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INTRODUCTION

A) PURPOSE
The First Nations and Inuit Tobacco Control Strategy was developed as part of

the Tobacco Control Program for Canada, and is specifically aimed at decreasing
the non-traditional use of tobacco by First Nations and Inuit peoples. This
program is run by staff at Health Canada and is guided by a First Nations and

Inuit Advisory Circle.

Before embarking on a new campaign adapted for First Nations on-reserve and
Inuit from the successful Bob/Martin mainstream tobacco cessation campaign,
Health Canada is looking for an overall assessment of the effectiveness of the

proposed smoking cessation social marketing materials with its target audience.

This research is intended to provide feedback from the target audiences on
key factors such as their understanding and interpretation of the messages,
and the cultural appropriateness and motivational power of the materials.
Overall, the research will evaluate the effectiveness of the tested

materials in meeting the campaign/program objectives of persuading
Aboriginal peoples that quitting smoking is possible. Results will help
reﬁne_ the proposed communication tools and provide insight for further‘

creative development.

The research consists of two consecutive series of focus groups. The first phase
was to evaluate the various creative concepts developed as Aboriginal
adaptations of the Bob/Martin mainstream campaign. The second phase was

intended as a “disaster check” to validate that the final creative concepts met the

advertising objectives.

Initial results indicated that the concepts tested in Phase | should be developed
further to effectively communicate to the target audiences that quitting smoking is

possible. Therefbre, Phase Il objectives were modified to allow for further testing

~ of the revised Phase | creative. The testing was intended to assess its

effectiveness in featuring new and practical avenues that could convince the



target audiences that, while quitting smoking can be a long and arduous process,

success is attainable.

B) SPECIFIC RESEARCH OBJECTIVES
The specific research objectives for each phase were therefore similar, and

included:

-To determine the resonance of the cessation material with the First

Nations on-reserve and Inuit communities.
-To assess the relevance, clarity, credibility and call to action components

associated with the treatments and approaches used in the various

materials developed.
-To validate that the characters/spokespeople used in the commercials

resonate with the target audiences.

C) METHOD

1.

Material tested
Two consecutive series of eight focus groups were conducted to test the

various creative concepts in their preliminary conceptual form. The first

series evaluated two concepts, each with two television spots in the form of

rough storyboards with matching print advertisements. The second series
evaluated one concept for Inuit communities and another concept for First
Nations peoples. For each concept, two television spots were presented in
the form of audio-taped descriptions of the scenarios followed by a reading of
the script done by Aboriginal actors. This presentation was accompanied by
scripts that were handed out to participants for reference. The second phase
also tested three print fact sheets and a “Z” card concept destined to

complete the social marketing tools of the program.

Half of the groups in each phase were conducted with Inuit both in their
Inuktitut and English versions, while the rest were conducted with First
Nations on-reserve. Half of the groups with First Nations on-reserve were

conducted in French and half were in English.



2. Group composition and locations

Participants were recruited as members of First Nations who live on reserve or
Inuit living in communities north of the 60° parallel. Groups were broken down on

a linguistic basis as follow:

First series
Location Population Language Number of groups
Iqaluit, NU - Inuit English/Inuktitut 4
Québec city, QC | First Nations on-reserve French : 2
Pine Falls, MB | First Nations on-reserve English 2

Second series

Rankin Inlet, NU Inuit English/Inuktitut 4
Prince Albert, SK | First Nations on-reserve English 2
Sept-lles, QC | First Nations on-reserve French 2

3. Research technique ]
Given the language/cultural challenges inherent to conducting research with

people who have a strong oral, “story telling” and visual tradition, discussion

circles supported by the use of the audience response technology (individual dial

- pads) was selected as the best combination to enhance participation within each

group and minimize the “halo effect” often found in small homogenous

communities.

The combination of these two research techniques helps participants to
overcome initial shyness to respond orally to direct questions or any reluctance
to answer written questionnaires by using the individual dial pads to capture their
responses. Results are amalgamated and instantly presented to the group as
stimulus material to help the moderator probe in depth for reasons explaining the

responses given.




4. Participation criteria

Groups were conducted with Aboriginal peoples from First Nations living on
reserve and with Inuit living in communities north of the 60° parallel. Other
qualifying criteria were:

-Tobacco smokers

-Aged 18 to 43 years old

-Currently contemplating quitting or in the action phase of quitting

smoking.

