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EXECUTIVE SUMMARY 

• About one-third of adult Canadians smoke cigarettes • More than four in ten adult srnokers say they smoke 
at least occasionaIly. Nine in ten of those who do less now than they did a year ago; one-third of young 
smoke say that they last smoked a cigarette "today." smokers are smoking less. 
AImost one-quarter of young Canadians aged 12 to 
18 smoke at least occasionally. • AImost four in ten adult smokers have recently tried 

to quit; this proportion rises to one-ha If among young 
• One-third of adult Canadians who do not smoke at smokers, 

the present time are former smokers. One in ten 
young non-smokers are former srnokers. • Eight in ten Canacüans of ail ages think that tobacco 

use is a major health problem. 
• Nearly nine in ten adult smokers have smoked for 

more than five years. AImost three-quarters of young • Most smokers look at the health warning messages 
smokers have smoked for between one and five years. on tobacco products at least once a day. A large mi- 

nority of non-smokers also do so. .. More than one-quarter of adult Canadian smokers 
each name a Player' s or DuMaurier brand as their • More than eight in ten adult Canadians have seen 
usual brand. One-half of smokers name a light brand health waming messages on cigarette packages; this 
as their usual brand. DuMaurier brands are smoked rises to more than nine in ten among young Cana- 
by four in ten young smokers. dians. 

• AImost three-quarters of adult smokers report that • Over half of smokers and one-third of non-smokers 
theÏr usual brand of cigarette cornes in a slide and at least sometimes look at cigarette packages on dis- 
shell package; this proportion rises to almost nine in play when they go into a store. 
ten among young smokers. 

• Canadians of ail ages are most likely to rernernber 
• One-third of adult smokers have tried to quit smok- the health warning messages "Smoking during preg- 

ing within the last year; fewer than one-quarter say nancy can harm your baby," "Smoking can kill you" 
they have never tried to quit smoking. Almost six in and "Cigarettes cause cancer." The message "Smok- 
ten young smokers have tried to quit in the past year; ing is addictive" has the lowest level of recall. 
however, almost one-third have never tried to quit. 

• The overwhelming majonty of Canadians of all ages 
• Smokers of all ages almost unanimously agree that support the placing of health warning messages on 

smoking is bad for your health. tobacco products. 

• Eight in ten adult smokers say they are more con- • One-half of Canadians of all ages feel that current 
scious of the risks of smoking than they used to he; health waming messages on tobacco products are 
three-quarters of young smokers also report this. about right; around one-third believe that these mes- 

sages do not go far enough. 
• T wo-thirds of adult smokers say they smoke less 

around others than they used to; only one-third of • Large majorities of Canadians of al! ages agree that 
young smokers report doing so. current health waming messages on cigarette pack- 

ages provide important information for srnokers to 
• Six in ten smokers of ail ages say their desire to quit he reminded of and are worth re-reading. However. 

smoking has increased; strong agreement is greater a rnajority also feel that the messages are worn-out 
among adults than among youths. and have lost their effectiveness. 
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• One-half of Canadian smokers say health warning • Almost half of adults and two-thirds ofyouth believe 
messages on cigarette packages have at least sorne that increasing the size of health waming messages 
impact on making them more conscious of the health would make them at least somewhat more effective 
risks of smoking than they used to be. in informing Canadians about the health effects of 

tobacco and in encouragÎng them to reduce their 
• Around four in ten smokers say that these messages tobacco use. 

have had at least sorne impact on getting them to 
smoke less around ethers than they used to, and one- • Almost three-quarters of adults top-of-mind recall the 
third report at least sorne impact on increasing their image of diseased teeth and gums when shown a card 
desire to quit smoking. of cigarette packages bearing this image; almost half 

recall the mention of mouth cancer. Young Canadi- 
• One-quarter of smokers say the messages have had ans are somewhat more likely to mention the image 

at least sorne impact on getting them to smoke less and somewhat less likely to mention mou th cancer. 
or ta try quitting. 

• Over seven in ten Canadians of all ages, and eight 
• Young smokers are less likely than adults to say that in ten smokers, recall both Player's and Export "A" 

the warning messages have had at least sorne impact as the brands shown on the cardo 

0' 
on making them smoke less around others. 

• T wo-thirds of adult Canadians and over eight in ten 
• Canadians of ail ages are most likely to suggest us- youth feel that a cigarette package bearing an image 

ing pictures in health warning messages in order to of a blackened lung as more effective than one bear- 
make them more effective. Young Canadiens also ad- ing a only current health warning message, both in 
vocate more detailed information. informing Canadians of the health effects of srnok- 

ing and in encouraging Canadians to reduce tobacco 
• Canadians of ail ages are divided as to whether use. 

"words on the package" is the best way of informing 
smokers about the health risks of tobacco. • The vast majority of Canadians of ail ages recall both 

DuMaurier and Export "A" as the brands shown 
• Majorities of Canadians of ail ages believe that us- on the cardo Smokers are even more likely to recall 

ing pictures, using colour, adding rnarker words and these brands. 
increasing the size of the messages are all effective 
ways to make these messages more noticeable. A • More than four in ten adult Canadians believe that 
rnajority of young Canadians also believe that add- a health warning message with 60 percent coverage 
ing more detailed information in the text wou Id be is most effective in informing Canadians about the 
effective. health effects of tobacco. This proportion rises to two- 

thirds among young Canadians. 
• Canadians of all ages are most likely to identify col- 

our as the visual difference between cigarette pack- • More than four in ten adult Canadians believe that 
ages, followed by brand name and size of package. a health warning message with 60 percent coverage 
Smokers are most likely to mention brand. is most effective in encouraging Canadians to reduce 

their tobacco use; this proportion ris es to six in ten 
among young Canadians. 
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INTRODUCTION 

Environics Research is pleased to present the results of 
these two surveys conducted on behalf of The Office for 
T obacco Control of Health Canada, one with adult 
Canadians and one with young Canadians aged 12 to 
18 years. 

i 

J 
1 
1 
; 
t 

A survey of 2,018 adult Canadians, aged 18 years and 
older, was carried out in-home hetween july 2 and Au­ 
gust 2, 1999 and included this series of questions on 
cigarette packaging as part of the F ocus Canada national 

omnibus survey. Results from a survey of this size can 
he considered accu rate within plus or minus 2.2 percent, 
19 times out of 20. 

An omnibus survey of 746 young Canadians, aged 12 
to 18 years, was carried out face-to-face between july 20 i 
and August 13, 1999. Results from a survey of this size 
can be considered accurate within plus or minus 3.6 1 

percent, 19 times out of 20. \ 
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GENERAL SMOKING BEHAVIOUR 

1. Q.44&/2 
F urtherrnore, when smokers are asked when they last At the tsreseni iime, do you smok;e cigarettes every day, 

Incidence of Smokers 
About one-third of adult Canadians smohe ciga­ 
rettes at least occasionally, Nine in ten of those 
who do smohe say that they last smohed a cigarette 
"today," Almost one-quarter of young Canadians 
smoke at least occasionally, 

When Canadians are asked whether, at the present time, 
they smoke cigarettes every day, occasionally or not at all, 
31 percent report that they smoke cigarettes every day, 
while four percent report that they smoke occasionally, 
Sixty-five percent say that they do not smoke at alt. 

smoked a cigarette, 91 percent respond "today." Much 
smaller proportions answer that they last smoked a ciga­ 
rette "yesterday" (4%), "within the past three days to a 
week" (2%) or "over a week ago" (2%). 

Men are slighùy more likely than women to report that 
they smoke cigarettes every day. Canadians aged 18 to 
44 years (36%), French-speaking Canadians (39%), 
and those in the lower income and education groups are 
also more likely to say that they smoke every day. Those 
aged 60 years or more (82%), those with a post-second­ 
ary education and those with annual incomes of$50,OOO 
or more are more likely than ethers to report that they do 
not smoke. 

Among smokers, men (92%) are slightly more likely than 
women (89%) to report that their most recent cigarette 
was srnoked "today." Those with a post-secondary edu- 2 
cation are somewhat less likely to report this. 

Regional analysis indicates that daily cigarette smoking 
is more prevalent in the Atlantic provinces (44%) and 
in Quebec (37%). Residents of Saskatchewan (17%), 
Ontario (26%) and Alberta (27%) are least likely to 
report that they smoke every day. 

Special cross tabulations indicate that, among smokers, 
the likelihood of smoking every day rather than occasion­ 
ally increases with the lengtli (If tune Olle has been ct 

smoker. 

Smoking Frequency 

Every day Dccasionally Not at ail 

occasionallu, or not at aU.) 

When Last Smoked Cigarette 
1~-------------------------- _ 

• Adults 

III Youlh 

Today Yeslerday Wilhin past 
3 days -1 wlt 

Over a 
weekago 

Q.49&/7 
When did you fast smok;e a cigarette? 
Subsample: Re.spondents who smok;e every day or 
occasionally 
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When young Canadians are asked whether they smoke 
cigarettes every day, occasionally or not at all, 16 per­ 
cent report that they smoke cigarettes every day, while 
six percent report that they smoke occasionally. Seventy­ 
seven percent say that they do not smoke at aIl. 

F urthermore, when young smokers are asked wh en they 
last smoked a cigarette, 75 percent respond "today." 
Smaller proportions answer that they last smoked a ciga­ 
rette "yesterday" (12%), "within the past three days to 
a week" (7%) or "over a week ago" (6%). 

Young Canadians aged 17 to 18 years (40%) are more 
likely to smoke every day than those aged 1,5 to 16 years 
(17%) orthose aged 12 to 14years (7%). Quebecyouths 
(24%) are more likely than others to report smoking daily. 
As with adults, the likelihood that a youth will smoke 
every day increases with the number of years he or she 
has been a smoker. 

Incidence of Former Smokers 
One-third of adult Canadiens who do not currently 
smoke are former smohers. One in ten young non­ 
smohers are former smohers. 

When Canadians who do not smoke at the present time 
are asked if they have ever smoked cigarettes daily, one­ 
third (33%) respond that they have; two-thirds (66%) 
of non-smokers indicate that they have never smoked ciga­ 
rettes. 

Non-smoking men (38%) and those aged 45 years or 
older are more likely than others to report that they 
smoked cigarettes daily at sorne time in the pasto Non­ 
smoking women (70%) and those aged 18 to 29 years 
(83%) are more likely to say that they have never smoked. 

Ever Smoked Daily 
10~-------------------- ~ 

80 

88 
• Adults 

III Youth 

40 

60 

20 

o 

3°Q.51&19 
Have you erer smoW cigarettes dai/y? 
Subsamp/e: Respondents who do nol smo/;:e al al! 

No 

The incidence of former smokers is highest in Saskatch­ 
ewan (47%) and the Atlantic region (40%), while 
Albertans (28%) are least likely to say that they have 
ever smoked on a daily basis. 

When young Canadians who do not smoke are asked if 
they have ever smoked cigarettes daily, one in ten (100;&) 
respond that they have; almost nine in ten young non­ 
smokers (88%) indicate that they have never smoked 
cigarettes. 
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Length of Time as a Smoker 
The vast majority of adult smohers have smohed 
for more than live yeats, Almost three-quarters of 
young smoker» have smohed for betuieen one and 
live years. 

1 
f 
! 

When smokers are asked how long they have been a ciga­ 
rette smoker, almost nine in ten (87%) report that they 
have smoked for more than live years. T en percent indi­ 
cate that they have smoked for between one and live years 
and two percent say they have smoked for less than one 
year. 

Length of Time Smoking 

60 

• Adults 
80 III Youlh 

20 

01_L_JI-­ 
Less Ihan 1 year 1-5 years More lhan 5 years 

Men (13%) and those aged 18 to 29 years (29%) 'are 4 Q.45&/3 
more likely to report that they have smoked between one . How long have you been a cigarette smok_er? 

d li W (91 Ol) d th d 30 Subsample: Respondents who smok_e every day or an ve years. omen 70 an ose age years . Il 
or older are more likely to indicate that they have smoked _occ_as_lO_n_a_y _ 
for more than live years. Smokers in the higher incorne 
and education groups are sornewhat less likely to report 
having smoked for more than live years, and somewhat 
more likely to report smoking for between one and live 
years. 

The incidence of those who have smoked for less than a 
year is relatively constant across most demographie 
groups; there is a slight tendency for those in the higher 
income and education groups to have smoked for less than 
one year. 

Residents of the Atlantic provinces (93%) are the most 
likely to report that they have smoked for more than live 
years, while British Columbians (8 J %) are the least likely 
to have smoked for more than live years. 

When young srnokers are asked how long they have 
smoked, almost three-quarters (72%) report that they 
have smoked for between one and five years. Eighteen 
percent say they have smoked for less than one year and 
ten percent indicate that they have smoked for more than 
live years. 

Youths aged 17 to 18 years (24%) are more likely than 
younger teens to have smoked for more than five years. 
Quebec youths (23%) are somewhat more likely than 
others ta report having smoked for less than one year. 

Brand Usually Smoked 
Over half of adult smohers name a Player's or a 
DuMaurier brand as their usual brand. One-half 
of ail smohers name a light brand as their usual 
brand. DuMaurier or Player's brancls are smoked 
by ttoo-thirds of young smohers. 

When Canadian smokers are asked what brand of ciga­ 
rettes they usually smoke, more than one-quarter (29%) 
mention a Player's brand: Player's Light (17%), Play­ 
er's Reguler (7%) or Player's Extra Light (5%). Asimi­ 
lar proportion (26%) mention a DuMaurier brand: 
DuMaurier Regular (12%), DuMaurier Light (7%), 
DuMaurier Extra Light (4%) or DuMaurier Ultra Light 
(3%). Ten percent of smokers mention an Export "A" 
brand: Export "A" Regular (4%), Export "A" Medium 
(4%), or Export "A" Light (2%). Four percent men­ 
tion Matinee Extra Mild. As weil, four percent mention 
Henson and Hedges Deluxe Ultra Light (2%), Henson 
and Hedges Deluxe Ultra Light Menthol (J %) or 
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Benson and Hedges Regular (1%). Three percent men­ 
tion Rothman's Regular (2%) or Rothman's Special 
Mild (1%). Two percent mention Craven uA" Regu­ 
lar (1 %) or Craven Menthol (1 %). T wen ty-three per­ 
cent mention sorne other brand. 

Men and those aged 18 to 44 years are more likely to 
mention a Player's brand as their usual brand, as are 
residents of the Atlantic provinces and Western Canada. 
Ontarians are more likely to mention a DuMaurier 
brand. Atlantic Canadians and Quebecers are more 
likely to mention an Export UA" brand. 

One-half of Canadian smokers (50%) mention a light 
variety of one of these major brands as their usual brand; 
Ontarians and Western Canadians are more likely to 
mention a light variety. One-quarter (27%) mention a 
regular variety; men, those aged 18 to 29 years and resi­ 
dents of Quebec and the Atlantic provinces are more 
likely than others to mention a regular variety. 

Cross tabulations indicate that those who smoke cigarettes 
occasionally and those who think that tobacco use is a 
major health problem are more likely to srnoke a light 
variety. Those who smoke every day are more likely to 5 
smoke a regular variety of one of these brands. 

When young smokers are asked what brand of cigarettes 
they usually smoke, four in ten (40%) mention a 
Du Maurier brand: DuMaurier Regular (20%), 
DuMaurier Light (17%) or DuMaurier Extra Light 
(3%). More than one-quarter (27%) mention a Play­ 
er's brand: Player's Light (19%), Player's Regular 
(4%) or Player's Extra Light (4%). Fourteen percent 
of young smokers mention Export UA" Medium (11 %) 
or Export UA" Regular (3%). T wo percent mention 
Rothman's Regular (1%) or Rothman's Special Mild 
(1 %). One percent mention Benson and Hedges Regu­ 
lar. Thirteen percent mention sorne other brand. 

More than four in ten young smokers (44%) mention a 
light variety of one of these major brands as their usual 
brand, while almost three in ten (29%) mention a regu­ 
lar variety. 

Brand of Cigarette Usually Smoked 

AoULTS YOUTH 

Player's Light 
DuMaurier (Regular) 
DuMaurier Light 
Player's (Regular) 
Player's Extra Light 
Export "A" Medium 

17 19 
12 20 
7 17 
7 4 
5 4 
4 11 

DuMaurier Extra Light 4 
Export "A" (Regular) 4 
Matinee Extra Mild 4 
DuMaurier Ultra Light 3 
Rothmans (Regular) 2 
Benson & Hedges Oeluxe Ultra Light 2 
Export "A" Light 2 
Benson & Hedges (Regular) 
Rothmans Special Mild 
Craven Menthol 
Benson & Hedges Oeluxe Ultra Light Menthol 
Craven "A" (Regular) 1 
Other 23 
dk/na 

3 
3 

* 

* 

13 
3 

Q.46&-/4 
Whal brand of cigarettes do you usually smok;e? 
Subsample: Respondents who smok;e every clay or 
occasionally 

English-speaking youths are more likely to mention Play­ 
er' s Light and DuMaurier Light as their usual brands; 
F rench-speaking youths are more likely to mention Ex­ 
port UA" Medium. 
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When smokers are asked in what type of package the 
brand they usually smoke cornes, almost three-quarters 
(72%) state that their usual brand cornes in a slide and 
shell package, while 16 percent report that their usual 
brand cornes in a Hip-top package. Seven percent report 
that they purchase packages of loose tabac co for rolling 0 Siide ahd shell 

and two percent indicate that their usual brand cornes in . Q.47&-/5 
a soft pack, or "crushable," package (1 %), or give an- 6. What type of package does the cigarette brand that you 
other response (1 %). usually smoke come in.J 

Subsamp/e: Restxmdents who smoke every day or 

Type of Package of Brand Usually Smoked 
Almost three-quarters of adult smohers report that 
their usual brand of cigarette cornes in a slide and 
shen package; this proportion Tises to almost nine 
in ten among young smohers. 

