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Introduction 
This report summarises the work on the ‘Stop Smoking, Feel Happier’ campaign 
managed South East Smokefree Alliance along with Eski to raise awareness of the 
mental health effects of smoking tobacco and the benefits of stopping. The 
campaign targeted a wide-spread population across the South East of England, 
with localised adverts and assets tailored to individual quit smoking services. 
  
The aim of the promotional campaign was to reach as many smokers as possible, 
or friends and family of smokers, to highlight and inform the effects on the brain.  
Through an informative animation, audio, and related graphics, key messages 
were shared through TV, Radio, Spotify, YouTube (Google Ads), TikTok, and Meta 
(Facebook and Instagram). Out Of Home screens displaying the campaign 
messaging where also located across the South East. 
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Top line statistics  

During the 6 week campaign period (26th December 25 until 8th February 26), the 
‘Stop Smoking, Feel Better’ digital adverts were served to those living within the 
South East areas that added additional investment to the campaign, between the 
ages of 18 and 60. These areas were East Sussex, Oxfordshire, Windsor and 
Maidenhead, Slough, Southampton, Surrey, West Berkshire, West Sussex, Kent, 
Bracknell Forest, Hampshire, Buckinghamshire, Isle Of Wight and Brighton and 
Hove. 
As part of the core campaign, TV ads across Sky and radio ads through Audio XI 
also launched. 
 

• 1,942,438 accounts through Meta ads, 
• 1,235,690 unique users through Google Ads,  
• 538,376 accounts through TikTok, 
• 829,466 accounts through Spotify, 
• 87,411 people reached through Audio XI. 

 
Total impressions… 
 

• 30,856,370 impressions on Meta platforms, 
• 5,023,479 impressions on YouTube, 
• 3,849,874 impressions through TikTok, 
• 5,701,109 impressions on Spotify, 
• 675,373 impressions through Sky, 
• 458,307 impressions delivered through Audio XI. 

 
And link clicks to individual service websites… 
 

• 165,236 link clicks on Meta platforms, 
• 291,886 clicks on the YouTube ad, 
• 17,888 clicks to destinations on TikTok, 
• 17,509 clicks on an ad on Spotify, 
• 2,204 clicks through Sky VOD. 

 
 
Across all platforms combined, there were 4,633,381 accounts reached and 
202,837 link clicks to destinations (local stop smoking service website). There 
were also 291,886 clicks on YouTube ads, which includes clicks on the ad itself 
and link clicks to destinations. 
 
A further breakdown of each will be provided within this report. 
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Campaign visuals 

 

 

 

 

 

 

 

Core campaign 

 
-  £30,000 was spent on a TV advert, specifically through Sky (Linear and 

VOD) targeting households with the South East, between the ages of 24 
and 54.  

- £7,000 was spent across radio, streaming through Audio XI targeting those 
within the South East aged 18-55. 

 
A breakdown of each will be provided within this report. 
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TV 
 
As mentioned, a total of £30,000 was spent towards TV, through both linear and 
Video On Demand. This ad ran from 27th December 2025 to 6th February 2026. 
 
The TV ad was aimed at households living within the South East, specifically with 
an income of £40,000 or less, with the youngest adult in the household aged 16 
and the oldest 54. 
 
The initial target reach was 208,153 adults, but as the results show below, the ad 
reached significantly more. 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
The most views came from Sky Set-Top Box, i.e. mainly through TV 
watching. Other devices noticed include mobile phones, gaming stations, 
and computers/laptops. 
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As shown in the graph presented here, the highest amount of TV consumed was 
on New Year’s Day, where we can see a large increase in TV ad impressions. 
 
 
 
 
 
 
 

 

 

 

 

 

 

 

 
 

 
Thursday afternoons reached the most households within this period. 
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The report shows 2,204 clicks. These were generated from Clickable VOD, which is 
4% of the campaign total. 
  
Clickable VOD is only available when the advert is served into an environment 
where the click function is available. The clicks are made through the Sky Go app, 
which could be being used on a Laptop, Console, Smartphone or tablet. 
  
