( Oklahoma Tobacco Helpline The Oklahoma Tobacco Helpline is a FREE tobacco
cessation service that offers coaching, text and email

1 800 support and free patches, gum or lozenges. The

Helpline is available 24/7 to all Oklahomans 13 and

\1:800-784-8669| OKhelpline.com older and provides resources for quitting cigarettes,
smokeless tobacco and e-cigarettes. OTH is funded
by TSET and partners with OHCA, which offers

FY25 Brand additional benefits to SoonerCare members. Health
Communication plays a key role in promoting the
Performance Report Helpline services through paid media, owned media,
partnerships and sponsorships.
Marketing Funnel Performance Overview

People who are People who are 27, 934*

Bl T L e e Total Confirmed Registrations

N s | 89,403

Apphcatlon

CONVERSION

Sign-Up Initiations

+12% YoY

9.92%

Sign-Up Initiation Rate
The OTH Marketing Funnel acknowledges the stages -14% YoY
of quitting and that there may be tobacco users who
are motivated and ready to quit and others who still
need motivation. Awareness of the Helpline among

the target audience is high, but awareness of specific 493 524 567
services and benefits the Helpline offers continues to g '.
be an effective message to get registrants to the Total Impressions

Helpline. FY25 focused on each stage of the funnel to Traditional + Digital + Social + Organic
increase successful quit attempts and abstinence rates.

*Note: These numbers are unaudited.
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BRAND OVERVIEW

Primary

Current OK Tobacco Users, 25-64
+ Tend to skew lower SES
Income: $50,000 or below
Education: no high school degree,
GED, high school degree, some college

Secondary

Loved Ones Past Tobacco Health Care
Of Tobacco Users Trying Providers &
Users To Stay Quit Employers

=
=
Generate 23,000 total Helpline
registrations in FY25.
- Final total FY25 registrations: 27,934* ;;:; :,',,‘,’ -

v 0 ,
W l///r',l’
Il/

Increase awareness among Oklahomans that
smoking causes diabetes from 15% to
18% in FY25.

Maintain the percentage of Oklahomans who say they are
favorable of the Oklahoma Tobacco Helpline
between 58% & 65% in FY25.

- 2025 TSET Brand CHS & Associates Survey: 56%

Reduce tobacco prevalence in Oklahoma to 11.5% by 2026.
(Oklahoma Tobacco State Plan)

*Note: These numbers are unaudited. This number may change once we have the final Annual Report from OUHSC.
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BRAND OVERVIEW

Priority Population Objectives
Male

Maintain the OTH treatment
reach of males at 2.0% in FY25.

Health Care Providers

4 Increase the number of referrals from
health care professionals and health

~ Increase the treatment reach of
W\\ | systems across the state to 14,500 in FY25.

smokeless tobacco users to

' : 1.5% in FY25.
Increase orders of promotional materials

among health care professionals across
all 77 counties in Oklahoma.

Native American

Increase the OTH treatment
reach of Native Americans to

Pregnancy / Pre-Conception 3.0% in FY25.

Register 200 women who are pregnant and
150 who are planning pregnancy in FY25. 18-24
Increase the number of OTH
registrants who are 18 -

24 years old to 1,800 in FY25.

Partnerships

6%% = Southern Plains Tribal Health Board

s ‘(? Co-tagged creative assets ran to increase utilization of the Helpline among the
SOUTHERN PLAINS

SOUTHERNPLANS  state’s American Indian/Native American population.

SoonerCare through Oklahoma Health Care Authority

SOO ne rcare) Continued partnership to promote the Helpline statewide, to health care providers
and to SoonerCare members. The Helpline provided content to OHCA, which sent
out a newsletter publication to health care providers and others encouraging them
to use and refer their patients to the Helpline.

MY QUIT. My Life, My Quit (MLMQ)

MLMQ is an evidence-based cessation program that offers free live text support,
Brought to you by TSET ~ web chat and phone coaching designed specifically for teens 13-17 years old.
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BRAND OVERVIEW

Partnerships

Tulsa Oilers

* Dasherboards at BOK Center, Qilers Ice Center and WeStreet Ice Center (new in FY25)
* OTH x Oilers Social - Assist of the Game

* OTH spots during breaks

OKC Warriors

* Dasherboard at Blazers Ice Centre

* OTH spots during breaks

+ Backdrop for players/coaches during interviews

Cowboys of Color

* Two banners in arena

» :60 radio ads (150) and :10 live liners (100) on KVSP, and KRMP both in OKC

* OTH listed in the "Bronze Sponsor" section in 5 full-page color ads in The Black
Chronicle newspaper

+ Oklahoma Municipal League Conference September 9-12, OKC i ;’@
+ Oklahoma Dental Hygienists Annual Session September 13-14, Tulsa I e - B g
+ Association of Oklahoma Nurse Practitioners September 23-25, OKC
+ Oklahoma Nurses Association September 25-26, Tulsa

