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B,ACKGROUND 

In early September 2000, the Government of Canada and ail provinces and territories agreed to 
a plan that will increase federal funding available for healthcare by $21.2 billion over tb.e next;, 5 - y'ear:s. Following this announcement, the Canadian Information Office released a television 
advertisement to raise awareness of this new agreement. The Canadian Information Office 
contracted the IPSOS-Reid Corporation to conduct a survey with Canadians in order to evaluate 
their awareness of this television advertisement as weil as their awareness of the healthcare 
agreement. 

Some sections contain tracking form an earlier study that took place in September of 2000. 

METHODOLOGY 

Ali data were collected via the IPSOS-Reid Corporation's National Omnibus "Angus Reid 
Express" - a telephone survey, carried out between October 4th and October 10th 2000, among 
a representative cross-section of 1500 Canadian adults. With this national sample, one can say ( 
with 95 percent certainty that the results are within ± 2.5 Rercentaguoints of what the):: would 
have been hlld th.~ entire adult Canadian population been polled. The data are weighted to 
ensure an accurate reflection of the actual Canadian population according to 1996 Census. 
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SUMMARY OF FINDINGS 

Awareness 
• When aided, one in ten Canadians (11 %) said they had actually seen the Government of 

Canada advertisement of the doctor walking through a c1inic. 

Close to one quarter of these respondents said that the main message of the advertisement 
was that the government was putting money into the healthcare system (24%), while 32% 
said that the advertisement means there will be improvements to the healthcare system. 

Some differences exist between October respondents and September respondents (when 
the advertisement didn't air on television). While awareness of the agreement remained the 
same among both groups of respondents, October respondents seemed more positive about 
the agreement in general, the future of the healthcare system specifically and access to 
healthcare services. However, they were less confident in the federal and provincial 
governments' ability to improve the healthcare system, more pessimistic about noticeable 
improvements to provincial governments, more likely to feel that the threat of privatization 
has not lessened and that the government is sim ply putting back the money it took. 
However, overall findings showed respondents who were aware of the television 
advertisement generally held more positive views of the governments, the 
healthcare system and the new agreement between federal and provincial 
governments than those who were not aware of the advertisement. 
A majority of respondents (59%) said they were very aware (16%) or somewhat aware 
(43%) of the new healthcare agreement between the federal government and the 
provinces. These results are identical to those from the previous wave of this report in 
September 2000. Slightly more respondents who had seen the television advertisement said 
they were very aware of the new agreement (19%) cornpared to those who had not seen 
the advertisement (16%). 

A large majority (82%) of those who were aware of the advertisement said that the new 
healthcare agreement was very positive (11%) or somewhat positive (71%), compared to 
10% and 66% respectively in September 2000. When the same question (with an 
expia nation of the agreement) was asked of ail respondents, a large majority (92%) once 
again said that the new agreement was very positive (33%) or somewhat positive (59%). 
Results from the earlier study also showed a majority of 92% with 34% of respondents 
saying that the new agreement was very positive and 58% saying it was somewhat positive. 

• 

• 

J 
• 

• 
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Views on the Agreement 
• Before receiving an explanation of the agreement, ail respondents were asked about their 

views on the agreement. Those who had actually seen the advertisement were 
slightly more likely (16%) than those who had not (11%) to say the new 
agreement was very positive. 

• After receiving an expia nation of the agreement, ail respondents were asked about their 
views on the agreement. Those who had actually seen the advertisement were slightly more 
likely (36%) than those who had not (33%) to say the new agreement was very positive. 

• Almost three in four Canadians (71%) strongly agreed (35%) or somewhat agreed (36%) 
that the Government of Canada was sim ply putting back the money it took out of the 
healthcare system over the last couple of years. Canadians were more likely to agree with 
this idea than respondents from the earlier study (67%). Interestingly, respondents 
who had seen the advertisement were more likely to strongly agree (42%) that _ 
the government is simply putting_back tl_1~ .. mon~y.J!: tog ou of the healthcare 
system, as opposed 'to tfiôse who had not seen the advertisement (34%). 

• Most Canadians (73%) strangly agreed (28%) or somewhat agreed (45%) that if they or a 
family member were to be very ill, they would be able to have access to the necessary 
healthcare services. Respondents were more positive in their assessment of access to 
healthcare services than those in the previous study (69%). Canadians who saw the 
advertisement were more likely to strongly agree (33%) that if they or a 
member of their family was sick, they would have access to the necessary 
healthcare services, compared to those who had not seen the advertisement 
(28%). 

• Four in five Canadians (82%) strangly agreed (22%) or somewhat agreed (60%) that the 
federal/provincial healthcare agreement will lead to a stranger healthcare system in the 
future. Findings on this issue show a slight increase since September (79%). Respondents, 
who had seen the advertisement were also more likely to stronglyagree (31%) 
that the federal/provincial agreement will lead to a stronger healthcare system 
in the future than those who were unaware of the advertisement (21%). 

• Slightly less than three in four Canadians (71%) strongly agreed (16%) or somewhat 
agreed (55%) that the new money from the federal government will allow provincial 
governments to make noticeable improvements within the next year. Findings from the 
September study were slightly more positive (73%). Respondents who had seen the \ 
advertisement also strongly agreedthat the new money being given to provinces 
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will lead to noticeable improvements in the next year (22°10) compared to those 
who had not seen the advertisement (160/0). 