The power of this advert is shown in the 8.3% click thru rate. Sky normally sees 
about 1% for most campaigns. This significantly higher percentage demonstrates 
the advert message, tone and style resonates with the target audience and 
compels them to find out more instantly. Timing of year is also possibly a 
contributing factor. 
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Radio 
A total of £7,000 was spent towards radio streaming through Audio XI. Launching 
on 26th December 2025 until 8th February 2026, two audio ads were played across 
a range of streaming stations and podcasts to those living in the South East 
between the ages of 18 and 55. 
 
 

 

 

 

 

 

 
As shown on this graphic, towards the end of the week is when most listeners 
tuned in, and listening peaked around midday. 

87,411 people reached 458,307 impressions 
delivered 

99.32% listen through rate 
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Material assets 
Within this campaign, a range of materials were designed and printed. This was a 
mix of calls to action, URLs and QR codes for the Quit Together Live Better website, 
and bespoke sets to each local service with corresponding council logos added, 
provided where additional investment was made. These were tools to be handed 
out at local roadshow events delivered by councils and supported by Sarah Milne 
from SESA. 
A few examples are shown below. 
 
A5 leaflet 

 
Poster example 
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Coaster  
 
 
 
 
 
 
 
 
 
 
 
 
 
Brain frame 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Foamex boards  
and banner stand 
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Regional campaign  

Each area that invested additional budgets towards this campaign had allocated 
costs to spend across social media advertising, print materials, and out of home 
sites. There is a total of 14 areas. 
 
Each area will have their own overview report with a breakdown of engagement. 
 

Social media advertising 
 

The ‘Stop Smoking, Feel Happier’ animation, along with a range of supporting 
graphics, were launched as part of the digital campaign in the form of social 
media adverts. Audio taken from the animation was also used as an audio ad 
through Spotify; the same ad used in radio. 
The platforms used were Meta (Facebook and Instagram), TikTok (video only), 
YouTube (video for Google Ads) and Spotify (audio).  
 
All ads launched 26th December, ending 8th February, targeting residents aged 18 
– 60, specifically in those areas with additional investment. 
 
Each area had their own budget allocated towards these platforms, so results 
varied based on budget and area population. Apart from the animation, each set 
of graphics were tailored to the local service and council, with all clickthrough 
destinations leading users to their local quit smoking service page. 
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Meta advertising 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

*The UK average of cost per link click is generally considered between £0.50 and £2.00. 

 
Below shows the demographics of those reached through Meta. Women between 
the ages of 25 and 34 appear to be shown most of the adverts. However, looking 
at the link clicks demographic, we can see those who clicked on the website links 
are in the older age categories. 
 
 
 
  

  Total 

Reach The number of accounts that saw your ads at 
least once.  

1,942,438 

Impressions The number of times that your adverts were on-
screen. 

30,856,370 

Clicks (all) The number of clicks, taps or swipes on your ads. 
(This includes multiple clicks by one account) 

167,366 

Unique clicks 
(all) 

The number of accounts that have clicked, 
tapped or swiped on your ad. 

116,738 

Link clicks  The number of clicks on links within the ad. 165,236 

Unique link 
clicks 

The number of accounts that performed a link 
click 

108,335 

Thru plays The number of times that your video was played 
to completion, or for at least 15 seconds. 

355,002 

Video plays at 
50% 

The number of times your video was played at 
50% of its length, including plays that skipped to 
this point. 

117,753 

Cost per result (link click) £0.21* 
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TikTok advertising 
 
  Total 

Reach Shows the total number of people who saw an 
ad in Display or Video campaigns over the given 
period.  

544,023 

Impressions The number of times that your adverts were on-
screen. 

3,849,874 
 

Clicks (all) When someone clicks your ad, it's counted here.  41,418 

Link clicks Number of clicks from your ads to a specified 
destination. 

18,267 

Video views at 
25% 

Number of times your video was played at least 
25% of its length.  

36,794 

Click Through 
Rate 

Percentage of impressions that resulted in a 
click out of all impressions. 

1.08% 

Cost per result (link click) £0.37 

 
The graph below shows the demographics of those who engaged the most via 
clicking the link to the relevant destination. Females aged between 18-24, followed 
by males within the same age bracket. This is due to TikTok’s users typically being 
in the younger age bracket. 
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Spotify advertising 
  Total 

Reach The number of accounts that saw your ads at 
least once. Reach is different from impressions, 
which may include multiple views of your ads by 
the same people. 