Men (75%), those aged 18 to 44 years, and those whose 
annual household incarne is $35,000 or more, are some­ 
what more Iikely ta smoke cigarettes that come in a slide 
and shell package. Women (19%), those aged 45 years 
or older, and those with university degrees, are more likely 
ta report smoking brands which come in a flip-top pack­ 
age. 

Residents of Quebec (81 %) and Ontario (80%) are 
most likely to state that their usual brand of cigarette 
cornes in a slide and shell package. Residents of British 
Columbia (56%) are notably more likely ta smoke ciga­ 
rettes in a flip-top package. Use of loose tobacco for roll­ 
ing is highest in the Atlantic provinces (14%). 

Cross tabulations indicate that those who smoke occasion­ 
ally (24%) and those who have tried ta quit smoking 
within the past six months (23%) are more likely ta smoke 
as their usual brand one that cornes in a f1ip-top pack­ 
age. Those who have never tried ta quit (82%) are more 
likely ta smoke cigarettes that come in a slide and shell 
package. 

Package Type 
10fh---------------- __ ----, 

88 

80 

• Adults 
• Youth 

60 

40 

20 

o 2 
Flip lop Rolling Other 

occasionallu 

When young smokers are asked in what type of package 
the brand they usually smoke cornes, almost nine in ten 
(88%) state that their usual brand cornes in a slide and 
shell package, while nine percent report that their usual 
brand cornes in a flip-top package and one percent indi­ 
cate that their usual brand cornes in a soft pack, or "crush­ 
able," package. 

Young women (94%) are more Iikely than young men 
(83%) ta indicate that their usual brand cornes in a slide 
and shell package. F rench-speaking youths are also more 
likely to smoke a brand in a slide and shell package. 
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When smokers are asked how long ago, if ever, they last 
tried to quit smoking, one-third (32%) state that they last 
tried to quit within the last year: ten percent of these within 
the last month, Il percent in the one to six months pre- 

vious, and Il percent in the six months to a year previ- -, 0 Within lasl 1-6 rnonms 6 mo. 10 1-2 yrs. 2-5 yrs. More lhan 

El " ki' th t monlh aga 1 yr ago aga aga 5 yrs. ago ous. even percent report trymg to quit smo ng III e • . 

one to two years previous, 14 percent in the two to five,4if" Q.48&' 6 
years previous and 20 percent more than five years pre- How long ago, if erer, did you last trç lo quit smoking? 
vious. T wenty-two percent say they have never tried to Subsample: Respondenls who smok,e every day or 

Time of Last Attempt ta Quit Smoking 
Over three-quarters of adu/t smohers have at some 
point tried to quit smoking - one-third within the 
past year. Almost six in ten young smohers have 
tried to quit in the past year; houieoer, almost one­ 
third have neuer tried to quit. 

quit smoking. 

Women (35%) and those aged 18 to 29 years (42%) 
are more likely to report having tried to quit smoking 
within the past year. However, those aged 18 to 29 years 
are also the most likely (27%) to report that they have 
never tried to quit. Those aged 45 years or older are more 
likely than others to report that they last tried to quit more 
than five years ago. 

Residents of the Western provinces (39010) are the most 
likely to report that they have tried to quit smoking in the 
past year; residents of the Atlantic provinces (27%) and 
Quebec (27%) are the least likely to report this. Resi­ 
dents of Quebec are considerably more likely than oth­ 
ers (33%) to state that they have never tried to quit. 

Cross tabulations indicate that those who smoke occasion­ 
ally (26%) and those who have smoked for five years or 
less are more likely than others to say that they have tried 
to quit smoking within the past month; however, these 
groups are also more likely to report that they have never 
tried to quit. 

When Last Tried to Ouit Smoking 

20 

31 
• Adulls 

30 III Youlll 

Never 

occasionally 

When young smokers are asked when they last tried to 
quit smoking, almost six in ten (58%) state that they last 
tried to quit within the last year. 18 percent of these within 
the last mon th, 30 percent in the last one to six rnonths, 
and ten percent in the last six months to a year. Eight 
percent report trying to quit smoking in the last one to 
two years and two percent in the last two to five years. 
Thirty-one percent say they have never tried to quit smok­ 
mg. 

Young men (36%) are more likely than young women 
(26%) to say that they have never tried to quit. Young 
Quebecers (35%) are also more likely than other young 
smokers to say they have never tried to quit. 

ENVIRONICS 13 SIZING OF HEALTH WARNING MESSAGES ON CIGARETTE PACKAGES 



HEALTH-RELATED ATTITUDES AND BEHAVIOURS 

Effects of Smoking on Health Smoking is Bad for Health 

Smoken of all ages almost unanimously agree that 
smoking is bad fOT yOUT health. 

BD 78 77 
• Adults 
.. Youth 

When smokers are asked whether they agree or disagree 
with the statement that "smoking is bad foryour health," 
more than nine in ten (94%) agree either strongly (78%) 
or somewhat (16%); only six percent disagree either 
strongly (3%) or somewhat (3%). 

4 

6 

There is little variation in response to this question; nine 3 3 3 3 

in tell or more agree with this statement in most regions Stronglyagree Somewhat agree Somewhat disagree Strongly disagree 

and major demographic groups, and more than seven in 
ten express strong agreement. Bo.Q.50&18 

Thinking generally about smoking and the amount thai you 
As one might expect, cross tabulations show that smok- smolee, do you strongly agree, somewhat agree, somewhat 
ers who believe that tobacco use is a major heaIth prob- disagree or strongly disagree with each of the following ... ) 
lem (87%), as weIl as those whose usuaI brand cornes in Subsample: Respondents who smoke every day or 
a flip-top package (84%), are more likely than others to occasionallu 

---------------------------------------- strongly agree that smoking is bad for your heaIth. Smok- 
ers who have never tried to quit (72%) are less likely than 
others to express strong agreement 

When young smokers are asked whether they agree or 
disagree with the statement that "smoking is bad for your 
health," more than nine in ten (93%) agree either strongly 
(77%) or somewhat (16%); only six percent disagree 
either strongly (3%) or somewhat (3%). 

There is little variation among youths in response to this 
question; however, Quebec youths are less likely than 
others to express strong agreement. 
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Consciousness of Smoking Risks 
Eight in ten adult smohers say they are more con­ 
scious of the rishs of smoking than they used to be; 
three-quarters of young smohers also report this. 

When srnokers are asked whether they agree or disagree 
with the statement that "you are more conscious of the 
risks of smoking than you used to be," eight in ten (800!o) 
agree either strongly (56%) or somewhat (24%). T wo 
in ten (20%) disagree either strongly (10%) or sorne­ 
what (10%). 

More Conscious of Smoking Risks 

6 
• Adults 

l'II Youth 

Strongty agree Somewhat agree Somewhat disagree Strongly disagree 
There is little variation in response to this question; 
around eight in ten agree with this statement in all re- 5~ Q.50&/8 
giens and all major demographie groups. However, 
strong agreement is more likely to be expressed by those 
aged 60 years or older (62%) and residents ofWestem 
Canada (63%). 

Special cross tabulations show that smokers who believe 
that tobacco use is a major health problem (62%) are 
more likely than ethers to strongly agree that they are more 
cons cio us of the risks of smoking than they used to be. 
Smokers who have never tried to quit (400!o) are less likely 
than ethers to express strong agreement. 

When young smokers are asked whether they agree or 
disagree with the statement that "you are more conscious 
of the risks of smoking than you used to be," three-quar­ 
ters (76%) agree either strongly (54%) or somewhat 
(22%). T wo in ten (22%) disagree either strongly (12%) 
or somewhat (10%). 

There is little variation among youths in response to this 
question; however, young women are slightly more likely 
than young men to express strong agreement. 

Thinking generally about smoking and the amount tho: you 
smok_e, do you strong/y agree, somewhal agree, somewhal 
disagree or strong/y disagree with each of the foUowing ... i 
Subsample: Resporulents who smoke eVery day or 
occasionally 
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Smoking Around Others 
T 'uio-thirds of adult smohers and one third of young 
smoher« say they smohe less around others than 
they used to. 

When smokers are asked whether they agree or disagree 
with the statement "you smoke less around others than 
you used to," almost two-thirds (64%) agree either 
strongly (39%) or somewhat (25%). One-third (34%) 
disagree ei ther s trongly (19%) or somewhat (J 5%). 

Women (44%), those aged 45 years or older, English­ 
speakers (44%), those in the middle or higher income 
groups and those with a post-secondary education are 
more Iikely to strongly agree that they smoke Jess around 
others than they used to. Strong disagreement is more 
pronounced among smokers aged 18 to 29 years (25%) 
and French-speakers (25%). 

Srnoke Less Around Others than Used Ta 
50'~------------------~ 

30 

20 

10 

o 
Stronçly agree 

• Adults 
42 

Somewhal agree Somewhat disagree Strongly disagree 

CcQ.50&-18 
Thinking generally about smoking and the amount that you 
smoke, do you strong/y agree, somewhat agree, somewhal 
disagree or strong/y disagree with each of thefollowing ... ? 
Subsample: Respondents who smok_e every day or 
occasionaUy 

Residents of Ontario (700;0 overall, 42% strong agree­ 
ment) and the Western provinces (70% overall, 48% 
strong agreement) are more likely than others to agree 
that they smoke less around ethers than they used to; 
Quebecers (54% overall, 29% strong agreement) are Jess 
likely than ethers to agree. Strong disagreement is more 
pronounces among both Quebecers (26%) and Atlan­ 
tic Canadians (27%); however, ove raIl disagreement 
among residents of the Atlantic provinces (36%) is less 
marked than that found among residents of Quebec 
(45%). 

Special cross tabulations indicate that occasional smok­ 
ers (55%), smokers who have tried to quit in the past six 
months (45%) and smokers who believe that tobacco use 
is a major health problem (42%) are more likely than 
others to strongly agree that they smoke less around oth­ 
ers than they used to. Smokers who have never tried to 
quit (31%) are less likely than ethers to express strong 
agreement. 

When young srnokers are asked whether they agree or 
disagree with the statement "you smoke Jess around oth­ 
ers than you used to," just over one-third (36%) agree 
either strongly (21 %) orsomewhat (15%). A1most two­ 
thirds (63%) disagree either strongly (42%) orsomewhat 
(21%). 

Young women are slightly more likely than young men 
to express strong agreement. 
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. i 

o 
Sirongly agree Somewhal agree Somewhal disagree Sirongly disagree 

Women (41 %) are more likely th an men (32%) to " \ . 
strongly agree that their desire to quit smoking has in- t:)C:}Q.50«S-I8 
creased. As weIl, English-speaking smokers (40%) are Thin}dng generaUy about smoking and the amount that you 

smoke, do you strongly agree, somewhat agree, somewhat 
disagree or strongly disagree with each of the /oUowing ... ? 
Subsample: Respondenu who smoke every clay or 
occasionallu 

Desire ta Quit 
A clear majoriiy of smohers of all ages say their 
desire to quit smoking has increased; sirong agree­ 
ment is greater among adults than among youths. 

When smokers are asked whether they agree or disagree 
with the statement "your desire to quit smoking has in­ 
creased," six in ten (60%) agree either strongly (36%) 
orsomewhat (24%). Almost four in ten smokers (37%) 
disagree with this statement either strongly (20%) or 
somewhat (17%). 

more likely to express agreement than F rench-speaking 
smokers (3 1 %). 

Both Aùantic Canadians (42%) and Western Canadi- 
ans (39%) are more likely to express strong agreement 
with this statement; however, overall agreement among 
residents of the Atlantic provinces (61 %) is less marked 
than that found among residents of the West (67%). 
Quebecers (52% overall, 31 % strong agreement) are the 
least likely to agree that their desire to quit smoking has 
increased. 

Special cross tabulations indicate that occasional smok­ 
ers (46%), srnokers who have tried to quit in the past two 
years and smokers who believe that tobacco use is a ma­ 
jor health problem (42%) are more likely than others to 
strongly agree that their desire to quit smoking has in­ 
creased. Strong disagreernent is most pronounced among 
smokers who have never tried to quit (19%), or whose 
last attempt to quit was more than five years ago (23%). 

Desire to Quit Smoking Increased 
5,~---------------------------- ~ 

• Adults 

• Youlh 

When young smokers are asked whether they agree or 
disagree with the statement "your desire to quit smoking 
has increased," almost six in ten (58%) agree either 
strongly (28%) or somewhat (30%). Almost four in ten 
(38%) disagree with this statement either strongly (22%) 
or somewhat (16%). 

y ounger teens are slightly more likely than older teens 
to express strong agreement. 
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Reduction in Smoking Smake Less than a Year Aga 
50 

More than four in ten adult smohers smoke less • Adulls 

now than they did a year ago; one-third of young .. Youlh 
40 

smokers are smoking less. 

30 
When smokers are asked whether they agree or disagree 
with the statement "you smoke less than you did a year 

20 
ago," more than four in ten (44%) agree either strongly 
(30%) or sornewhat (21 %). One-half of smokers (54%) 
disagree with this statement either strongly (33%) or 10 

somewhat (14%). 
! 0 

Sironglyagree Somewhat agree Somewhat disagree Strongly disagree 
Women (49%) are more likely than men (40010) to agree 
that they smoke less than they did a year ago. Those aged 0 SV Q.50&- f B 
60 years or older (56%) and English-speakers (47%) \) T'h' I..:ng li b t 1..: d ,,_ t ,,_ t 

t , Inn;:' genera y a ou smon;:.ng an tne amoun Ula you 
are also more likely to express agreement with this state- smok;e, do you slrongly agree, somewhat agree, somewhat 

ment disagree or strongly disagree with each of the foliowing ... ? 
Subsample: Respondents who smok;e every clay or 

Residents of Atlantic Canada (37%) and the West occasionally 
(34%) are most likely to express strong agreement. 
Quebecers are the least likely to express agreement (36% 
overall, 25% strongly). 

Special cross tabulations indicate that occasional srnok­ 
ers (48%) and smokers who have tried to quit in the past 
two years are more likely than ethers to strongly agree 
that they smoke less than they did a year ago. Strong 
disagreement is most pronounced among smokers who 
have never tried to quit (16%), or whose last attempt to 
quit was more than two years ago. 

When young smokers are asked whether they agree or 
disagree with the statement "you smoke less than you did 
a year ago," one-third (33%) agree either strongly (20010) 
or somewhat (13%). Two-thirds (65%) disagree with 
this statement either strongly (47%) or somewhat (18%). 

Younger teens are slightly less likely than older teens to 
agree with this statement. 
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Attempts to Quit 
Four in ten adult smohers have recently tried to 
quit; this proportion tises to one-half among young 
smohers. 

When smokers are asked whether they agree or disagree 
with the statement "you have recently tried to quit smok­ 
ing," almost four in ten (38%) agree either strongly 
(23%) or somewhat (15%). Six in ten (61%) disagree 
either strongly (43%) orsomewhat (18%). 

Women (42%) are more likely th an men (33%) to 
strongly agree that they have recently tried to quit smok­ 
ing. Those aged 60 years or older (44%) are also more 
Iikely to have tried to quit recently, as are those aged 18 
to 29 years (41 %). 

Residents of Western Canada (44%) are more likely to 
indicate that they have tried to quit smoking recently; 
Quebecers (33%) are the least likely to have tried to quit 

Special cross tabulations indicate that occasional smok­ 
ers (47%) and those whose usual brand cornes in a flip­ 
top package (48%) are more likely than others to agree 
that they have recently tried to quit smoking. 

When young smokers are asked whether they agree or 
disagree with the statement "you have recently tried to 
quit smoking," one-half (49%) agree either strongly 
(27%) or somewhat (22%). A sirnilar proportion (48%) 
disagree either strongly (31 %) or somewhat (17%). 

Young women and younger teens are more likely than 
others to agree strongly with this statement 

Recently Tried to Quit Smoking 
51~---------------------- __ 

40 
43 

• Adults 

• Youlh 

30 

Stmngly agree Somewhat agree Somewhat disagree Slrongly disagree o~ 
Q.50&/B 
Thinl{ing generally about smoking and the amount tluü you 
smoke, do you strong/y agree, somewhat agree, somewhat 
disagree or strong/y disagree with each of the following ... ? 
Subsample: Respondenls who smoke every dny or 
occasionally 
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When Canadians, both srnokers and non-smokers, are 
asked whether, in general, they think that tobacco use is 
a major health problem, a minor health problem, or not 
a health problem at ail, eight in ten (80%) Canadians 
respond that they think it is a major health problem. 
Seventeen percent state that tobacco use is a minor health 
problem, and only two percent believe that it is not a 

health problern at ail. Major heallh la problem 

There is little variation in response with respect to gen- !l(P ·Q.52&20 
der or age, although those aged 18 to 29 years are slightly ~ ln general, do you think that tobacco use is a major heulth 
less likely (77%) to think that tobacco use is a major V problem, a minor health problem or nol a healJh problem al 
health problem. Belief that tobacco use is a major health ail in Çanada? 

Tobacco Use as a Health Problem 
The vast majority of Canadians of ail ages think 
that tobacco use is a major health problem. 

problem increases with annual income - from 68 percent 
of those with an annual income of less than $15,000 to 
86 percent of those with an annual income of $70,000 
or more - and also with education - from 73 percent of 
those with less than high school education to 87 percent 
of the university-educated. 

Residents of Manitoba (90%), Saskatchewan (84%) 
and Ontario (83%) are more likely to state that tobacco 
use is a major health problem; residents of Quebec 
(75%), British Columbia (77%) and Alberta (78%) are 
less likely to think this. Residents of Quebec are most 
likely to believe that tobacco use is either a miner health 
problem (20%) or not a health problem at ail (4%). 

