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l. Introduction

POLLARA is pleased to present to Health Canada the following report of
qualitative findings from focus groups testing various advertising concepts
pertaining to the Government of Canada’s Tobacco Control Program among
Aboriginal Canadians.

A total of four (4) groups were conducted with Aboriginal Canadians on
December 21, 2001. One group with general population participants and
one group with “Involved Canadians” were held in each of the following
locations: lqaluit (Inuit) and Saskatoon (First Nations). Additional recruiting
criteria ensured that each group had participants who were smokers and
non-smokers. Participants were randomly recruited to participate in these
discussions which lasted approximately 2 hours.

Groups examined television, print and radio advertisement executions. The
executions were part of three distinct advertising concepts: “Health Care
Workers”, “Labels” and “Zero”. Both “Labels” and “Zero” had two
television executions (one 30 second and one 60 second), and all three
concepts had two print executions and one radio spot.

Due to the nature of qualitative research, findings should be considered as
directional rather than as statistically significant.
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Key Findings

The following report is broken down into findings from each of the centres.

A.

Saskatoon

General Comments:

At the end of all the ads, respondents understood that this
advertising is targeted to aboriginals because the government
believes that smoking in their community is a problem. They
denied the assertion that this was a superficial effort on the
government’s part, instead feeling that this was evidence of sincere
effort from Health Canada to improve the health of aboriginal
peoples.

With regard to the ads that asserted that it is unsafe to smoke any
tobacco products, respondents were able to reconcile this message
with their tradition of smoking during aboriginal ceremonies. For
some, smoking tobacco was not a necessary precondition to
participating in ceremonies, while for others they felt that they could
participate by smoking tobacco only during ceremonies and not
smoking as a regular smoker. Stated simply, there is no evidence
that any of the messages offended the participants. In contrary,
some embraced the message as sincere, as already discussed above.

Many smokers and non-smokers in both groups indicated that they
were familiar with all the statistics and health consequences — they
expressed a real desire to see ads that told them new information or
gave them new understanding of the effects of smoking. Instead of
negative advertising, they wanted information or assistance on how
to stop smoking. ‘
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= One statistic had significant impact compared to any others - the
75% of aboriginals who smoke. The proportion was thought to be
extremely high, although it was also thought to be very credible and
believable. It seemed apparent that aboriginals are not used to
being told that smoking is a ‘problem’ in their communities, since
many referred to the numerous other social problems in the
aboriginal community, such as alcoholism and teenage pregnancy.
Generally, they were pleased to have learned this statistic, which
seemed to quench their thirst for “new information” about the
impact smoking has had on their people. Very few respondents
questioned the incidence of smoking in other ethnic groups,
suggesting that this information does not need to be backed up with
other secondary information from other ethnic groups.

i Television Executions

* In both TV executions, respondents were confused who the ads
were referring to when it talked about “the victims include up to
75% of our people who smoke”. They questioned who the “our
people” are, since there is no obvious visual cue that the ads are
talking about. Respondents in the first group understood this only
because they were read the radio ads first, so it was therefore clear
to them that this statistic refers to the proportion of aboriginal
people who smoke.

o Impact of the TV ads would be increased dramatically if
there was a strong link between the 75% statistic and
aboriginal peoples.

o The proportion of aboriginal people who smoke was
considered strong evidence that smoking is a problem in the
aboriginal community.

o A small number of respondents were confused as to the
proportion of aboriginal people who smoke (75%) and the
45,000 smoking-related deaths. They questioned if 75% of
the 45,000 deaths were aboriginal people.
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Zero

Respondent emotions were stirred the most when images of
children were used or facts about children were used. While some
respondents had developed habits of not smoking in front of their
child, many females and some males in the two groups who had
children indicated that the components of the ads which touched
on second-hand smoke were very convincing, making them think
twice about their own smoking habits. ~Still, many were sceptical
that even these powerful images would motivate them to quit
smoking.

It was only when the scene shows a picture of an ‘elder’ did
respondents realize that this ad was targeted to them as aboriginals.

Respondents described this ad as more factual than the Label ad. It
was believed that this ad had less emotion, and therefore was
perceived to have less impact than the 60 second Label ad.

The ad was considered easy to follow, credible, and believable.

Some respondents questioned what programs and initiatives have
been developed by Health Canada, since none of the respondents
were aware of such programs.