829,466 

Impressions The number of times your ad has been 
streamed. 

5,701,109 

Clicks (all) The total number of times users have clicked on 
an ad within the ad set. 

17,509 

Completion rate The percentage of ad listens out of the total 
number of ads served. 

88.13% 

Played to 50% The number of ads served that played to 50%. 5,125,835 

Click Through 
Rate 

The clickthrough rate or “CTR” is equal to clicks / 
impressions. 

0.31%* 

Cost per result (link click) £1.27 

 
*The average Click Through Rate for audio ads is 0.13% 

 

Google advertising (YouTube) 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
*Average interaction rates on YouTube Ads (Google Ads) typically range from 0.5% to 3% 

  Total 

Reach Shows the total number of people who saw an 
ad in Display or Video campaigns over the given 
period.  

1,235,691 

Impressions The number of times that your adverts were on-
screen. 

5,023,479 

Clicks (all) When someone clicks your ad, it's counted here.  291,875 

Thru plays A TrueView view counted when someone 
chooses to watch or engage with your video ad 
instead of skipping or scrolling past it. 

309,135 

Engagements  An engagement occurs when a consumer 
engages with an ad, for example viewing at 
least 10 seconds of or clicking on a video ad. 

459,408 

Interaction rate* "Interaction rate" measures how often people 
interact with your ad after it's shown to them. 

11.41%* 

Cost per result Average cost is the average amount you've paid 
per interaction. 

£0.02 
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Campaign Evaluation  

Once the campaign had concluded, an independent survey was conducted by 
Information by Design to evaluate the performance and effectiveness of the 
campaign.  
 
The evaluation included pre and post campaign surveys of smokers in the South-
East of England. 
Surveys were conducted online with respondents provided using an access panel 
provider, who of which all lived in the South East of England. 
 
A total sample of 836 was achieved for the post campaign (T2) survey, made up 
of 359 respondents who had completed the pre campaign (T1) survey and a new 
sample of 477 respondents. 
 
Top line statistics… 

 
 
 
An estimated 193,527 people who smoke in the region saw 
the campaign. 
 
 
 
 
An estimated 168,368 people increased their motivation to 
quit (moved into contemplation stage) and intend to take 
action in the near future. 
 
 
 
An estimated 73,923 set a quit date - or set a firm intention 
to quit immediately - because of the campaign. 
 
 
 
 
An estimated 9,676 have already or intend to contact local 
stop smoking services because of the campaign. 
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Post-campaign insight: Smoking behaviour and attitudes  
 

Question: Which of the following best describes your current smoking status or 
use of tobacco? 
89% of T2 respondents were current smokers. 11% were ex-smokers. 

 

 
 
Question: Do you/did you smoke or use any of the following, even if it’s just 
occasionally? 
Cigarettes and roll-ups most commonly used products.  Over a half (54%) use or have used two or 
more products. 

82%

7% 4% 7%

0%

20%

40%

60%

80%

100%

I currently smoke
or use tobacco

I have just decided
to quit smoking or

using tobacco

I recently quit
smoking and using

tobacco (in the
last month)

I quit smoking and
using tobacco

over a month ago

Smoking Status (T2)

1%
1%
2%

8%
9%
9%
11%

16%
17%

54%
79%

0% 20% 40% 60% 80% 100%

None of the above
Heated tobacco products

Vapes / e-cigarettes
Pipe tobacco

Cigarillos
Chewing Tobacco (twist)

Shisha/Hookah
Cannabis mixed with tobacco

Cigars
Roll-ups

Cigarettes

Products Used (T2)
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Question: During the past 7 days, on how many days did you smoke or use 
tobacco? 
63% of respondents at T2 had smoked/used tobacco every day in the past 7 days 

 
Question: On average, how many times per day do/did you smoke or use 
tobacco? / How soon after waking up do/did you usually smoke or use tobacco?  
A quarter smoke more than ten times a day.  One-in-six (16%) smoke within 5 minutes of waking up. 