Cross tabulations indicate that non-smokers (86%) and 
occasional smokers (74%) are more likely than those who 
smoke every day (69%) to believe that tobacco use is a 
major heàIth problem; among smokers, those who have 
tried to quit smoking are more likely to believe this than 
those who have never tried to quit. Among non-smok­ 
ers, those who have never smoked (87%) are slightly more 
likely than former srnokers (84%) to see tobacco use as a 
major health problem. 

Attitudes Toward Tobacco Use 
• Adults 

Il Youlh 

4 

2 
Minor heallh 

problem 
Nol a heallh 
problem 

When young Canadians, bath srnokers and non-smok­ 
ers, are asked whether, in general, they think that tobacco 
use is a major health problem, a miner health problem, 
or not a health problem at ail, more than eight in ten 
(84%) respond that they think it is a major health prob­ 
lem. F ourteen percent state that tobacco use is a rninor 
health problem, and only one percent believe that it is 
not a health problem at ail. 

Young women (85%) are somewhat more likely than 
young men (82%) to think that tobacco use is a major 
health problem. English-speakingyouths (87%) are more 
likely than French-speaking youths (75%) to believe to­ 
bacco use is a major health problem. Those aged 1 7 to 
18 years (80010) and Quebec youths (78%) are less likely 
than others to think that tobacco use is a major health 
problem. Youths who smoke daily (68%) or occasion­ 
ally (65%) are notably less likely than non-smoking youth 
(89%) to see tobacco use as a major health problem. 

20 ENVIRONICS SIZING OF HEALTH WARNING MESSAGES ON CIGARETTE PACKAGES 



CURRENT HEALTH W ARNING MESSAGES 

every two or three days, ni ne percent look at them about 
once a week and 20 percent look at them less often than a day 

once a week. Four ~n ten (40%) report that they never t Q.53&21 
look at health warnmg messages on tobacco products. 10 "Ab th w ,(,t d fi d If 1 l..: t __ J. . ou 0 ojten, 0 you n yourse OOI'(Lng a , or reaatng 

any health-waming messages on tobacco producis? 
Men (25%) are slightly more likely than women (22%) 

Looking at Health Warning Messages 
One-half of adult and youth BmokerB look at the 
health waming messages on tobacco products at 
least once a day. About half of non-smohers will 
at least occasionally notice the waming messages. 

When Canadians, both smokers and non-smokers, are 
asked about how often they find themselves looking at or 
reading health warning messages on tobacco products, 
one-quarter (23%) report that they do so either several 
times a day (13%) or about once a day (10%). Six per­ 
cent indicate that they look at these messages about once 

to indicate that they look at health waming messages at 
least once a day. The frequency of looking at health 
waming messages decreases with age - 30 percent of 
those aged 18 to 29 years look at such messages at least 
once a day, compared with only J 2 percent of those aged 
60 years or older. Sixty-one percent of those aged 60 or 
older say that they never look at such messages, compared 
with only 30 percent of those aged 18 to 29 years. 

Those with lower levels of income and education are more 
likely to report looking at these messages at least once a 
day. Those in highest income groups and those with a 
post-secondary education are somewhat more likely to 
report doing so less than once a week. 

Residents of Atlantic Canada (32%) and British Co­ 
lumbia (32%) are more likely than other Canadians to 
say that they look at health warning messages at least once 
a day; Quebecers (15%) are less likely than others to do 
so. Residents of Saskatchewan (27%) and Quebec 
(24%) are more likely to indicate that they look at such 
messages less than once a week. Residents of Quebec 
(45%), Alberta (45%) and Toronto (45%) are most 
likely to state that they never look at these messages. 

Frequency of Reading Health-Warning Messages 
on Tobacco Products 
50,----------------------------- ___ 

• Adulls 

III Youtn 
40 40 

30 

20 

10 

Once every 
2 oc 3 oays 

Aboutonœ 
a 'Mlek 

Less !han Never 
once a wee!c 

Cross tabulations indicate that ~mokers (49010 of every day 
smokers, 31% of occasional smokers) are considerably 
more likely than non-smokers (10%) to look at health 
warning messages at least once a day. Smokers who have 
-never tried to quit are less likely (41 %) than srnokers who 
have tried to quit to report that they look at these mes­ 
sages at least daily. 

When young Canadians are asked about how often they 
find themselves looking at or reading health warning mes­ 
sages on tobacco products, more than one-third (36%) 
report that they do so either several times a day (18%) or 
about once a day ( J 8%). T welve percent indicate that they 
look at these messages about once every two or three days, 
J 3 percent look at them about once a week and 22 per­ 
cent look at them less often than once a week. Less than 
two in ten (J 7%) report that they never look at health 
warning messages on tobacco products. 

English-speaking youths (40010) and youths aged 15 ta 
18 years are more likely than ether youths ta look at these 
messages at least once a day; Quebec youths (22%) are 
less likely to do sa. Youths who smoke every day (55%) 
are more likely than non-smoking youths (32%) to look 
al these messages al least once a day. 
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Men (88%) are more likely than women (82%) to have jf'A 0 

seen health waming messages on cigarette packages. The X b4/) 
likelihood of having seen such messages decreases with . Q.54&22 

\
1 Have you ever seen any health uximing messages on cigarette age - From 93 percent of those aged between 18 and 29 \ 

packages themselves? 
years, to 68 percent of those aged 60 years or older - 
and increases with the level of education - From 72 per- 
cent of those with less than high school education to 89 
percent of those with a post-secondary education. Those 
in both the highest and the lowest income brackets are 
more likely than others to report having seen such mes­ 
sages. F rench-speaking Canadians (93%) are more likely 
to have seen such messages than English-speaking Ca­ 
nadians (84%). 

Health Warning Messages on Cigarette 
Packages . 
More than eight in ten Canadian adults and over 
nine in ten youths have seen health waming mes­ 
sages on cigarette packages. 

Canadians, both smokers and non-smokers, were asked 
whether they have ever seen any health warning messages 
on cigarette packages. More than eight in ten (85%) 
respond that they have seen such messages, while only 
13 percent say that they have not. 

Residents of Quebec (91 %), British Columbia (90%) 
and Atlantic Canada (89%) are more likely than other 
Canadians to have seen such messages; Albertans (77%) 
and Ontarians (79%), particularly T orontonians (68%) 
are the least likely to have seen these messages. 

Cross tabulations indicate that smokers (98% of every day 
smokers, 97% of occasional smokers) are more'likely than 
non-smokers (78%) to have seen health warning mes­ 
sages; among non-smokers, former smokers (85%) are 
more likely to report having seen these messages than 
those who have never smoked (74%). 

Ever Seen Health Warning Messages 
on Cigarette Packages 
10Irh------- 

• Adults 

III Youlh 

6 

Yes No 

When young Canadians, both smokers and non-smok­ 
ers, are asked whether they have ever seen any health 
warning messages on cigarette packages, more than ni ne 
in ten (94%) respond that they have seen such messages, 
while only six percent say that they have not. 

Youths aged 12 to 14 years (91 %) and non-smoking 
youths (92%) are slighùy less likely than others to have 
seen such warning messages. 
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Looking at Cigarettes on Display 
Ooer four in ten adults and six in ten youth at least 
sometimes look at cigarette packages on display 
when they go into a store. 

Canadians were asked how often they find themselves 
glancing at cigarette packages on dis play for sale when 
they go into a store. More than one-half (56%) state that 
they never do this; Four in ten (41 %) will look at the se 20 

displays sometimes (29%) or every time (12%). 

Men (46%) and 18 to 29 year olds (54%) are most likely 
to glanee at cigarette packages on display, either some­ 
times or every tirne they go into a store. Residents of the 
Atlantic provinces (18%) and Manitoba (17%) are the 
most Iikely to state that they look at cigarette displays every 
time they go into a store, while residents of Quebec (90;&) 
and Saskatchewan (9%) are the least likely to do so. 
Residents of Saskatchewan (37%), British Columbia 
(34%) and Quebec (32%), particularly Montrealers 
(37%), are most likely to state that the sometimes look 
at these displays. Albertans (65%) are most likely to 
indicate that they never glanee at cigarette displays. 

Cross tabulations indicate that those who smoke every day 
(23%), those who have tried to quit smoking in the past 
two years and those whose usual brand of cigarette cornes 
in a flip-top package (30%) are more likely than others 
to report that they glanee at the cigarette packages on 
display every time they go into a store. Non-smokers 
(65%), particularly those who have never smoked (68%), 
are more likely than smokers to say that they never glanee 
at cigarette displays. 

Young Canadians were asked how often they find them­ 
selves glancing at cigarette packages on display for sale 
when they go into a store. Six in ten young people say 
they sometimes (40%) or always (19%) look at these 
displays. Four in ten (41 %) state that they never do this. 

Frequency of Glancing at Cigarette Package 
Displays in Stores 

o 
Sometimes Never 

!If. Q.55 &23 
l2 When you go into a store, about houi olten do you find 

yourse/f glancing at cigarette packages on disp/ay for sale? 

Older youths, English-speaking youths (21 %) and those 
living in Atlantic Canada (25%) are more likely than 
others to say they look at cigarette displays every time they 
go into a store; Quebec youths (12%) are less likely to 
say this. Youths who smoke daily (390/&) are notably more 
Iikely to look at such displays than youths who smoke 
occasionally (21 %) oryouths who do not smoke (15%). 
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Recall of Specifie Health Warn~ng Messages Specifie Health Message Ever Seen 
The current health waming message Canadians 

on Cigarette Packages 
are most like/y to recall include: "Smoking during ADULTS YOUTH 
pregnancy can harm your baby, " "Smoking can kill 

Smoking du ring pregnancy you" and "Cigarettes cause cancer." can harm your baby 43 58 

Canadians were asked, in an unprompted question, what 
Smoking can kil! you 41 48 
Cigarettes cause cancer 37 48 

specifie health messages they could remember ever see- Cigarettes cause fatallung disease 21 33 
ing on cigarette packages in Canada. Multiple responses Surgeon-General warns that smoking is 

\ were accepted. Canadians are most likely to remember dangerous to your health 14 5 

f seeing the following messages: "Smoking during preg- Cigarettes cause strokes and heart disease 13 13 
·-f nancy can harm your baby" (43%), "Smoking can kill Tobacco smoke causes fatallung disease 

you" (41 %) and "Cigarettes cause cancer" (37%). in non-smokers 12 18 
Smaller proportions recall the following messages: "Ciga- Tobacco smoke can harm your children 9 12 
rettes cause fatal lung disease" (21 %), "Cigarettes cause Cigarettes are addictive 8 7 
strokes and heart disease" (13%), "Tobacco smoke Other 3 5 
causes fatallung disease in non-smokers" (12%), "T 0- None 12 5 
bacco smoke can harm your children" (9%) and "Ciga- die/na 6 4 
rettes are addictive" (8%). Another 14 percent errone- _ 
ously recall the Ameriean warning message "Surgeon- Allir Q.56&24 
General warns that smoking is dangerous to your health," X.What specific healt}, messages can you retnember ever seeing 
Three percent recall sorne other health message. T welve 1'6 on cigarette packages in Canada? 
percent say that they cannot recall any health messages 
and six percent give no response. 

Men are more likely than women to mention "Smoking 
can kill you" (46% vs. 37%) and "Cigarettes cause can­ 
cer" (41% vs. 33%). French-speaking Canadians are 
more likely to mention the messages: "Smoking during 
pregnancy can harm your baby (51 % vs. 42% of Eng­ 
Iish-speaking Canadians) and "Cigarettes cause cancer" 
(48% vs. 34%); English-speakers are more Iikely to 
mention a reference to the U.S. Surgeon-General's warn­ 
ing (17% vs 4% of French-speaking Canadians). Re­ 
calI of almos t all these messages is higher among younger 
people, and tapers off as age increases; however, the mes­ 
sage referring to the Surgeon-General' s warning is men­ 
tioned more frequently by those aged 30 and older. Those 
aged 60 and older are significantly more likely to state 
that they do not recall any such messages (27%), or to 
offer no res ponse (1 7%). 

No c1ear patterns emerge with respect to income and 
education; however, those with less than high school 
education are considerably more likely to indicate that 
they do not recall any specifie messages, or to offer no 
response to the question. 

Mention of the message "Smoking can kill you" is high­ 
est in British Columbia (50%), particularly Vancouver 
(54%), and in Manitoba (47%); recall is lowest in At­ 
lantic Canada (34%) and in Toronto (35%). Recallof 
the message" Smoking during pregnancy can harm your 
baby" is highest in Saskatchewan (51 %), Quebec (48%) 
and the Atlantic provinces (48%); it is less frequently 
mentioned in Ontario (35%), especially Toronto (19%), 
or in Vancouver (36%). "Cigarettes cause cancer" is 
most often mentioned in Quebec (50%), particularly 
Montreal (55%). Residents of Atlantic Canada (29%) 
and Saskatchewan (28%) are most likely to mention the 
message "Cigarettes cause fatallung disease." 
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Cross tabulations show that those who smoke, either every 
day or occasionally, are more likely than non-smokers to 
recall almost ail of these messages; however, those who 
do not smoke are more likely to mention the Surgeon­ 
General' s warning message. Those who have been smok­ 
ers for five years or less, and those who have tried to quit 
smoking in the past five years, tend to have greater recall 
of at least sorne of these messages. 

When young Canadians are asked, in an unprompted 
question, what specifie health messages they cou Id remem­ 
ber ever seeing on cigarette packages in Canada, as is 
the case with adults, they are most likely to remember, 
the following messages: "Smoking during pregnancy can 
harm your baby" (58%), "Smokingcankillyou" (48%) 
and "Cigarettes cause cancer" (48%). Smaller propor­ 
tions recall the following messages: "Cigarettes cause fatal 
lung disease" (33%), "Tobacco srnoke causes fatallung 
disease in non-smokers" (18%), "Cigarettes cause strokes 
and heart disease" (13%), "Tobacco smoke can harm 
your children" (12%), "Cigarettes are addictive" (7%) 
and "Surgeon-General wams that smoking is dangerous 
to your health" (5%). Five percent recall sorne other 
health message, five percent say that they cannot recall 
any health messages and four percent give no response. 

Young women are more likely than young men to men­ 
tion "Smoking during pregnancy can harm your baby" 
(62%), "Cigarettes cause fatal lung disease" (35%), 
"T obacco smoke causes fatallung disease in non-smok­ 
ers" (20%) and "Cigarettes cause strokes and heart dis­ 
ease" (J 6%). Youths aged 15 to 18 years are more likely 
than the younger teens to mention virtually ail of these 
messages. 

Mention of the message "Smoking can kill you" is high­ 
est among youths in Western Canada (57%). Recall of 
the message "Smoking du ring pregnancy can harm your 
baby" is highest in the Atlantic provinces (65%) and 
Quebec (64%). "Cigarettes cause cancer" is most likely 
to be mentioned by Quebec youths (58%). Young peo­ 
ple living in Atlantic Canada (45%) are most likely to 
mention the messages "Cigarettes cause fatallung dis­ 
ease" and "Cigarettes cause strokes and heart disease" 
(24%). 

Youths who srnoke, particularly those who smoke daily, 
are more Iikely than non-smokers to mention most of these 
messages. 
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Support for Placing of Health Warning 
Messages on Cigarette Packages 
There is almost unanimous support among Cana­ 
dians of all ages for the principle of placing health 
warning messages on tobacco products. 

When Canadians are asked whether they support or 
oppose the placing of health waming messages on tobacco 
products, almost ni ne in ten (87%) strongly (65%) or 
somewhat (22%) support such messages. F ewer than one 
in ten (8%) oppose these messages either strongly (4%) 
or somewhat (4%), and nve percent offer no opinion. 

More than six in ten Canadians in almost all regions and 
demographie groups offer strong support, and more than m 
eight in ten offer their overall support, for the placing of.lJl.l!.> 
health warning messages on cigarette packages. English- \ 4 
speaking Canadians and those in the higher in come and 
education groups are somewhat more likely than others 
to offer both strong and overall support. 

Overall support for placing health waming messages on 
cigarette packages is highest in Vancouver (97%); over­ 
all support is lowest in Quebec (83%). Strong support 
is more pronounced among residents of Manitoba (78%), 
Saskatchewan (76%), and Atlantic Canada (72%). 
Albertans are noticeably less likely to offer strong sup­ 
port (54%), but no less likely to offer overall support 
(91 %) to this practice. 

Cross tabulations indicate that non-smokers are more 
likely th an smokers to strongly support the placing of 
health warning messages on tobacco products (72% of 
non-smokers vs. 60% of occasion al smokers and 51 % of 
every day srnokers). Canadians who believe that tobacco 
use is a major health problem (71 %) and smokers whose 
usual brand cornes in a flip-top package (65%) are more 
likely than other smokers to strongly support these mes­ 
sages. Among smokers, those who have never tried to quit 
(48%) are less likely than others to strongly support these 
messages. 

Support for Health Warning Messages 
on Tobacco Products 
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Q.57&25 
in general, do you strongly support, somewhat support, 
somewhal oppose or strongly oppose the placing of health 
waming messages on lobacco producis? 

When young Canadians are asked whether they support 
or oppose the placing of health warning messages on 
tobacco products, more than nine in ten (92%) strongly 
(72%) or somewhat (20%) support such messages. 
Fewer than one in ten (5%) oppose these messages ei­ 
ther strongly (2%) or somewhat (3%), and four percent 
offer no opinion. 

Young women (76%) and youths aged J 2 to J 6 years 
are more likely to offer strong support. Quebec youths 
(63%) are the least likely to offer strong support. Youths 
who smoke and youths who do not think that tobacco use 
is a major health problem are less likely than others to 
offer strong support. 
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When Canadians are asked whether they feel that the 20 

health waming messages currently on tobacco products 
go too far, do not go far enough or are about right, al­ 
most one-half (47%) say that these messages are about 
right, One-third (34%) believe that they do not go far 
enough, while less than one in ten (7%) say that they go 
too far. T welve percent offer no opinion. )1f .AI Q.5B&26 

.Jd.Q\\. Do you [ee] thal the health waming messages currentlç on 
Belief that current messages do not go far enough is more 1S iobacco producls go 100 far, do nol go far enough or are about 

. . htJ prevalent among Enghsh-speakers (36%) than among rtgnt. 
---------------------------------------- French-speakers (28%). The likelihood of expressing a 

belief that current messages do not go far enough increases 
as education levels increase. Those aged 60 years and 
over are more likely to offer no response to this question. 

