Survey results for:
RPAY
Advertising and Mandate Testing
- March 2009 -
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Methodology

; Telephone and online panel of Yukon
residents.

} Surveys were conducted with 305 Yukon
residents 0 173 Whitehorse residents, and
132 rural residents - between Mar 1st and
gth  20009.

; Data is weighted by community, gender, and
age to represent the actual population.
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Ad Campaign - Awareness

yAwareness of the o0Today fo
tested only among rural Yukon residents.

; Among those residents, 15% recalled the radio
component, 16% recalled seeing a poster, 6% saw
a TV ad, and 24% recalled a mail piece.

B With the exception of the TV ads, women were more
likely than men to recall the ads.

B Older residents were more likely than other groups to

recall the posters, while the younger group was most

likely to recall the TV ads, and those 35 0 55 were most
likely to recall the mail piece.

Ad Campaign - Awareness
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Ad Campaign - Messages

3 messages had the highest recall: Active Living,
Healthy Eating, Smoke free Living.

1 Women had higher recall than men on all
messages

; Those with kids in the house had higher recall
than those without kids on all messages

; Those under age 35 had d higher recall than the
other age groups on all messages

; Aboriginal members had higher recall on Smoke

Free Living, but lower on Active Living and

Healthy Eating.

Those not already converted to active living had

sesecall on all messages.

Ad Campaign - Messages

The two behaviours respondents were most
likely to feel they would change was to Eat
Healthy Food, and Make Healthy Living a
Family Affair.

; While samples sizes for the sub - groups are

very small, in general, men, those with
children, those under 35 and aboriginal
members were more likely to feel they would
change their behaviour on most actions,
except for Becoming more Active.
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Ad Campaign - Messages

What were the key messages that you recall from those

56%
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advertisements?

After seeing or hearing those advertisements, would you say
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or Not at all more likely to:

Limit exposure to tobacco smok -329 0

Eat healthly food

Become more active
Make healthy living a family affai

Take time to look after yoursel

4 Not At All .1 Somewhat & Definitely
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Ad Campaign - Cards in the Mail

One- quarter of the rural population recalled
seeing the o0Today for
cards in the mail.

; Women (40%), those without kids in the
house (35%), those 35 & 55 (29%), and those
over age 55 (26%), and non - aboriginal (26%)
were the most likely to recall the cards.

; Among those who recalled the cards, nearly
half (47%), looked at them quickly and then
discarded them.
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Ad Campaign - Messaging Recall
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the mail? They would have come sometime in November.
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47%  Which of the following did you do with the cards
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Looked Looked Read Discarded Not Read |
Quickly Then Quickly Plan Thoroughly Read Thoroughly |
Discarded To Read AgaiPlan To Read Then
Again Discarded

¥ RuraalYukoners who recalled the materi
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Awareness — RPAY

The remainder of this report refers to total
Yukoners (both Whitehorse and rural
communities)

Most (72%) are aware of RPAY. Awareness is
higher in Whitehorse (80%) compared to the
communities (49%). Women (82%), With
children (79%), under age 35 (84%) and non
Aboriginal members (75%) have the greatest
awareness.

Awareness
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