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1.0

INTRODUCTION

AND EXECUTIVE

In February 2003, Health Canada retained
Environics Research Group Limited ro conduct
survey research among adult Canadians aged 20
years or more and young Canadians aged 12 to 19
years. This research was designed to test recall and
response to specifie elements of Health Canada's
advertising campaign aimed at increasing awareness
of the health effects of second-hand smoke. This
research also examined attitudes and behaviours
relating to second-hand smoke among adulrs, and
Canadians' assessment of the governrnenr's
performance and accessibility with respect to its
communications strategies, both on tobacco control
issues and in general.
The copies addressed in this survey included:
U naided recaU of advertising dealing with
second-hand smoke

SUMMARY

The results of thé survey are based on questions
asked to 806 adult Canadians (aged 20 years or
more) and 997 youth between 12 and 19 years of
age, living within the ten provinces of Canada. The
survey was conducted nationally, in English and
French, by telephone from February 14 to 27, 2003.
The margin of error for a sample of 806 is ± 3.3
percentage points, 19 times in 20. The margin of
error for a sample of 997 is ± 3.1 percentage points,
19 times in 20. The margins are wider for regional
and demographic subsamples.
The key findings of the survey are as follows:
UNAIDED RECALL

Three-quarters of adult Canadians and eight in
ten adult smokers have seen an ad about secondhand smoke over the past few weeks; of those
who have seen an ad, more than eight in ten saw
it on television.

Aided recall of the "Hearher" and "couch" ads
Aided recaU of three print ads
Aided recaU of key phrases dealing with secondhand smoke diseases
Assessments of the government's ove rail
performance, as weil as its performance on
communications and tobacco reduction issues
Assessrnenrs of the accessibility of government
information
Awareness, attitudes, and behaviours regarding
second-hand smoke
Smoking behaviour measures
Demographics
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Eight in ten yourh and more than eighr in ten
yourh smokers have seen an ad about secondhand smoke over the past few weeks; of those
who have seen an ad, eight in ten saw ir on
television.
"HEATHER" AD RECALL

Half of adult Canadians and more than four in
ten adult smokers have seen the "Heather" ad.
Among adults who have seen this ad, four in ten
say the Government of Canada sponsored the ad,
and more than eight in ten say it is appropriate
for the Government of Canada to sponsor this
ad.
Nearly six in ten adules say the "Heather" ad is
very effective, and almost seven in ten say it is
very believable; adult smokers are less likely to
say this.
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