Current Health Warning Messages - Go Too 
Far or Not Far Enough 
One-hall of Canadians of all ages feel that current 
health waming messages on tobacco products are 
about right. One-third believe that these messages 
do not go far enough and just seoen percent think 
they go too far. 

Vancouverites (43%), T orontonians (4 J %) and resi­ 
dents of Saskatchewan (40010) are the most likely to say 
that current wamings do not go far enough. Residents 
of Quebec and the Atlantic provinces, where smoking is 
more prevalent, are less likely to think that the current 
messages do not go far enough (28% and 30%, respec­ 
tively). 

Cross tabulations show that smokers - both those who 
smoke every day (13%) and those who smoke occasion­ 
ally (J 9%) - are more likely than non-smokers (3%) to 
say that current health warning messages go too far, as 
are Canadians who believe that tobacco use is a miner 
health problem (14%). Every day smokers (54%) and 
Canadians who see tobacco use as a minor health prob­ 
lem (57%) are more likely than others to say that cur­ 
rent health warning messages are about right. Canadi­ 
ans who think that tobacco use is a major health problem 
(39%) and smokers who have tried to quit in the past six 
months (32%) are more likely than others ta say that 
CUITent messages do not go far enough. 

Attitudes Toward Health Warning Messages 
on Tobacco Products 
601.----------------- ~ 
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When young Canadians are asked whether they feel that 
the health warning messages currently on tobacco prod­ 
ucts go too far, do not go far enough or are about right, 
almost one-half (49%) say that these messages are about 
right. More than one-third (39%) believe that they do 
not go far enough, while less than one in ten (5%) say 
that they go too far. Six percent offer no opinion. 

Young women (46%), youths in the Atlantic provinces 
(52%) and English-speaking youths (43%) are more 
likely to say thal lhese messages do not go far enough, 
Youths aged 17 to 18 years (52%) and youths in Que­ 
bec (58%) are more likely to say that CUITent waming 
messages are about right, Youths who smoke are more 
Iikely than non-smoking youths ta say that the se messages 
are about right, or that they go to far; non-smoking youths 
are more likely ta say the messages do not go far enough. 
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Large majorities of Canadians in ail regions and demo­ 
graphie groups offer agreement with this statement. Those 
60 years or aider (76%), those with lower annuaI house- 
hold in cornes and those with high school education or less Q,59&27 
(73 °1.) h t 1 lik 1 t h t If/':! Thinking generally about the health warning messages you 70 are somew a ess ) e y 0 agree somew a or ~ , 

l id f Alb (77°1.) Alb 'may have seen on cigarette packages, do you s trongly agree strong y, as are res) ents 0 . erta 70 • ertans, , 
th 60 Id d th 'th 1 th d somewhat agree, somewhat disagree or strongly disagree with ose years or 0 er, an ose WI ess an secon - h .fth fi Il ' ) 

eac 0) e 0 owzng statements , .. , 
ary education are more likely than others to offer no re- 

Opinions of Current Health Warning 
Messages 
Large majorities of Canadians of all ages agree that . 
curreni health waming messages on cigarette pack­ 
ages pro vide important information for smohers to 
be rem in ded of and are worth re-reading. Houieoer, 
a majority also agree that the messages are uiorn­ 
out and have lost their effectiveness. 

Canadians were asked whether they agreed or disagreed 
with a series of statements about the health waming 
messages they may have seen on cigarette packages. 
Canadians overwhelrningly agree with the statement 
"The messages provide important information for smok­ 
ers to he rerninded of." T wo-thirds of Cariadians also 
agree that "The messages are worth reading again, even 
after seeing them severa! times," However, more than one­ 
half of Canadians agree that "The messages are wom­ 
out and have lost their effectiveness." Just one in ten each 
agree that "The messages are inaccurate" and "The 
messages are hard to understand." Most smokers disa­ 
gree that "The messages are not relevant to you." 

W ARNING MESSAGES AS PROVIDERS OF 
IMPORTANT INFORMATION 

More than eight in ten (84%) agree strongly (54%) or 
somewhat (30%) that heaIth waming messages provide 
important information for smokers to he reminded of; 
fewer than one in ten (9010) disagree strongly (4%) or 
somewhat (5%), and seven percent give no response. 

sponse to this question. 

Special cross tabulations show that occasion al smokers 
(60%) are more likely than non-smokers (56%) or those 
who smoke every day (48%) to agree strongly that health- 
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warning messages provide important information for 
srnokers to be reminded of. Canadians who believe that 
tobacco use is a major health problem (58%), smokers 
whose usual brand cornes in a flip-top package (56%) 
and smokers who have tried to quit within the past five 
years are more likely than other smokers to agree strongly 
with this statement. 

Nine in ten young Canadians (90%) agree strongly 
(62%) or somewhat (28%) that health waming messages 
provide important information for smokers to be reminded 
of; less than one in ten (7%) disagree strongly (2%) or 
somewhat (5%). 

nere is overwhelming agreement arnong youth in ail 
regional and demographie groupm that health waming 
messages provide important messages. Young women 
(64%) are somewhat more likely than young men (600iO) 
to offer strong agreement. English-speaking youths 
(64%) are more likely than French-speaking youths 
(54%) to agree strongly with this statemenl Youths liv­ 
ing in Atlantic Canada (73%) are most likely to offer 
strong agreement; Quebec youths (57%) are least likely 
to do so. Non-smoking youths are more likely than youths 
who smoke to offer strong agreement. 

W ARNING MESSAGES AS WORTH 
READING AGAIN 

AImost two-thirds of Canadians (63%) agree strongly 
(34%) or somewhat (29%) that health waming messages 
are worth reading again: one-quarter (24%) disagree 
strongly (13%) or somewhat (II %), and 12 percent offer 
no opmion. 

While majorities of around six in ten in most regions and 
demographie groups offer agreement with this staternent, 
those 60 years or older (54%), those with lower annual 
household in cornes and those with high school education 
or less (500iO) are somèwhat less likely to agree, as are resi­ 
dents of Alberta (55%) and Vancouver (57%). Thelike­ 
lihood of agreement is greater among Manitobans (76%) 
and T orontonians (73%) than among other Canadians. 
Albertans, Ontarians, those 60 years or older, and those 
with less than secondary education are more likely than 
others to offer no response to this question. 

Special crosstabulations show that non-smokers (37%) 
are more likely than occasional smokers (33%) or those 
who smoke every day (29%) to agree strongly that that 
health warning messages are worth reading again. Ca­ 
nadians who believe that tobacco use is a major health 
problem (38%), smokers who have smoked for more than 
five years (31 %) and those whose usual brand cornes in 
a flip-top package (42%) are also more likely to agree 
strongly with this statement. Smokers who have never 
tried to quit are significantly less likely (19%) than other 
smokers to offer strong agreement. 

More than two-thirds of young Canadians (70%) agree 
strongly (42%) or somewhat (28%) that health warning 
messages are worth reading again: one-quarter (25%) 
disagree s trongly (9%) or somewhat (16%), and five 
percent offer no opinion. 

Young women (47%) are more likely than young men 
(37%) to offer strong agreement. English-speaking 
youths (44%) are more likely than French-speaking 
youths (35%) to agree strongly with this statement. 
Y ouths living in Atlantic Canada (51 %) are most likely 
to offer strong agreement; Quebec youths (40%) and 
youths living in Western Canada (400iO) are least likely 
to do so. Y ouths who smoke are less likely than non­ 
smoking youths to offer strong agreement. 

HEALTH WARNING MESSAGES AS WORN OUT 
AND LOSING EFFECTIVENESS 

Despite high levels of agreement that the CUITent health 
waming messages provide important information and are 
worth reading again, more than one-half of all Canadi­ 
ans (56%) also agree strongly (28%) or somewhat 
(28%) that these messages are wom out and have lost 
their effectiveness. About one-third (32%) disagree 
strongly (15%) or somewhat (17%), and 12 percent offer 
no opmion. 

Those aged 18 to 29 years (62%) and residents of Brit­ 
ish Columbia (67%), particularly Vancouver (69%), are 
more likely than others to agree that CUITent health warn­ 
ing messages are worn [lut and ineffective. nos!:' aged 
60 years or older (48%), those with less than secondary 
education (48%), and residents of Saskatchewan (49%), 
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Manitoba (48%), Toronto (47%) and Montreal (47%) 
are less likely to agree with this statement. Those aged 
60 years or older, those with less than secondary educa­ 
tion, and residents of Alberta are more likely to offer no 
opmion. 

Special cross tabulations indicate that smokers, both those 
who smoke every day (39%) and those who smoke occa­ 
sionally (40%), are more likely than non-smokers (22%) 
to agree strongly that these messages are worn out and 
have lost their effectiveness. Canadians who believe that 
tobacco use is not a major health problem are also more 
likely than others to agree strongly with this statement. 
Non-smokers (17%) are more likely to offer no opinion 
to the question. 

More than one-half of young Canadians (57%) agree 
strongly (25%) or somewhat (32%) that health waming 
messages are worn out and have lost their effectiveness. 
More than one-third (37%) disagree strongly (18%) or 
somewhat (19%), and six percent offer no opinion. 

Youths aged 17 to 18 years (37%) and youths who 
smoke daily (44%) are more likely to offer strong agree­ 
ment. 

HEAL TH W ARNING MESSAGES AS 
NOT RELEVANT 

More than one half of aIl Canadians (55%) agree 
strongly (40%) or somewhat (15%) that the health warn­ 
ing messages are not relevant to them; almost four in ten 
(38%) disagree strongly (24%) or somewhat (14%), and 
seven percent offer no response. These responses are 
consonant with the findings that only one-thirdof Cana­ 
di ans currently smoke cigarettes. In fact, we find that non­ 
smokers (700!o overall, 54% strong agreement) are con­ 
siderably more likely than smokers, both those who smoke 
every day (28% ove rail, 14% strong agreement) and 
those who smoke occasionally (41 % overall, 23% strong 
agreement), to agree that health waming messages are 
not relevant to them. Smokers themselves clearly do re­ 
gard these messages as being relevant. 

Those aged 18 to 29 years (50%), those wi th lower 

annual household incomes and residents of Atlantic 

Canada (43%) are less likely than ethers to agree that 
current health waming messages are not relevant to them. 
Those with higher levels of income and education are 
more likely to agree, as are Quebecers (62%) and Brit­ 
ish Columbians (61 %). Strong disagreernent is expressed 
more frequently in Atlantic Canada (34%) and Sas­ 
katchewan (34%). Those aged 60 years or older, those 
with Jess than secondary education and residents of Al­ 
berta are more likely to offer no opinion. 

More than one-half of young Canadians (55%) agree 
strongly (32%) or somewhat (23%) that the health wam­ 
ing messages are not relevant to them; almost four in ten 
(38%) disagree strongly (18%) or somewhat (200!o), and 
six percent offer no response. Once again, the sentiment 
that the messages are not relevant correlates very strongly 
with whether or not the respondent is a smoker, 

Younger teens, and F rench-speaking youths (38%) are 
more likely to offer strong agreement. Y ouths living in 
Western Canada (28%) or the Atlantic provinces (29%) 
are Jess likely to offer strong agreement. Youths who do 
not smoke (39%) are more likely than youths who do 
smoke to agree strongly with this statement. 

HEAL TH W ARNING MESSAGES AS 
INACCURATE 

Canadians overwhelming reject the idea that the health 
warning messages on cigarette packages are inaccurate. 
Just over one in ten Canadians (13%) agree strongly 
(6%) or somewhat (7%) that the health waming mes­ 
sages are inaccurate; three-quarters (76%) disagree 
strongly (59%) or somewhat (17%), and Il percent offer 
no response. 

F rench-speaking Canadians (16%), those whose annual 
household income is less than $25,000 and Atlantic 
Canadians (16%) are somewhat more likely than others 
to agree that current health waming messages are inac­ 
curate. Men, younger people and those with higher lev­ 
els of income and education are more likely than others 

to disagree that these messages are inaccurate, as are 
T oronlonians (ROOIo) and Vancouverites (80010). Strong 
disagreement is expressed more frequently in Manitoba 
(71 %) and Saskatchewan (70%). Those aged 60 years 
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or older, those with less than secondary education and 
residents of Alberta are more likely to offer no opinion. 

Cross tabulations indicate that, while large majorities of 
aIl Canadians, both smokers and non-smokers, disagree 
that health-warning messages are inaccurate, smokers 
(18% of every day smokers and 1 7% of occasion al smok­ 
ers) are somewhat more likely than non-smokers (10%) 
to agree with this statement. Among smokers, there is a 
grcatcr tcndency for those who have not tried to quit in 
the past bve years (21 %), or who have never tried to quit 
(22%), to agree that these messages are inaccurate. 
Canadians who do not see tobacco use as a major health 
problem are also somewhat more likely to agree with this 
statement. 

Young Canadians also totally reject the idea that health 
warning messages are inaccurate. Just 15 percent agree 
strongly (5%) or somewhat (100Al) that the health warn­ 
ing messages are inaccurate; more than three-quarters 
(79%) disagree strongly (60%) or somewhat (19%), and 
seven percent offer no response. 

Quebec youths (21 %) are somewhat more likely than 
other youths to agree that health-warning messages are 
inaccurate. English-speaking youths (62%) are n'lore 
likely than F rench-speaking youths (54%) to disagree 
strongly with this statement. Non-smoking youths (62%) 
are somewhat more likely than youths who do smoke to 
disagree strongly that these messages are inaccurate. 

HEALTH WARNING MESSAGES AS HARD TO 
UNDERSTAND 

Fewer than one in ten Canadians (7%) agree strongly 
(3%) or somewhat (4%) that the current health wam­ 
ing messages are hard to understand; more than eight in 
ten (83%) disagree strongly (68%) orsomewhat (15%), 
and ten percent offer no response. 

Younger adults and those a with post-secondary educa­ 
tion are more likely than olhers to disagree that these 
messages are hard to understand, as are British 
Columbians (89%), particularly Vancouverites (90%), 
and Quebecers (87%). Strong dis agreement is expressed 
more frequently in Saskatchewan (81 %), Manitoba 
(77%) and British Columbia (75%). Those aged 60 
years or older, those with less than secondary education 
and residents of Alberta are more likely to offer no opin­ 
IOn. 

Fewer than one in ten young Canadians (6%) agree : 
strongly (2%) or somewhat (4%) that the current health 
warning messages are hard to understand; almost nine 
in ten (89%) disagree strongly (73%) or somewhat 
(16%), and five percent offer no response. 

y ouths aged 15 to 18 years (79%), young people living 
in the Atlantic provinces (77%) and Quebec (77%), and 
youths who smoke daily (80%) are more likely than oth­ 
ers to offer strong disagreement, 
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Impact of Current Health Warning Messages 
on Smokers 
One-half of Canadian smohers say health waming 
messages on cigarette packages have at least some 
impact on making them more conscious of the 
health rùks of smoking than they used to be and 
in increasing their desire to quit. 

Canadians who smoke were asked whether the health 
warning messages they may have seen on cigarette pack­ 
ages have had a major impact, sorne impact, a minor 
impact or no impact at all on their behaviour in a number 
of ways. One-half of Canadian smokers indicate that 
current health warning messages on cigarette packages 
have had either a major impact or sorne impact on "mal­ 
ing you more conscious of the risks of smoking than you 
used to be. " Four in ten srnokers state that these mes­ 
sages have had either a major impact or sorne impact on 
"getting you to smoke less around others than you used 
to." One-third of smokers state that these messages have 
had either a major impact or sorne impact on "increas­ 
ing your desire to quit smoking." One-quarter each re­ 
port that these messages have had either a major impact 
or sorne impact on "getting you to smoke less than last 
year" and "recently getting you to try to quit smoking." 

Clearly, the waming messages on cigarette packages are 
having at least sorne impact on a significant minority of 
smokers in terms of getting them to try to quit smoking, 
smoke less around others and smoking less than previ­ 
ously. 

WARNING MESSAGES AND CONSCIOUSNESS 
OF HEAL TH RISKS 

One-half of smokers (49%) report that CUITent health 
warning messages on cigarette packages have had either 
a major impact (25%) or sorne impact (24%) on rnak­ 
ing them more conscious of the risks of smoking. Sixteen 
percent indicate that these messages have had a minor 
impact, and 34 percent say the messages have had no 
impact at all. 

Smokers aged 45 years and over and those with higher 
levels of income and education are more likely to state 
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that health warning messages have had a major impact 
on their consciousness of risks related to smoking. Smok­ 
ers in Atlantic Canada (31 %) and Quebec (29%) are 
aIso more likely to say this. 

Crosstabulations show that occasional smokers (33%), 
those whose usual brand cornes iri a flip-top package 
(41 %) and smokers who believe that tobacco use is a 
major health problem (29%) are more likely to report 
that health waming messages have had a major impact 
on their consciousness of risks related to smoking. 

1 , 
i 

One-half of young smokers (47%) report that current 
health warning messages on cigarette packages have had 
eithèr a major impact (28%) or sorne impact (190,11) on 
making them more conscious of the risks of smoking. 
T wenty-one percent indicate that these messages have 
had a minor impact, and 30 percent say the messages 
have had no impact at ail. 

Younger teens are somewhat more likely than aider teens 
to report that these messages have had a major impact 
on their consciousness of the risks of smoking. Youths 
who only smoke occasionally are more Iikely than those 
who smoke daily ta report a major impact on their con­ 
sciousness of health risks. 