 
  

7%
3% 4% 4% 6%

9%
5%

63%

0%

10%

20%

30%

40%

50%

60%

70%

0 1 2 3 4 5 6 7

Days used tobacco in past 7 days (T2)

46%

29%

22%

3% 1%
0%
5%

10%
15%
20%
25%
30%
35%
40%
45%
50%

0-5 6-10 11-20 21-30 31+

Average time per day smoke 
(T2)

16%

38%

19%

27%

0%

5%

10%

15%

20%

25%

30%

35%

40%

Within 5
minutes

6–30 
minutes

31–60 
minutes

After 60
minutes

How soon after waking up do you 
usually smoke 
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Post-campaign insight: Advertising awareness 
 

Question: Before today, had you seen or heard any advertising recently about 
quitting smoking/using tobacco and mental health? 
20% had recently seen or heard advertising about quitting smoking and mental health 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  

Examples of advertising recently seen: 

 
• Ads showed quitting benefits and mental health 

support, linking smoking to stress. 
• General message about lowering tobacco/ 

cigarette use for better management of stress, 
anxiety. 

• It said that stop smoking will reduce anxiety and 
stress overall. 

• Local authority posters about how quitting 
smoking improves mood. 

• That quitting produces dopamine, your happy 
hormone. On Spotify. 

• ‘Stop smoking and feel happier’ was on public 
health campaign. 

• I only glanced at it. it had an image of a brain. 
• I remember it mentioned that smoking can 

increase anxiety and stress level over time. 
• I saw a Tik Tok saying I will be happier if I quit. 
• Mind/Samaritans/NHS quit smoking adverts on 

radio. 

20%

80%

Aware of advertising 
about quitting smoking 

and mental health?

Yes No
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Question: Before today, had you seen or heard any advertising recently about 
quitting smoking/using tobacco? 
Before today, had you seen or heard any advertising recently about quitting 
smoking/using tobacco and mental health?  
Before today, had you seen or heard this advert or image (or something very 
similar)? 
24% were aware of the ‘Quit Smoking, Feel Better’ campaign when prompted with campaign images 
 
  

 
Results show an increase in spontaneous awareness of advertising about smoking since 
baseline (T1). 
Almost a quarter were aware of the ‘Quit Smoking, Feel Better’ campaign when prompted. 
Some respondents who were aware of adverting about quitting smoking and mental 
health had seen other advertising - 30% of those who recalled seeing adverting about 
quitting smoking and mental health did not recall seeing the campaign. 

49%

17%

24%

0%

10%

20%

30%

40%

50%

60%

Aware of advertising
about quitting smoking

(unprompted)

Aware of advertising
about quitting smoking

and mental health
(unprompted)

Aware of 'Quit Smoking,
Feel Better' campaign

(prompted)

Awareness of advertising and campaign
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Question: Before today, had you seen or heard any advertising recently about 
quitting smoking/using tobacco and mental health?  
Before today, had you seen or heard this advert or image (or something very 
similar)? 
Strong impact amongst younger respondents.  Those aged 18-34 were more likely to be aware of 
the ‘Quit Smoking, Feel Better’ campaign. The difference by gender is not statistically significant. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Question: Where did you see/hear the adverts or images?  
28% had seen the campaign on Facebook or Instagram, 25% on TV and 25% on a poster. 

  

9%
13%

14%
30%

39%
39%

21%
26%

24%

0% 10% 20% 30% 40% 50% 60%

65+
55-64
45-54
35-44
25-34
18-24

Female
Male

Overall
Awareness of campaign

1%

3%

6%

6%

8%

13%

17%

17%

23%

23%

23%

25%

25%

28%

0% 5% 10% 15% 20% 25% 30%

Other

Pub

Roadshow/Event in a shopping centre or supermarket

Train

Radio

Leaflet

Digital displays e.g. outside shopping centres

Spotify

Sky TV

GP Surgery

YouTube or other online video

Poster

TV

Facebook/Instagram

Where campaign seen/heard

40% had seen the campaign 
on TV and/or Sky TV  
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Question: Before today, about how often have you seen/heard the adverts or 
images?  
Nearly three quarters had seen the campaign more than once 
 
 

 
 
 
Question: In your own words, what was the main message of this advertising? 
Open text feedback on the campaign message – “mental health”, “health/healthier” and 
“happier/happy” frequently occurring words  
 
• The diagram below shows words that occur 5 or more times in the responses. The size of the 

word reflects the frequency in the responses.  
• The most frequently occurring word are “smoking/smokers/smoke”, “quit/quitting”, “mental 

health”, “stop/stopping”, “health/healthier” and “happier/happy” 

  

26%

58%

11%
5%

0%

10%

20%

30%

40%

50%

60%

70%

Once 2–3 times 4–5 times 6+ times

How often seen/heard campaign
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Question: In your own words, what was the main message of this advertising? 
 
