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Executive Summary 

This report is the result of a series of seven focus groups across Canada with the Aboriginal 
and Inuit peoples during the period August 15-21, 2001. The research took place in Quebec 
City, Cornwall, Winnipeg and Iqaluit. 

A synthe sis of all of the sites together including partial recommendations are included in this report. 
The findings, analysis and conclusions for each of the sites are also provided individually. 

ABORIGINAL EXECUTIVE SUMMARY 

Except for the print medium, it seems that Aboriginal peoples have very little exposure to media 
specifically addressing aboriginal issues. For television it requires having cable or a satellite dish 
which is uncommon. This frnding suggests there might be an issue of the reach of this campaign 
targeted specifically to the Aboriginals in the television medium. 

There is a risk in targeting Aboriginals as having a bigger problem with cigarettes than the general 
population. They are already sensitive to being singled out on many issues. The very fact that there 
may be a separate campaign supports being singled out. Therefore, the campaign must be careful to 
address cross-cultural exposure and sensitivities. 

As in the general population and opinion leaders groups, there is sorne question about the 
appropriateness of a public campaign that targets the tobacco industry. Respondents felt uneasy 
that Health Canada was alluding to cigarette companies or the industry without outright naming 
them or the industry. Many Aboriginals felt that there were more effective and efficient ways to 
achieve the objective such as litigation and legislation. 

Many participants felt that the use of "may" or "can" in many of the scripts softened the message 
because it places doubt on the merits of the proposal. Health Canada needs to avoid words like 
"may be as damageable" because it conveys a message that they are not sure. They mu ch prefer the 
terms "are" or "will." It is very important that any claim be supported with facts and figures. 

Wrong SignaIs was the concept most favoured by Aboriginals. It very graphically got across the 
message of "light and mild is as lethal as regular." 


