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Research purpose and objectives

Environment Canada commissioned public opinion 
research to evaluate the effectiveness of the ecoEnergy 
Home Retrofit Grant radio advertising campaign, in 
terms of recall and impact on awareness, knowledge 
and behaviour. The campaign ran for three consecu-
tive weeks across Canada in both English in French, 
beginning May 16, 2007. Two versions of the radio 
spots, both 30 seconds in length, ran as a 50/50 split 
during this period. This research, conducted by Envi-
ronics Research Group, used the Advertising Campaign 
Evaluation Tool (ACET), which has been designed by 
the Government of Canada as a standard set of ques-
tions for evaluating federal government advertising 
campaigns.

The objectives of this research are to:

• Use the Government of Canada ACET questions to 
assess the impact of both 30-second advertisements 
on perceptions of federal services overall;

• Assess attitudes towards advertising for the ecoEn-
ergy Home Retrofit Grant;

• Measure awareness of the ecoEnergy Home Retrofit 
Grant;

• Assess awareness of ecoEnergy being part of Cana-
da’s environmental plan; 

• Measure intent to visit website;
• Measure intent to take advantage of the incentive; 

and
• Measure interest in the environment and environ-

mental issues.

Methodology

The evaluation is based on a national telephone sur-
vey conducted between June 11 and 22, 2007 with a 
representative sample of 1,000 Canadians 18 years of 
age and over, including 740 homeowners. The margin 

of error for the general population sample is plus or 
minus 3.1 percentage points, and for the sample of 
homeowners is plus or minus 3.6 percentage points 
(both at the 95% confidence level). A more detailed 
description of the methodology used to conduct this 
survey is provided at the back of this report, along with 
a copy of the questionnaire.

Key findings

The results of this evaluation indicate that the ecoEn-
ergy Home Retrofit Grant advertising achieved a 
reasonable degree of impact for a three-week radio 
campaign, in line with advertising research standards 
for this medium. Recall levels for the campaign are 
modest, as is typical for secondary media (i.e., radio, 
magazine and newspaper), particularly in comparison 
to television advertising. The campaign effectively 
communicated a generic message about being en-
vironmentally-friendly and conserving energy, and 
accordingly appeared to generate some limited action 
similar to levels observed for other federal govern-
ment advertising campaigns analyzed by Environics. 
However, there is a relatively low level of association 
between the federal government and the ad campaign, 
which is important in ensuring the advertising has an 
influence on perceptions of Government performance 
on the environment.

Currently, a minority of Canadians and homeowners are 
aware of the ecoEnergy Home Retrofit Grant. There 
remains room for improvement in this level, which 
would be well worth promoting since intent to take 
advantage of it is very strong among the key segment 
of homeowners planning renovations in the next two 
years. On a positive note, the majority of those aware of 
the grant say they are also aware that it plays a role in 
the federal government’s overall environmental plan.

EXECUTIVE SUMMARY
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The following are the key findings from the advertis-
ing evaluation, as well as from the specific questions 
regarding awareness of and interest in the ecoEnergy 
Home Retrofit Grant:

• The ecoEnergy Home Retrofit Grant radio campaign 
achieved a moderate level of unaided recall, with 35 
percent of Canadians and a similar proportion of 
homeowners (39%) claiming to have seen, heard 
or read recent advertising about a grant offered for 
making energy-efficient home renovations. 

• As is typical for secondary media (e.g., radio, news-
paper, magazine), very few in either group could de-
scribe what they recall in such a way that specifically 
identifies the Home Retrofit Grant ad (i.e., content 
recall). Instead, they are most likely to describe the 
advertising they recall in terms of tips on energy 
conservation. Moreover, they are more likely to 
recall the advertising as being on television (which 
tends to be top-of-mind even when it is not part 
of the media mix) or in newspapers, than on the 
radio. 

• The ecoEnergy Home Retrofit Grant radio cam-
paign achieved an average level of aided recall, 
consistent with Canadian industry benchmarks for 
radio advertising. One in six (17%) Canadians, and 
a similar proportion (15%) of homeowners, recall 
the advertising when provided with a description.

• There is relatively low awareness that the radio ad 
was produced by the federal government. While in 
previous federal government ad campaigns evalu-
ated by Environics, half or more of ad recallers link 
the advertising with the Government of Canada, in 
this case only one-third (34%) of Canadians and an 
equal proportion of homeowners (34%) who recall 
the current advertising make this association. The 
remainder are more likely to say they do not know 
who sponsored the advertising than to associate it 
with another organization or level of government. It 
will likely be necessary to strengthen this association 
before the federal government can benefit in terms 
of improved perceptions of its performance on the 
environment.

