’s young people are tech-savvy, smart, and very social. They insist on having the facts 
and they will compare notes. 

RethinkTobacco.com first launched in 2011 and was redesigned in 2015. The website features state and 
national statistics and facts related to tobacco, vape, chew, and hookah use. It also provides background  
on the tobacco industry’s sneaky tactics used to recruit the next generation of tobacco and nicotine addicts 
and ways for young people to take action in their communities. This site speaks the language of youth and 
young adults. It uses humor, features vivid graphics, and offers evidence-based facts for them to consider 
and share with peers. It’s an effective, not-boring way to communicate serious information with youth 
groups in schools or any other setting.

Rethink Tobacco Target Audiences

• Youth (under 18)

• Young Adults (18-24)

• Educators

• Coalitions

Rethink Tobacco Communication Objectives

• Raise awareness & educate related to:

 º Dangers of nicotine addiction  
(commercial tobacco & vape)

 º Dangers of secondhand smoke

 º Increased risk for priority populations  
that use tobacco

 º Programs (i.e. TATU) and resources (trusted 
sources and counter-marketing materials)

• Increase calls to the QL / encourage enrollment

 º Promote cessation (use a coach, order 
kickstart, or DIY)

 º Use This is Quitting texting service

RETHINKTOBACCO.COM HOME PAGE
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Rethink Tobacco Campaign Samples

SNAPCHAT

FACEBOOK

POSTERS
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FIND YOUR POWER
In South Dakota, the smoking rates among Native Americans are nearly twice as high as other populations 
and they experience higher levels of exposure to secondhand smoke. They also face numerous, overlapping 
challenges when it comes to maintaining their health. Recognizing that Native Americans draw strength 
from their families and culture—which includes traditional tobacco—it’s important to incorporate culturally 
appropriate strategies for prevention and cessation that acknowledge their heritage and encourage them  
to reach out to their communities. The Find Your Power brand was established in 2011 to address these 
issues and to encourage Native people to draw strength from one another.

Find Your Power Target Audiences

• Native Americans in South Dakota

• People living in and around 
reservation counties

• People living in and around 
vulnerable counties

Find Your Power  
Communication Objectives

• Support Lakota culture

 º Promote community 

 º Acknowledge exploitation  
& targeting

• Increase calls to the  
QL /encourage enrollment

• Promote cessation (use a coach,  
order kickstart, or DIY)

• Raise awareness & educate related to:

 º Dangers of nicotine addiction 
(commercial tobacco & vape)

 º Dangers of secondhand smoke 
(protect your children/family)

 º Dangers of smoking  
while pregnant

POSTER
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FACEBOOK CAROUSEL
Traditions

SNAPCHATFACEBOOK

Rethink Tobacco Campaign Samples
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REACHING PRIORITY POPULATIONS

There are a number of barriers that can make reaching South Dakota priority populations difficult.  
Key challenges include:

• Disproportionate tobacco industry marketing efforts

• New and emerging tobacco products & nicotine delivery systems

• Ongoing tobacco-related disparities

Additional challenges related to overall health equity in South Dakota include:

• Limited access to healthcare

• Rural landscape & geographic isolation

• Social needs (housing & food)

• Parenting education & support

These challenges make the marketing of program services and clear communication critical. In order  
to reach South Dakotans with important details about relevant health information and prevention  
and cessation services available to help improve their overall well-being, we must meet them where they  
are on the platforms they use to find information and answers.

To address and overcome these barriers, the South Dakota Tobacco Control Program has developed  
an integrated, cross-platform, audience-focused media strategy.

