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INTRODUCTION 

Background 
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Over the last few years, a significant amount of research has been conducted to determine 
if smokers (particularly those who live with non-smokers and children) understand the 
impact of second-hand smoke in personal places (home and car). 

-, 
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1 The findings of these studies imply that smokers understand the effects of second-hand 

smoke but do not always take the appropriate steps to reduce the level of exposure of 
their non-smoking family members. Moreover, in many cases, they are misinformed 
about the effectiveness of the measures they are taking. 
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Further research conducted by Health Canada has suggested that smokers would support 
a campaign that would: 
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• 

give the facts about how second-hand smoke operates and the damage it 
does, 
show the ineffectiveness of currently used, but easy-to-relate-to mitigating 
behaviours and situations 
provide information to simply explain why and how such behaviours are 
ineffective, and 
present smokers in an empathetic way. 

• 

• 

• 

l 
" 

From this research, Health Canada has developed a new set of storyboards for the 
development of a new second-hand smoke television campaign designed to be aired in 
2006. 

Research Objectives 

The purpose of the research was to do a storyboard check of the proposed creative to 
evaluate and determine if the concept: 

• Were credible and relevant with the segmented audiences; 
• Appealed and was sensitive to the cultural and emotional sensitivities of 

the target audience; 
• Had memorable impact in the minds of the target audience; 
• Had the ability to motivate the target audiences to action; and, 
• Had the capability to mobilize public support behind government action 

with the designated target audiences on the creative concepts. 
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