Oklahoma Academy of Physicians Assistants October 2-4, OKC

Rural Health Conference October 2-5, Norman

Oklahoma Public Health Association November 8-9, Broken Arrow
Oklahoma Physiological Association Conference November 8-9, OKC
Oklahoma Dental Association Annual Meeting April 11-13, OKC
Oklahoma Osteopathic Association April 18-21, OKC

Tribal Public Health Conference April 1-2, Durant

Children’s Behavioral Health Conference May 13-15, Norman
FFA State Convention May 6-7, Tulsa

* Healthy Schools Oklahoma July 17, Bethany Children's Center

* School Nurse Organization of Oklahoma July 24-25, Warr Acres
+ Asthma Awareness Day May 3, OKC Zoo

* OPHA Public Health Policy Day April 15, State Capitol

+ Diabetes Day April 29, State Capitol
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FY25 PERFORMANCE OVERVIEW

Overall Helpline Registrations

35,000

30,000 57 934+

25,000
20,000
15,000
10,000

5,000

FY25 FY24 FY23 FY22 FY21 FY20 FY19

*Note: These
numbers are
unaudited.

o

FY25 Web vs Phone Registrations*
2,500

2,000 Web

Registrations

Phone
Registrations

1,000 Phone Total:
10,877
50 Web Total:
14,889

July Aug Sept Oct Nov  Dec Jan Feb Mar  Apr May  June
2024 2024 2024 2024 2024 2024 2025 2025 2025 2025 2025 2025

1,500

o

*Note: These numbers are unaudited.
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OWNED CHANNELS

Website Overview

Oklahoma Tobacco Helpline

1800 [TLLT

901,264 663,222 02:18

c . . Q
Sessions Total Users Avg. Session Duration —

+15% YoY +9% YoY +18% YoY FREE Patches,
Gum Or Lozenges.

All plans include a supply of NRT. It's
the best way start your tobacco-free
journey.

Goal Completions by Age & Gender Goal Completions by Geo
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SEO/Organic Traffic

2,469,923 6,660 40,227

Organic Impressions Organic Goal Completions Organic Sessions

-2% YoY +38% YoY +42% YoY

30,514

Get 8 Weeks Of FREE I Q . . .
Organic Pages per Session Organic Clicks

Patches, Gum Or
+9% YoY -32% YoY

Build A FREE Custom Plan That Works For You

patches, Gum e ' 98/ 1 00

Website Health Score
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OWNED CHANNELS

Organic Social Content

146,814

Total Impressions Positive Themes

+4% YoY

. Sharing the benefits of
being quit

. Sharing their quit dates

. Sharing how the Helpline
helped them quit

85%

1 6 ’ 8 7 0 Positive/Neutral

Total Followers

Positive/Neutral

Negative Themes

+9% YoY . . P
High Performing Post Dissatisfaction with the
Helpline's services
f 14,749 . Pro-tobacco people
sharing their thoughts on
4 Denise Kaye .
=" It works if you work it. Tqb_acco free since Sept 202_3. Much credit to the NR_Ts and to SmOkI ng
941 :;e;i(r:r:):srfselors at the quitline. Couldn't have done it without you. | know. | tried a LOT . People saying they i ”

continue to use tobacco

Bobby Clyde Womack
Two years ago | didn’t think | was but with the lozenges they made it possible thank

n 1 1 80 you Quit now it is possible and worth it
I

YouTube Performance

3,499,852 1,180 01:02

Total Video Views Subscribers Avg. Watch Time

+22% YoY +4% YoY -3% YoY

Views Include Paid + Organic

Top Performing Videos
Paid + Organic

Cut back on nicotine

— =

as you QUIT TOBACCO.

Quit Tobacco With Brian Testimonial - Get the The Helpline Can Help You Be
The Helpline Support You Need to Quit Tobacco Free
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PAID MEDIA

Traditional Media

297,940,945

Outdoor
Impressions

1,838,128 4.y 1,751,865

1,194,000
" 0P

Sports TV/Cable
Impressions

Print
Impressions

Sponsorship
Impressions

39,925,000

Radio
Impressions

9,054,025

Cable
Impressions

73,898,000

Broadcast TV
Impressions

Total Traditional Impressions
PAID + ADDED VALUE

425,601,963
134,511,528

$1,224,368

Estimated Added Value Impressions Estimated Total Added Value

Traditional Flights

July August September October November December
1 8 (15(22| 29| 5 (1219 26| 2 | 9 |16 23|30 | 7 (14| 21| 28| 4 [11|18| 25| 2 | 9 | 16| 23
January February March April May June
30| 6 (13|20 27| 3 |10 |17 | 24| 3 |10 17|24 |31| 7 |14| 21| 28| 5 (12|19 26| 2 | 9 | 16| 23
Traffic
TV/Cable: Sports:
LTO Stop Motion
OKC Tulsa

