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Fresh and Balance

ÅFresh and Balance ï one joint programme dedicated to reducing the harm 

from tobacco and alcohol in the North East 

ÅCore strategic aim ï to work at population level for a societal shift around 
tobacco and alcohol use and the industries profiting from them 

ÅWe highlight the impact of tobacco and alcohol to our region, the action 
needed to reduce harm, and support people in our communities to quit 
smoking and reduce their drinking
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Tobacco harms

Å Tobacco kills 2 in 3 lifelong smokers ï most start as teenagers 

and regret starting 

Å Our biggest cause of cancer with lung cancers still rising 

among women 

Å 8m deaths in England since the 1970s ï 125,000 in the NE since 

the year 2000

Å ñIron chainò with poverty: 4 in 10 households with a smoker live 

in poverty in the North East

Å Smokers die around 10 years younger than non-smokers.

Å Around 3 in 10 people who smoke in the UK have a mental 

health condition

Å A cost of £21.8bn to England and £2.35bn to the NE
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Alcohol harms

Å 200 medical conditions - a Group 1 carcinogen causing 7 

types of cancer including bowel, breast, mouth and throat 

Å The leading risk factor for death, ill-health and disability 

amongst 15-49-year-olds 

Å Liver disease only major disease where deaths increasing 

Å Alcohol deaths are at record levels ï highest rates in NE 

Å 980,000 hospital admissions in England a year (NHS 

Statistics on Alcohol, England 2021 ï broad measure) 

Å People in the most deprived households are more than 

twice as likely to die from alcohol 

Å A cost of £27.4bn to England and £1.5bn to the NE



Commercially driven



Countermeasures



Cornerstones

ÅCampaigns and media are cornerstones of our programme ï creating or trying to reverse social 

norms 

ÅRaising awareness of the risks and signposting advice and support

ÅApplying evidence and audience insights, use qual and quant research to test motivation, 

opportunities, barriers, language and imagery ï ñwhat worksò

ÅHarnessing the media to reach as many people as possible, while understanding a more 

fragmented media landscape & how to best target our key groups 

ÅNews, PR and social ï keeping issues in the media & public eye all year round

ÅReflecting the stories of people in North East communities in a way that engages and empowers



Challenges and insights



Tobacco vs alcohol - anathema vs acceptance

Tobacco

Addictive product  P

Harmful to health/ causes 16 cancers P

Risks to unborn babies P

Industrial epidemic for profit P

Effective regulation P

Industry seen as part of the solution ×

Warning labels P

ñResponsible smokingò ×

Marketing restrictions P

Wide knowledge of health risks P

Alcohol

Addictive product  P

Harmful to health/ causes 7 cancers P

Risks to unborn babiesP

Industrial epidemic for profit P

Effective regulation ×

Industry seen as part of the solution P

Warning labels ×

ñResponsible drinkingò P

Marketing restrictions ×

Wide knowledge of health risks × 



Mixing messages



Insights - summary

Tobacco
ÅNearly half of NE smokers really want to stop ï cutting 

down and ñlighter smokingò are common strategies for 

people who arenôt yet ready to stop

ÅñCoping with stressò is the biggest reason given for 
smoking ï for 8/10 who smoke

Å6/10 concerned with health risks ï increases with age

ÅMost people know smoking is ñbad for youò ï but most 

under-estimate the range of diseases and scale of risk

ÅAge ï a perceived window of safety for younger 

smokers, for older smokers a pessimism from previous 

failed quits and fatalism it is ñtoo lateò

ÅStrong interest in effective ways to quit - but little 

planning or preparation goes into a quit attempt

Alcohol
Å54% in the NE are drinking above CMO guidelines 

Å8/10 people see alcohol as a problem regionally and 

nationally ï less so ñtheirò problem

Å1 in 3 believe only heavy drinkers are at risk from 

illness - 90% believe they ñdrink responsiblyò 

ÅHigher risk drinkers more likely to be male / aged 55-64 

ï concern levels appear to decrease with age

ÅHealth concerns, fitness and weight loss are primary 

motivations to cut down 

ÅMany smokers say they smoke more when drinking

ÅFewer higher risk drinkers (24%) than in 2022 (29%)

ÅMore non-drinkers (15%) and more (62%) taking steps 

to try to manage consumption

Sources: Tobacco: Segmentation of 1300 adult smokers NE, Review of Insight for regions and DH

Alcohol: Balance ñPublic Perceptionsò research of 900 adults,  national Alcohol Toolkit study



Summary of campaigns - evidence

ÅAn important part of efforts to help reduce adult and youth smoking 

ÅReach and intensity are key ï a ñspringò effect

ÅTV is (still) the best channel to reach largest numbers of people ï other channels like catch-up 