• Slightly more than half of Canadians (52%) strongly disagreed (19%) or somewhat 
disagreed (33%) that with the new money, the threat of privatization of the healthcare 
system has lessened. Conversely, slightly less Canadians (45%) strongly agreed (9%) or 
somewhat agreed (36%) with this statement. Respondents felt slightly more threatened by 
privatization than those in the previous study (49%). Just as many respondents who 
had seen the advertisement (901o) as those who had not seen it (90/0) strongly 
agreed that with more money in the healthcare system, the threat of 
privatization or a two-tier system in Canada has lessened. 
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Confidence 
• More than two in three Canadians (70%) we:.~ very ~onfident (12%) or somewhat confident \ 

(58%) in the Government of Canada's abllitv to irnprove the healthcare system across ~ 
Canada. These results were slightly lower than those in the September study (73%). 
Respondents who had seen the advertisement were more likely (16%) than i 

those who had not seen the advertisement (11%) to say they were very 
confident in the Government of Canada's ability to improve the healthcare • 
system across Canada. 

• More than half of Canadians (58%) said they were very confident (12%) or somewhat J 
confident (46%) in their provincial government's ability to improve the healthcare system in 
their province. Results from an earlier study show that overall confidence has slightly 
diminished since September (60%). Respondents who were aware of the 
advertisement were more likely (14%) than those who were not aware of the 
advertisement (12%) to say they were very confident in the provincial 
governments' abilities in the healthcare issue. However, overall confidence in the 
provincial governments is higher among thase who haven't seen the television 
advertisement (59%) than those who have seen the advertisement (53%). 

• Overall, Canadians have more confidence in the Federal Government (70%) than they do in • 
their provincial government's (58%) ability to improve the healthcare system. This trend has 
not significantly changed since the last survey in September 2000 where 73% of 
respondents said they were confident in the Go __ e ment of Canada's ability to improve the 
healthcare system compared to 60% of respondents who said they were confident in their 
provincial government's ability ta improve the healthcare system in their province. 

• Findings revealed that residents of British Columbia were more likely than other Canadians 
to have a significant difference between their confidence in the federal government (70%) 
and in the provincial government (43%) on the healthcare issue. Residents of.Alberta were 
most likely to have more confidence in their Rrovincial go leSQ,[llent Q_O%) than in the 
federal government (67%). Interestingly, residents of SaskatchewanJManîtoba had relatively - . similar confidence levels ln both branches of government (68%-Federal and 67%- 
Provincial). 
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DETAILED FINDINGS 

Unaided Awareness of television advertisement 
Respondents were asked if they had seen, heard or read any recent advertisements about 
changes to the healthcare system. A majority of respondents (54%) said that they had 
seenjheardjread such an advertisement. 

General Awareness of Advertisement (unaided) 

Do you recall seeing. hearing. or reading an)' recent advertisements about changes ta the healthcare system 
in Canada? 

1'\0 
46% 

Yes 
54% 

1'1=1500 

The following subgroups were more likely than their counterparts ta say they had 
heardjseenjread advertisements about healthcare changes: 

• Residents of Ontario (61 %), 
• Those with higher educational attainment (peaking at 58% for those with a university 

education), 

Those with higher incomes (peaking at 59% for those earning $60K and over), and 

• Canadians between 35 and 54 years of age (61%). 
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Advertisement Media 
When asked to specify the media through which they saw/heard/read this advertisement, two 
in three respondents (66%) said they had seen it on television, followed by half (52%) who had 
read it in the newspaper and one in five (20%) who had heard it on the radio. 

Advertisement Media 

Where did you see. hear. or read this advertisement? 
(Total Mentions) 

Radio 

66% Television 

Ne ws pa pe r 

Magazine 

At the hospital/ 
work place 

Mail/ f1yers/ 
broch ures 

(R("u:1I seeing, hear-ing or 
reading any recent 

adver-risement) 

The following subgroups were more likely to have seen an advertisement on television: 

• Residents of Quebec (71 %), 
• Those with a high school education (70%), and 

• Canadians between 18 and 34 years of age (70%). 

Subgroups more likely to say they read an advertisement in the newspaper were: 

• Resirl::nts of Saskatchewan/ Manitoba (60%), and 

• Older Canadians (peaking at 64% for those 55 years of aqe and older). 

The following Canadians were more likely to have heard the advertisement on the radio: 

• Residents of British Columbia (28%), 

.. Younger Canadians (peaking at 24% for those between 18 and 34 years of age), and 

• Men (24%). 
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Recall of Advertisement 

Respondents who had seen an advertisement were asked to describe what they had 
heardjseenjread. The most recalled factor of the advertisement was that the government was 
going to put more money into the healthcare system (28%). Interestingly, other aspects that 
were mentioned by respondents were that a doctor was walking with a checklist of 
improvements (2%), that there would be more funding for nursesjdoctors (3%) and more 
funding for hospitalsjfacilities (4%). 

Recall of Advertisement 
Can .l'ou please describe the most recent advertisement that _vau read. sa1l'. or heard about the healthcare 

system? (Total Mentions) 

Of he r 

28% (i o ve r n m e n t will put mon m o n e y in t o h e a lr hc a r e 

o th e r red unions 

Closing. ho s pit a lsv b ed s 

Sh e r ta g e of doctorsl nurses 

Cut b a c k sv mort' funding is n e e de d for He alt hc a r e 

M o r-e funding for hospitalsJ fe cilf tie s 

Orber im p r o ve m e n ts 

Pri\'stization 

Don'I k now 

(Recatl seeinz. hem-ing or rr:lfiing any recent adver-tisement] 

The following segments were more likely to have recalled the main aspect of the 
advertisement: 

• Canadians with a university education (32%), 

• Residents of Quebec (32%), and 

• Men (34%). 
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