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The materials tested in the focus groups included:

Introduction

Health Canada identified a need to conduct qualitative and quantitative
research investigating the effectiveness of a new second-hand smoke
communications campaign that it is currentiy testing.
More specifically, the purpose of the concept testing was to evaluate and
determine if the concepts were effective, credible, memorable and motivating
for a cali to action.
The overall objective of the qualitative and quantitative work is to evaluate
the impact the concepts have on both smokers and non-smokers.
Speclfically, this testing was intended to aid Health Canada in deterrnining
the following aspects of the concepts and the message portrayed by the
concept:
Effectiveness, fit, and appeal
Credibility
Appropriateness and clarity
Understandability
Relevance
Sensitivity to the needs of the targeted audiences
Believability
This report is based on the results of:
Qualitative Research consisting of six focus groups in three cities across
Canada.
Focus groups were conducted in: Halifax (September 5th),
Montreal and Toronto (September 6th). In each city there were two sessions
held, the first with non-smokers that have a smoker in their household, the
second with smokers. Both target audiences were parents between the ages
of 20 and 55.

• Magnet
• Double-sided 13ecal

• TV ad
• Poster
• Insert

Decima Research lnc, is pleased to present the following report to Health
Canada. This report summarizes the results of a series of focus groups and
on-line surveys conducted to test communications concepts with smokers
and non-smokers.

These materials can be found in Appendix A of the report.

s

Quantitative Research The second phase of the research consisted of 737
on-Ii ne surveys with Canadian smokers (473), non-srnokers (210) and nonsmokers who live with a smoker (54). Although the 'non-smokers living with
smokers' segment is small in size (n~54), we feel that it is still worthwhile to
report on it in key places in order to demonstrate the overall direction of the
research. It should be emphasized that because of the size of the overall
segment, results broken down within it are not statistically siqniflcant. and
should not be interpreted that way.
A total of 518 surveys were completed in English and 219 were completed in
French. A random probability sample of this size would have an approximate
margin of error of ± 3.5% at the 95% confidence levet.
Like the focus
groups, respondents were parents between the ages of 20 and 55. The online survey tested impressions of the TV ad, poster and insert.
Decima Research designed and directed ail elements of this research
including design (screener, moderation guide, on-line survey instrument),
recruitment, moderation, analysis and reporting. The research tools and
deliverables were approved by Health Canada and the documents were
translated into French by Decima's in-house translation department.
This report begins with an executive summary highlighting key findings from
the focus groups and survey, followed by detailed results of the qualitative
findings and analysis of the quantitative data. The detailed analysis section
of the report denotes these tables by question number (e.g. Q.1) for easy
reference.
ln sorne of the tables and ch arts the percentages may not sum to exactly
100%, due to rounding.
A more detailed description of the survey methodology
research is provided at the back of this report.
Any questions regarding this report can be directed to:

1

used to conduct this

1 A detaüed description of the construction of the co-une panel used for this research can
Metnodology section at the end of the report
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