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INTRODUCTION

Background on the Federal Tobacco Control Strategy (FTCS)
In April 2001, the Govemment of Canada launched the largest federal tobacco control
programme in Canada's history. The Federal Tobacco Control Strategy totals almost
$540 million over five years, and features a combination of tobacco control efforts
including a sustained mass media campaign, as well as protection, prevention, cessation
and harm reduction initiatives. The Government has also set measurable goals for the
next 10 years, including a reduction in the number of people who smoke from 25 to 20
percent of the population, and a 30 percent reduction in the number of cigarettes sold.
The powerful effects of the mass media on behaviour can be used to promote health.
Several studies suggest that anti-tobacco advertising campaigns have had positive effects
on the attitudes and behavioural intentions of various target groups. Health Canada's antismoking print and TV ads have been successful in influencing people to think about the
harmful effects of smoking.
A number of the initiatives within the tobacco control strategy are directed at youth.
Health Canada developed a campaign for youth in their environrnent. One aspect of the
campaign was an internet contest for young Canadians aged 12 -19 during March and
April 2003. Participants were asked to submit a personal story about their experience
with second-hand smoke including how they dealt with the problem, what they would do
if it happened again, and how they prevent that kind of situation in the future. The
submitted stories were reviewed to ensure they met contest criteria, and a certain number
of them were identified as possibly being useful in being considered for a potential youth
television ad.
At this stage, two of the top five stories were tested to determine their resonance with
youth. One is called 'Bo ', and is called 'Friday Night Disaster'.

Researclt Objectives
Health Canada would Iike to test the resonance of the potential concepts of youth ads
identified that were selected from the youth internet contest.
Among others, the ove raIl objective of the research was to evaluate the impact of the visual
concept, taglines and text. Specifically, the research was intended to:
•
•
•
•
•

Assess the relevance, clarity, credibility, and call to action components etc.,
associated with the various creative materials
Determine the resonance of the scripts with the target audiences
Determine the effectiveness, fit, and appeal of the visual concept, taglines, and
text ofthe ads to the target audiences (defined below)
Assess the credibility of the creative concepts
Understand the appropriateness and clarity of the creative concepts
3

,"4,'<?~ Millward Brown

.

\~

Goldfarb