WARNING MESSAGES AND SMOKING LESS 
AROUND OTHERS 

Four in ten smokers (42%) report that current health 
warning messages on cigarette packages have had either 
a major impact (16%) or sorne impact (26%) on get­ 
ting them to smoke less around others. T en percent in­ 
dicate that these messages have had a minor impact, and 
48 percent say the messages have had no impact at ail. 

aider adults, those with post-secondary education and 
residents of Atlantic Canada (19%) and Western 
Canada (21 %) are somewhat more likely to state that 
the health warning messages have had a major impact 
on getting them to smoke less around others. Those aged 
18 to 29 years (53%), those with lower bels of income 
and education, and residents of Quebec (55%) dlld 

Alberta (55%) are more likely ta report that these mes­ 
sages have had no impact at ail. 

Cross tabulations show that those whose usuaI brand 
cornes in a flip-top package (30%), those who have tried 
to quit smoking in the past six months (21 %) and smok­ 
ers who believe that tobacco use is a major health prob­ 
lem (19%) are more likely to report that health warning 
messages have had a major impact on getting them to 
smoke less around others. Those who have never tried to 
quit (57%) and smokers who believe that tobacco use is 
not a major health problem are more likely than other 
smokers ta say these messages have had no impact on 
them at all in this area. 

F ewer than one-quarter of young smokers (23%) report 
that current health warning messages on cigarette pack­ 
ages have had either a major impact (8%) or sorne im­ 
pact (15%) on getting them to smoke less around oth­ 
ers. Eleven percent indicate that these messages have had 
a min or impact, and 66 percent say the messages have 
had no impact at ail. 

y ouths who smoke daily are more likely than those who 
smoke occasionally to say that these messages have had 
no impact at ail on their behaviour. 

WARNING MESSAGES AND DESIRE TO QUIT 
SMOKING 

More than one-third of smokers (36%) report that current 
health warning messages on cigarette packages have had 
either a major impact (16%) or sorne impact (20010) on 
increasing their desire to quit smoking. Fifteen percent 
in di ca te that these messages have had a min or impact, and 
48 percent say the messages have had no impact at all. 

Smokers between 45 and 59 years of age (22%), those 
with a post-secondary education and residents of Atlan­ 
tic Canada (21 %) and Ontario (20%) are somewhat 
more likely to state that health warning messages have 
had a major impact on increasing their desire to quit 
smoking. Those with annual household incomes of 
$50,000 or more are more likely to report that the mes­ 
sages have had at least sorne impact. Women (50%), 
those aged 60 years or older (56%), those whose annual 
household incarne is less than $50,000 and residents of 
Quebec (58%) are more likely ta report that these mes­ 
sages have had no impact at ail. 
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Cross tabulations show that those whose usual brand 
cornes in a flip-top package (26%) and those who have 
tried to quit smoking in the past six months (26%) are 
more likely to report that health waming messages have 
had a major impact on increasing their desire to quit. 
Those who have never tried to quit (56%) and srnokers 
who believe that tobacco use is not a major health prob­ 
lem are more likely than other smokers to say these mes­ 
sages have had no impact on them at ail in this area. 

One-third of young smokers (32%) report that current 
health warning messages on cigarette packages have had 
either a major impact (10%) or sorne impact (22%) on 
increasing their desire to quit smoking. T wenty-one per­ 
cent indicate that these messages have had a minor im­ 
pact, and 46 percent say the messages have had no im­ 
pact at ail. 

y ouths aged 1 7 to 18 years are somewhat more likely 
than younger teens to say that the se messages have had 
at least sorne impact on their desire to quit smoking. 

WARNING MESSAGES AND SMOKING LESS 

One-quarter of smokers (25%) report that current health 
warning messages on cigarette packages have had either 
a major impact (8%) or sorne impact (17%) on getting 
them to smoke less. T welve percent indicate that these 
messages have had a minor impact, and 62 percent say 
the messages have had no impact at all. 

Those over 45 years of age, those with post-secondary 
education and residents of Atlantic Canada (31 %) and 
the Western provinces (30%) are sornewhat more likely 
ta state that the health waming messages have had at least 
sorne impact on getting them to smoke less. Those with 
annual household incomes of$50,000 or more are more 
likely to report that these messages have had a minor 
impact. Women (65%), those aged 60 years or older 
(67%), those with annual household incomes ofless than 
$50,000, those with high school education or less and 
residents of Quebec (72%) are more likely to report that 
these messages have had no impact at aIl. 

Crosstabulations show that occasional smokers (16%) 
and those whose usual brand cornes in a flip-top pack­ 
age (13%) are more likely to report that health waming 
messages have had a major impact on getting them to 
smoke less. Those who have never tried to quit (71 %) 
and smokers who believe that tobacco use is not a major 
health problem are more likely than other smokers to say 
these messages have had no impact on them at all in this 
area. 

One-quarter of young smokers (27%) report that current 
health waming messages on cigarette packages have had 
either a major impact (5%) or sorne impact (22%) on 
getting them ta srnoke less. Nine percent indicate that 
these messages have had a min or impact, and 64 percent 
say the messages have had no impact at all. 

W ARNING MESSAGES AND 
TRYING TO QUIT SMOKING 

Just under one-quarter of smokers (22%) report that 
current health waming messages on cigarette packages 
have had either a major impact (1 OOA,) or sorne impact 
(12%) on recently getting them to try to quit smoking. 
F ourteen percent indicate that these messages have had 
a minor impact, and 62 percent say the messages have 
had no impact at ail. 

Those aged 45 ta 59 years (29%), those with university 
education (29%) and residents of Atlantic Canada 
(28%) are somewhat more likely to state that the health 
warning messages have had at least sorne impact on get­ 
ting them to try to quit smoking. Women (64%), those 
aged 60 years or older (72%) and Quebecers (71 %) are 
more likely to report that these messages have had no 
impact at ail. 

Crosstabulations show that occasional smokers (17%), 
those whose usual brand cornes in a Aip-top package 
(22%) and those who have tried to quit smoking in the 
past six months (23%) are more likely to report that 
health waming messages have had a major impact on 

getting them ta try to quit smoking. Those who have never 
tried lo qui t (81 %), Of who have not tried to quit in the 
past two years, and srnokers who believe that tobacco use 
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is not a major health problem are more likely than other 
smokers ta say these messages have had no impact on 
them at all in this area. 

Just under one-quarter of young smokers (24%) report 
that current health waming messages on cigarette pack- 

ages have had either a major impact (J ()o;6) or sorne im­ 
pact (14%) on recently getting them ta try ta quit smok­ 
ing. Sixteen percent indicate that these messages have had 
a minor impact, and 59 percent say the messages have 
had no impact at all. 

ENVIRONICS 35 SIZING OF HEALTH WARNING MESSAGES ON CIGARETTE PACKAGES 



IMPROVING HEALTH W ARNING MESSAGES 

Improving Current Health Warning Messages 
Canadians of ail ages are most likely to suggest 
using pictures in health waming messages in or­ 
der to make them more effective. Young Canadi­ 
ans also advocate more detailed information. 

cent have no opinion. 

Those aged J 8 to 44 years are more likely than others to 
mention use of pictures, more detailed information, more 
eye-catching presentation or increasing size. Those with 
higher levels of income and education are more likely than 
others to mention more detailed information, more eye­ 
catching presentation or increasing size. Women, those 
with annual household incomes of $ J 5,000 or less and 
those with less than high school education are somewhat 
more likely to say that current health waming messages 
do not need improvement. Those aged 60 years and older 
and those with less ,than high school education are more 
likely to offer no opinion. 

Residents of Ontario, especially T orontonians, are more 
Ïikely than other Canadians to mention use of pictures, 
more eye-catching presentation, increasing size and use 
of colour. British Columbians, especially Vancouverites, 
are more likely to mention more detailed information and 
more eye-catching presentation. Quebecers (23%) are 
more likely to state that the messages do not need improve- 

Ways of Making Health Warning Messages More 
Effective 

AOULTS YOUTH 

Use of pietures 20 
Don't need improving 15 
More detailed information 10 
Use of eolour 9 
Inereasing size 9 
More eye eatehing presentation (general) 9 
Get rid of them altogether 5 
Nothing ean be done/srnokers 
will always smoke 4 

Provide 1-800 quit-line number or Web site 3 
Skull & erossbones/graphie ieons 2 
Other 9 
dk/na 30 

in convincing smobers la quit.) 

25 
9 

21 
11 
14 
12 
2 

3 

9 
29 

ment. Residents of Atlantic Canada (1 ()O/O) and Mani­ 
toba (J ()O/O) are more likely to suggest getting rid of the 
messages altogether. Those' living in Saskatchewan 
(1 J %) are more likely than others to say that nothing can 
be done to prevent smokers from smoking. AIhertans are 
more likely to offer no response to this question. 

Cross tabulations show that those who smoke every day 
(21 %) are somewhat more likely than non-smokers 
(J J %) or occasional smokers (J 8%) to say that the cur­ 
rent health waming messages do not need improving. 
Canadians who do not believe tobacco use is a major 
health problem, smokers whose usual brand cornes in a 
flip-top package (25%) and those who have not tried to 
quit smoking in the past six months are also more likely 
to say this. Occasion al smokers are slightly more likely 
to mention provision of a 1-800 quit-line number. 

36 

Canadians were asked, in an unprompted question, how, 
if at ail, the current health waming messages on tobacco 
products could be improved to he more effective in con­ 
vincing smokers to quit. Multiple responses were ac­ 
cepted. The most corn mon response is the use of pictures 
(20%). About one in ten each mention more detailed 
information (J 0%), more eye-catching presentation 
(9%), increasing size (9%) and use of col our (9%). 
Smaller proportions mention providing a J -BOO quit-line 
number or Web site (3%) and using a "skull and 
crossbones" or other graphie depictions (2%). Fifteen 
percent indicate that the messages do not need improv- 
ing, while live percent suggest getting rid of the messages _ 
altogether. Four percent say that nothing could he done ~ Q.6/ &29 
to improve effectiveness, as srnokers will continue to,_g- In your opinion, houi, if al ail, could the currenl health 
smoke. Nine percent give other responses, and 30 per- waming messages on lobacco he improoed 10 he more effective 
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\Vhen young Canadians are asked how current health 
waming messages cou Id be improved, one-quarter (25%) 
mention the use of pictures and two in ten (21 %) men­ 
tion more detailed information. About one in ten each 
mention increasing size (14%), more eye-catching pres­ 
entation (12%), and use of colour (II %). Smallerpro-­ 
portions mention providing a 1-800 quit-line number or 
Web site (3%) and using a "skull and crossbones" or 
other graphie depictions (1 %). Nine percent indicate that 
the messages do not need improving, while two percent 
suggest getting nd of the messages a1together. One per­ 
cent say that nothing could be done to improve effective­ 
ness, as smokers will continue to smoke. Nine percent give 
ether responses, and 29 percent have no opinion. 

Youths living in Westem Canada are somewhat more 
likely than others to mention use of pictures (30010) and 
use of colour (16%). Youths living in the Atlantic prov­ 
inces are somewhat more likely than ethers to mention 
more detailed information (26%). Ontario youths are 
somewhat more likely than others to mention increasing 
size of warnings (19%). Quebec youths are somewhat 
more likely than others to say that the messages do not 
need irnproving (15%). You ths who smoke daily are 
somewhat less likely than non-smoking youths to men­ 
tion most of these suggestions. 

Using Words on the Package 
Canadians of all ages are divided as to whether 
"uiords on the package" is the best uiay of inform­ 
mg smohers about the health risks of tobacco. 

When Canadians are asked whether "words on the pack­ 
age" is the best way of informing smokers about the health 
risks of tobacco, response is almost evenly divided, with 
44 percent answering that it is the best way and 41 per­ 
cent saying that it is not. Fifteen percent have no opin- 
IOn. 

There are few noteworthy variations in response among 
regions and demographie groups. Those with university 
f'Jncation (Ir!' Jess likely to agree that words are the besr 
way of providing health warning information. Those with 

"Words on Package" Best Way to Inform 
About Health Risks of Tobacco 
50~------------------ ~ 

45 

less than secondary education are more likely to offer no 
response to this question, as are residents of Alberta and 
Ontario, particularly T orontonians. There is no signifi­ 
cant difference between the views of smokers and non­ 
smokers on this issue. 

\Vhen young Canadians are asked whether "words on 
the package" is the best way of informing smokers about 
the health risks of tobacco, response is almost evenly di­ 
vided, with 43 percent answering that it is the best way 
and 45 percent saying that it is not. T welve percent have 
no opmion. 

French-speaking youths (52%) are more likely than 
English-speaking youths (41 %) to agree that "words on 
the package" is the best way to inform smokers about 
health risks, Youths living in the Atlantic provinces 
(39%) and Ontario (37%) are somewhat less likely to 
agree that it is the best way. Youths who do not smoke 
(44%) are somewhat more likely than youths who smoke 
daily (38%) to say that it is the best way. 
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Effectiveness of Suggested Changes to 
Health Warning Messages 
Majorities of Canadians of ail ages belieoe that 
using pictures, using cola ur, adding marker uiords 
and increasing the size of the messages are ail ei­ 
fective ways ta make waming message more no­ 
ticeable. Young Canadians also feel that adding 
more detailed information in the text would be 
eHective. 

Canadians were read a list of possible ways in which 
warning messages on cigarette packages could be 
changed, and asked to indicate how effective each of these 
ways would be in making the messages more noticeable. 
Large majorities fee! that using pictures and using col­ 
our would be effective; more than half each believe that 
adding marker words or increasing the size would he ef­ 
fective. Canadians are divided on the effectiveness of 
ad ding more detailed information in the text. 

USING PICTURES 

Seven in ten (70%) Canadians fee! that using pictures 
in the warning messages on cigarette packages would be 
very (38%) or somewhat (32%) effective in making these 
messages more noticeable. One-quarter (24%) helieve 
that using pictures would be not very (J 0%) or not at ail 
(14%) effective. Seven percent offer no opinion. 

Effectiveness of Possible Changes to 
Warning Messages on Cigarette Packages 
Adults 

( 

cl' IncreasiflQ sire 

e More detailed lot 

a 20 40 50 80 100 
• Very • SOOl€whal B Nol very 0 Nol al ail • dlVna 

Effectiveness of Possible Changes to 
Warning Messages on Cigarette Packages 
Youth 

_().. Uslng pictures 

C More detliled in' 

0' Adding mar1œr WJrds 
e.g., Warning/[larlge 

Those aged 18 to 29 years (44%), those with a post- 
a 20 40 60 80 100 

secondary education and residents of British COlumbial '\ . Very • Somewhal III Notvery 0 Nolalall • dl</na 

(46%), Saskatchewan (42%) and Ontario (42%), par-' ~ 
ticularly T orontonians (52%) are mo~e likely than oth- ~ \Jo 

th , k th " Id he cr' Q.63&3/ ers ta m at usmg pictures wou very errecuve. , 
Th d 60 Id (3201) th 'th 1 th 1 am gomg 10 read you a list of possible ways in which the ose age years or 0 er 70, ose WJ ess an 

waming messages on cigarette packages could be changed. 
high school education (23%) and F rench-speaking Ca- How effective would eacli of tliese be in mak,ing the messages 
nadians (33%) are less likely to think this. more noticeable? 

Cross tabulations indicate that non-smokers (4 J %) and 
occasional smokers (40%) are more likely than those who 
smoke every day (32%) to think that using pictures would 
be very effective. Smokers whose usual brand cornes in a 
flip-top package (47%), those who have tried to quit in 
the past six months (41 %) and Canadians who see to- 
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bacco use as a major health problem (41%) are more 
likely than others to think that using pictures would he 
very effective. Canadians who have never smoked (43%) 
are more likely than former smokers (36%) to think that 
using pictures would be very effective. 

1 
l 

Eight in ten young Canadians (79%) state that using 
pictures in the warning messages on cigarette packages 
would he very (45%) or somewhat (34%) effective in 
making these messages more noticeable. T wo in ten 
(19%) helieve that using pictures would he not very 
(13%) or not at all (6%) effective. 

English-speaking youths (48%) are more likely than 
F rench-speaking youths (34%) to think that using pic­ 
tures would be very effective. Y ouths aged 12 to 14 years 
(47%), youths living in Western Canada (52%) and 
youths who do not smoke (47%) are also more likely to 
think that using pictures would he very effective. 

USlNG eOLOUR 

T wo-thirds (66%) of Canadians state that using colour 
in the warning messages on cigarette packages would he 
very (34%) or somewhat (32%) effective in making these 
messages more noticeable. One-quarter (27%) helieve 
that using col our would he not very (1 1 %) or not at all 
(16%) effective. Seven percent offer no opinion. 

Those aged 18 to 29 years (37%), those with post-sec­ 
ondary education and residents of Manitoba (40%), 
Saskatchewan (38%) and Ontario (38%), particularly 
Torontonians (47%), are more likely than others to think 
that using colour would be very effective. Those with less 
than high school education (23%), French-speaking 
Canadians (30%) and Albertans (29%) are less likely 
to think this. 

Crosstabulations indicate that non-smokers (38%) and 
occasional smokers (35%) are more likely than those who 
smoke every day (26%) to think that using colour would 
be very effective. Canadians who see tobacco use as a 
major health problem (37%), smokers whose usual brand 
cornes in a f1ip-top package (34%) and those who have 
tried to quit in the past six months (36%) are more likely 

than others to think that using col our would he very ef­ 
fective. Canadians who have never smoked (41%) are 
more Iikely than former smokers (32%) to think that us­ 
ing colour would he very effective. 

T wo-thirds of young Canadians (68%) state that using 
colour in the waming messages on cigarette packages 
would he very (300A» or somewhat (38%) effective in 
making these messages more noticeable. Three in ten 
(300A» helieve that using colour would he not very ( 1 8%) 
or not at all (J 2%) effective. 

