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Summary of the marketing challenge, methodology, insight 
discovered, creative execution and business impact. 
 

Many smokers want to quit but view asking for help as a sign of 
weakness. CHANTIX® (varenicline) wanted to inspire these frustrated 
smokers to quit. We leveraged celebrity Ray Liotta’s star power to drive 
CHANTIX® consideration among smokers and HCPs. Moments of honesty 
and insight gave new hope to struggling smokers. CHANTIX® TRx growth 
significantly accelerated post launch at +12% and key brand health 
metrics reached their highest point ever recorded. 
 
 



 

     |  2019 ARF David Ogilvy Awards Winning Case Summary 2 

CONSUMER INSIGHT  
 

Pfizer market research provided the insight that many smokers who want 
to quit think it’s a sign of weakness to reach out for help.   

 
MARKETING CHALLENGE 
 

Smoking is the leading cause of preventable disease and death in the 
U.S. Yet 34 million American adults still smoke cigarettes.1 Seventy 
percent of smokers want to quit but they often believe that they should 
be able to quit on their own. 2 Smokers can make up to eleven quit 
attempts in their life, often resulting in relapse. With every failed attempt 
they doubt their ability to quit, leaving them feeling frustrated and 
demoralized.2  

 
CHANTIX (varenicline) is a prescription medicine that helps adults stop 
smoking along with support. As the leading Rx in the category, CHANTIX 
has been prescribed to more than 13 million people over the past 10 
years.3  

 
Since 2009, CHANTIX ads have featured personal stories from people who 
quit smoking with CHANTIX. The Real People Real Stories campaign 
aimed to connect with smokers in a relatable and authentic way. While 
successful, the brand wanted to inspire more people to quit smoking. 
With that in mind, The Ray Liotta campaign objectives were to: 
 

• BREAK THROUGH: Distinguish CHANTIX in the market and 
maximize top of mind awareness  

• AMPLIFY: Leverage celebrity’s star power across major channels 
(TV, online, social, print, retail, and in-office) to drive CHANTIX 
consideration with smokers and HCPs 

• INSPIRE: Emphasize celebrity’s quit story to drive smokers to 
discuss CHANTIX with their doctors  
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For Important Safety Information and full Prescribing Information on 
Chantix, please visit Chantix.com 

 
1 www.cdc.gov 
2 Fiore et al: Clinical Practice Guideline: Treating Tobacco Use and Dependence 2008 
  update, US Department of HHS, Public Service 2008 
3 IMS Data February 2019 
 
METHODOLOGY  
 

In order to break through we sought out a celebrity who was 
simultaneously authentic and inspirational. Research showed that Ray 
Liotta, a celebrity that successfully quit with CHANTIX® (varenicline) and 
support, could motivate smokers to action with his story. In pre-market 
testing, adult smokers saw Ray as “real,” “believable,” and “strong.”1 He 
also showed strong recognition with 83% responding that they know who 
he is and 50% identifying as his fans.1 

 
Ray is well known as a tough-guy. He has consistently been portrayed in 
movies smoking, which carried over into his real life. After smoking for 
decades and struggling to quit with multiple methods, he spoke to his 
doctor about quitting with CHANTIX and ultimately succeeded. Ray's story 
is representative of the journey that many smokers can relate to. By 
talking honestly about his quit journey and allowing his vulnerability to 
show through, Ray successfully straddles the everyday man and celebrity 
universe. If a guy like Ray needed CHANTIX to help him quit smoking, he 
could inspire others to ask for help as well and to banish the idea that 
they have to do it alone. 

 
1 comScore Chantix Celebrity Profiler; January 26, 2018 
 
 
 
 



 

     |  2019 ARF David Ogilvy Awards Winning Case Summary 4 

CREATIVE EXECUTION 
 

We turned on the camera and talked to Ray. And talked. And talked. 
What emerged were several gem-like moments of extreme honesty and 
insight that gave new encouragement and hope to struggling smokers. 

 
To ensure relevancy and connectivity across the patient journey, Ray’s 
stories were leveraged across multiple channels: 
 

• Five TV spots gave glimpses into Ray’s real life as a person and 
as an actor, focusing on his relatability  

• Long-form videos from Ray’s journey were posted on 
CHANTIX.com. Videos shed light on his smoking years, decision 
to quit, finding CHANTIX® (varenicline), and life as an ex-smoker 
to guide and motivate our target in their journey 

• Digital assets with Ray visuals and testimonial quotes were 
deployed to further maximize CHANTIX awareness and accelerate 
the path to brand request via digital and social channels 

• Pfizer also partnered with pharmacies to bring Ray’s story to life 
in-store 

 
BUSINESS RESULTS/LESSONS LEARNED  
 

The Ray Liotta campaign exceeded expectations. CHANTIX TRx growth 
significantly accelerated post launch at +12% and key brand health 
metrics reached their highest point ever recorded: 

• BREAKTHROUGH:  
o Individual ad/character recognition and Chantix TV Commercial 

Recognition reached its highest point ever recorded at 57% 
(+18% from prior year)1 

o Immediate spike in search impressions/clicks (+38%/+23% 
from prior year for search impressions and clicks)2 

• AMPLIFY:  
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o Significant increase in CHANTIX website traffic in the first month 
post launch (+83% vs. prior year) 

o Unaided brand awareness grew +6% from prior year2   
• INSPIRE:  

o Patient intent to request CHANTIX increased significantly, to its 
highest point ever recorded at 35% (+9% vs. prior year)3  

o Script requests reached the highest point seen to date (65%)4 

 
By bringing Ray’s story to smokers through multiple channels, CHANTIX 
was able to inspire more than half a million people to try to quit smoking 
with CHANTIX.  

 
1 comScore Brand Health Chantix Brand Monitor, November 2018 
2 Carat; Nielsen Ad Intel 
3 comScore Brand Health Chantix Brand Monitor, July 2018 
4 comScore Brand Health Chantix Brand Monitor, August 2018 


