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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. 

lil 
Decima Research was commissioned to undertake an evaluation of the effectiveness of this 
~e~t using the Advertising Campaign Evaluation Tool developed by the Government of 
Canada. The specifie objectives of this evaluation were to: 

~ ~ 
1r 1. Establish aided and unaided rtc'a 1 of the advertisement; 

.* 3· Determine if any action was taken based on the advertisement; and 

j4· 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 a set of detailed "banner" tables (under 
separate coyer) that present results for each question by region and demographie categories. The key 
findings section ofthis report denotes these tables by question number (e.g. Q.l) for easy reference. 

Decima Research Inc., 2004 1 (LJ) 
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Executive Summary 
The findings from this research show that about one in ten Canadians are able to recall the Health 
Accord print advertising campaign on an unaided basis. One in five Canadians are able to recall the 
ad once they are read a brief description. 

Arnong those able to recall the ad (on an aided basis), the Government of Canada is the most 
frequently identified sponsor, named by about one in three. Other organizations are identified as the 
sponsor by smaller proportions, while one in five are unable to link the ad to any sponsor. 

While a majority of Canadians are able to extract the main point of the advertisement, very few say 
that seeing it prompted them to take action such as following-up by calling the 1-800 number or 
visiting the website highlighted in the advertisement. 

Four in ten Canadians say that the quality ofhealth care has deteriorated over the past two years. A 
similar proportion say the quality has remained the same while a significantly smaller group of 
Canadians believe it has improved. 

Most Canadians give the Government of Canada neutral ratings for its performance on health care, 
overall performance, and performance in providing information to the public about its services. 
Canadians are slightly more positive in their ratings of the government' s delivery and reliability of its 
services and information. 

Decima Research Inc., 2004 



ACET Application Post-FMM Advertising - Final Report 

Sommaire 
Les résultats de l'étude démontrent qu'environ un Canadien sur dix est en mesure (sans aide) de se 
rappeler la campagne publicitaire imprimée sur l'accord sur les soins de santé. Un Canadien sur cinq 
se rappelle la publicité lorsqu'on lui en lit une brève description. 

Parmi ceux capables de se rappeler la publicité (avec aide), le Gouvernement du Canada est le 
commanditaire le plus fréquemment nommé, soit par environ un répondant sur trois. Un pourcentage 
moins élevé de répondants identifient d'autres organismes à titre de commanditaires, alors qu'un 
répondant sur cinq est incapable d'associer la publicité à quelque commanditaire que ce soit. 

Bien qu'une majorité de Canadiens comprennent le message véhiculé par la publicité, très peu disent 
avoir agi en conséquence après l'avoir vue, c'est-à-dire téléphoné au numéro sans frais indiqué ou 
visité le site Web auquel la publicité faisait référence. 

Quatre Canadiens sur dix affirment que les soins de santé se sont détériorés au cours des deux 
dernières années. Une proportion similaire de répondants disent que la qualité est demeurée la même, 
alors qu'un nombre beaucoup plus restreint de Canadiens croient que les soins de santé se sont 
améliorés. 

La plupart des Canadiens donnent au Gouvernement du Canada une évaluation neutre concernant sa 
performance en matière de soins de santé, sa performance globale et sa capacité de fournir au public 
des renseignements à propos des services qu'il offre. Toutefois, les Canadiens donnent une 
évaluation légèrement plus positive quant à la délivrance et à la fiabilité des services du 
gouvernement et des renseignements qu'il fournit. 

Decima Research Inc., 2004 5 
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Key Findings 

Unaided Advertising Recall 

One in ten Canadians were able to recall the Health Accord newspaper advertising promoting 
better health care for Canadians and correctly identify one of its themes. 

Canadians were first asked if they had seen any advertising in the past few weeks related to a plan for 
better health care. Just over one quarter (28%) daim they had seen this advertisement. (Q.J) 

Claimed and Aided Recall of 2004 
Health Accord Campaign 
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Claimed recall varies by region and social-demographie groups. Residents of Alberta (40%) are 
more likely than others to daim they saw advertising pertaining to better health care. Meanwhile 
residents of Quebec (19%) are least likely to report seeing the advertising. Women (33 %) are more 
likely to have seen the advertising than men (24%). Canadians in the 18 to 34 age group (17%) are 
least likely to report seeing the advertising. 

Since it is easy to daim to be aware of such advertising without necessarily having seen it, Canadians 
were then asked to describe the advertising they recalled (unprompted, without any potential 
responses offered). This "unaided" recall is a key measure ofthose who have intemalized the 
advertising, which is generally considered necessary in order to affect people's perceptions, attitudes 
or behaviours. 

