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To be competitive, tobacco cessation products and services need
to be communicated and delivered with the same level of
sophistication as other consumer products.

Currently, many evidence-based cessation products and services are
underused. Less than half of all smokers turn to evidence-based
options when trying to quit.

From 2005 to 2007, the National Tobacco Cessation Collaborative
(NTCC) hosted a series of Consumer Demand roundtables and a
national conference to address this challenge.

In addition to leading cessation experts, NTCC invited IDEO, the
nation’s leading innovative product design firm, to provide their
expert thinking.

After participating in the Consumer Demand roundtables and
national conference, IDEO identified a unique set of design
principles specifically related to a consumer’s experience with
cessation. These principles can help those working in tobacco
cessation take a fresh look at existing evidence-based products
and services to identify ways to redesign and improve them.

I N T RODUCT I ON



As a field, these eight design principles can help us
create a more positive consumer experience for smokers
trying to quit with an evidence-based treatment.

Widespread application of these principles may help
increase the percentage of smokers who turn to
evidence-based cessation options when trying to quit.

For each of the eight design principles that follow,
you will find

• a short description of the principle, and
• examples of how it has been applied to
consumer products.

The end of this booklet includes suggestions for ways
these principles may apply to tobacco cessation products
and services, as well as design cards for you to share with
others and use in your redesign efforts.

This booklet and the eight design principles can be downloaded
from the NTCC website: www.tobacco-cessation.org
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1 Allow them to
kick the tires.
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Allowing consumers to “try before
they buy” is a tried and true
marketing approach.

It lets consumers experience a
product before making the full
commitment to purchase.
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1: ALLOW THEM TO KICK THE TIRES

5

At almost every grocery store you

will find free samples of food that is

being sold. This is especially true

for new or unique products.

Providing samples of new products helps

consumers overcome their reluctance to try

something they don’t normally buy.
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1: ALLOW THEM TO KICK THE TIRES

Many services, such as Netflix, Weight Watchers

and health clubs, offer a trial period during

which people can use the service for free.

This lets consumers experience the service and

become familiar with its features before making

a long-term commitment.

Many services offer two-week trial periods

because research has shown that’s how long it

takes to develop and reinforce new behaviors.
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2 Lower the bar.
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There are many barriers that
consumers face when deciding to
purchase a product.

The product may seem too expensive,
they may not understand how it
works, or the product may be hard
for them to access (in a locked case,
for example).

Lowering the financial, psychological
and access costs of a product or
service can be important for
increasing use among consumers.
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2: LOWER THE BAR

Coupons and other promotions that lower the

cost of a product are a well-established approach

for increasing sales.

The lower financial cost (especially compared

to a competing product’s price) may get many

consumers to try a product they wouldn’t

otherwise choose.

Offering guarantees of satisfaction is another

way to lower the psychological cost of buying a

product. Consumers know they can be reimbursed

if the product doesn’t live up to its claims.
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2: LOWER THE BAR

Using language that consumers understand is

also a way to lower the psychological costs of

purchasing a product.

How many consumers do you think would feel

reluctant to purchase this product (at left)

because of the language on the packaging?
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3 Make it look
and feel good.
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It’s no surprise that consumers
prefer products that are
attractively packaged.

Consumers directly relate the
appeal of the packaging to the
quality of the product.

Making a product look and feel
good creates a much more
desirable consumer experience.
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3: MAKE IT LOOK AND FEEL GOOD

A cup of coffee used to be a

commodity.

Thanks to Starbucks and other

brands, getting a cup of coffee is now an

experience.

Much of consumers’ acceptance of paying a

higher price for coffee comes from the stylish

nature of the products as well as the appealing

store environment.
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3: MAKE IT LOOK AND FEEL GOOD

With the advent of digital music came the digital

music player. Many people may not even realize

how many different digital music players are

available due to the popularity of the iPod.

Much of the appeal of the iPod (and all Apple

products) comes from their look and design.

With its intuitive circular control, the iPod

actually feels better to use than other players.

The iPhone (at left) took this look and feel to

the next level. The touchscreen of the iPhone

removes the need for physical buttons, creating

a sleek look compared to many other cell phones.
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4 Facilitate
transitions.
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Many products and services are
focused on helping people change
something about themselves.

Providing tools and support for
these transitions can improve
customers’ success.
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4: FACILITATE TRANSITIONS

One of the most daunting tasks in

life is moving from one place to

another.

Yet the U.S. Postal Service makes it

almost effortless to ensure that your mail is

directed (and actually gets) to your new

address.

After filling out the change-of-address form,

they send you a letter confirming your details.

On the date you specify, your mail is redirected.
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4: FACILITATE TRANSITIONS

Losing weight is a long and sometimes

frustrating journey for many people.

Weight Watchers makes use of many tools to

help people through several transitions they

encounter during the weight-loss process.

Weight Watchers offers guidance on how to

deal with hitting a plateau, how to maintain

your goal weight, and what to do when you slip

or backtrack.

Facilitating these types of transitions, when

people are changing their behavior, may help

keep customers engaged in the service and

increase their likelihood of success.
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5 Make progress
tangible.
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As people work toward a goal,
it is important to help them see,
acknowledge and celebrate the
progress they make.
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5: MAKE PROGRESS TANGIBLE

To extend their brands and create brand loyalty,

many fitness and sports-related companies

offer online workout tracking.