English-speaking youths (32%) are more likely than 
F rench-speaking youths (21 %) to think that using colour 
would he very effeètive. Youths living in the Atlantic prov­ 
inces (35%) and Western Canada (35%) andyouthswho 
do not smoke (32%) are somewhat more likely than oth­ 
ers to think that using colour would he very effective. 

, 

ADDING MARKER WORDS 

Six in ten (59%) Canadians state that using marker 
words, such as 'Waming" or "Danger" in the warning 
messages on cigarette packages would be very (27%) or 
somewhat (32%) effective in making these messages more 
noticeable. One-third (34%) helieve that using such 
marker words would he not very (15%) or not at ail 
(19%) effective. Seven percent offer no opinion. 

French-speaking Canadians (62%), those with post-sec­ 
ondary education and residents of Saskatchewan (38%), 
Manitoba (35%) and Toronto (35%) are more likely than 
others to think that using marker words would he at least 
somewhat effective. Alhertans (24%) are more likely to 
think that using such words would he not at ail effective. 

Crosstahulations indicate that non-smokers (31%) are 
more Iikely than occasion al smokers (22%) and those who 
smoke every day (19%) to think that using marker words 
would he very effective. Canadians who see tobacco use 
as a major health problem (29%) are more likely than 
others to think that using marker words would be very 
effective. Canadians who have never smoked (32%) are 
more likcly than former smokers (26%) to think that us­ 
ing marker words would be very effective. 
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T wo-thirds of young Canadians (68%) state that using 
marker words, such as "Waming" or "Danger" in the 
waming messages on cigarette packages would he very 
(32%) or somewhat (36%) effective in making these 
messages more noticeable. One in three (30%) believe 
that using such marker words would be not very (15%) 
or not at ail (15%) effective. 

English-speaking youths (33%) are more likely than 
French-speaking youths (28%) to think that using marker 
words would he very effective. Y ouths living in the At­ 
lantic provinces (36%) and non-smoking youths (34%) 
are more likely than others to believe that marker words 
would he very effective. 

INCREASING THE SIZE OF MESSAGES 

More than one-half (56%) of Canadians state that in­ 
creasing the size of the warning messages on cigarette 
packages would be very (27%) or somewhat (29%) ef­ 
fective in making these messages more noticeable. One­ 
third (36%) believe that using such marker words would 
be not very (17%) or not at ail (19%) effective. Eight 
percent offer no opinion. 

Those with post-secondary education are more likely than 
others to think that increasing the size of the warning 
messages would he at least somewhat effective; residents 
of Saskatchewan (38%), Manitoba (33%) and Toronto 
(36%) are more likely than others to think that increas­ 
ing the size would be very effective. Those aged 18 to 29 
years (22%) and F rench-speaking Canadians (23%) are 
more likely to say that increasing the size would he not at 
ail effective. 

Cross tabulations indicate that non-smokers 0(010) and 
occasional smokers (27%) are more likely than those who 
smoke every day (19%) to think that increasing the size of 
the messages would he very effective. Canadians who see 
tobacco use as a major health problem (30010) and smok­ 
ers who have tried to quit in the past six months (25%) 
are more likely than others to think that an increase in size 
would he very effective. Canadians who have never smoked 
(32%) are more likely than former srnokers (25%) Lo think 
that increasing the size would he very effective. 

Seven in ten young Canadians (71 %) state that increas­ 
ing the size of the waming messages on cigarette pack­ 
ages would he very 08%) or somewhat (33%) effective 
in making these messages more noticeable. One-quarter 
(27%) believe that increasing the size would be not very 
(J 5%) or not at all (12%) effective. 

English-speaking youths (41 %), younger teens, Ontario 
youths (44%) and youths who do not smoke (43%) are 
more likely than other youths to think that increasing the 
size would he very effective. 

MORE DETAILED INFORMATION IN TEXT 

Canadians are divided on the effectiveness of using more 
detailed information in the text of waming messages on 
cigarette packages. More than one in four (46%) Cana­ 
dians believe that using more detailed information would 
be very (20%) or somewhat (26%) effective in making 
these messages more noticeable. A similar proportion 
(44%) believe that using such detailed information would 
he not very (19%) or not at aIl (25%) effective. Nine 
percent offer no opinion. 

There are few variations in response among major de­ 
mographic groups. Those aged 18 to 29 years are sorne­ 
what more likely to think that using more detailed infor­ 
mation in the text of the waming messages would be at 
least somewhat effective (50% overall, 24% very effective); 
residents of Atlantic Canada (25%), Vancouver (25%) 
and Toronto (27%), are more likely than others to think 
that detailed information in the text would be very effec­ 
tive. Residents of Saskatchewan (32%) and Alberta 
(31 %) are more likely to think that using detailed infor­ 
mation would he not at aIl effective. 

Cross tabulations show that smokers who have tried to quit 
smoking within the past five years (20%) are more likely 
than those who have not tried to quit in that time period 
or who have never tried to quit (15% each) to think that 
using more detailed information in the text of the warn­ 
ing messages would he very effective. Canadians who 
think that tobacco use is a major health problem (22%) 
cire more likely than ethers to think that using detailed 
information would be very effective. Canadians who have 
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never smoked (24%) are more likely than former smok­ 
ers (17%) to think that using detailed information would 
be very effective. 

Seven in ten young Canadians (70%) believe that using 
more detailed information would be very (37%) or sorne­ 
what (33%) effective in making these messages more 
noticeable. Three in ten (28%) believe that using such 
detailed information would be not very (16%) or not at 
ail (12%) effective. 

How Cigarette Brands Oiffer Visually 
ADULTS YOUTH 

Colour 46 58 
Brand name 22 35 
Size 10 16 
Logo 7 13 
Packaging type 6 9 
Different health warning message 3 4 
Other 2 4 
Can't tell the difference 12 8 

English-speaking youths (40%) are more Iikely than Never look at them 21 11 
French-speaking youths (26%) to think that using de- dklna , 6 7 
tailed information would be very effective. Younger teens, ~Q.64& 32 
youthslivinginAtlanticCanada(49%)andyouthswhotJf\.Y/Th' 1..' .(.L • Il 1.._- r. l' 

ln'l;lng 0, zne cigare e pacrcuge5 you see jor sa e ln stores 
do not smoke (40010) are also more likely to think that J!l.how do cigarette brands diifer to you oisuallu) ' 
using detailed information would be very effective. 

Visual Differences Between 
Cigarette Packages 
Canadians of ail ages are most like/y to identify 
colour as the olsual diHerence between cigarette 
packages, followed by brand name and size of 
package. 

When Canadians are asked how cigarette brands differ 
to them visually, a1most half (46%) of Canadians men­ 
tion colour, and just under one-quarter (22%) mention 
the brand name. Smaller proportions mention size 
(10%), logo (7%), packaging type (6%) or different 
health warning messages (3%). T welve percent say that 
they cannot tell the difference and 21 percent say that 
they never look at the packages. T wo percent give sorne 
other response, and six percent offer no opinion. 

Men are more likely than women to mention colour (49% 
of men vs. 44% of women) and brand name (24% of men 
vs. 21 % of women). W omen (25%) are more likely than 
men (18%) to say that they never look at the packages. 
Younger people are more likely than others to mention 
colour, brand name and size. English-speaking Canadi­ 
ans are more [ikely than French-speaking Canadians to 
mention the brand name (24%) or to say that they never 
look at the packages (24%). French-speakers are more 

likely to mention colour (49%), logo (11 %) or to say they 
cannot tell the difference (22%). Those with higher lev­ 
els of income and education are more likely to mention 
colour; better-educated Canadians are also more likely 
to mention the logo. Those with less than high school 
education are more likely to mention packaging type, or 
to say that they cannot tell the difference or that they never 
look at the packages. Those aged 60 or older are less 
likely to mention any of these visual differences and con­ 
siderably more likely (41 %) to say that they never look 
at the packages. 

Residents of British Columbia (55%), Manitoba (54%), 
Saskatchewan (54%) and Quebec (50010) are more likely 
to mention colour. Atlantic Canadians (27%) and resi­ 
dents ofT oronto (30%) and Vancouver (35%) are more 
likely to mention brand name. Quebecers (28%) are more 
likely to say that they cannot tell the difference. A1bertans 
(33%) and Ontarians (28%), particularly T orontonians 
(31 %) are more likely than others to say that they never 
look at the packages. 

Cross tabulations show that smokers tend to be more likely 
than non-srnokers to mention most of these visual differ­ 
ences. particularly colour. brand name. size and packag­ 
ing type. Non-smokers are more likely than smokers to 
say that they never look at the packages. 
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Almost half of adults and tioo-thirds of youth 00- 
lieve that increasing the size of health waming 
messages would make them at least somewhat 
more effective in iniorming Canadians about the 
health effects of tobacco and in encouraging them 
to reduce their tobacco use. 0 Much more Somewhat more Little bit more No more dlr/na 

Canad;an, were asked, ;f the size of the health warnings ~ct.s-3} 1. Q. 
on cigarette packages were increased, how mu ch more If the size of the health uiamings on cigarette packages UJere 
effective these messages would be in informing Canadi- increased, hou: much more effective would il be in eacli of the 
ans about the health effects of tobacco and in encourag- following uiaçs? 

When young Canadians are asked how cigarette brands 
differ to them visually, over half (58%) mention colour, 
and just over one-third (35%) mention the brand name. 
Smaller proportions mention size (16%), logo (13%), 
packaging type (9%) or different health warning mes­ 
sages (4%). Eight percent say that they cannot tell the 
difference and Il percent say that they never look at the 
packages. Four percent give sorne other response, and 
seven percent offer ho opinion. 

y ouths aged 15 to 18 years (64%) are more likely than 
younger teens to mention colour. Youths living in West­ 
ern Canada (64%) and Quebec (62%) are more likely 
than others to mention colour. Brand name is more of­ 
ten mentioned by Quebec youths (42%). Ontario youths 
are more likely than others to mention size (21 %) or to 
say they never look at the packages (2 J %). y ouths who 
smoke every day are more likely than non-smoking youths 
to mention almost all of these differences. 

Effectiveness of Increasing Size of Health 
Warning Messages 

ing them lo reduce their tobacco use. More than four in 
ten Canadians believe that this would make health wam­ 
ing messages at least somewhat more effective on both 
counls. 

EHectiveness of Increased Message Size on 
Informing About Health EHects of Tobacco 
501~------------------------ ___ 

40 

• Adults 

Il Youth 
43 

30 

o Much more Somewhat more Little bit more No more dlr/na 

EHectiveness of Increased Message Size on 
Encouraging Reduction of Tobacco Use 
w.------------------------- __ 

• Adults 

fil Youth 41 
4 

30 

20 

10 
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EFFECTIVENESS IN INFORMING CANADIANS 
ABOUT HEAL TH EFFECTS 

With respect to informing Canadians about the health 
effects of tobacco, more than four in ten (46%) say that 
increasing the size would make the messages much more 
(17%) or somewhat more (29%) effective; 17 percent 
say that this would make the messages a little more effec­ 
tive and 29 percent say this would make the messages no 
more effective. Eight percent offer no opinion. 

Those aged 18 to 29 years (51 %) and those with post­ 
secondary education are more likely than others to say 
that increasing the size of the health warning messages 
would make them at least somewhat more effective in 
informing Canadians about the health effects of tobacco. 
English-speaking Canadians (32%) are more likely than 
French-speakers (23%) to say that doing this would be 
no more effective in informing Canadians about the health 
effects of tobacco. 

Residents of Vancouver (55%) are the most likely to state 
that increasing the size of the messages would make them 
at least somewhat more effective in informing Canadians 
about the health effects of tobacco; however, much of this 
belief is tentative (41 % saying somewhat more effective). 
Quebecers (21 %) and T orontonians (23%) are the mast 
likely to say that increasing the size would make health 
warning messages much more effective. Residents of 
British Columbia (33%), Saskatchewan (32%) and 
Manitoba (32%) are the most likely to say that increas­ 
ing the size ofhealth warning messages would make them 
no more effective. 

Cross tabulations show that non-smokers (51 %) are more 
likely than occasion al smokers (46%) or those who smoke 
every day (34%) to say that increasing the size of the 
health waming messages would make them at least some­ 
what more effective in informing Canadians about the 
health effects of tobacco. Among non-smokers, those who 
have never smoked (54%) are more likely th an former 
smokers (46%) to say this. Canadians who see tobacco 
use as a major health problem (49%) are more likely than 
others to say that increasing the si7e of the messages would 
make them at least somewhat more effective. 

When young Canadians are asked about the effect of 
increasing the size of the message, two-thirds (67%) say 
that the messages would be much more (24%) or some­ 
what more (43%) effective if the size of the message were 
increased; 16 percent say that this would make the mes­ 
sages a little more effective and 13 percent say this would 
make the messages no more effective. 

Younger teens, youths living in Quebec (74%) and non­ 
smoking youths (71 %) are somewhat more likely than 
other teens to think that increasing the size of the mes­ 
sages would make them at least somewhat more effective. 
F rench-speaking youths (31 %) are more likely than 
English-speaking youths (23%) to think that increasing 
the size would make these messages much more effective. 

EFFECTIVENESS IN ENCOURAGING 
CANADIANS TO REDUCE TOBACCO USE 

With respect to encouraging Canadians to reduce tobacco 
use, more than four in terr (43%) say that increasing the 
size would make the messages much more (16%) or some­ 
what more (27%) effective; 17 percent say that this would 
make the messages a little more effective and 3 1 percent 
say this would make the messages no more effective. Nine 
percent offer no opinion. 

Those aged 18 to 29 years (48%), French-speaking 
Canadians (48%) and those with post-secondary edu­ 
cation are more likely than others to say that increasing 
the size of the health warning messages would make them 
at least somewhat more effective in encouraging Canadi­ 
ans to reduce tobacco use. 

Residents of Quebec (48%), Saskatchewan (48%) and 
the metropolitan areas of Toronto (50%) and Vancou­ 
ver (49%) are most likely to say that increasing the size 
of the health warning messages would make them at least 
somewhat more effective in encouraging Canadians to 
reduce tobacco use; however, residents of Saskatchewan 
and Vancouver are more tentative in their beliefs than 
are residents ofT oronto and Quebec. Residents of Sas­ 
katchewan (36%) and British Columbia (35%) are most 
likely to say that increasing the size of health warning 
messages would make them no more effective. 
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Cross tabulations show that non-smokers (48%) and 
occasional smokers (51 %) are more likely than those who 
smoke every day (34%) to say that increasing the size of 
the health warning messages would make them at least 
somewhat more effective in encouraging Canadians to 
reduce tobacco use. Among smokers, those who have tried 
to quit smoking in.the past six months (42%) are more 
likely than others to say this, as are those who have never 
tried to quit (390/0). Among non-smokers, those who have 
never smoked (49%) are more likely than former smok­ 
ers (43%) to say this. Canadians who see tobacco use as 
a major health problem (47%) are more likely than oth­ 
ers to say that increasing the size of the messages would 
make them at least somewhat more effective. 

When young Canadians are asked about the effect of 
increasing the size of the message, almost two-thirds 

(63%) say that the messages would be much more (22%) 
or somewhat more (41 %) effective if the size of the pack­ 
age were increased; 17 percent say that this would make 
the messages a little more effective and 17 percent say 
this would make the messages no more effective. 

Younger teens and youths living in Atlantic Canada 
(70%) are somewhat more likely than other teens to think 
that increasing the size of the messages would make them 
at least somewhat more effective. Youths who do not 
smoke (65%) are more likely than youths who smoke 
daily (44%) to think that increasing the size of the mes­ 
sages would make them at least somewhat more effective. 
F rench-speaking youths (26%) are more likely th an 
English-speaking youths (21 %) to think that increasing 
the size would be much more effective. 
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TES TING OF 5IZES OF HEALTH-W ARNING MESSAGES 

Canadians were briefly shown a card (Card A) with test 
packaging of cigarette packs on which pictures of diseased 
teeth and gums and the message "Cigarettes cause mou th 
cancer" were prominently displayed. When asked to say~ 
what was written and shawn on the package, almost three- .66& ~4. . . 

. the i froue d· d am gomg 10 qUlckly show you a tnclure of some ctgareiie quarters (72%) mention e Image 0 rotten or isease l. Pl 1 Il bill h t 
. pac'(ages. ease e me as es as you can, exac y w a was mouth zums or teeth, and ten percent state that the pic- h d ·11 th L_ 

, ~- S own an wn en on e pacf-Q.lKe. 
ture on the package is compelling or eye-catching. AI- 
most one-half (48%) make specifie mention of mouth, 
gum or throat cancer, one in three (31 %) make at least 
sorne reference to the health warning message on the 
package, and 12 percent mention cancer in general. T wo 
in ten (20010) mention the brand name or colours of the 
cigarettes displayed. Four percent give other mentions, 
and two percent offer no response. 

Recall of Details of Test Packages 
(Mouth Cancer Image) 
Almost three-quarters of adults recal/ the image of 
diseased teeth and gums when shoum a card of 
cigarette packages bearing this image; almost half 
recal/ the mention of mouth cancer. Young Cana­ 
diane are somewhat more like/y to mention the 
image and someuihat leu likely to mention mouth 
cancer. 

Those aged 18 to 29 years (79%), those with annual 
household incomes of$70,000 or more (79%) and those 
with post-secondary education (76%) are more likely 
than others to mention specifies - diseased teeth, mou th 
and gums - of the image shown on the package. Those 
with university education (15%) are also more likely to 
mention that the picture is compelling or eye-catching. 
Women (50%) and French-speaking Canadians (56%) 
are more likely than others ta refer to mouth, gum or throat 
cancer. Those aged 18 ta 29 years (38%), English­ 
speakers (33%), those with annual household incomes 
of $70,000 or more (43%) and those with university 
education (39%) are more likely ta mention the warning 
message in general. English-speakers (23%), those with 
annual household incomes of $50,000 or more (26%) 
and those with university education (28%) are more likely 
to mention the brand name or colours. Thuse aged 60 
years or older are less likely to mention almost ail of these. 