Decima Research Inc., 2004 7(&) 
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Among all Canadians surveyed, Il percent were able to correctly recall something about the Health 
Accord advertising on an unaided basis. The demographie groups more likely than others to 
correctly describe the ads are consistent with those who are more likely to claim seeing them. (Q. J b) 

Canadians, who recall the advertising campaign, without prompting, describe su ch themes as 
Government politicians discussing health care (9%), and improvements to health care (8%). Others 
also mention decreases in wait times (6%), the need for better health care, new facilities, and/or 
services (6%), and better funding for health care (6%). (Q. J b) 

Table 1: Advertising Elements Recalled* 

Volunteered responses (Correct Mentions) % 

Net - Correct Mentions 36 
Government politicians discussing health care 9 
Improvements to health care 8 
Decrease in/less wait times 6 
Need better health care/new facilities/services 6 
More money to health care/better funding 6 
Staff shortage issue 5 
Senior/elderly people 4 
General description of ad (correct) 3 
Service/staff/equipment shortage/problems 2 
Youth/children 2 
Ad sponsorship/government of Canada 1 
Accessibility/ 24/7 1 
Ten year plan 1 

*Based on those who claim seeing health plan related advertising. (n=305; +/-5.6%) 

Those who claimed seeing the advertising were also asked where they had noticed the advertising. 
Among those recalling the advertising unaided, almost half (46%) correctly identified print media as 
the source. Sorne participants incorrectly identified television (52%) or radio (15%). (Q. Je) 

Table 2: Media Element Recall* 

Volunteered responses (Top Mentions) % 

Television 52 

Net - Print media 46 
Newspaper 41 
Magazines 6 
Local weeklies 2 
Ethnie papers - 

Radio 15 
*Based on those who claim seeing health plan related advertising. (n=305; +/-5.6%) 

8 Decima Research Inc., 2004 
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This is a difficult question for people to answer, since they are exposed to so much advertising on a 
daily basis. Mentions of media such as television and radio, which were not actually part of the 
media mix for this campaign, do not necessarily indicate that the respondent is recalling the incorrect 
advertising. Often participants are not cognisant of the source of their advertising recall. 

Decima Research Inc., 2004 9 
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Aided Advertising Recall 

Overall one-fifth of Canadians were able to recall the advertising when prompted, and one­ 
third of this group correctly identified the Government of Canada or Health Canada as the 
sponsor. Over half of those who recall the advertising identified its message correctly. 

Canadians were read a description of the print ad running in the newspaper, and th en asked if they 
recalled seeing it over the past few weeks or so (i.e. aided recall). The purpose ofthis question is to 
help understand the level of unaided recalI, which is the key measure of advertising penetration. 1 

One-fifth (21 %) ofCanadians report seeing the advertising, three-quarters (74%) say they do not 
recall seeing it, and an additional three percent (3%) are unsure. (Q.2) 

Aided Recall of Health Accord Ad 
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There are geographical and age differences in aided awareness. Residents of Manitoba and 
Saskatchewan (31 %), followed by Ontario (26%), and Alberta (23%) are more likely to recall the 
advertising compared to others. Quebecers, meanwhile, report the lowest aided recall (13%). Aided 
recall of the advertising increases with age - w hile 13 percent of those 18 to 24 years of age recall it, 
33 percent ofthose over 54 years ofage do. 

1 Unaided recall is the key measure of advertising recaIl, while aided recall is more of a diagnostic tool. If unaided 
recall is low, th en we look to aided recall to understand why. Ifunaided recall is good, the aided recall is not as 
crucial because we know we are likely to observe strong results. 

10 Decima Research Inc., 2004 
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Canadians who said they had se en the Health Accord ad were asked who they thought produced the 
ad, that is, who paid for it. The Government of Canada (32%) and Health Canada (3%) are correctly 
identified as the sponsors by one-third ofthose recalling the ad, or 8 percent of aIl Canadians. Others 
with aided recall of the ad identify the provincial government (24%) or the taxpayers (11%). One­ 
fifth ofthose with aided recall (18%) could not say who produced the ad. (Q.3/3a) 

Sponsorship of the Advertisement* 

Taxpayers 

GovernmentofCanada •••••••••••• 32% 

Provincial Government ••••••••• 24% ___ 11% 
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80th Federal and Provincial 

Health care - general 

Other •.• 8% 
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• Armng those w ith aided recall of the ad (n=246, +/- 6.3%) 

Residents of the Atlantic provinces (70%) are most likely to attribute the production of the 
advertisement to the Government of Canada, while Quebec residents (35%) are most likely to say 
that the provincial government produced the ad. 

Decima Research Inc., 2004 11 
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Canadians who said they had seen the ad were also asked what they thought the main point of the 
advertising was. Overall, over one-half(58%) ofthis group extracted a message consistent with the 
objectives of the advertising placement as a result of seeing the ad, and one-quarter (28%) say the 
point of the advertising is to inform Canadians about the improvements or changes in health care. A 
sm aller proportion reports that the government is helping Canadians (13 %). (Q.4) 

Message of the Advertisement* 

More money put into 
healthcare 

28% 
lm prove/change/better 

health care 
Government is helping 
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* Armng those w ho recall the ad (n=246, +/- 6.3%) 

The likelihood of mentioning a correct message varies by socio-demographic group. Residents of 
Ontario (65%), and Manitoba and Saskatchewan (67%) are more likely to identify these messages 
compared to other Canadians. Participants aged 25 to 44 years (72%) are also more likely than 
others to identify a correct message. The likelihood ofmentioning a correct main message of the 
advertising also increases with the level of education. 
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