ENV. PAR - 1MPERIAL ToBaCCo LID.

Backgrounder

Heaith Cansda's comprehamsive public awaresess and information campaign is ooe
component of the Tobacco Demand Reduction Strategy. The Strategy is a tiyee-year
mitiative, funded dy a health promotion surzax on wbacco mannfacering profits, It combines
targesed activiries including legislation, community action initatives, research, public
education and awareness for groups at risk.

To ensurc the campaign is effective and consistent with other cfforts across the counrry,
Health Canads has worked closely with 2 working group comprised of representatives from

Society, the Lung Association, the Heart and Strokz Foundation, the Non-Smokers' Rights

. Asgociation, and the Canadisn Councll on Smoking axd Bexith.

The media campaign will help creare an exviromment that suppores ougher public measures
against wobacco use. Private and public seceor zartnerzhips will extend the campaign’s reach
th:cugp‘mmm. promotions, event macketing, public reiations, and paid media
advertiamg,

Exwmnsive marke: research was conductsd to demrming which messages and issues were
relevant to the target groups. Testing included 309 quantiadve interviews and 60 in-depth

public (smokers snd non-smokers) In citiss across Canada and with both Freach and Erglish
greups.

Based on the testing, Health Canada producsd dyee TV ads and thres print ads. Two of the
TV ads use powerful fxmily images to show the zfects of environmental tobacco smoke

(ETS) on nco-smokeys. The third TV ad, set in 2 bar, emphasizes the many cancer-cansing
compounds in cigarestes. The thres print ads ypport the TV ads by providiog more detaiied
information xnd an opporuxity, through 3 1-800 oumber, for callers to obtain fact sbeets on
issues such s passive stmoke, tobacco sales to minors, smoking and indoor air quality, and
others. A list of cessation programs available across the coumtry will aiso be provided.

Upoa the compietion of the ads, 2 fimal research ‘est was conducted with rcpreseatatives
from target groups in Halifax, Moncton, Monméal, Trois-Rividres, Toronto, Winnipeg,

Edmonton, and Vancouver © ensure they were perceived as effective by Canadians in all
regions of Canada.
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Results i mwmuwmmwmmxmm
mrmc:t:kkq. Futhermore, youth responded more strongly o the mage of tobacco

wmoking portrayed in "Cocktail®, bmmwmﬂymuw
consaquences of tobeceo an those living with smokers, especially children, as {lustrated in
*Not Much”.

tasting Jaxuary 10, the TV ads - “Cockteil®, *Not Moch®, and “Doll’s House" will begin
firin(o:&;ﬁi:hu.mmlndummlwu:hmhmmy. The fint
print ad will sppear in newspapers acvoss the country Jamnary 11, 1995, with the 2nd ad

appearing on Junnary 12, and the 3rd ad sppesring on Jaguary 18th - Weediess Wednesday.

The cost w develop the TV and print 1ds was spproximately S1.2 million and e medis by
will be approximately $3.7 million.

Jaguary 10, 1995

£1€896¢209
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