Images/Words Remembered tram View of 
Sample Cigarette Packages - Card A 

Cancer - general 
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Residents of Saskatchewan (84%) and British Colum- 
bia (82%) are more likely than other Canadians to men- 
tion specifies - diseased teeth, mouth and gums - of the 
image shown on the package; On tari ans (67%), particu­ 
larly T orontonians (58%), and Manitobans (63%) are 
less likely to do so. Quebecers (53%) are more likely to 
refer to mouth, gum or throat cancer; Western Canadi­ 
ans (39%), particularly residents of Saskatchewan 
(29%), are less likely to do so. Residents of Saskatch­ 
ewan (49%), British Columbia (42%) and Manitoba 
(36%) are more likely to mention the warning message 
in general; Albertans (2 J %), Quebecers (23%) and 
Atlantic Canadians (25%) are less likely to do so. Resi­ 
dents of British Columbia (37%), Saskatchewan (34%) 
and Manitoba (33%) are more likely to mention the 
brand name or colours; Quebecers (J 2%) are least likely 
to do so. 

Cross tabulations show that those who smoke every day 
(54%) and those whose usual brand cornes in a slide and 
shell package (13%) are more likely than others to reler 

to mou th, gum or throat cancer. OccaslOnal smokers 
(36%) are more likely th an others to mention the warn- 
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When young Canadians are briefly shown these test pack­ 
ages, almost nine in ten (88%) mention the image of 
rotten or diseased mouth, gurns or teeth, and three per­ 
cent state that the picture on the package is compelling 
or eye-catching, Four in ten each make specifie mention 
of mouth, gum or throat cancer (41 %) or at least sorne 
reference to the health warning message on the package 
(42%). Fifteen percent mention cancer in general. T wo Player's Export "A" DuMaurier Rothman's Other 

in ten (23%) mention the brand narne or colours of the • Less than one percent 

cigarettes displayed. 2.~.67cS-35. 
Whal brands were the cigarette packs on the card 1 jusl 

Young women are more likely than young men to men- showed you? 
tion mouth, gum or throatcancer (45% vs. 38%). Youths 
aged 15 to 18 years are more likely than younger teens 
to make a general mention of the warning message. 
Quebec youths (58%) are more likely to make a specifie 
mention of mouth, gum or throat cancer. 

ing message in general. Those whose usual brand cornes 
in a Hip-top package are more likely than other smokers 
ta mention specifies - diseased teeth, mou th and gums - 
of the image shown on the package; they are also more 
likely to mention the brand narne or colours. 

Recal! of Brands of Test Packages (Mouth 
Cancer Image) 
More than seven in ten Canadians of ail ages re­ 
caU both Player's and Export UA" as the brands 
shawn on the cardo 

When asked to identify the brands of the packages on 
the card shown to them (Card A), about seven in ten 
Canadians each correctly mention Player's (73%) or Ex­ 
port "A" (69%). One in ten mention DuMaurier (7%), 
Rothman' s (1 %) or another brand (2%). Thirteen per­ 
cent offer no response. 

Recall ofboth Player's and Export "A" is greater among 
men th an among women, and greater among F rench­ 
speaking Canadians than among English-speakers. 
Those aged 18 to 29 years are also more likely than oth­ 
ers to mention both of these brands. 

Brands Remembered tram View Dt 
Sample Cigarette Packages - Card A 

80 77 
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Residents of Manitoba, Saskatchewan, Atlantic Canada 
and Quebec are more likely to mention both Player' s and 
Export "A"; recall of bath of these brands is lowest 
among Albertans and Ontarians, particularly 
T orontonians, who are all more likely to offer no response 
to this question. 

Cross tabulations show that regular smokers are more 
likely than non-smokers to recall bath Player's (80010) and 
Export "A" (80%); among non-smokers, former smok­ 
ers are more Iikely to recall bath of these brands than those 
who have never smoked. 

Those who usually smoke a Player' s brand are more likely 
than others to recall Player' s as one of the brands shown: 
similarly, those who srnoke an Export "A" brand ar~ 
more likely than others to recall Export "A" as one of 
the brands shown. 

When asked to identify the brands of the packages on 
the card shown to them, about three-quarters of young 
Canadians each mention Player's (77%) or Export "A" 
(75%). Five percent mention DuMaurier and two per­ 
cent, another brand. Ten percent offer no response. 

46 ENVIRONICS SJZJNG OF HEALTH WARNJNG MESSAGES ON CJGARETTE PACKAGES 



Recal! ofboth Player's and Export "A" is greater àmong 
youths aged 15 to 18 years, and greater among youths 
who smoke every day. Youths living in the Atlantic prov­ 
inces and Quebec are sornewhat more likely than others 
to recall Player's; Quebec youths are also more likely to 
recall Export "A". 

Eftectiveness of Test Packages (Black Lung 
Image) 
Tuio-thirds of adults and ooer eight in ten youths 
Feel that a cigarette package bearing an image of 
a blackened lung is more effective than one bear­ 
ing the current health waming message, both in 
informing Canadians of the health effecls of smok­ 
ing and in encouragÏng Canadians to reduce to­ 
bacco use. 

Canadians were shown a card (Card B) with images of 
two cigarette packages, one bearing the current style of 
health warning message (Package A), the other bearing 
a larger message including a picture of a blackened lung 
(Package B). When asked which package would be more 
effective in informing Canadians of the health effects of 
smoking and in encouraging Canadians to reduce tobacco 
use, two-thirds of Canadians choose Package B, the pack­ 
age with the image of the blackened lung, as more effec­ 
tive in both instances. 

Which More Effective in Informing 
About Health Effects of Tobacco 

Which More Effective in Encouraging 
Reduction in Tobacco Use 
10[),-----~------ __ __'__ _ 

• Adulls 

• Youth 

Neilher dlVna 
INFORMING CANADIANS ABOUT \ ...... 
THE HEAL TH EFFECTS OF SMOKING 2~ CA U 

.68&36 
T wo-thirds (67%) of adults believe that the package w 1 . t . l.1 h t' t .I 

." ". 0 am gomg 0 qUlCI( y S ow you wo pIC ures 0) a 
beanng the black lung wammg message (Package B) package of cigarettes. Please tell me as best as you can, 
is more effective in informing Canadians of the health which of packages A or B do you think would be more 
effects of smoking than the CUITent message; 15 percent effective in each of the following ways? 

, believe that the package bearing the CUITent message 
(Package A) is more effective, and ten percent believe 
both are equaliy effective. Five percent say that neither is 
more effective, and three percent offer no opinion. 

Those aged J 8 to 44 (7 J %) and those with higher lev­ 
els of incorne and education are more likely than others 
to state that Package B, the package beanng the "black 
lung" image, is more effective in informing Canadians 
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about the health effects of smoking. Package A is more 
likely to be selected as more effective by women (17%), 
those aged 60 years or more (21 %) and F rench-speak­ 
ing Canadians (19%). 

Residents of British Columbia (78%), Atlantic Canada 
(78%) and Saskatchewan (74%) are more likely than 
others to state that Package B is more effective in inform­ 
ing Canadians about the health effects of smoking. 
Manitobans (19%), Quebecers (19%) and 
Vancouverites (22%) are more likely to believe that 
Package A is more effective. T orontonians are most likely 
to say that both are equally effective (30%). 

Cross tabulations indicate that occasional smokers (61 %) 
are less likely than either non-smokers (66%) or those 
who smoke every day (69%) to choose Package B as the 
most effective. Smokers who have never tried to quit 
(22%) and Canadians who think that tobacco use is not 
a major health problem are more likely to choose Pack­ 
age A 

More than eight in ten young Canadians (85%) believe 
that the package bearing the "black lung" warning mes­ 
sage (Package B) is more effective in informing Cana­ 
dians of the health effects of smoking than the current 
message; nine percent believe that the package bearing 
the current message (Package A) is more effective. Four 
percent believe both are equally effective, and two per­ 
cent say that neither is more effective. 

English-speaking youths (88%) are more likely than 
F rench-speaking youths (80%) to choose Package B. 
Youths living in Atlantic Canada (9 J %) are most likely 
to choose Package B as the more effective one; Quebec 
youths (78%) are least likely to do 50. 

ENCOURAGING CANADIANS TO REDUCE 
THEIR TOBACCO USE 

T wo-thirds (67%) of Canadians believe that the pack­ 
age bearing the "black lung" warning message (Package 

B) is more effective in encouraging Canadians ta reduce 
their tobacco use than the package beanng the current 
message (Package A); J 2 percent believe Package A is 
more effective, and ten percent believe bath are equally 

effective. Eight percent say that neither is more effective, 
and three percent offer no opinion. 

Those aged 18 to 44 years and those with post-second­ 
ary education are more likely than others to state that 
Package B is more effective in encouraging Canadians 
to reduce their tobacco use. Women (13%), those aged 
60 years or more (16%) and F rench-speaking Canadi­ 
ans (15%) are more likely ta believe that Package A is 
more effective. 

Residents of British Columbia (78%), Saskatchewan 
(78%) and Atlantic Canada (75%) are more likely to 
state that Package B is more effective. Manitobans (15%) 
and Quebecers (14%) are more likely ta believe that 
Package A is more effective. T orontonians are consid­ 
erably more likely ta say that bath are equally effective 
(30%). 

Cross tabulations show that those who smoke every day 
(70%) are more likely than occasional smokers or non­ 
smokers (66% each) to say that Package B is more ef­ 
fective. Among smokers, those who have never tried to 
quit are somewhat less likely ta say that Package B is more 
effective. Among non-smokers, those who have never 
smoked (67%) are somewhat more likely than former 
smokers (64%) ta choose Package B. Canadians who 
believe that tobacco use is a major health problem (69%) 
are more likely than others ta choose Package B. 

More than eight in ten young Canadians (83%) believe 
that the package bearing the "black lung" warning mes­ 
sage (Package B) is more effective in encouraging Ca­ 
nadians to reduce their tobacco use than the package 
bearing the CUITent message (Package A); nine percent 
believe Package A is more effective. Four percent believe 
both are equally effective, and three percent say that nei­ 
ther is more effective. 

Youths aged 15 to J 8 years (86%) are somewhat more 
likely than younger teens to choose Package B as the more 
effective package. English-speaking youths (85%) are 
more likely than French-speaking youths (77%) ta choose 
Package B. Y ouths living in Atlantic Canada (9QOh) are 
most likely to choose Package B as the more effective one; 
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Quebec youths (76%) are least likely to do so. Youths 
who smoke are somewhat less likely than those who do 
not smoke to select Package B. 

Recal! of Brands of Test Packages (Black 
Lung Image) 
More than se ven in ten Canadians of all ages re­ 
call both DuMaurier and Export "A" as the brands 
shown on the cardo Smokers are even more like/y 
to identily these brands. 

When asked to identify the brands of the packages shown 
to them on Card B, eight in ten adults (80010) correcÙy 

Brands Remembered tram View of 
Sample Cigarette Packages - Ca rd B 
l00I~-------------------- ~ 

• Adults 

Il Youll! 
8 

a DuMaurier Export" A' Player's Hothrnan's Olher dlVna 

mention DuMauner and about seven in ten correctly * Less than one percent 
mention Export "A" (72%). One in ten mention Play- ~ 
er's (8%), Rothman's (1%) or another brand (1%). .69&37 . ' . 

cr at were the cigarelie brands you have Just seen on the card Eleven percent orrer no response. 
1 just showed you. 

Recall of both DuMauner and Export "A" is greater 
among men than among women, and greater among 
F rench-speaking Canadians than among English-speak~ 
ers. Those aged 18 to 44 years are also more likely than 
others to mention both of these brands. 

Residents of Manitoba, Atlantic Canada and Quebec 
are more likely to mention both DuMaurier and Export 
"A"; recall of both of these brands is Ïowest among 
A1bertans and Ontarians, particularly T orontonians, 
who are ail more likely to offer no response to this ques­ 
tion. Residents of Saskatchewan are the most likely to 
recall Du Maurier, but are no more likely than average 
to recall Export "A". 

Cross tabulations show that smokers are more Iikely than 
non-smokers to recall both Du Maurier (88%) and Ex­ 
port "A" (78%). Among non-smokers, former smokers 
are more likely to recall both of these brands than those 
who have never smoked. 

Those who usually smoke an Export "A" brand are more 
likely than ethers to recall both brands, particularly Ex­ 
port "A"; those who smoke a OuMallrier brand are more 
likely than others to recall OuM auner as one of the 
brands shown. 

When asked to identify the brands of the packages shown 
to them, eight in ten young Canadians (81 %) mention 
DuMauner and about three-quarters (76%) mention 
Export "A". Six percent mention Player' s and one per­ 
cent, another brand. Nine percent offer no response. 

Young men (84%) are more likely than young women 
(78%) to recall the DuMauner brand; recall of Export 
"A" is similar for both. Youths aged 15 to 18 years are 
somewhat more Iikely than younger teens to mention both 
Du Maurier and Export "A". Youths living in the At­ 
lantic provinces and Quebec are more likely than others 
to recall Export "A"; Quebecyouths are also more likely 
than others to recall Du Maurier. y ouths who smoke are 
more likely than non-smokers to recall both of these 
brands. 
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Most Effective Size ta Inform about Health 
Effects of Tobacco 
A plurality of adulte belieoe that a health waming 
message with 60 percent coverage is most effective 
in infonning Canadiens about the health effects of 
tobacco. This proportion mes to tioo-thirds among 
young Canadians. 

Which Size Warning Message Most Effective in 
Informing About Health Effects of Tobacco 

60 
• Adults 

BI Youth 

40 

Canadians were shown images of cigarette packages bear­ 
ing various sizes ofhealth warning messages - 25 percent 
coverage (Package A), 40 percent coverage (Package B), 
50 percent coverage (Package C) and 60 percent cover- 

o age (Package D). When asked which size ofhealth wam- 25% 40% 50% 60% Ali equal None dl</na 

ing they think would be most effective in informing Ca- l'::ffij o. 
nadians about the health effects of tobacco, a plurality of }.Y1!;Q.70a&38a 
more than four in ten (44%) select Package D, the pack- Health waming me.ssages on cigarette packages could come in 
age with 60 percent coverage. T wo in ten (J 8%) choose difJerent sizes. Which size of healtlr waming do you think 
Package A, the package with 25 percent coverage, and would he more effective in lnjorming Canadians about the 
fewer than one in ten each indicate Package C, with 50 health effects of iobacco? 

---------------------------------------- percent coverage (8%) or Package B, with 40 percent 
coverage (5%). F ourteen percent s tate that all four sizes 
are equally effective, eight percent say that none is more 
effective, and three percent offer no opinion. 

Women (20%) are somewhat more likely than men 
(16%) to choose Package A. Men show a slight prefer­ 
ence for all of the packages with greater coverage (B, C 
and D). Those aged J 8 to 29 are somewhat more likely 
to show a preference for all of the packages with greater 
coverage (B, C and D); conversely, those aged 60 years 
and older are more likely to choose Package A. F rench­ 
speaking Canadians (49%) are more likely to select 
Package D. English-speaking Canadians (16% YS. 6% 
of French-speakers) are somewhat more likely to say that 
aIl sizes are equally effective. 

Residents of Atlantic Canada (51%), Manitoba (50010), 
British Columbia (49%) and Quebec (48%), especially 
Montreal (50%), are more likely th an other Canadians 
to choose Package 0 with 60 percent coverage as the 
most effective. Residents of Saskatchewan (30%) and 
British Columbia (22%), especially Vancouverites 
(27%), are more likely ta select Package A. Ontarians, 
especially T orontonians, are the most likely ta say that 
ail sizes are equally effective. 

Crosstabulations indicate that those non-smokers (45%) 
are somewhat more likely than those who smoke every day 
(42%) to choose Package D. Canadians who think that 
tobacco use is a major health problem (46%) are also 
more likely to select Package D. Among smokers, those 
who have never tried to quit (24%) are somewhat more 
likely to choose Package A. Former smokers (21 %) are 
more likely than those who have never smoked (16%) to 
choose Package A. 

Canadians were then asked the reasons for their choice 
of size. Those who indicate that Package 0 is the most 
effective in informing Canadians about the health effects 
of tobacco give as reasons for their choice: bigger warn­ 
ing (36%); biggest, largest and easiest to read (31 %); 
noticeable or attracting (30%); more prorninent Ïetter­ 

ing (19%); more content, more information (14%); di­ 
minishes brand name and logo (12%); more detailed 
information about health risks (7%); and message and 

warrung are c1earer (4%). Seven percent give uther rea­ 
sons and two percent offer no opinion. 
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problem are less likely than others to mention most of Message/Warning clearer 

these reasons, but somewhat more likely to mention the \-- Other 

diminshed brand name and logo. 1__~\b 0 10 

Canadians who indicate that Package A is the most ef- M.70b&38b 
fective in informing Canadians about the health effects Why did you choose thai one? 

---------------------------------------- of tobacco give as reasons for their choice: short, clear, 
to the point (37%); less to read or a fast read (30%); 
easy to read, large print (26%); smaller message is 
enough, size doesri't matter (20%); stands out, catches 
the eye (19%); and simple, not duttered (16%). Six 
percent give other reasons and one percent offer no opin- 

Those aged 18 to 44 years, and residents of Atlantic 
Canada (45%) and the Western provinces (39%), are 
more likely than others to say that the bigger waming is 
the reason for their choice. Men and Ontarians (35%) 
are more likely to say they made their choice because it 
was the biggest, largest and easiest to read. Men, those 
aged 18 to 29 years and those with university education 
are more Iikely to mention noticeable or attracting as their 
reason. Those aged 60 years or older (26%), Atlantic 
Canadians (30%) and residents of the West (25%) are 
more likely to mention prominent lettering. Those with 
post-secondary education and Ontarians (J 6%) are more 
Iikely to mention that the brand name and logo are di­ 
minished. On tari ans are also more likely than others to 
mention that there is more detailed information about 
health risks. 

