National Institutes of Health (NIH)
Situation	The National Institute on Drug Abuse (NIDA) is a federal government research center
that is part of the National Institutes of Health (NIH) and is focused on studying solutions
for addiction to a broad array of substances, including alcohol, tobacco, cocaine, heroin,
marijuana, prescription drugs, steroids, and others.
		One of NIH’s most important activities is its smoking research program aimed
at determining predictive factors, metrics, and bio-markers that help measure
addiction among smokers. In order to continue its research in this area, NIH
enlisted the Channel team to help increase the number of participants interested in
treatment and taking part in these studies. Specifically, NIH needed healthy subjects
who 1) currently smoked and wanted treatment; 2) smoked but weren’t interested in
treatment; and 3) were former smokers.
Solution	We developed a campaign to recruit participants for treatment and research that
spanned multiple channels. The nucleus of the campaign was a web landing page
that featured a checkbox series of personal statements mirroring the smoking activity
status of the subject groups needed for the research. The landing page provided
information about the NIH studies and its research director; enabled prospects to
schedule a screening call to determine their eligibility; and helped visitors learn more
about the dangers of smoking. In order to drive traffic to the landing page, we also
developed a :30 TV spot, print and online ads, direct mail, as well as a brochure and
display stand for an urgent care center near the research facility.
		The campaign materials all had a personal, one-one-one tone that avoided the
typical “retail” approach of appeals for research study participants. In addition
to stressing the availability of effective medical treatments for smoking in the
study, the work also featured carefully selected imagery to engage highly targeted
demographic segments. And while the campaign was open to the general
population, outreach was also directed to certain groups that were seen as likely
participant targets, such as college students and military personnel.
Results	Our campaign received near-instant approval from the NIH research team and
institutional review board. Over its 12-week run, it attracted over 400 candidates
for the study.
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participants who fit the profiles required by the research.
Our creative strategy provided an engaging way for
prospects to self-identify themselves as participants in
the study and to help contribute to the advancement of
knowledge in this area.

Ready to quit smoking
Glad to be an ex-smoker
Not ready to quit yet

Whatever you check,
you’re welcome here.
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