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1.0

Introduction

Environics Research Group is pleased ta present this report of focus group findings to
the Office of Tobacco Control of Health Canada. The purpose of this project was to
undertake~ualitative assessment ofconsumer attitudes toward proposed cigarette
e desi ns in support of the development of regulations regarding the placement
of health information on tobacco packaging.
.
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To this end 13 ocus groups were completed in May and June 1999. Five sessions took
place in Montreal and four sessions took place in both Toronto and Ottawa. The
Montreal sessions were conducted in French and the Toronto and Ottawa sessions
were conducted in English. There were bilingual participants in the youth sessions in
Ottawa (both smoking and non-smoking groups).
The focus group participants were segmented into the various sessions by smoking
behaviour and age. The smoking behaviour segmentation was divided between staunch
smokers (smokers who have not tried to quit smoking and have no intention of trying to
do so), potential quitters (people who have tried to quit smoking in the past and are
going to try again in the future) and non-smokers (people who do not currently smoke).
The focus groups were also segmented by age: youth (16 to 17 years of age), young
adults (18 to 24 years of age) and Older Adults (over the age of 30).
As Health Canada knows, qualitative research is a powerful tool that enables the
sponsoring group to receive feedback on the participants' thoughts, feelings and
opinions. This type of research allows for the effective probing of the relationships
between attitudes, opinions and behaviours. Qualitative research can provide
considerable depth of understanding regarding the attitudes held by individuals.
However, it should be remembered that, while indicative of attitudes that do exist, these
attitudes are not statistically representative or predictive of the larger population. For
this reason, the quantitative results used in this report refer only to the focus group
population and can not be used to explicitly predict how Canadians in general would
react given the same information.
.
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This report summarizes the overall findings of the project and discusses the results in
detail. Ali research work was conducted in accordance with the professional standards
established by the Professional Market Research Society (PMRS) and the Canadian
Association of Market Research Organizations (CAMRO). Please refer to Appendix A
for a copy of the Moderator's Guide.
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