METHODOLOGY

RESEARCH
In keeping with our ongoing commitment to employ evidence-based strategies, the Tobacco Control 
Program conducts routine primary research and references and compares available secondary research  
from trusted sources including CDC, the Surgeon General, and the National Institutes of Health,  
to name a few. The following types of primary consumer research help guide our communication efforts:

• Focus Groups

• Telephone & online customer surveys

• QuitLine user surveys

• QuitLine 7-month outcome reports

• Coalition briefs

• Priority population briefs

• Website analytics analysis

• Monthly/quarterly social media reports
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MEDIA STRATEGY
The Tobacco Control Program employs a two-pronged media strategy designed to reach both a broad-based 
statewide audience as well as very discrete high-risk populations. Overlapping media and platforms allow 
us to maintain a high level of visibility with ongoing cessation messaging and at the same time, reach very 
specific audiences with precise messaging designed to address specific needs and encourage behavior change. 
Our general approach is as follows:

• Statewide Broadcast TV & Radio

• Statewide television and radio flights pulse for approximately 6-months per year and account  
for approximately 45% of our marketing budget

• Media buys reflect population proportionate scheduling in both South Dakota DMAs  
(Rapid City & Sioux Falls)

• Audiences vary depending on specific message and objective but typically focus on the  
CDC recommended “adults 18-54” demographic

• TV and radio stations are required to adhere to a “buy-one/get-one” arrangement and provide  
value-added spots equal to our paid schedules

BROADCAST TV – SAMPLE FRAMES
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NATIVE AMERICAN RADIO & CAMPAIGNS
In addition to general statewide radio placement, the Tobacco Control Program places regular radio  
flights throughout the state on Native stations. While these stations are not regulated by the FCC,  
they play a critical role in our media mix and in reaching Native populations in their communities.  
These flights correspond with statewide radio in terms of overall message, but are produced using  
native voices and acknowledge specific risk factors, health equity, and/or cultural differences that  
can disproportionately affect cessation efforts. 

Special attention is also given to cultural events such as regional pow wows and the Lakota Nation 
Invitational (LNI) annual sporting event. Native and/or local radio and newspaper campaigns as well as  
geo-targeted social media campaigns run in conjunction with these events to support prevention and 
cessation messaging.

Custom Native audiences have been built to reach this priority population on social media platforms  
using a combination of demographic, special interests, proximity to reservation communities, and overlap 
with vulnerable counties as defined by the South Dakota Department of Health. 

FACEBOOK CAROUSEL

SNAPCHAT

FACEBOOK
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SOCIAL MEDIA 
In 2020 overall, social media promotions accounted for a combined total of 65% of all website visits. 
Individually, social media promotions contributed to over half of all website visits: 

• QuitLine (57%) 
 
 
 
 
 
 
 
 
 
 
 
 

• Rethink Tobacco (64%) 
 
 
 
 
 
 
 
 
 
 

• Find Your Power (79%) 

FACEBOOK CAROUSEL
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Social media promotion accounts for roughly 55% of our marketing budget. In any given month, between 
20-25 social media messages are promoted using a variety of social media advertising platforms. While new 
options continue to be tested, the following platforms are used in the current social media mix:

PLATFORM PROMOTION  
BEGAN BRAND(S)

  Facebook 2011          

 

  Instagram 2011          

  

  
Snapchat 2017          

  

  YouTube 2018          

 

  Google Ads 2018          

  

Connected TV 2020        

MEDIA CAMPAIGN RESOURCE CENTER (MCRC)
In addition to regular statewide TV and radio placement, the Tobacco Control program plans for between 
1-2 MCRC supplemental campaigns per year. TIPS from Former Smokers television spots are routinely  
re-tagged and paid media flights run in conjunction with corresponding paid social media posts. 

To ensure ongoing visibility and to reinforce QuitLine messaging, CDC and MCRC social media posts  
are incorporated into our monthly social media sharing strategies. Posts are tagged to include the QuitLine 
phone number and/or point people to the QuitLine website.