• The radio ad appears to have been most effective at 
communicating a general message about being en-
vironmentally-friendly and conserving energy (58% 

of Canadians recalling the advertising, and 62% of 
homeowners). Messages related to the availability of 
a retrofit grant or saving money on energy bills were 
mentioned by one in six or fewer ad recallers.

• The radio advertising has had a limited impact on 
people’s actions to date. Fifteen percent of Canadian 
ad recallers report having done something as a result 
of hearing the radio ad, which translates to three 
percent of the total population. These proportions 
are similar among homeowners, with 14 percent 
who recall the advertising and report taking action 
(translating to two percent of the total population of 
this target audience). These are fairly typical levels 
for the government advertising campaigns analyzed 
by Environics to date.

• There is a moderate level of awareness of the ecoEn-
ergy Home Retrofit Grant, with three in ten (31%) 
Canadians and a similar proportion of homeowners 
(32%) who say they have heard of this program. 
Awareness is higher among those recalling the 
radio advertising (60% vs. 25% of non-recallers), 
although it is unclear the extent to which the adver-
tising led to this higher level of awareness (it may be 
that those who are aware of the grant were more apt 
to notice the advertising). In particular, four in ten 
(40%) ad recallers say they have never heard or seen 
anything about the Home Retrofit Grant, which 
may be related to the relatively limited proportion 
of ad recallers who remember this message from the 
advertising.

• Those who are aware of the ecoEnergy Home Retro-
fit Grant have a relatively good understanding that 
it is part of the federal government’s environmental 
plan. Six in ten (62%) Canadians aware of the grant 
are also aware that it plays a role in a broader plan, 
which translates to 19 percent of all Canadians. The 
proportions are similar among homeowners.

• Despite the relatively low rate of immediate action 
taken in response to the radio advertising, there is 
a strong degree of interest in the ecoEnergy Home 
Retrofit Grant among the key segment of homeown-
ers who are planning renovations within the next 
two years. A majority (72%) say they intend to take 
advantage of this grant, regardless of whether or not 
they heard the radio campaign.
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• To date, few Canadians (3%) have visited the eco-
Action website; however, another 55 percent say 
they intend to visit it. Among homeowners, these 
proportions are similar (3% have visited and 56% 
say they intend to). 

• Large majorities of Canadians express interest in 
environmental issues (84%), and in learning more 
about what the Government of Canada is doing to 
address climate change and air pollution (73%). 
Canadians with moderate to high environmental 
interest are more likely than others to have unaided 
recall of recent advertising about energy-efficient 
home renovation grants, and to say they intend to 
visit the ecoAction website. However, they are no 
more likely to be aware of the ecoEnergy Home 
Retrofit Grant or its place in a larger federal gov-
ernment environmental plan, or to express greater 
interest in taking advantage of the grant.

• Canadians are more negative than positive about the 
federal government’s performance on the environ-
ment, with one-quarter (25%) rating it as generally 
good, compared to four in ten (40%) who rate it 
as generally poor, and 31 percent who give a neu-
tral rating. Those who recall the recent ecoEnergy 
Home Retrofit Grant radio advertising are more 
likely to express a positive opinion, although cau-
tion is recommended against assuming a causal link, 
since it may be that those who are most supportive 
of the federal government’s performance in this 
area are also more likely to have noticed the recent 
advertising. In terms of the federal government’s 
performance overall and in relation to providing 
information and services to the public, Canadians 
tend to give a mixed assessment, neither of which 
differ significantly by recall of the recent advertising 
campaign.

 Environics Research Group
Contract number: K0A37-075038/001/CY
Contract awarded: 2007-06-04
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Through the latter part of 2006, the Government of 
Canada announced a series of new initiatives to help 
protect the environment and the health of Canadians. 
Under Canada’s new environmental agenda, these 
initiatives include a tax credit for public transit passes 
(announced July 2006), the Clean Air Act (announced 
October 2006), and the Chemicals Management Plan 
(announced December 2006). Budget 2007 formally 
entitled the environmental agenda as Canada’s ecoAc-
tion plan. Through 2007, initiatives continue to be an-
nounced: the ecoEnergy Retrofit program (announced 
January 2007), ecoTrust (a provincial and territo-
rial funding program announced February 2007), the 
ecoAuto rebate for fuel efficient vehicles (announced 
budget 2007) and the Regulations Framework on 
emissions (announced April 2007).