Benefits Stop Motion

Lamikha Testimonial — Reasons OU/Tennessee —9/21 OU/Temple - 8/30
Brian Testimonial — Reasons OSU/Utah — 9/21 OSU/TUL -9/14
Lamikha Testimonial — Benefits OU/TX = 10/12 OU/Tennessee — 9/21
Brian Testimonial — Benefits OSU/CO = 11/29 OSU/Utah — 9/21

OU/TX -10/12
OSU/AZ State — 11/2
OSuU/ CO -11/29

Radio:
LTO Male / Female

Sherman/Ada
OU/TX -10/12

Benefits Male / Female

Lamikha Testimonial —

Brian Testimonial —

Lamikha Testimonial —

Brian Testimonial —

Reasons
Reasons
Benefits
Benefits

Big 12 Championship — 12/7



PAID MEDIA

Paid Digital Overview

65,305,867 76,074 10,203

Paid Digital/Social Impressions Total Sign-Up Initiations Confirmed Registrations*
+4% YoY +13% YoY

*Meta & Google Ads Platforms Only

Paid Digital Objectives

Generate 650 health care provider

Generate 46,000 sign-up initiations material order initiations across paid
across paid digital and social tactics. social and digital tactics.
76,074 Sign-Up Initiations 3,210 Material Order Initiations
Objective Objective
Generate 1,000 engaged users across Maintain an engagement rate of 8% across
Stay Quit paid social tactics. Stay Quit social tactics.
1 1
4,008 Engaged Users 31.24% Engagement Rate
Objelctive Objelctive
Generate 400 engaged users across Generate 355,000 video views across diabetes
diabetes paid social and digital tactics. paid digital and social tactics.
2,290 Engaged Users 156,936 Video Views
Objective Objective
Sign-Up Initiations by Quarter Confirmed Registrations by Quarter
76,074 2.841
80,000 3,000 5755
2,296
S0 55,953 | 2,500 2170 —
46,000 2,000 — I
40,000 TREE
1500 —— —
7J0Y0 0 S — | B
8,004 1000 — |
500 — —
Q1 Q2 ok! Q4
Sign-Up Initiations ==l==Objective
Q1 Q2 Q3 Q4
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PAID MEDIA

Digital Campaign Highlights

Reasons to Quit
9/30-10/27 112/16 - 1/1214/28 - 5/25

This campaign continued to utilize testimonial and Hard to Remember

creative and messaging to encourage Oklahomans to quit tobacco based on o et
family, health and financial factors. Diabetes messaging was also included but o | ) o
| OKLAHOMA TOBACCO HELPLINE. {

was split into separate campaigns and budgets, which generated 163% more
sign-up initiations at a slightly higher cost year-over-year.

376 7,757 $12.63

Total Confirmed Sign-Up Initiations Avg. Cost per Sign-Up

Registrations . Initiation
Benchmark - $30.00

Helpline Benefits + Seasonal Benefits

8/5-9/1110/14-11/17112/2-12/22112/30 - 2/2
3/17 - 4/1315/5 - 6/8

The Helpline Benefits and Seasonal Benefits campaigns were the largest ree Patches G
producer of sign-up initiations and confirmed registrations in FY25. Over- or Lozenges
the-Top Video was added to Helpline Benefits to generate high-level
awareness. An incrementality study was conducted during each flight,
which concluded that our audience exposed to the creative and messaging
was more than 3X more likely to sign up than those who were not exposed.

2,480 20,485 $15.91

Total Confirmed Sign-Up Initiations Avg. Cost per Sign-Up

Registrations Pr— Initiation
Benchmark = $26

Limited-Time Offer
9/1-9/3012/1-2/28

New stop motion creative was incorporated across all tactics during both the
September and February flights of the Limited-Time Offer campaign. Tactic
optimizations were made between each flight to run Performance Max in
place of Demand Gen, which generated a 70% lower cost per sign-up
initiation. This adjustment also proved successful in achieving the benchmark.