TIPS FROM FORMER SMOKERS 
BROADCAST TV
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INDUSTRY TRADE 
PUBLICATIONS & 
PARENTING MAGAZINES
To reach healthcare providers, 
the Tobacco Control Program 
maintains a presence in a number 
of industry trade publications and 
has created custom social media 
audiences and corresponding 
posts. Messaging is focused on 
reminding healthcare providers  
of the important role they play  
in encouraging cessation, 
referring to QuitLine services, 
and in pointing their patients to 
prevention resources. The current 
media mix includes monthly and 
quarterly publications as budget 
and subject matter allow:

• SD Medicine 

• MED Magazine

• South Dakota Nursing News

• SD Nurse

Custom social media audiences have been created to aim specific 
education and prevention messaging at parents of South Dakota 
children, teens, and young adults. As additional support, the Tobacco 
Control Program also routinely advertises in a variety of parenting 
magazines that are distributed in and around the state’s most  
populated cities and towns.

• Black Hills Parent

• Hood Magazine

A PUBLIC HEALTH MESSAGE FROM

SOUTH DAKOTA DEPARTMENT OF HEALTH

As medical professionals, you already know that tobacco use can be 
a tough habit to kick. And, it can be even harder for your postpartum patients.
         About half of the women who quit smoking during pregnancy relapse in the 
first 6 months after delivery. That’s a big number and that’s why the South Dakota 
QuitLine is offering additional services to pregnant women enrolled in the QuitLine 
phone coaching program.
         When your pregnant patients enroll in the QuitLine phone coaching program          When your pregnant patients enroll in the QuitLine phone coaching program 
they will receive:

• Individualized counseling intended to help them quit and stay quit during 
this exciting and often stressful time

• 4 additional relapse prevention calls which are an extension of the standard
QuitLine phone coaching program services 

• Special incentives – pregnant women who enroll in the program may be 
eligible for gift card incentiveseligible for gift card incentives

Encourage your pregnant patients to enroll in the QuitLine 
phone coaching program by calling 1.866.SD-QUITS or better 
yet, fill out the Referral Form (SDQuitLine.com/providers) 
and fax it to us. 

Together we can help pregnant & postpartum women quit & stay quit.

now available.
Additional services are 

patients.
postpartum

for your
Good news 

A PUBLIC HEALTH MESSAGE FROM THE SOUTH DAKOTA DEPARTMENT OF HEALTH

Healthcare providers play a huge role in helping tobacco users quit. 
 

We know your recommendations and referrals make a difference. 
That’s why we have created some new tools to help keep you up to date.

Check out our new website at SDQuitLine.com for:
• Referral Options
• Training Opportunities
• Webinars
• Cessation Medication Information
• Special Provider FAQ 

We’ve also expanded our services to help make it easier for you to connect your patients to our services.  
Tobacco users can always call the QuitLine to enroll or request a call from us and now they can also:

• Receive a free 2-week Nicotine Replacement Therapy (NRT) Kickstart Kit
• Receive a free Quit Guide in the mail
• Check out our new Do It Yourself Self Help section

Together we can give South Dakotans the support and tools they need to quit using tobacco.

Your referrals make a difference.

We know the coronavirus attacks the lungs. Behaviors that weaken the lungs put people at 
greater risk. Now is the time to strongly encourage your patients who smoke, vape, or chew 
to kick the habit for good.

The QuitLine is fully staffed and ready to help tobacco users find their best quit option and 
guide them every step of the way. Here’s how you can help:

• Make a Direct Referral (EHR, Fax, Call or Online)—it’s easy and an 
immediate way to put our coaches in touch with your patients

• Remind your patients that they are 2X more likely to quit and stay quit 
when they use a quit coach

• If they aren’t quite ready to use a coach, encourage them to order a 
Kickstart Kit and receive up to 4 weeks of NRT medication

• If they have questions, urge them to call 1-866-SD-QUITS

Let’s work together to protect everyone’s health and help South Dakotans quit using all 
tobacco products. For more: 

SDQuitLine.com     •     BeFreeSD.com/COVID     •     covid.sd.gov

1.866.SD-QUITS  SDQuitLine.com

A PUBLIC HEALTH MESSAGE FROM THE SOUTH DAKOTA DEPARTMENT OF HEALTH

It has never 
been MORE 
IMPORTANT  
for            and 

to QUIT.