All of the above are part of the Government of Canada’s 
new ecoAction plan. There has been substantial media 
coverage for all announcements that have been made 
under Canada’s ecoAction plan, and an advertising 
campaign to inform Canadians about the new initia-
tives is also in progress. As part of this campaign, 
radio advertisements for the ecoEnergy Home Retrofit 
Grant began airing May 16, 2007 and ran for three 
consecutive weeks across Canada in both English and 
French. There were two versions of the radio spots, 
both 30 seconds in length, which ran as a 50/50 split 
between versions. The primary advertising target was 
homeowners 25 years and older with a moderate to 
strong interest in the environment. 

The objectives of the advertising were to:

• Create awareness and uptake of the new ecoEnergy 
Home Retrofit Grant; 

• Communicate the dual benefit of saving money 
and protecting the environment when undertaking 
energy-efficient home renovations; 

• Encourage Canadians to get more information by 
visiting www.ecoAction.gc.ca or by calling 1-800 
O-Canada; and

• Communicate that ecoEnergy is part of Canada’s 
environmental plan to reduce greenhouse gas emis-
sions and air pollution.

The expected results of the advertising were: 

• A heightened awareness of the incentive program;

• Increased uptake of the program; 

• Increased traffic to the www.ecoAction.gc.ca web-
site; and

• Increased degree to which Canadians understand 
that the Government of Canada has an environ-
mental plan to protect the health of our families, 
our communities and our ecosystems. 

Environment Canada commissioned Environics Re-
search Group to conduct public opinion research to 
evaluate the effectiveness of the advertising campaign, 
as well as to measure awareness of the ecoEnergy Home 
Retrofit Grant. This report presents the results of this 
research, beginning with an executive summary that 
outlines the key findings, followed by a detailed analysis 
of the survey data. Provided under separate cover is a 
detailed set of “banner tables” presenting the results 
for all questions by population segments as defined by 
regions and demographics. These tables are referenced 
by the survey question in the detailed analysis. All 
results are expressed as percentages unless otherwise noted.

INTRODUCTION
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The survey initially examined unaided recall of recent 
advertising about grants offered for energy-efficient 
home renovations, a measure of those who have an 
unprompted recollection of the recent ecoEnergy radio 
advertising. The survey then measured aided recall by 
describing the advertising and asking respondents to 
indicate whether they recognized it from the descrip-
tion.

Unaided recall

One in three Canadians say they have seen, heard 
or read recent advertising about a grant offered for 
making energy-efficient home renovations. However, 
only two percent could describe some creative element 
identifying the ecoEnergy radio campaign.

The initial survey question asked Canadians if they had 
seen, heard or read any advertising in the previous few 
weeks about a grant offered for making energy-efficient 
home renovations. One in three (35%) Canadians say 
that they recall (or may recall) such advertising. This 
proportion is higher among homeowners (39%) than 
among non-homeowners (29%).

Unaided recall is highest in the Prairie provinces (42%), 
followed by Ontario (38%). It is stronger among better 
educated Canadians (37% of those with a post-second-
ary education), and those expressing a moderate to 
high degree of environmental interest (37%). It is also 
higher among homeowners who are planning home 
renovations within the next two years (40%).

This result provides a good measure of what people 
believe they saw or heard. However, the more impor-
tant measure of recall is whether they have sufficiently 
internalized the advertising to be able to describe it in 
their own words. This is considered a prerequisite for 
the advertising to have an impact on people’s attitudes, 
and thus, their behaviours. To measure this, a follow-up 

question was asked of those with unaided recall, asking 
them to describe in their own words everything they 
could remember about the advertising in question (i.e., 
content recall). 

ADVERTISING RECALL

Yes/maybe No

35 39

64 61

Canadians 18+

Homeowners

Unaided recall
June 2007

Q.1
Over the past few weeks or so, have you seen, heard or read any 
advertising about a grant offered for making energy-efficient 
home renovations? 
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Based on responses to this question, there is limited 
recall of the specific ecoEnergy radio advertising cam-
paign. Two percent of Canadians are able to describe 
(without prompting) the primary creative elements of 
the ads (i.e., two men discussing how to save money 
on home renovations). Most responses refer to tips 
on energy conservation (42%) or general information 
about grants or rebates for energy-efficient changes 
(21%). More than one-quarter (28%) of those who 
said they had seen or heard advertising on the topic 
are unable to describe any specific recollections. There 
are no significant differences in content recall between 
Canadians as a whole and those of homeowners.

