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INTRODUCTION 

Background 

A national campaign has been Iaunched to inform Canadians about the effects of second- .. 
hand smoke, The objectives of the initiative are multi-foId: to gain support from the i 

media, decision makers and to mobilize aIl Canadians, whether smokers or non-smokers, 1 i 
on the need for continued federal action on the harmful effects of second-hand smoke. 
As part of the overall campaign, a cinema media buy will take place in December 2003. 
The direction of this particular effort as represented by the statement of work is to 
increase the awareness of adults aged 20-55 (smokers and non-smokers, males and 
females) on the dangers of second-hand smoke as well as the dangers of smoking in 
general. 

The initiative will air from November 28, 2003 to January 1,2004. The ad will be run at 
all theaters across Canada. In this context, it was proposed that a disaster check be 
conducted with the segmented audiences, which include smokers and non-smokers, to 
assess their feelings about the proposed creative. 

Research Objectives 

The purpose of the qualitative research was to do a 'disaster check' of the proposed 
creative to evaluate and determine if the visual concept, taglines, and associated texts: 

Are credible and relevant with the segmented audiences; 
Appeal and are sensitive to the cultural and emotional sensitivities of the above 
audience; 
Have memorable impact in the minds of the above audience; 
Have the ability to motivate the above audiences to action; and, 
Have the capability to mobilize public support behind government action with the 
designated target audiences on the creative concepts. 

j 
The overall objective of the qualitative work was to evaluate the impact of the visual 
concept, taglines and text. Specifically, the disaster check was intended to aid in 
determining: 

[ 

1 
Effectiveness, fit, and appeal of the visual concept, taglines, and text to the audiences 
(defined below); 
Credibility with the defined audiences; 
Appropriateness and clarity to the specifie audience; 
Understandability with the defined audiences; 
Reliability and relevance with the defined audiences; 
Sensitivity to the needs of the defined audiences; 
Effectiveness with the defined audiences; and, 
Believability with the defined audiences. 
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