All participants were paid a cash honorarium for their participation. A copy of the

study materials is included in Appendix IV et V.

5. Statement of limitations
Qualitative research is explanatory by nature and provides preliminary and

directional indications. Only a small group of Aboriginal-people were included in

these sessions, therefore the results cannot be interpreted as a statistical

projection of attitudes and opinions of Aboriginal populations as a whole.

Qualitative research does, however, produce in depth introspection of the
material tested and provides invaluable understanding of perceptions and
reactions of the populations studied as well as the reasons sustaining their
evaluation. It is therefore an extremely appropriate tool for exploring the target
audiences’ reactions to the communications material developed for Health
Canada’s Tobacco Control program and to gain insight on the most appropriate

ways to reach these populations effectively.
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EXECUTIVE SUMMARY

A) Phase |

The rough concepts evaluated in Phase | do not seem to meet the main
communication objective of convincing the target audiences that quitting smoking

is possible. The main messages communicated were that smoking is bad for

health therefore people should quit smoking and that it is hard to quit smoking.

Basically, in a slice of life context, participants expect and need two elements to
be featured for the campaign to be effective:

1 — Reasons, arguments reinforcing their decision to quit. These could be
negative effects related to smoking like “ashtraymouth” or risk of illness
like heart attack or pneumonia.

2 - Tips on how to deal with cravings: this includes both identifying a
trigger (chatting on the telephone, having a coffee; etc) and matching it
with an alternate activity (e.g. glass of water instead of drinking coffee,

etc).

The current executions only seem to repeat what participants already know: they
seem to be intended to set the tone to launch a series of spots but the
preliminary phase itself seems to be unnecéssary. The target audience has
already tried to quit smoking and, therefore, needs to be shown a more concrete
course of action in order to be convinced that quitting smoking is possible.
Within the series, smokers expect to find ways they have not already tried that

will fit their lifestyles and will be effective.

The “couple” vs. “mother and son” executions are not perceived as distinct
concepts: in fact, for most participants, the concept resides in the featuring of

everyday life situations.



In Pine Falls, the recurring theme seemed to be that the ads did not sufficiently
stress that the decision to quit is individual, whereas the support required to
carry through on the decision should be collective. In other words, talking of
quitting is just talk (or “drunken talk” as one participant characterized it) until you
see the characters in the ads collectively quitting smoking, by attending a

support group or joining the “virtual support group” of Internet users.

In this perspective, participants mentioned they could be seeking support from
their families as well as from their close friends. Everyday life also includes
children’s presence in most Aboriginal families, which can lend itself to using

second-hand smoke (SHS) with children as a strong motivation element.

Moreover, the scarcity of characters depicted in the storyboards reinforces the
mood that a lot of the talking about quitting by the actors is just talk. It should be
mentioned however that presenting the materials in a storyboard, rather than in

a more final format, like an animatic version with Aboriginal actors, will tend to

exaggerate this response.

The campaign could therefore feature a larger panorama of all the everyday life

situations with different protagonists in order to portray the entire mosaic of

Aboriginal people’s daily life realistically.

B) Phase |vs Phase Il

The message is more precise in Phase Il and each commercial is described as

using a specific angle to promote quitting smoking.

Globally, Phase Il commercials are perceived as suggesting that quitting is
possible, even if it is not in a very convincing or powerful way, whereas the first
serie’s (Phase 1) were generally described as depicting the current situation,

without offering solutions or suggesting actions to take.



QL SO,

Some of the executions submitted to evaluation in Phase Il raised issues around
the choice of replacement activities suggested. It seems clear from participants’
comments that these activities should offer the following benefits:
1 — feature an activity that has not been promoted already in previous
tobacco cessation advertisements thus ensuring that the audience will
not reject it as being previously tried without success
2 - be culturally appropriate
3 - be sufficiently specific or explicit (e.g. references to a plan) to

become actionable rather than disregarded.

Phase Il commercials received better scores for their capacity to convince the
target audience that quitting smoking is possible: a larger proportion of

participants say it helps them want to try to quit again.

The featuring of Aboriginal peoples in the individual spots has a positive impact:
it improves noticeability and the level of attention participants feel they would give
to the message. The doctor at the end of the commerCIals also reinforces the

credibility of the message.