 
 
  
• About our mental health 

• Encouraging me to quit smoking because it will help me feel happier, 
healthier and less stressed 

• For us to stop smoking before it can affect our mental health and second-
hand smoking for others too. 

• Giving up smoking is good for your mental health 

• How smoking effects [sic] your mind 

• Just about stopping smoking didn't really pay attention to it 

• Motivating people to stop smoking because smoking causes severe mental 
health 

• People quitting smoking are happier 

• Quit smoking 

• Quit smoking, people who quit end up becoming happier. 
• Smoking has adverse effects on mental health 

• That you would be happier if you stop smoking 

• That your stress levels become less if you quit smoking because you’ve 
become addicted 

• They’re trying to show that smoking doesn’t just harm your physical health 
but also damages your mental health 

• To help people understand that quitting smoking will improve mental health 
& make you happier in general. 

• To stop smoking and feel better and happy 

• To try and give up smoking for your health and stress 
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Question: How much you agree or disagree with the following statements about 
these adverts/images?  
High level of agreement that the information was easy to understand from all respondents 
(including those who had not previously seen the campaign).  Relevance also ranks highly. 

 
Question: How much did these adverts/images make you feel …? 
The most common feelings from the advert/images were positive messages particularly ‘hopeful’, 
‘motivated’ and ‘inspired’.  
 

11%

10%

12%

11%

15%

18%

20%

25%

26%

33%

36%

40%

43%

41%

43%

53%

38%

32%

31%

32%

32%

31%

26%

18%

17%

20%

14%

11%

8%

7%

7%

3%

8%

5%

7%

5%

2%

3%

4%

1%

0% 20% 40% 60% 80% 100%

I want to quit smoking now that I have seen this
campaign

I know more about how smoking make stress and
anxiety worse

This message makes smoking seem less appealing to
me

I understand more about the mental health benefits of
quitting smoking

What I needed to do next was clear

This message is believable to me

This information is relevant to me

This information was easy to understand

Agreement with statements about adverts/images 
(all respondents)
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1%
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11%

11%
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5%
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10%
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17%

9%
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13%

20%
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20%

20%
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18%

19%

12%

18%

20%

20%

16%

15%

23%

21%
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73%

65%
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53%
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47%
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Post-campaign insight: Impact on call to action 
 

Question: Now that you have seen or heard the adverts/images (or if you saw 
them before today), have you done/will you do any of the following?  
Note: “NHS” was removed from “Stop smoking service” on 6th February. 267 respondents completed 
the survey before this change was made. 
 
Strong impact from the campaign.  54% of respondents have or plan to take action. 23% have or plan to set a 
quit date and/or start a quit attempt. 

 
 

  

46%
1%

5%
9%

12%
14%
14%
14%

17%
20%

0% 20% 40% 60%

None of the above

Other

Referred yourself to local stop smoking services

Called a quitline / contacted Stop Smoking Services

Downloaded a stop-smoking app

Started a quit attempt (route to question on quit date)

Looked for quit-support (e.g. NRT, vape for quitting, local services)

Set a quit date (route to question on quit date)

Visited the campaign website or scanned a QR code

Talked to a GP/healthcare professional about quitting

Actions/planned actions as a result of campaign 
(all respondents) 

Amongst those who have or plan 
to take action, 36% have set a quit 
date. 
Results include those seeing the 
campaign for the first time while 
completing the survey. 
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Post-campaign insight: Impact of campaign awareness 
 

Question: Now that you have seen or heard the adverts/images (or if you saw 
them before today), have you done/will you do any of the following?  
Note: “NHS” was removed from “Stop smoking service” on 6th February. 267 respondents completed 
the survey before this change was made. 
 
Stronger impact amongst those who were aware of the campaign. 87% of those aware of the campaign have or 
plan to take action, 38% have or plan to set a quit date and/or have or plan to start a quit attempt. 

Question: Approximately, before today, how many times have you tried to quit 
smoking or using tobacco? 
Evidence that the campaign has impacted quit attempts.  Of those who had tried to quit, 49% of 
respondents who were aware of the campaign had made a recent quit attempt, compared to 24% 
of respondents who were not aware. 
 