When asked where they noticed the advertising, two in 
ten (22%) Canadians who claim to recall the advertis-
ing had heard it on the radio (the correct advertising 
medium). By comparison, there are almost twice as 
many mentions of seeing the advertising on television 
(41%), as well as a substantial minority who say they 
read about it in a newspaper (27%). The wording of 
this question typically favours television as a response 
(even for campaigns that do not include television in 
the mix), since TV is top-of-mind as an advertising 
medium. There are no significant differences between 
the responses of Canadians as a whole and those of 
homeowners. 

Content recall
June 2007

   HOME-
 TOTAL OWNERS
 (N=357) (N=285)

Tips on energy conservation 42 42

Information about grants/rebates 
for efficiency changes 21 22

Heard it on the radio 4 4

Bill insert/pamphlet from energy provider 3 3

Seen/read about it in the media 2 2

Store promotions/discounts for home upgrades  2 2

(Guys talking about) getting grant/saving money 
for doing renovations 2 1

Other 3 3

None/dk/na 28 29

Q.1b
Please tell me everything you can remember about this 
advertising. What pictures or images come to mind? Anything 
else? 
Base: Those with unaided recall of recent advertising about 
grants for energy-efficient home renovations

Source of recall
June 2007

   HOME-
 TOTAL OWNERS
 (N=357) (N=285)

Tips on energy conservation 42 42

Television 41 40

Newspaper 27 25

Radio 22 22

Pamphlet/brochure in the mail 11 12

Magazines 4 5

Internet/website banner 4 5

Home Depot/Rona/home supply stores 3 4

Word-of-mouth 3 3

Other (< 3%) 12 12

dk/na 4 5

Q.1c
Where did you notice this advertising? Did you notice it 
anywhere else? 
Base: Those with unaided recall of recent advertising about 
grants for energy-efficient home renovations
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Aided recall

One in six Canadians recognize hearing the ecoEnergy 
Home Retrofit Grant radio advertising. 

Upon hearing a description of the ecoEnergy Home 
Retrofit Grant advertising, a total of 17 percent of 
Canadians say that they heard the radio ads (13%) 
or that they may have heard them (4%). This is an 
average level of aided recall, consistent with Canadian 
industry benchmarks for radio advertising. A statisti-
cally equivalent proportion – a total of 15 percent – of 
homeowners say they heard the ads (12%) or may have 
heard them (3%), although this is actually lower than 
the proportion of non-homeowners (21%) who have 
heard or may have heard the ads. 

Across the country, aided recall is highest in Quebec 
(22%). It also increases with number of hours spent 
listening to the radio, from nine percent of those who 
listen less than one hour per week to 22 percent of 
those who listen for six or more hours.

Yes/maybe No

17 15

83 85

Canadians 18+

Homeowners

Aided recall – ecoEnergy radio ads
June 2007

Q.2
Do you remember hearing any radio ads over the past few 
weeks or so in which a man tells his friend Bob about the home 
renovations he is doing and how it is going to save him money? 
He says that he is applying for the ecoEnergy retrofit grant, so 
that he’ll save money on his renovations, as well as on his heating 
bill, and that it’s good for the environment. The announcer then 
describes this grant as part of Canada’s ecoAction plan. Do you 
remember hearing any of these radio ads?
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A number of diagnostic questions were asked to gauge 
who is seen as the sponsor of the advertising, the extent 
to which the advertising communicated its intended 
messages, and whether the advertising encouraged 
Canadians to take action. These questions were asked 
of those recalling the radio advertising from a descrip-
tion (i.e., aided recall). 

Advertising sponsor

There is relatively low awareness that the radio ads 
were produced by the Government of Canada.

One-third (34%) of those who recognize the ecoEn-
ergy Home Retrofit Grant radio advertising correctly 
identified that it was produced by the Government of 
Canada. This is lower than would be expected accord-
ing to Canadian industry standards (about half of those 
recalling an ad are usually able to correctly identify 
the brand or sponsor). One in ten or fewer incorrectly 
attribute the ads to another source, such as their pro-
vincial government (11%), a Hydro company (10%) 
or taxpayers (6%) (the latter is a typical response for 
government advertising). Three in ten (31%) say they 
do not know who sponsored the advertising. There is no 
significant difference in sponsorship awareness between 
Canadians as a whole and homeowners.