Overall, when it comes to quitting, the most effective support is described as
coming from relatives and close friends. Partncnpants do not feel they would
personally take a pro-active stance to get more mformatlon or tools (like the “Z”
card) or consult health professionals to help them quit smoking unless a medical
reason forced them to do so. Thus, the advertising placed in traditional media
such as television and radio, where the target audience is more captive, has to
initiate the process and also needs to demonstrate the benefits of joining in a
cessation program/group managed by health professionals or visiting the Web
site or phoning the 1-800 number for help.

Phase Il executions seemed more efficient overall but cultural issues remain to

be solved in terms of language and in terms of cultural portrayal. Providing new

and impactful information on the negative consequences of smoking, like the

resulting lack of oxygen that would negatively impact the ability to hunt (a popular
9



Aboriginal activity), or concrete replacement activities that are easy to do and

reflect typically safe and appropriate activities, could be an effective way to
achieve the campaign objectives.

10



FAITS SAILLANTS

A) Phase |

Les concepts évalués lors de la premiére phase de recherche ne semblent pas
rencontrer le principal objectif de communication soit convaincre les clientéles
cibles qu'il est possible de cesser de fumer. Les principaux messages retenus
etaient que fumer est nocif pour la santé, donc que les gens devraient cesser de

fumer, et que c’est difficile d’arréter de fumer.

Fondamentalement, dans le contexte d’un scénario présentant diverses
situations de la vie quotidienne, les participants estiment que la campagne devra
comporter deux éléments afin d’étre efficace : elle devra fournir
1 — Des motifs et arguments qui renforceront leur décision de cesser de
fumer. Ceci pourrait comprendre des effets négatifs inhérents au fait
de fumer comme «avoir un godt de cendrier dans la bouche» ou les
risques de maladies comme les crises cardiaques ou la pneumonie
2 - Des trucs ou moyens pour les aider a résister aux envies de fumer :
ceci implique a la fois I'identification de ce qui provoque I'envie de
fumer (parler au téléphone, boire un café, etc) et les jumeler a une
activite de substitution (par exemple : boire un verre d’eau au lieu d’'un

cafe, etc).

Les scénarios proposés semblent simplement réitérer ce que les participants
savent déja. En fait, ces annonces semblent étre congues pour servir de plate-
forme pour lancer une série d’annonces mais cette étape préliminaire semble
inutile en tant que telle. L’auditoire cible a déja tenté de cesser de fumer, il a
donc besoin de se faire montrer des comportements plus concrets pour étre
convaincu qu'il est possible de cesser de fumer. Dans le cadre d’une série
d'annonces de ce genre, les fumeurs s’attendent a trouver des facons de faire
qu’ils n'ont pas déja essayées et qui s’avéreront a la fois compatibles avec leur

style de vie et efficaces.

1



Les annonces “Couple” et “Mére et fils” ne sont pas pergues comme des
concepts distincts : en fait, la plupart des participants décrivent un seul concept,

la présentation de diverses situations de la vie quotidienne.

A Pine Falls, le théme récurrant semblait étre que les annonces ne mettaient
pas assez I'accent sur le fait que décider de cesser de fumer est une décision
personnelle/individuelle alors que le soutien requis pour poursuivre cette

décision doit étre collectif. En d’autres termes, parler de cesser de fumer c'est

juste des paroles en l'air (un participant les qualifie de paroles d’ivrognes) tant
et aussi longtemps que les personnages dans les annonces ne-cessent pas de
fumer collectivement par exemple en participant a un groupe de soutien ou en

se joignant a un « groupe virtuel » tel qu'on en retrouve sur I'lnternet.

Dans cette perspective, les participants disent qu'ils peuvent solliciter I'aide de
leur famille, de leurs proches et de leurs amis. La vie quotidienne comporte
aussi généralement la présence d’enfants dans la plupart des familles
autochtones ce qui se préte a I'inclusion du theme de la fumée secondaire

auprés des enfants comme élément important de motivation.