56%

1%

3%

5%

11%

11%

9%

10%

14%

13%

13%

0%

12%

20%

24%

24%

24%

26%

29%

43%

0% 20% 40% 60%

None of the above

Other

Referred yourself to local stop smoking services

Called a quitline / contacted Stop Smoking Services

Started a quit attempt (route to question on quit date)

Set a quit date (route to question on quit date)

Downloaded a stop-smoking app

Looked for quit-support (e.g. NRT, vape for quitting, local services)

Visited the campaign website or scanned a QR code

Talked to a GP/healthcare professional about quitting

Actions/planned actions as a result of campaign

Aware of campaign Not aware of campaign

Some large differences 
between those who were 
aware of the campaign 
and those seeing it for the 
first time in the survey. 
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30%

15%

24%

16%

16%

12%
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47%
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Aware of campaign Not aware of campaign
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I’m trying to quit now 1-3 months ago 4-6 months ago

7-12 months ago Over 12 months ago 11 or more
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Question: How much you agree or disagree with the following statements about 
these adverts/images?  
Those who were aware of the campaign were more positive about the campaign messaging.  The 
largest gaps between those who were aware and those seeing it for the first time on the survey were 
‘about how smoking makes stress and anxiety worse’ and understanding ‘more about the mental 
health benefits of quitting smoking’. 

Post-campaign insight: Estimated numbers impacted by the 
campaign 
 
An estimated 193,527 smokers in the region saw the campaign. 
An estimated 73,923 will try to quit smoking as a result of the campaign. 
 

Estimates for South East  
Estimated smokers in South-East (excluding 
Milton Keynes)* 

819,248 

Prompted recall of campaign 24% 
Estimated smokers seen campaign 193,527 
% recalled campaign & took/plan to take 
action 

87% 

Estimated smokers took/plan to take action 167,745 
% set a quit date and/or started a quit attempt 
(including plan to) 

38% 

Estimated smokers set a quit date and/or 
started a quit attempt (including plan to) 

73,923 

 
* Source: ‘Local stop smoking services and support: funding allocations and methodology for 2025 to 2026’ 
Local stop smoking services and support: funding allocations and methodology for 2025 to 2026 - GOV.UK 
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https://www.gov.uk/government/publications/local-stop-smoking-services-and-support-funding-for-2025-to-2026/local-stop-smoking-services-and-support-funding-allocations-and-methodology-for-2025-to-2026
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Appendix  
 
Profile of T2 respondents after weighting to estimated profile of smokers in South-
East England on County/Unitary Authority, sex and age. 
 

  
Estimated profile of 
Smokers in SE 

T2 

Unweighted Weighted 
18-24 8% 6% 8% 
25-34 21% 18% 21% 
35-44 20% 27% 20% 
45-54 17% 22% 17% 
55-64 18% 15% 18% 
65+ 16% 12% 16% 
 

  
Estimated profile of 
Smokers in SE 

T2 

Unweighted Weighted 

Male 56% 52% 56% 

Female 44% 48% 44% 

Prefer not to say   0% 0% 

 

  
Estimated profile of 
Smokers in SE 

T2 
Unweighted Weighted 

Bracknell Forest 2% 1% 2% 
Brighton and Hove 4% 7% 4% 
Buckinghamshire 5% 6% 5% 
East Sussex 8% 4% 8% 
Hampshire 13% 13% 13% 
Isle of Wight 2% 2% 2% 
Kent 20% 20% 20% 
Medway 4% 5% 3% 
Oxfordshire 7% 6% 7% 
Portsmouth 3% 5% 3% 
Reading 2% 3% 2% 
Slough 1% 2% 2% 
Southampton 4% 5% 3% 
Surrey 11% 9% 11% 
West Berkshire 2% 1% 2% 
West Sussex 11% 10% 12% 
Windsor and Maidenhead 1% 1% 1% 
Wokingham 1% 1% 1% 
A profile of smoker in the South-East England excluding Milton Keynes Unitary Authority was estimated using the Annual 
Population Survey (APS) 2024 Smoking Prevalence figures for adults (age 18+) and the ONS mid-2024 population estimates. 
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