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Introduction
On September 13 - 15, 2004, Prime Minister Paul Martin and the provincial premiers and territorial
leaders met in Ottawa to develop a ten year plan to strengthen and enhance the Canadian system of
health care. The implementation of the plan will provide Canadians with better health care through:
training and hiring more health professionals; improving access to health care; expanding home care
to provide better support; and improving access to family and community care.
After the First Ministers' Meeting (FMM), Health Canada, in collaboration with the Government of
Canada, launched a print advertising campaign announcing the conditions outlined in the Health
Accord. The advertisement outlined specifie areas of the Health Accord and was placed in weekly
newspapers across the country in both English and French along with Official Languages
newspapers, ethnie weeklies and First Nations and Inuit publications.
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Decima Research was commissioned to undertake an evaluation of the effectiveness of this
~e~tusing the Advertising Campaign Evaluation Tool developed by the Government of
Canada. The specifie objectives of this evaluation were to:
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Establish aided and unaided

~

rtc'a 1 of the advertisement;

Determine if any action was taken based on the advertisement; and
Evaluate Govemment of Canada performance in general and specifically surrounding
communications efforts.

The s2.!Y~y consisted of~~s withjzQ15 Canadians (aged 18 years and older)
conducted between November 4 and 9, 2004. The results drawn from this sample can be expected to
be accurate to the full population ofCanadians to within plus or minus 3.1 percent, in 19 out of20
samples. The margins of error are larger for sub-samples. A more detailed description of the
methodology used to conduct this survey is provided at the back of this report.

~----------

This report presents the key findings and conclusions from the research. Appended to this report are
a copy of the survey questions (both English and French) and