Nike, for example, provides a website where

people can track their exercise habits and

even virtually compete against others across

the country.

Tracking progress reinforces

the behavior and creates an

incentive to keep doing it.
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5: MAKE PROGRESS TANGIBLE

Video games are a key form of entertainment

among youth and young adults. One recent video

game release earned more than $150 million in the

first weekend it was on sale, far exceeding the

receipts from the top movie that weekend.

A key feature of most video games is tracking a

player’s level within the game and an overall score.

Players not only play for the enjoyment, but to

reach ever higher levels and scores.

For example, with the sports game on the Nintendo

Wii, users can chart specific skills and stamina.

Similarly, with “Brain Age 2” on the portable

Nintendo DS system, the game tracks your

progress on a variety of tasks and tests your brain

function daily. It will even track your “brain age.”
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6 Foster
community.
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Many consumers are more likely to
continue using a product or service
when they can link to or join with
others doing the same thing.

Building a community, whether it is
real or virtual, can help many people
deepen their engagement in a
product or service and enrich their
experience.
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6. FOSTER COMMUNITY

Alcoholics Anonymous meetings form a

powerful community of individuals trying to

maintain an alcohol-free lifestyle.

This style of group counseling and sharing has

been adopted by many other groups to address

a range of health and lifestyle issues.

35



36



6. FOSTER COMMUNITY

When organizations try to raise money and

awareness for a certain cause, through amarathon

or race, they often offer group training. One

example is the Leukemia & Lymphoma Society’s

Team in Training program.

These training groups help participants face the

physical and mental training challenges together.

The bonds that training participants form in

these groups keep them motivated and engaged.

Many training programs also

have an online component to

help people track their progress

and support each other.
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7 Connect
the dots.
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Many consumers are overwhelmed
with the choices they face and the
processes they have to follow for
many products and services.

Linking many products and services
into one cohesive system can help
consumers maximize all of their
options.
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7: CONNECT THE DOTS

With its iTunes software, Apple has seamlessly

“connected the dots” for music lovers.

This software connects to an online store,

downloads music, inserts it into your digital

music library, and uploads it to your iPod, all

with one click of the mouse.

Each of these functions could very

easily be separate steps, but iTunes

does many of them automatically.

Consumers have only one decision

to make—what music to buy.

iTunes does the rest.
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7: CONNECT THE DOTS

Buying a car used to take many steps. Visiting

dealerships. Assessing their inventory. Haggling

over prices. Figuring out financing.

Now many car companies offer one-stop shopping.

For example, at www.buyatoyota.com, customers

can “build your Toyota” by selecting a model,

options, color, and accessories. An estimated price

is then given. Customers can request a price quote

from local dealers, as well as review financing

options. If the price is right, a customer can simply

show up, sign on the dotted line, and leave with a

new car on their first visit to the dealership.

Linking purchasing decisions in a streamlined

process turns what used to be a stressful,

time-consuming effort into just a few clicks.
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8 Integrate with
their lives.
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The most successful products and
services often are those that fit
seamlessly into the lives of
consumers.

This happens when products and
services are developed in ways
that can be integrated easily into
people’s daily living behaviors.

These products and services
reinforce consumers’ perceptions of
themselves and their lifestyles.
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8: INTEGRATE WITH THEIR LIVES

Many of the products and services used to demonstrate
the other design principles in this book also can be easily
integrated into people’s lives.

Weight Watchers, for example, touches its users in many
ways, such as through in-person group sessions; offering
specific meals that can be purchased in stores; and online
progress tracking.

The latest iPods offer wireless internet access, so music
can be downloaded from anywhere that has a wireless
signal, and played instantly. Many people carry their iPods
with them wherever they go and have different playlists
that they listen to for specific activities in their lives.

Health and fitness clubs offer a range of options to help
people integrate exercise into their lives, from 30-minute
“rush hour” or lunch-hour exercise programs, to personal
training and online fitness planning that can lead you
through an exercise program when on business travel.
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Applying These
Design Principles to
Tobacco Cessation
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Applying commercial design principles to
evidence-based tobacco cessation products
and services may help us increase the appeal
and use of these treatments.

Smokers currently use products—cigarettes
and other forms of tobacco—that already meet
these design principles.

Tobacco companies offer discounts and
promotions to lower the price of cigarettes,
work to ensure cigarettes are sold wherever
smokers may want them, offer a variety of
choices, and create loyalty programs that
consistently engage their customers and link
them to each other, among other approaches.

Cessation products and services need to match
this level of sophistication—it is what smokers
have come to expect.
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As you work to create (or redesign) evidence-
based tobacco cessation products and services,
keep these eight design principles in mind.

Use them to evaluate your current offerings and
to identify areas for improvement.

These principles also are useful topics for
consumer research, such as focus groups, to
explore with smokers and those trying to quit.

Use the following design cards to share these
principles with others and to guide your efforts
moving forward.

Creating more engaging and appealing cessation
options for smokers and other tobacco users is
vital to our success in helping millions get the
help they need to quit and stay quit!



DESIGN PRINCIPLES
FOR TOBACCO CESSATION PRODUCTS

AND SERVICES

� 1. Allow them to kick the tires

� 2. Lower the bar

� 3. Make it look and feel good

� 4. Facilitate transitions

� 5. Make progress tangible

� 6. Foster community

� 7. Connect the dots

� 8. Integrate with their lives

www.tobacco-cessation.org
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