IN THE WAKE OF THE COVID-19 HEALTH CRISIS

vape
tobacco users

E-cigarettes are now the most commonly used tobacco product among youth in the  
United States. Most products contain nicotine which is especially dangerous to developing brains and 
pregnant women. 

As a healthcare provider, you play an important role. Share these important, and avoidable,  
health risks with your patients:

• Nicotine disrupts the formation of brain circuits that control attention, learning, and susceptibility to addiction.
• Nicotine in ANY form (vape, cigarettes, or chew) is highly addictive.
• Nicotine damages blood vessels, increasing risk for cardiovascular events.
• Kids who vape are 4X more likely to become smokers.
• E-cigarette aerosol can contain heavy metals, toxic chemicals, and cancer-causing agents.
• Vaping weakens the immune system, increasing susceptibility to illness and infection.
• Teens may not realize the level of nicotine they are inhaling. 1 JUUL pod = 20 cigarettes worth of nicotine.

Other steps being taken include: 
• Effective July 1, 2019, e-cigarettes and vaping products are defined as tobacco products and included  

in South Dakota's smoke-free law which prohibits smoking in public buildings and places of employment, 
including restaurants, bars, and casinos/gaming establishments.

• Anyone age 13 and older who is addicted to e-cigarettes can now receive QuitLine coaching and  
free medication to help them quit.

Help us educate all South Dakotans about the serious health risks related to vaping.

1.866.SD-QUITS  SDQuitLine.com

A PUBLIC HEALTH MESSAGE FROM THE SOUTH DAKOTA DEPARTMENT OF HEALTH

  Protect your patients  
           from a lifetime of  nicotine addiction. 

WARNING: E-cigarette use among youth has skyrocketed in the past year 
at a rate of epidemic proportions. — US SURGEON GENERAL
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BE FREE NEWSLETTER
To support advocacy and collaboration, the Tobacco 
Control Program distributes a quarterly digital 
newsletter to keep partners, educators, coalitions,  
and communities informed. The Be Free  
newsletter includes: 

• Updates on tobacco policy & laws

• Events & news

• Funding & educational opportunities

• Key data & recent research

• Resources & advocacy tools

• Campaign efforts & media resources  

REPORTING & RESULTS

To ensure communication objectives are on track and being reached, broadcast media summaries  
are provided for each flight. These reports detail:

• Gross rating points 

• Reach & frequency levels

• Cost per point

• Number of paid spots

• Number of earned media spots

In addition to daily monitoring of each social media post, monthly and quarterly social media reports 
reflect social media activity including:

• Website visits

• Link clicks

• QL call now button clicks

• Audience size 

• Paid reach & frequency

JANUARY – MARCH 2021
DIGITAL MEDIA QUARTERLY REPORT 

3 QUITLINE REQUEST-A-CALL 
FORM SUBMISSIONS

WEBSITE METRICS
RethinkTobacco.com

9,297 WEBSITE VISITS

Primary target audience:
South Dakotans age 18–24 with 
Nicotine Interests (i.e. cigarettes, 
chewing tobacco, vapes, etc.)

3 PAID ADS

YOUTUBE VIDEO AD

75,735 FULL VIEWS

8 SNAP ADS

SNAPCHAT

12,867 SWIPE UPS

The January – March digital media campaign focused on:
• encouraging young tobacco and vape users to enroll in the SD QuitLine,  

order a Kickstart Kit, or use This Is Quitting, a free vaping–cessation texting service
• warning of the connection between nicotine use and increased susceptibility  

to COVID–19 and Type 2 diabetes 
• raising awareness about the effects nicotine use has on youth brain development
• offering tips on how to deal with stress, particularly when quitting tobacco or vape

More promotional budget continued to be allocated to Snapchat in the first quarter of 2021.  
As a result, Snapchat ads accounted for 39% of all website visits. 

All but one of the Facebook/Instagram promotions (#1 Resist Resource) were continuations from  
Q4 of 2020. This is mainly due to assuring effective reach when targeting a relatively large  
audience (all South Dakotans 13–25) with anti–vape messages, and the redistribution of some 
Facebook promotional funds to Snapchat. Even so, Facebook/Instagram promotions accounted  
for 12% of website visits in the 1st quarter, 2021.