De plus, le nombre restreint de personnages présentés dans les scénarios
maquettes renforce I'impression qu’'une grande partie du discours des acteurs a
propos du fait de cesser de fumer n’est que paroles. On doit cependant
mentionner que le fait d’utiliser des esquisses préliminaires sous forme de
scénarios maquettes comme soutien pour présenter les ahnonces, plutét que

d’avoir recours a une version plus finale telle un animatic avec des comédiens

autochtones, tend a amplifier cette réponse.
Dans cette perspective, la campagne pourrait élargir I'éventail de situations de la

vie quotidienne afin de représenter 'ensemble de la mosaique des situations qui

constituent la vie de tous les jours des communautés autochtones.

12



B) Phase |vs Phase Il

Le message communiqué dans la deuxiéme phase est plus précis et chaque
annonce est décrite comme utilisant un angle spécifique pour promouvoir le fait

de cesser de fumer.

Globalement, les annonces de la deuxiéme phase sont pergues comme
suggerant qu'il est possible de cesser de fumer (méme si ce n'est pas
nécessairement de fagon trés convainquante ou puissante) alors que les
annonces de la premiére série (Phase 1) étaient généralement décrites comme
présentant des situations courantes, sans offrir de solutions ou suggeérer
d’actions a prendre.
Certaines des annonces évaluées ldrs de la Phase Il ont soulevé des problémes
‘a propos du choix des activités de substitution suggérées. Il ressort clairement
des propos des participants que ces activités devraient rencontrer les critéres
suivants :
1 — offrir un choix d’activités dont on n'ait pas déja fait la promotion dans
des campagnes précédentes afin de s’assurer que I'auditoire cible ne les
rejette pas parce qu'il les aurait déja essayés sans succes
2 - étre culturellement appropriées
3 — étre suffisamment spécifiques ou explicites (ex. références aux
diverses étapes d'un plan concret) pour étre actionnables plutét qué

reléguées aux oubliettes ou écartées.

Les annonces de la Phase Il obtiennent des cotes plus élevées en matiére de
capacité a convaincre I'auditoire cible qu'il est possible de cesser de fumer ; en
fait, on note une plus forte proportion de participants qui disent que ces

annonces les aident a vouloir essayer de cesser de fumer a nouveau.

Le fait de présenter des autochtones dans chacune des annonces a un impact
positif : leur présence augmente la notoriété et le niveau d’attention que les
participants pensent accorder au message. Le médecin, a la fin de chaque

annonce, renforce également la crédibilité du message.

13



Globalement, lorsqu’il s’agit de cesser de fumer, les participants estiment que le
soutien le plus efficace provient de leur famille et de leur amis. lls.ne pensent
pas qu’ils prendraient les devants, de fagon pro-active, pour se procurer plus
d'information ou d’outils (tels la carte « Z ») ou qu'ils consulteraient un
professiohnel de la santé pour les aider a arréter de fumer, a4 moins qu’une
raison médicale les force & le faire. Ainsi, la publicité dans les média
traditionnels, tels télévision et radio, alors que I'auditoire est captif, doit servir a
démarrer le processus tout en démontrant les avantages de se joindre a un
groupe ou programme de cessation du tabagisme géré par des professionnels

de la santé, de visiter le site Internet ou de téléphoner au numéro 1-800 pour

obtenir de l'aide.

Les annonces évaluées en Phase Il semblent étre globalement plus efficaces
bien qu'elles comportent certaines problématiques culturelles a résoudre en
matiere de langue et de représentation des cultures autochtones. Le fait de
donner des informations nouvelles et qui ont de I'impact, a propos des
conséquences négatives de fumer - telles la conséquence du manque d’dxygéne
qui empéchera les gens d’aller a la chasse (une activité trés populaire aupres
des autochtones) - ou des activités concrétes de substitution qui sont faciles a
faire et qui reflétent des activités typiquement sécuritaires et appropriées

pourraient savérer une fagon efficace pour atteindre les objectifs de la

campagne.

14



DETAILED FINDINGS
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CHAPTER |
PHASE | RESULTS
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I - TELEVISION CONCEPTS (COUPLE VS MOTHER AND SON)

A) THE MESSAGE

Participants were initially shown the two television spots for each concept, one at
a time, and discussed the main message and most memorable aspects of each
commercial. Overall; participants think that all the storyboards tended to convey
the same main message, e.g. that smoking is bad for health and that people
should quit smoking. Participants feel these commercials reinforced their
perception that it is hard to quit smoking rather than providing reasons to try
quitting again. For most participants, the storyboards all feature slices of
everyday life that are realistic but fail to provide either new reasons to stop,
dramatic consequences related to smoking, or concrete ways that could help
them quit. Basically, participants find that these commercials repeat information
that they already know without providing new motivational elements or concrete
tips that would help change their behavior. One participant summarized the

overall impression in saying: “They show us what we do instead of telling us how

to quit”.