This ad was preferred by less respondents compared to the Label
ad, primarily because it lacked the significant emotion, depth, and
dramaticism of the other ad.
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Label

This ad struck an emotional chord with many respondents.
Specifically, three scenes seemed to have particular impact on the
respondents:

o The scene discussing second hand smoke on SIDS caused

many smokers to seriously think about their own children
and the impact that their smoking habits have on their
children.

The scene discussing asthma among children was also
powerful, again because they instantly related their own
smoking behaviours on the health of their children.

The scene dealing with impotence made many respondents laugh. Even
though the men in the group seemed to have an attitude that this would
happen to everyone else but themselves, there is strong indication that this
scene will significantly help increase awareness of the ad and its message.

o Overall, the message in the ad was considered as shocking

for most respondents because of it played on images and
impacts of smoking on children

Respondents considered this ad to be believable, credible,
and easy to understand.

Despite the strong emotion, few felt that the ad would have
any meaningful impact on their own smoking habits. It was
felt that people have to quit for themselves, not because of
an ad they see on television.

o Overall, this ad tested the best of the television ads.
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ii.  Aboriginal Radio Ads

Doctor

Label

The use of an aboriginal doctor in this ad was considered to be very
effective. Respondents felt that hearing the voice of an aboriginal
person speaking would instantly catch their attention. Moreover,
the ad has a lot of impact when they learn that the announcer is also
a doctor. For most respondents, this ad was considered very
credible as a result of it being an aboriginal doctor.

Clearly, the most powerful component of the message was the
proportion of aboriginals who smoke — 75%. Respondents found
this statistic surprising, but very believable. Generally, it elevated
their concern about smoking among their community.

The statement “And I’'m speaking from experience” was also very
effective, since it suggested one of two things: 1) the doctor is an ex-
smoker, thus adding credibility; or 2) he knows from experience that
smoking is a major problem as a result of his profession.

This ad tested very well in the groups, and clearly was considered a
favourite of many respondents.

While not explicitly mentioned, it is clear from respondent reactions
that the lack of any aboriginal linkage in this ad is its major downfall.
While the message contained the same reference to 75% of
aboriginal people who smoke, the power of the entire ad was
diminished because it was clearly less relevant to their community.

The statements referring to labels on children’s toys were considered
effective by some respondents. = However, more pragmatic
respondents rejected the symbolism as ridiculous.

Respondents noted that there was a lack of emotion in this ad.
Consequently, it was rare that respondents chose this ad as their
favourite.
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Zero

iii.

Similar the Doctor radio spot, the use of aboriginal music in the
background was thought to be effective at gaining their attention.

Respondents described this ad as effective because of the
dramaticism. The use of echoes was thought to be particularly
effective at communicating the important components of the
message. '

Again, the component of this ad that was the most effective was the
fact that 75% of natives smoke cigarettes.

Some pragmatic respondents rejected the notion that “cigarette
smoke can talk”, thereby making the ad less believable for them.

Overall, however, the dramatic effects made the ad appealing, and
therefore was the preferred ad of many respondents.

Aboriginal Print Ads

Note: Only three of the print ads were tested because they arrived late
from the printer. Ads tested were one newspaper ad (appears to be a V4
page ad with a headline “The warning signs are everywhere”), one colour
ad with several aboriginal doctors, and one two-page magazine ad.
Further, discussion of print ads in one of the groups was truncated because
materials arrived late — instead, there was significant focus on the radio ads
as a result.
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Doctors

* The headline was thought to be catchy and effective. Using
aboriginal doctors was effective for the same reasons it was effective
in the radio ads ~ they lend instant credibility among the target
population.

* However, because the ad was in such early form, the message

didn’t communicate enough for many of the them to be attracted
to it.

The Warning Signs are Everywhere

* This newspaper ad was thought to convey the right amount of
information.

* The “More to Come” was confusing to many respondents.

" Many thought the images of the child and the hockey player would
integrate well with the television ad “Zero”.

* Respondents felt that the bulleted information in the ad would be
the first thing they would read.

Two-Page Magazine Ad

®= Many respondents felt this ad was too long and detailed. Most felt
they would not read it because of the length.

* The images were thought to be similar to the TV ad “Zero”, but
some questioned the meaning of the images.

* The use of red in the ad certainly attracted their attention, and the
red WARNING was thought to be effective.

= The second page was thought to be effective at communicating lots
of detailed information, and they liked the Facts that Stick portion of
the ad.
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