TV, radio and digital becoming more important 

ÅTV also carries the most believability, credibility and cut through 

ÅStrongest evidence for tobacco are campaigns focusing graphically and emotionally on negative 

consequences ï particularly necessary for higher dependency smokers. ñLikeabilityò is not 

always the same as effectiveness

ÅSimple facts and graphic/ emotive messages effective for people with lower levels of health 

literacy

ÅCampaigns also reinforce motivation to keep going ï a reminder of why people took action in 

the first place 

ÅReal stories are powerful and can help counter some of the denial from facts alone

ÅNews and social media ï raise importance of the issues and support for action on causes of ill 

health

ÅPerform best when there is less competition from industry marketing



Changing the culture

Marketing and communications have been about

 widespread culture change

Challenging fatalism about smoking being ñtoo 

entrenchedò has been part of this process

From ñBykerò - Sirkka-Liisa Konttinen



In practice:

Our most recent 

campaigns



Smoking Survivors

Testing of campaign routes in 2023 led to our ongoing            

Smoking Survivors campaign:

ÅWe scoped out the evidence for real story campaigns 

globally, and engagement with our PR and social output

ÅCreated films with real North East people affected by 

smoking, their families & health professionals 

ÅThe harm: impact of smoking of smoking on life, health, 

family and finances

ÅThe hope: despite this a vision of ñtaking life backò 

smokefree ï it can be done

ÅñMake a Fresh quitò - a positive call to action linking to our 

regional quitting hub at FreshQuit.co.uk

FreshQuit.co.uk


Tactics

ÅMass media approach using emotional engagement offered 

by TV ï also high profile radio, outdoor and digital

ÅSix phases now ï next phase from Dec 27 

ÅTargetting communities / households / shows to our 

audiences

ÅPromoted content on Facebook including medics

ÅResources and toolkits for partners signposting local 

support and key ñhooksò such as New Year & Stoptober 

ÅPR with national/ regional coverage focusing on real stories

ÅSue / Cathy/ Debbie/ Sadie have become champions 

campaigning for a ñSmokefree Futureò ï supporting moves 

in Parliament to raise the age of sale 





NE *
Å73% (NE)  saw or heard the campaign 

Å71% said it made them wish they didnôt smoke 
Å61% were more motivated by the benefits of quitting 

Å46% who saw it took an action towards quitting

ÅStrong empathy and engagement across social media

DHSC (used nationally on TV in March and May)

Å57% recall nationally by smokers ï exceptional ñcut throughò

ÅMade people ñfeelò as well as think 
Å76% said ad increased their sense of urgency to quit ï nearly twice as 

likely to feel this 

* 770 interviews, face to face, smoking consumption weighted to average

Evaluation NE and national



Balance ñAlcohol is Toxicò campaign



Balance ñAlcohol is Toxicò campaign



Alcohol - the information gap

Alcohol classified as a carcinogen by the International 

Agency for Research into Cancer -  ñconclusively 

demonstrated to contribute to the development of 

cancers of the mouth, throat, oesophagus, breast, liver 

and bowelò 

Tobacco Alcohol

CMO 

guidelines 

2018 

1954

1964

1988



ÅApplying lessons from tobacco campaigns

ÅEvidence from Global Drugs Study (2018) tested alcohol 

warning labels and found ñreducing cancer riskò was the most 

effective at raising motivation to cut down

ÅTV ad showing risks of alcohol as a cause of cancer through 

the ñjourney of alcoholò through body - supported by Cancer 

Research UK

ÅCreative testing pointed us towards most effective language, 

imagery and phrases ï toxic, carcinogen and new news 

around cell mutation and types of cancer 

ÅCurrently running 4th phase to tie in with deluge of pre-Xmas 

and New Year alcohol advertising

Alcohol is Toxic





Evaluation (787 interviews)

Å38% of NE adults recalled ñAlcohol is Toxicò
Å82% said it was important to have campaigns like these 

Å74% who said it made them more aware of the risks related to alcohol 

Å30% cut down how often they drink, 22% cut down on how much they drink 

ÅHigher concern levels and actions taken among increasing and higher risk 

drinkers

ÅThose aware of cancer risk are:

ÅMore likely to take an extended period off alcohol, eg Dry January

ÅMore supportive of policy interventions

ÅDemand for information ï 105,000 visits to Reduce my Risk support platform 

since Nov 2023 

ÅHospital healthcare professionals said the message had raised profile of alcohol 

Best commercial ï RTS 

Awards NE/ Borders



Conclusions

ÅCampaigns are not magic wands ï they work 

alongside other measures 

ÅRaising awareness of risks is an important part of the 

journey ï hope and practical advice also important

ÅDonôt always expect people to like you ï campaigns 

are not about creating likes but thoughts and actions

ÅCampaigns not just about individual behaviour ï they 

frame issue as important, build policy support, engage 

health professionals 

ÅAnd are a counter to industry marketing
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