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Creative Concept

Testing for Health Warning Messages

Background
Health Canada's Tobacco Control Programme (TCP) has awarded a contract to M5
Marketing Communications to undertake the development and design of new health
wamings and health-related messages for possible display on tobacco product packaging,
and new health-related notices to accompany tobacco product advertisements.
The purpose of the health wamings, health-related messages and health-related notices is
to:
•

Inform us ers and non-us ers about tobacco products and their emissions and the health
hazards and health effects arising from tobacco use;

•

Encourage cessation; and

•

Encourage avoidance of the use of tobacco products where they can harm others.

Health Canada plans on using the new health wamings, health-related messages and healthrelated notices when developing future labelling and promotion regulations for tobacco products.
New wamings and messages are expected to be developed on seven themes: (1) Addiction,
(2) Health impacts from (a) smoking tobacco (b) from second hand smoke (c) from pre- and
post-natal smoking (d) from smokeless tobacco use, (3) Toxic constituents/ernissions
(including environmental tobacco smoke), (4) Smoking attributable mortality, (5)
Cessation, (6) Y outh access and (7) Y outh tobacco use prevention.

Study Objectives
Health Canada was interested in testing new concepts for health wamings cornpared to
warnings currently found on tobacco product packaging. To this end, it commissioned
Corporate Research Associates, Inc. (CRA) to conduct qualitative research with two
segments of people: youth smokers aged 18 to 24 and older adults 25 years of age and
older. The purpose of the research was to explore sorne proposed creative ideas to
determine if the concepts:
•

Are credible and relevant with the segmented audiences;

•

Appeal and are sensitive to the cultural and emotional sensitivities of the above
audiences;

•

Have memorable impact in the minds of the above audiences.

This report presents detailed findings of the study, conclusions and recommendations drawn
fromthe findings, an executive summary, and details with respect to the selected
methodology. Working documents are appended to this report and include the recruitment
screener (Appendix A), the moderator's guide (Appendix B), exercise sheets used during
the focus groups (Appendix C), and creative concepts (Appendix D).
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