In fact, these concepts fail to demonstrate how quitting is possible for
participants. They simply reiterate that there is information available and that
they should make a p}ersonal effort to get it. Most participants’ reaction is that
they are aware that 'smoking is dangerous, particularly for others, and that they
would like the information now, that is, while watching TV, listening to the radio or
reading the print material, instead of having to take a pro-active stance and make
an effort to search for it personally. Many recognize that they will not go out of
their way simply to get more information; that what they need is to be convinced

that they should try quitting again and shown ways to do it.

Beside the global message that smoking is bad for health, each individual
television spot convéyed additional messages that were more specifically related

to individual executions/scenarios.

17



Series A — Spot 1: “Smoking outdoors in front of hospital”
A few participants mentioned the following main messages after seeing this
storyboard:
“You can pair up with someone and challenge each other to quit...trying to
compete to quit smoking.”
“Secondary smoke is dangerous for the newborn baby.”
“Passing on bad habits to the next generation.”
Other elements mentioned as part of the main message by one or two
participants include: catch pneumonia, where to get the information, and “tell us

not to smoke in the house”.

Series A — Spot 2: “Using air freshner spray to hide tobacco odor”
This execution generated a fair number of mentions about people hiding the fact
(cheating) that they smoke. This attitude was often qualified as childish or
immature. Other ideas perceived by a few participants as the main message
Health Canada wanted to convey include:

“It's okay to smoke as long as you spray the room after.”

“It's not that eaSy to quit.”

“Try and change their habits.”

“Need a plan.”

“You can quit no matter how many times you try.”

Series B - Spot 1: “Grumpy I can live with”

The main messages most participants retained from this television spot are
focused on the negative consequences related to smoking: e.g. health problems
like heart at‘(ack, chest pain or other negative effects such as waking up feeling
bad, having to go outside in the cold to smoke, or the cost of cigarettes. A few

participants also mentioned smoking in the house and support from the family.

18



Series B — Spot 2: “Hiding cigarettes butts in the pocket”
In most groups, one or two participants mentioned the following as part of their
interpretation of the main message Health Canada was putting forward in this
commercial:

-It's really difficult to quit smoking.

-Get information from the Website.

-Sneaking cigarettes.

-Need to have a plan.

-Coffee and cigarette go together: so stop drinking coffee/change your

patterns.

-You can contact your Health Center.

-Find out what triggers you to smoke.

B) Likes

1° Overall

Overall, most participants liked the fact that there was either a challe'nge between
the tWo protagonists or that there was support from a close member of the family,
such as mother/son or spouse. - Almost all the participants could relate to the
situations depicted in the commercials and thought they were a very realistic

portrayal of evefyday life situations.

Overall, the fact that the two characters were talking to each other,
communicating about their desire to quit smoking was felt to be very positive.
“When you talk, you get more ideas about what you want to do.” The level of the
language and the tone are felt to be very familiar and therefore easy to relate to.
This probably reinforced the feelings of most participants that these concepts

reflected the everyday life of the people who live in their communities.

In Quebec City and Pine Falls the fact that Aboriginals are featured in the
commercials is felt to be very positive and a good way to catch First Nations
peoples’ attention. Also, participants felt this would touch them more, as they are

seldom, if ever, featured in commercials.

19



2° - Specific likes for each television spot

In addition to the common elements that were liked in all four television

commercials, participants pointed out different positive aspects specific to each.

individual spot.

Series A — Spot 1: “Smoking outdoors in front an hospital”

More than half the participants in each group particularly liked the fact that this
commercial made them realize how stupid it is to go outside in the cold to smoke.
They say that the scenario forces them to judge their own behavior. Another
element that was well liked was the need for adults to set an example. This is felt
to be particularly true and appropriate because the proportion of youth is very
high in Aboriginal communities. Some respondents also enjoyed the fact that

two generations were having fun together.