Cross tabulations show that smokers are more likely than 
non-smokers ta give most of these reasons for their choice; 
however, non-smokers are more likely to mention that the 
brand name and logo are diminished, Among non-smok­ 
ers, former smokers are more likely to mention diminished 
brand name and logo than those who have never smoked. 
Canadians who think that tobacco use is a major health 

IOn. 

Men (42%), English-speaking Canadians (41 %) and 
residents of Atlantic Canada (47%) and the Western 
provinces (42%) are more likely than others to say that 
it is short, clear and to the point. Women (24%) are more 
likely than men (13%) to say that it stands out and 
catches the eye. Residents of Ontario (24%) are more 
likely to say that it is simple and not cluttered. 

Reasons for Choice of 25% Message Size v:t\o 
43 
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Those who choose Package B say that it is mid-size or 
balanced (39%); not tao big or less spaced out (39%); 
detailed, with the necessary information (30010); and easy 
to read (J 6%). Subgroups are too small to permit de- 
tailed analysis. 

Those who choose Package C say that it is large enough 
or half the package (61 %); that it reads weil or is a clear 
message (3 1 %); and that i t is effective (1 7%). Subgroups 
are too small to permit detailed analysis. 

When asked which size of health warning they think 
would be most effective in informing Canadians about 
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the health effects of tobacco, two-thirds of young Cana­ 
dians (66%) select Package D. About one in ten each 
choose Package A (10%), Package C (10010) or Pack­ 
age B (7%). Three percent state that ail four sizes are 
equallyeffective and another three percent say that none 
is more effective. Y outh clearly have an overwhelming 
preference for the largest possible size warning. 

Young women (72%) are more likely than young men 
(59%) to choose Package D. Youths aged 12 to 16 years 
and youths living in the Atlantic provinces (82%) are 
somewhat more likely to choose Package D. Y ouths who 
do not smoke are more likely to choose this package than 
youths who do smoke. Quebec youths (59%) are least 
likely to choose Package D. 

Youths who choose Package D as the most effective give 
as their reasons: bigger warning (42%); noticeable or at­ 
tracting (36%); biggest.Iargest or easier to read (21%); 
more content, more information (21 %); more prominent 
lettering (19%); diminishes brand name and logo (II %); 
more detailed information about health risks (10%); and 
message and waming is c1earer (5%) . Four percent give 
other reasons. 

Young women are more likely than young men ta give as 
reasons that it is a biggerwarning (45% vs. 38%) or that 
it is notice able or attracting (39% vs. 33%); young men 
(26%) are more likely than young women (17%) to say 
it is biggest, largest, easier ta read. Youths aged 15 ta 
18 years are more likely than younger teens to mention 
notice able or attracting; younger teens are more likely 
than aider teens to mention biggest.Ïargest, easier to read. 
Quebec youths are more likely than others ta mention 
notice able or attracting (42%) and biggest, largest, easier 
to read (33%)"; they are less likely than others ta men­ 
tion bigger warning (34%), more content or more infor­ 
mation (11%), more prominent lettering (12%) and 
diminishes brand name and logo (1 %). 

Youths who choose Package A say that it is short, c1ear 
and to the point (43%); easy to read, large print (37%); 

simple, not cluttered (15%); less ta re ad, il fast read 
(14%); and stands out or catches the eye (II %). 

Youths who choose Package B say that it is mid-size or 
balanced (46%); detailed, with the necessary informa­ 
tion (41%); not too big or less spaced out (24%); and 
easy ta read (18%). 

Youths who choose Package C say that it is large enough 
or half the package (67%); and that it reads weil or is a 
c1ear message (54%). 

Most Effective Size ta Encourage RedLiction 
of Tobacco Use 
A plurality af adulte belieoe that a health waming 
message with 60 percent coverage i.s mast effective 
in encauraging Canadians ta reduce their tobacco 
use; this proportion Tises ta six in ten among youth, 

Canadians were shawn images of cigarette packages bear­ 
ing various sizes of health warning messages - 25 per­ 
cent coverage (Package A), 40 Percent coverage (Pack­ 
age B), 50 percent coverage (Package C) and 60 per­ 
cent coverage (Package 0). When asked which size of 
health warning they think would be most effective in en­ 
couraging Canadians to reduce their tobacco use, more 

Which Size Warning Message Most Effective in 
Encouraging Reduction of Tobacco Use 

62 • Adults 

Il Youth 

20 

60 

40 

0Cf. 25% 
mû\., 

Q.71a&39a 
Which size of hcalth waming do you think would be more 
effecliVe in encouraging Canadians 10 reduce their tobacco 

40% 50% 60% Ali equal None dk/na 

use? 
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than four in ten (43%) select Package D. Fewer than 
two in ten (14%) choose Package A, and fewer than one 
in ten each indicate package C (7%) or Package B (5%). 
Fifteen percent state that all four sizes are equally effec­ 
tive, twelve percent say that none is more effective, and 
four percent offer no opinion. 

Those aged 18 to 29 are somewhat more likely to show 
a preference for all of the packages with greater coverage 
(B, C and D); conversely, those aged 60 years andolder 
are more likely to choose Package A. F rench-speaking 
Canadians (47%) are more likely to select Package D. 

,English-speaking Canadians (17%) are somewhat more 
Iikely to say that all sizes are equally effective. 

Residents of Manitoba (55%), British Columbia (500A:,) 
and Quebec (48%) are more to choose Package D as 
themost effective. British Columbians (19%), especially 
Vancouverites (2OOA:,) are more likely to select Package 
A Ontarians, especially T orontonians, are the most 
likely to say that all sizes are equally effective. 

Cross tabulations indicate that non-smokers (17%) are 
more likely than occasion al smokers (II %) or those who 
smoke every day (13%) to say that all of the packages 
shown are equally effective; those who srnoke every day 
(18%) are more likely to say that none of the packages 
are effective. Among smokers, those who have never tried 
to quit are more likely to select Package A (19%), or to 
say that none of the packages would he effective in re­ 
ducing tobacco use (200iO). Among non-smokers, former 
srnokers (18%) are more likely than those who have never 
smoked (12%) to select Package A. Canadians who 
think that tobacco use is a major health problem (46%) 
are more likely than others to choose Package D as most 
effective. 

Canadians were then asked the reasons for their choice 
of size. Those who indicate that Package D is the most 
effective in encouraging Canadians to reduce their to­ 
bacco use give as reasons for their choice: bigger wam­ 
ing (31 %); noticeable or attracting (30%); biggest,larg­ 

est and easiest to read (28%); more prorninent lettering 
(18%); more content, more information (11 %); dimin­ 
ishes brand name and logo (9%); message and waming 

1. 

Reasons for Choice of 25% Message Size 
ShorVclear/ 40 
10 Ihe poinl 52 

Easy 10 readl 
large prinl 

Less 10 readlfasl 

Simple/nol cluNered 
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size doesn't matter 

Smokers will 
srnoke anyway 13 • Adults 

Olher Il Youth 
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Reasons for Choice of 60% Message Size 
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NOliceable/aNracting 

BiggesVeasiesl 10 read 
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Message/warning clearer 

Olher 
• Adults 
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2_~b 
Q.7/b&39b 
Why did you choose that one? 

o 10 20 30 40 sr 

are clearer (7%); and more detailed information about 
health risks (5%). Six percent give other reasons. 

Those with high school education or less and residents 
of Atlantic Canada (40%) are more likely than others 
to say that the bigger warning is the reason for their 
choice. Those aged 18 to 29 years (33%) and French­ 
speaking Canadians (33%) are more likely to mention 
that it is noticeable or attracting. Ontarians (31 %) and 
British Columbians (31 %) are more likely to say they 
made their choice because it was the biggest, largest and 
easiest to read. Women (21 %), those aged 60 years or 
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older (21 %), those with high school education or less, 
Atlantic Canadians (22%) and residents of the West­ 
ern provinces (22%) are more likely to mention prorni­ 
nent Ïettering. 

Cross tabulations show that smokers are more likely than 
non-smokers to give most of these reasons for their choice; 
however, non-smokers are more likely to mention that it 
is the biggest and easier to read, and that the brand name 
and logo are diminished. Among non-srnokers, former 
smokers are more likely to mention most of these reasons 
than those who have never smoked. 

Canadians who indicate that Package A is the most effec­ 
tive in encouraging Canadians to reduce their tobacco use 
give as reasons for their choice: short. clear, to the point 
(4QO/o); easy to read, large print (26%); less to read or a 
fast read (21 %); simple, not cluttered (15%); stands out, 
catches the eye (14%); and smaller message is enough, size 
doesn 't matter (1 (010). Seven percent give other reasons. 

Men (43%), English-speaking Canadians (48%) and 
residents of the Western provinces (57%) are more likely 
than others to say-that it is short, clear and to the point. 
Men (24%) and Quebecers (27%) are more likely to say 
that there is less to read or it is a faster read, Women 
(19%) are more likely than men (7%) to say that it stands 
out and catches the eye. Residents of Ontario are more 
likely to say that it is easy to read, large print (33%) and 
that it is simple and not cluttered (22%). 

Those who choose Package B say that it is not too big 
or less spaced out (37%); mid-size or balanced (35%); 
easy to read (19%); and detailed, with the necessary 
information (18%). Subgroups are too small to permit 
detailed analysis. 

Those who choose Package C say that it is large enough 
or half the package (56%); that it reads weIl or is a clear 
message (30%); and that it is effective (13%). Subgroups 
are too small to permit detailed analysis. 

When asked which size ofhealth waming they think would 
be most effective in encouragmg Canadians to reduce their 
tobacco use, more than six in ten young Canadians (62%) 

select Package D. Around one in ten each choose Pack­ 
age C (9%), Package A (9%) or Package B (6%). Five 
percent state that ail four sizes are equally effective and six 
percent say that none is more effective. 

Young women (69%) il:re more likely than young men 
(55%) to choose Package D. Y ouths aged 12 to 16 years 
and youths living in the Atlantic provinces (73%) are more 
Iikely to choose Package D; Quebecyouths (57%) are least 
likely to do 50. Y ouths who do not smoke (66%) are more 
likely to choose this package than youths who do smoke. 

Youths who choose Package D as the most effective give 
as their reasons: bigger warning (39%); noticeable or 
attracting (29%); biggest, largest or easier to read (26%); 
more prominent lettering (17%); more content, more 
information (12%); diminishes brand name and logo 
(10%); more detailed information about health risks 
(1 (010); and message and warning is dearer (8%). Three 
percent give other reasons. 

Youths aged 15 to 18 years (32%) are more likely than 
younger teens to mention noticeable or attracting. Que­ 
bec youths are more likely than others to mention big­ 
gest, largest, easier ta read (43%); theyare less likely than 
ethers ta mention bigger waming (24%), more content 
or more information (7%) and diminishes brand name 
and logo (5%). 

Youths who choose Package A say that it is short, clear 
and to the point (52%); easy to read, large print (18%); 
simple, not c1uttered (12%); less to read, a fast read 
(8%); stands out or catches the eye (5%); and sm aller is 
enough, size does not matter (2%). Thirteen percent say 
that smokers will smoke anyway, and eight percent give 
other reasons. 

Youths who choose Package B say that it is detailed, with 
the necessary information (40%); easy to read (38%); 
mid-size or balanced (31 %); and not too big or less 
spaced out (29%); 

Youths who choose Package C say that it is large enough 
or half the package (58%); and that it reads weil or is a 
clear message (52%). 
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METHODOLOGY 

Focus Canada 
The resulls ofthis survey are derivedfrom 2,0/8 interviews 
carried out in the homes of the respondents between}uly 2 
and August 2, 1999: 271 in the Atlantic Provinces, 482 
in Quebec, 559 in Ontario and 706 in the Western 
Provinces. 

QUESTIONNAIRE 

The pre-coded questionnaire included questions for the 
core report as well as client questions which are not 
published in the report, The questionnaire was pre-tested in 
bath English and French before being sent to interviewers. 

DATA COLLECTION AND QUALllY CONTROL 

The questionnaires are distributed, through regional 
supervisors, to approximately 150 experienced inter­ 
viewers across the country. The supervisors are also 
responsible for training the interviewers and for briefing 
them on the specifie instructions accompanyÏng each 
survey. 

Each interviewer also receives a map of his or her 
allocated area. On the rnap, the pre-selected block or 
blocks in which he or she must carry out his or her 
interviews are indicated. Starting with a pre-selected 
address, the interviewer must complete the number of 
interviews that he or she has been allocated, according to 
the age and sex quotas indicated on his or her route map. 
Only one respondent is interviewed per household. The 
questioning is carried out in the language chosen by the 
respondent. 

In order to check the quality of work completed and the 
accuracy of the indicated responses, ten percent of each 
interviewer's respondents are re-contacted by the Field 
Director. In questionable cases, or when high standards 
have not been respected, the questionnaires are rejected, 

SAMPLE 

The sarnple is drawn in such a way that it represents the 
Cauadian pupulalion aged 18 ur over with the exception 
of those Canadians living in the Yukon or Northwest 

T erritories or III institutions (armed forces barracks, 
hospitals, prisons). 

The sampling model relies on stratification of the popu­ 
lation by ten regions (Atlantic, Montreal CMA, the rest 
of Quebec, Toronto CMA, the rest of Ontario, Mani­ 
toba, Saskatchewan, Alberta, Vancouver CMA, and 
the rest of British Columbia) and by four community sizes 
(1,000,000 inhabitants or more, 100,000 to 1,000,000 
inhabitants, 5,000 to 100,000 inhabitants, and under 
5,000 inhabitants). 

The sample also relies on a gender quota, an age quota, 
and a working women quota. 

Approximately 191 sampling points are used. 

The number of cases in each region may not necessarily 
reflect its actual weight. The samples for sorne regions 
have been augmented in order to attain a sufficient 
numberofcases for analysis. The results are then weighted 
during data processing to give each sampling stratum its 
proper weight, 

DATA PROCESSING 

F ollowing the data collection operations, all question­ 
naires are edited and prepared for computer processing, 
Call-backs are carried out in cases where data collected 
are not sufficiently specifie. Responses to open-ended 
questions are analysed and coded. F ollowing this prepa­ 
ration step, the data are entered into the computer and 
weighted according to the actual population ofeach of the 
regions. The weighted and unweighted sarnple sizes are 
listed on the following pages. 

The tabular analysis is presented separately. 

MARGIN OF ERROR 

The margin of error for a stratified probability sam ple of 
this size is estimated to be ± 2.2 percentage points, 19 
times in 20. The margin of error increases in the case of 
a modified probability sarnple, such as the one used for 
this survey, and also for results pertaining to regional or 
socio-dernographic sub-groups of the total sarnple. 
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Youth Report 
The results of this survey are derived from 746 interviews 
carried out in the homes of the respondents between july 
20 and August 13, 1999: 102 in the Atlantic Provinces, 
190 in Quebec, 197 in Ontario and 257 in the Western 
Provinces. 

QUESTIONNAIRE 

The pre-coded questionnaire was composed of 101 in­ 
fonnation units. The questionnaire was pre-tested in both 
English and French before being sent to interviewers. 

DATA COLLECTION AND QUALITY CONTROL 

The questionnaires are distributed, through regional 
supervisors, to approximately 150 experienced interview­ 
ers across the country. The supervisors are also respon­ 
sible for training the interviewers and for briefing thern 
on the specifie instructions accompanying each survey. 

Each interviewer also receives a map of his or her allo­ 
cated area. On the map, the pre-selected black or blocks 
in which he or she must carry out his or her interviews 
are indicated. The interviewer must complete the number 
of interviews that he or she has been a1located, accord­ 
ing to the age and sex quotas indicated on his or her rnap. 
Only one respondent is interviewed per household. The 
questioning is carried out in French or English, as cho­ 
sen by the respondenl 

In order to check the quality of work completed and the 
accuracy of the indicated responses, ten percent of each 
interviewer's respondents are re-contacted by the Field 
Director. In questionable cases, or when high standards 
have not been respected, the questionnaires are rejected. 

SAMPLE 

The sample is drawn in such a way that it represents the 
Canadian population aged 12 to 18, with the exception 
of those Canadians living in the Yukon or Northwest 
Territories or in institutions (armed forces barracks, 
hospitals, prisons). 

The sarnpling model relies on stratification of the popu­ 
lation by ten regions (Atlantic, Montreal CMA. the rest 
of Quebec, Toronto CMA, the rest of Ontario, Mani­ 
toba, Saskatchewan, Alberta, Vancouver CMA. and the 
rest of British Columbia) and by four community sizes 
(1,000,000 inhabitants or more, 100,000 to 1,000,000 
inhabitants, 5,000 to 100,000 inhabitants, and under 
5,000 inhabitants). 

The sam pie also relies on a gender quota and an age 
quota. 

Approximately 192 sampling points were used. 

The number of cases in each region may not necessarily 
reflect its actual weight, The sarnples for sorne regions 
have been augmented in order to attain a sufficient 
number of cases for analysis, The results are then 
weighted during data processing to give each sampling 
stratum its proper weight, 

DATA PROCESSING 

F ollowing the data collection operations, ail question­ 
naires are edited and prepared for computer processing, 
Call-backs are carried out in cases where data collected 
are not sufficiently specifie, Responses to open-ended 
questions are analysed and coded. F ollowing this prepa­ 
ration step, the data are entered into the computer and 
weighted according to the actual population of each of 
the regions. The weighted sample sizes are listed on the 
following pages. 

The tabular analysis is presented separately. 

MARGIN OF ERROR 

The margin of error for a stratified probability sample of 
this size is estimated to be ±3.5 percentage points, 19 
times in 20. The rnargin of error increases in the case of 
a modified probability sarnple, such as the one used for 
this survey, and also for results pertaining to regional or 
socio-dernographic sub-groups of the total sarnple. 
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