The Kickstart Goat was promoted on Facebook, Instagram, and Snapchat throughout the quarter. 
Subsequently, Rethink ads sent 1,069 young South Dakotans to the Kickstart page on SDQuitLine.com 
(up from 764 in Q4). The ever–popular Crush It ad was also promoted via Facebook (most link clicks) 
and Snapchat, and contributed to 3 Request–a–Call form submissions (same as Q4). 

Three posts featured warnings that tobacco/vape use can increase susceptibility to COVID–19. 
Combined, they sent 2,482 young South Dakotans to learn more on the website. Ditch JUUL  
also remained a popular message with 1,700 combined link clicks and Swipe–Ups to learn  
more about the free texting service.

Other Facebook promotions in Q1 included the dangers of spit tobacco, stress management tips, 
and increased risks of type 2 diabetes associated with nicotine use. We also brought the #1 Resist 
Resource animation (pg. 9, post 15) back into the mix to continue building general awareness of  
the website among young South Dakotans.  

Promoted YouTube videos included the A Danger Bigger than You Think, Pound This Into Your Head, 
and Ape in Sheep’s Clothing. Combined, they averaged a Full–View–Rate of 28% (compared to 
0.66% when they ran on Facebook/Instagram). 

15 PROMOTED POSTS

8 ORGANIC POSTS

Primary target audiences:
• South Dakotans, ages 13–35 with Tobacco/Vape Interests
• All South Dakotans ages 13–25

Top performers this quarter MOST LINK CLICKS

FACEBOOK & INSTAGRAM

187,965 
SOUTH DAKOTANS  
saw one or more promoted 
posts an AVERAGE of 

12.30 TIMES

1,069 VISITS TO QL 
KICKSTART FROM RETHINK ADS

205 LINK CLICKS208 LINK CLICKS414 LINK CLICKS

Reminder: Facebook link clicks and 
Snapchat Swipe Ups don’t always result 
in a website visit. Up to 30% may click 
or swipe up on the ad accidentally or 
exit before the website loads. 

6 ORGANIC POSTS2 SHARED POSTS

JANUARY – MARCH 2021  

DIGITAL MEDIA QUARTERLY REPORT 

FIND YOUR POWER DIGITAL MEDIA QUARTERLY REPORT  |  JANUARY – MARCH 2021

1

3 SNAP ADS
SNAPCHAT

2,174  SWIPE UPS

2 PAID ADS

YOUTUBE VIDEO ADS

41,656 FULL VIEWS

Primary target audience:

South Dakotans age 18+ in American Indian Zip Codes

Primary target audience:

South Dakotans in American Indian Zip Codes

1 PAID AD

GOOGLE SEARCH AD

57 AD CLICKS

The January - March digital media campaign focused on:

• reminding South Dakota’s American Indian population of the dangers of tobacco and vape addiction

• encouraging American Indian tobacco and vape users to call the QuitLine or order a Kickstart Kit

• building awareness and promoting use of the new Tribal Tobacco Advocacy Toolkit 

Diverse paid digital promotions accounted for 75% of website visits in the 1st quarter, which 

surpassed 2020 Q4 visits by 18%! For the 2nd straight quarter, Q1 FYP visits were higher than 

all of 2019 combined (4,947 vs. 4,201).

We continued to promote multiple posts from the 4th quarter—three rollover posts from December 

were top performers in the 1st quarter of 2021. The FYP X Marks the Quit Spot post took top honors  

with the most link click
s, including 37 clicks on the Call Now button. The Quit Now–Phone 

Coaching website page received the most visits in Q1 due to the success of two additional posts,  

The Gift and The Path. COVID –19 Attacks the Lungs was promoted on Facebook where it 

received 70 Call Now button clicks, and on Snapchat where it garnered the most Swipe Ups  

for the 2nd quarter in a row! 