Series A — Spot 2: “Using air freshner spray to hide tobacco odor”

A substantial proportion of participants in each group liked the fact of getting
caught smoking when the character was supposed to have quit smoking. This

was particularly appreciated because it reflected a situation that was described

as true and realistic.

For some participants, this scenario reinforced the idea that it is very difficult to
quit smoking and, to some degree, confirmed what they felt personally, e.g. that
they had tried several times and were now convinced they probably would not

succeed if they tried again.

Two other elements were particularly liked by a few participants in each group:
-the fact that the son is honest,
-admitting they lost, e.g. failed in their attempt to quit smoking.

20



Series B — Spot 1: “Grumpy | can live with”

Most participants reacted positively to the fact that this spot provided a list of
reasons to quit smoking and that these reasons included both medical and health
motivations as well as personal or economic aspects like:

-risks of heart attack, including warning signs

-“ashtray” mouth

-the escalating price of cigarette packs.

This last aspect was downplayed as being relatively unimportant for Pine Falls
Reserve residents. In their case the price of cigarettes was less of a concern

because the product is much cheaper on the reserve.

Overall, asking how many more reasons the husband needs to quit after stating

the downsides of smoking was felt to be a very positive and motivating question

to ask.

A significant proportion of the members of each group also liked the fact that the
spot mentioned a benefit that was effective shortly after quitting smoking: “it
takes only two days for the risk to go down”. Amongst these participants, a few

insisted on the need to be rewarded quickly to prevent relapse.

The ending, where the husband says he will have “nic fits” and his wife is
supportive is also an element that most participants liked. This is mainly
because they had experienced fallbacks themselves and knew how difficult it can

be to quit when people around them are not supportive.

Series B — Spot 2: “Hiding cigarettes butts in the pocket”

Most participants like the fact that this spot is realistic because it clearly links a

trigger to smoking: “coffee goes with a cigarette”.
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Some participants also appreciated the fact that this scenario was humorous,
e.g. hiding the cigarette butts in the pocket was described as funny. A few
participants said they used to do this when they were kids, yet most participants

feel this is not an adult behavior and should not be taught to kids.

Also, in Pine Falls, the actors’ name, Willy, was seen as a humorous “double

entendre”.

C) Dislikes

1° Overall

Overall, most participants who wish to quit smoking disliked the fact that there
were no solutions proposed - no concrete tips on how to quit. Also, presenting
the issue in a too casual way, without dramatic effects featuring the
consequences of smoking on people’s health, was felt to lack the impact that
would be needed to have them reconsider quitting smoking. A few participants
also felt that the casual situations featured in this scenario make it look

unrealistically easy to quit smoking.

A few participants noticed that the characters were actually smoking in the
commercials and felt this might prompt them to reach for a cigarette or create a
craving they might not be able to resist. Indirectly, featuring people smoking

almost made it acceptable or natural for them to smoke.

2° Specific dislikes related to each execution

In addition to the overall negative elements mentioned for these four scenarios,

participants pointed out aspects they particularly disliked in each specific

execution.

Series A — Spot 1: “Smoking outdoors in front of an hospital”

In this commercial, the rriajor dislike is closely related to the perception of the
action featured in this spot. A large proportion of participants in each group
strongly disapproved of the fact that people would smoke in front of a hospital.
This was either because they disapproved of second-hand smoke and giving a

wrong example in a context where people are sick or, even worse, because they
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worried that the action was intended to feature people who were themselves
already sick and were still going out to smoke in front of the hospital. Many
concluded this part of the discussion in saying “you should not send the message

that smoking in front of a hospital is okay”.

In lqaluit, a few participants in each group also thought people should not be

butting their cigarettes out on the ground.

Series A — Spot 2: “Using air freshner spray to hide tobacco odor”

The main aspect disliked in this scenario deals with the role of the mother and
the fact that the son calls his mother a cheater. This situation elicited mixed

reactions as a few participants liked the humor yet, overall, the maijority felt this

* was culturally inappropriate and lacking of respect to a mother. Some even felt

the mother could be an elder and, if this were the case, stated it would be totally

inappropriate to depict her as hiding the fact that she was smoking.

Despite the fact that a few people found it funny to spray the room with air
freshner to cover the tobacco smell, most found this very inappropriate or
childish. Most felt that adults assume their behaviors, particularly when holding -

an authority position as a parent or an elder.

