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1.0 . INTRODUCTION
Background
Under the Tobacco Products Control Act, Hea1th Canada: bas a mandate to provide
information to consumers on tobacco products. At the present time, tobacco products
contain a hea1th waming, as well as limited information about toxie constituents in tobacco
and tobacco srnoke. Environics Research Group bas been commissioned to conduct a
research prograrn to understand public attitudes toward, and suitable vehicles for,
information on this topie. The research consists of three cornponents:
1)

Qualitative research - consisting of focus groups across Canada arnong
smokers in general, and young smokers and potential smokers in particular;

2)

Quantitative researeh - consisting of a nation·~de survey of a representative
sample of adult Canadians, as well as an over-sample of Canadian youth;

3)

Social values research consisting of an in-depth analysis of key target groups
using Environics' 3SC Social Values Monitor, the most comprehensive annual
survey of the social values of Canadians.

This report, which is concemed with thé third component described above, uses 3SC to:
•

examine the socio-cultural values of smokers (including subgroups of
smokers: light and heavy, ages 15 to 19 and 20 to 29) and potential smokers
.(young people, age 15 to 19);

•

on the basis of this examination, help to detennine whether toxic constituent
listings will have the desired effect of encouraging people to either quit
smoking or never take up the habit.

As noted above, the main focus of this investigation is the issue' of toxic constituent
listings on tobacco product packaging, Nevenheless, we also discuss here the implications
of our social values research in the context of other potential tobacco control measures.
In this report, we look at two rneasures that have to do with advertising: first, the poliéy
of banning tobacco company advertising; and second, the idea of using the principles of
social marketing to develop a new anti-tobaeco advertising campaign. Other initiatives
such as plain paekaging for tobacco products, retail controls and taxation may he analyzed
using 3SC at another time, if desired.
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