YouTube promotions continued as our top choice for delivering Full Video Views with a Full View  

Rate of 40%. The Google Search ad, targeted specifically to residents of reservation counties  

actively searching for ways to quit, held a 0.84% Click–Through–Rate, nearly triple what we see  

on Facebook promotions.

WEBSITE METRICS

FindYourPowerSD.com

4,947 WEBSITE VISITS

6 QUITLINE REQUEST-A-CALL 

FORM SUBMISSIONS*

19 PROMOTED POSTS

5 ORGANIC POSTS

4 SHARED POSTSFACEBOOK & INSTAGRAM

191,697 
SOUTH DAKOTANS  

saw one or more promoted 

posts an AVERAGE of 

15.48 TIMES

110 CALL NOW button clicks

425 LINK CLICKS 342 LINK CLICKS
307 LINK CLICKS

Primary target audiences:

• South Dakotans with Lakota Interests

• South Dakotans living within American Indian Zip Codes

Top performers this quarter MOST LINK CLICKS

Reminder: Facebook link clicks and 

Snapchat Swipe Ups don’t always result 

in a website visit. Up to 30% may click 

or swipe up on the ad accidentally or 

exit before the website loads.  

APRIL 2021 
DIGITAL MEDIA MONTHLY REPORT 

SOUTH DAKOTA QUITLINE DIGITAL MEDIA MONTHLY REPORT  | APRIL 20211

15 PROMOTED POSTS

1 ORGANIC POST

17 SHARED POSTS

Primary target audiences:
• South Dakotans with Tobacco and Vape Interests
• South Dakotans living in High Tobacco Use Counties
• Parents of South Dakota Teens and Young Adults

Top performers this month MOST LINK CLICKS

FACEBOOK & INSTAGRAM

153,229 
SOUTH DAKOTANS saw  
one or more promoted posts  
an AVERAGE of 

7.58 TIMES

73  CALL NOW button clicks

596* Total Calls to the QuitLine

89 LINK CLICKS 62 LINK CLICKS138 LINK CLICKS

Reminder: Facebook link clicks and 
Snapchat Swipe Ups don’t always result in 
a website visit. Up to 30% of people may 
click or swipe up on the ad accidentally or 
exit before the website loads. 

The April digital media campaign focused on: 
• prompting tobacco/vape users to call the QuitLine or order a Kickstart Kit
• offering how–to tips on coping and quitting to South Dakotans and their friends/family
• sharing tobacco and vape quit stories from South Dakotans 
• encouraging South Dakota parents to talk with their kids about the dangers of vape

April website visits to SDQuitLine.com surpassed previous year levels for the 14th straight 
month! Overall, SD QuitLine’s digital media mix accounted for 90% of April’s website traffic.

Dip’n Ain’t Quit’n continued promotion from March and once again received the most link  
clicks for the month. X Marks the Quit Spot and 5 Tips – Fishing were the 2nd and 3rd most 
clicked on Facebook promotions, respectively. The new Talk To Your Kids About Vape post  
began promotion the 3rd week of the month and sent 39 SD parents of teens and young  
adults to e-cigarette content on the website to learn more.

Facebook, Snapchat, and YouTube promotions kept the Kickstart web page as the 2nd most 
visited and contributed to 73 Kickstart kit requests in April.   

Snapchat once again brought in the most website visits in April (42%) and continued the trend  
of increased percentage of visits from younger South Dakotans to the website. YouTube continued  
to see excellent Full View Rates. Additionally, Click–Through–Rates for Google Search were nearly 
3x higher than industry standards.

WEBSITE METRICS
SDQuitLine.com

*Metrics taken from the QuitLine Reporting Portal.

2,645 WEBSITE VISITS

38 QUITLINE REQUEST-A-CALL 
FORM SUBMISSIONS*

73 KICKSTART KIT REQUESTS*

SNAPCHAT

5 SNAP ADS

2,696 SWIPE UPS

Primary target audience:
South Dakota QuitLine Twitter account followers

1 ORGANIC TWEET

TWITTER

81  TWEET VIEWS

17 PARTNER RETWEETSPrimary target audience:
South Dakotans age 18+ with Tobacco 
and Vape Interests (i.e. cigarettes, chewing 
tobacco, etc.)