In each group, at least a few participants felt it was awkward or not realistic that
people would quote statistics in an informal mother-son conversation. Some
suggested that the information was important to convey but that the way it was
transmitted was not credible. A few participants also mentioned that situations
where there are only two protagonists are very scarce and that there is normally

a lot more people around in households in their communities.
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Series B — Spot 1: “Grumpy | can live with”

Two major aspects are disliked in this television spot:

-the fact that it does not provide enough information

-in all Iqaluit groups, the fact that the wife looks away from her husband,
after he told her he had health warnings, gives the impression that she is not

supportive. These participants feel she should tell him something encouraging.

Series B - Spot 2: “Hiding cigarettes butts in the pocket”

A majority of participants in each group is under the impression that the husband
is not serious in his quitting process or that he is not convinced he should quit.
For some, his attitude is perceived as smoking when there is no one around to
check on him and, for others, the fact tha_t he kept an ashtray on the table implies

he had not taken any serious measures to help him in his quitting process.

The wife was also criticized by many for not sharing her tips or sharing her
experience when she quit smoking: “she does not say what she did when she

succeeded....does not say what he should replace the cigarette with”.

Some participants, mainly in Pine Falls, rejected the idea of relying on the young
son, who is probably too young to smoke, to look for information on the Internet
at his school. Participants feel that the individual decision to quit smoking should
be followed through with concrete personal actions rather than asking someone

else (particularly a young boy) to find additional information.
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D — STRENGTHS AND WEAKNESSES OF EACH STORYBOARD

In order to help revise/improve the creative development for Phase Il the

following summarizes strengths and weaknesses of each storyboard.

1° Series A — Spot 1: “Smoking outdoors in front of hospital”

The perceived major strengths of this spot are:

-Mentioning an illness e.g. pneumonia as a consequence of smoking to
reinforce health hazards related to smoking and thus forcing the target
audience to reconsider the possibility of quitting smoking.

-The reference to the baby e.g. SHS as a strong motivation to quit.

The main weaknesses are usually related to executional elements:

-Smoking in front of a hospital

-The slightly preachy tone.

-Putting out a cigarette on the ground instead of in an ashtray.

-Also, the characters have just been por’[r’éyed as being unable to keep
their commitment to each other to quit smoking. At the end of the
commercial, they are asked to make an additional commitment (i.e. look
for flyers and check the Internet), which they are not shown to fulfill in the
storyboard. It was suggested, mainly by some male participants in Pine
Falls, that the characters should be shown going to the health center or to
the Internet to get the information, rather than just talking about it (once
again). | -

-In Iqaluit, the statement “Hey, we didn’t know better back then” generated
mixed feelings. Some find this credible whereas others feel there has
been abundant information on the topic for a long time. Those who
identify with Malaya (as part of her age group) feel that if they are aware,

she should also be.
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-Hiding the smell with an air freshener spray can.

-The plot is not clear at the beginning of the commercial for some
participants.

-The trigger (the phone ringing) is not obvious (there is no phone as part of
the props). ' ) _

-The reference to the grandson at the end of the commercial as he is not a

part of this story.

In terms of messaging, the son saying that his mother is a cheater can create
potential cultural problems with the target audience. It was felt that saying to

n
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3° Series B — Spot 1: “Grumpy | can live with!”

The main strength of this spot is that it is centered around reasons to quit:

-“The list of reasons to quit”
-“The reference to health problems like the chest pains”
Also, the wife’s supportive attitude introduces the notion that he will be able to

share his problems.

Two weaknesses were noticed. First, some participants interpret the woman
turning her head away (page two first row of the storyboard) as not caring about
her husband'’s illness (all groups in Igaluit). Secondly, some participants in Pine
Falls point out that the price inérease argument is not an issue for them
(cigarettes are not expensive on their reserve due to a lack of federal tax). In fact,
this opened up a discussion on why they are receiving “favourable” treatment
with regard to price as well as not having to comply with Provincial smoking
restrictions. Some participants feel that this is a conspiracy that actually
encourages the addiction to smoking and makes it harder to quit smoking (similar

to encouraging the use of a’Icohol by European traders in the past).

The statement “the good news is the risk of heart attack begins to go down two
days after quitting” is perceived a<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>