774 7,743 $6.42

Unlock Your FREE Supply

Total Confirmed Sign-Up Initiations Avg. Cost per Sign-Up 008 s o

Registrations o Initiation
Benchmark = $8.50
v . . .
\fw marketing and branding




PAID MEDIA

Digital Campaign Highlights

Stay Quit

11/18 -12/1513/3 -4/6

Website Click Ads and Promoted Posts were utilized across Facebook and /

Instagram to encourage those who have quit tobacco to stay quit. Seasonal = Eo

and resource-driven creative and messaging generated an 11% increase in i UR"
o - . K _sAvoRiTE s

engaged user rate and a 38% increase in engagement rate year-over-year. P< G seEn

41,582 4,008 48.63%

Post Engagements Engaged Users Engaged User Rate 00% 14 s13commans &7 shars
Benchmark = 35%

SoonerCare
12/16 = 1/1911/20-2/1612/21-3/1613/10-4/1314/14 - 5/11

The SoonerCare campaigns included Members, Pregnancy and

Health Care Providers. While the Members and Pregnancy campaigns
were optimized toward sign-up initiations, the Health Care Providers ".
campaign worked to generate material order initiations. Existing
creative was utilized, but optimizations made in platform garnered an -

P P g "B TSET SoonerCare®

almost 400% increase in material order initiations compared to FY24. oA

Mo 0w o m@m ¥ E O I

508 10,876 $12.38

Confirmed Sign-Up Initiations Avg. Cost per Sign-Up

Registrations Initiation
Benchmark = $30

Priority Populations

10/28 - 6/1

The Priority Population campaigns in FY25 included Male, 18-24 and Native
American. These campaigns generated almost 10,000 sign-up initiations,
which turned into almost 1,000 confirmed registrations. Each campaign
utilized specific creative and targeting tailored to each audience. Most
notably, the 18-24 campaign utilized updated creative and generated the
lowest cost per sign-up initiation at $11.90.

839 9,725 $13.43 S

W TSET

Confirmed Sign-Up Initiations Avg. Cost per Sign-Up p—
Registrations Initiation Ll
Benchmark = $32.00 o5
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PAID MEDIA

Paid Search

1,076,774 19,488 3.89% $14.68

Total Impressions Total Sign-Up Initiations Overall CTR Cost per Sign-Up Initiation

+195% YoY +1% YoY -74% YoY +5% YoY

By bidding on specific keywords, paid Top Performing Search Terms
search campaigns across Google and Bing _ _

search engines allowed us to reach a I quit smoking oklahoma
relevant audience looking for the I 1800 quit now
Oklahoma Tobacco Helpline or for more I free nicotine patch
information about how to quit tobacco. | nicotine gum

' how to quit vaping

09:48 2\

Sponsored results

® ® G okhepiine-GoogleSearch X +

m OK Helpline

< G % googk =ec051 i DBUIKICDWVUPRXOnlbw%3AT https://www.okhelpline.com

Google okhelpine x ¢ /M Free Patches, Gum or Lozenges | Scared

of quitting? Don't be

Sponsored
@ Oklahoma Tobacco Helpline
https://okhelpline.com H

With nicotine replacement therapy, quitting is easier than
Quit Smoking For FREE With The Oklahoma Tobacco Helpline ...

“It el like | was talking to  friend. It was a very easy experience.” Find FREE services that work for you
with the Oklahoma Tobacco Helpline. Find FREE

ever. Get patched up for Free! We offer coaching call(s),
web coaching & a free supply of patches, gum, or...

People also ask : How It Works

Get To Know How Quitting Tobacco Works.

What is the 211 helpline in Oklahoma? v

What does 1-800 quit now do for you? v
Patches, Gum & Lozenges >

What number can | call to quit smoking? v .
« 9 All members can receive a supply of free NRT.

Explore your options.

What is the 1800 quit now in Oklahoma? v

Free Nicotine Replacements

s Oklahoma.gov
™% https://okiahoma.gov  ..» Members/Applicants ~ §

Tobacco Cessation - Individuals - Oklahoma.gov

SoonerCare and Tobacco i benefits to help you with your
attempt to quit tobacco.

Get Help to Quit Smoking

© quitassist.com
https://www.quitassist.com » quit » smoking

5 Keys For Quitting Smoking - Tips For

Quitting Success

Get connected to expert quitting information on smoking
from public health authorities.

5 Keys for Quitting

Q how to quit smoking — Private



STRESSED?

P NICOTINE MAKES
Quitting tobacco IT WORSE
is hard. : :

Find tobacco-free ways to cope with stress —

We can help. and FREE quit services — at OKhelpline.com.
Call 1-800-QUIT NOW

CALI

1—800-QUII'I: Now READ:E()(:TMIN | OKherpIIsI::e.com Text READY to 34191 ﬂ QuIT Now

Visit OKhelpline.com

o TOBACCO Wi TSET
180 STOPSWITH e

W TSET | wsanas RAVings ,

Thinking about YoU,RE o TOlcy
UGHeg

quitting tobacco? .
ne osccoepine oters OW to wory thr
Ough tobacc,
0 Craving.
1 $ HEw ON
OUR sTRA o

om0,
qéﬁ" %,

%

2

¥ Find more quittipsand  *
quit services for FREE:

QUIT TIP:

Fidget with this coaster
instead of taking a
smoke break.

Call 1-800-QUIT NOW

“n 3
/ t61pg oy a0V

o
i o
0084 o3 | W

TEXT READY
TO 34191
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