YOUTUBE VIDEO ADS

4 PAID ADS

24,455 FULL VIEWS
Primary target audience:  
South Dakotans searching Google for 
keywords relating to tobacco cessation  
(i.e. “how to quit smoking”)

1 PAID AD

GOOGLE SEARCH AD

443 AD CLICKS

*Metrics taken from the QuitLine Reporting Portal.

Peak the peaks, raise the valleys. 

All Time     HIGH!

South Dakota QuitLine

?

JANUARY 2021

}

    There may not be a “cool” part  
every month worth extra mention.

* 

Note: We’ve created this special page  
to highlight some of the outstanding,  

extraordinary, touching, funny or otherwise 

cool things in the report that we  
want to make sure you don’t miss.*  

WHAT’S
THE COOL  PART

Traditionally, January has been QuitLine’s highest web traffic month,  

and July one of the lowest. But this new media mix has kicked the whole  

game up a notch. Note that July 2020 was higher than January 2020, and  

this year’s January sets a NEW all time high!

NEW media mix brings WEBSITE TRAFFIC to NEW HEIGHTS! 33%
 Facebook/Instagram24%

 Snapchat
23% Google Search9% Streaming Services & YouTube11% DirectJANUARY

JULY

1,509

2,764

‘19
‘20

2,758

‘20
‘21

4,045
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The Tobacco Control Program engages a combination of staff, partners, and stakeholders in a thoughtful 
and ongoing planning process. Each year, the communication objectives and marketing plan are reviewed  
to ensure it aligns with CDC and State Plan goals and objectives. We use these planning and review sessions 
to assess where progress was made as well as where improvement is needed for the upcoming year. An 
Annual QuitLine planning meeting is also held to review service offerings, successes, and opportunities  
for upgrades and expansion. This routine review and collaborative process contributes to the high success 
rates for the program overall as evidenced by the South Dakota QuitLine’s consistently high rankings  
as reported by the North American QuitLine Consortium.

Top States for Key Quitline Metrics in FY20
Spending per 

smoker
Treatment 

reach
smokers

Quit rate for 
conventional 

tobacco

Quit rate for 
conventional 

tobacco + 
ENDS

South Dakota Oklahoma Indiana Indiana

Maine South Dakota Montana Montana

Delaware Vermont South Dakota South Carolina*

Wyoming Colorado South Carolina South Dakota*

North Dakota New Mexico Nebraska Nebraska

* South Carolina and South Dakota had identical quit rates
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COMMUNICATIONS CALENDAR

Education, prevention, and cessation efforts are ongoing throughout the year. Multiple media channels  
are used to provide QuitLine awareness and cessation messaging to a general statewide mass media 
audience. Prevention, cessation, and priority population messaging is delivered to specific audiences  
via a combination of social media platforms, print materials, magazine, and geotargeted radio flights. 

Special attention is also given to reaching healthcare professionals via industry trade publications. 
Additionally, the Tobacco Control Program meets regularly with our marketing/advertising and service 
contractors to ensure communication goals are being met. We also provide ongoing communication, 
collaborative events, technical support, and online resources to our partners in health, coalitions,  
and community leaders. 

CAMPAIGN 
MESSAGING

JUN 
21

JUL  
21

AUG 
21

SEP 
21

OCT 
21

NOV 
21

DEC 
21

JAN 
22

FEB 
22

MAR 
22

APR 
22

MAY 
22
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Radio & TV

FYP: LNI, 
NP, Mag & 
Radio 

FYP Winter 
Campaign

QL: NEW 
TV QL New TV
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Extended 
Services
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Extended Services 
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Summer 
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Stock Show

Summer Rodeo
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QL, RTH & 
FYP: Social 
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Social Media: All Brands