The likelihood to associate the radio ads with the 
federal government is higher among men (44%) and 
urban dwellers (38%) than others. It is also slightly 
(but not significantly) higher among Canadians aged 
30 to 59, and those expressing a high degree of envi-
ronmental interest.

REACTIONS TO ADVERTISING

Sponsor
June 2007

   HOME-
 TOTAL OWNERS
 (N=158) (N=110)

Government of Canada 34 34

Provincial government 11 11

Hydro companies 10 10

Taxpayers 6 6

Government (unspecified) 4 3

Private companies  3 5

Other (<3%) 2 3

dk/na 31 29

Q.3
Thinking about the advertising that you heard, who do you 
think produced it – that is, who paid for it?
Base: Those with aided recall of the ecoEnergy radio ads
Q.3a
Which level of government? 
Base: Those with aided recall of the ecoEnergy radio ads – and 
said that “government (general)” sponsored the ads
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Message recall 

Ad recallers are most likely to recall the advertising 
as promoting environmentally-friendly or energy-
conserving actions. 

Canadians who recall the ecoEnergy Home Retrofit 
Grant radio ads were also asked (unprompted) what 
they thought was the main point the advertising was 
trying to get across. The most commonly recalled 
message is about being environmentally-friendly or 
conserving energy (58%). Smaller proportions say the 
message was about the availability of a retrofit grant 
(17%) or about saving money on energy bills (13%). 
Fifteen percent are unable to say what the main mes-
sage of the advertising was. Canadians as a whole and 
homeowners do not differ significantly in terms of the 
messages they drew from the advertising. 

Message communication 
June 2007

   HOME-
 TOTAL OWNERS
 (N=158) (N=110)

Be environmentally-friendly/conserve energy 58 62

Grant for retrofit is available 17 18

Save money on energy bill 13 16

Renovate home 2 3

Other (<3%) 7 2

dk/na 15 14

Q.4
Thinking about the advertising that you heard, what do you 
think was the main point it was trying to get across? 
Base: Those with aided recall of the ecoEnergy radio ads
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Call to action 

Fifteen percent of those recalling the radio advertising 
report taking some action in response.

Canadians who say they recall hearing the ecoEnergy 
Home Retrofit Grant radio ads were asked if they did 
anything as a result. Overall, the ads appear to have 
had some limited impact on people’s actions. Fifteen 
percent of Canadians who recall the radio ads say they 
have or may have done something as a result, which 
translates to three percent of all Canadians. Among 
homeowners, 14 percent report taking some form of 
action, which translates to two percent of the total 
population of this target group. These are fairly typical 
levels of action reported by ad recallers for the govern-
ment advertising campaigns analyzed by Environics 
to date.

The action most likely to be reported by Canadians 
and by homeowners is upgrading to energy-efficient 
appliances or electronic devices. However, the small 
number of cases reporting such actions (n=24 Cana-
dians and n=16 homeowners) does not provide a basis 
for meaningful analysis or conclusions.

Canadians 18+ Homeowners

15

3
14

2

Ad recallers

Total population

Call to action
June 2007

Q.5a
Did you do anything as a result of hearing this advertising?
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In addition to evaluating the effectiveness of an ad-
vertising campaign, the ACET is designed to measure 
opinions of federal government performance more 
generally. Using a seven-point scale, where “1” means 
“terrible,” “7” means “excellent” and the mid-point 
“4” means “neither good nor bad,” Canadians were 
asked to evaluate the Government of Canada in three 
areas: for performance on the environment; for overall 
performance; and for providing information to the 
public about government services that are available 
to Canadians. 

Government performance on the environment 

Canadians are more negative than positive about the 
federal government’s performance on the environ-
ment. 

Canadians’ assessment of the federal government’s 
performance on the environment tends to be more 
negative than positive. One-quarter (25%) of Canadi-
ans give positive ratings (5, 6, or 7) compared to four 
in ten (40%) who offer a negative assessment (1, 2, or 
3). Three in ten (31%) give a neutral rating (a score of 
“4”), while four percent are unable to offer a response 
to this question.

Those who are more likely to hold a positive view of 
the federal government’s performance on the environ-
ment include residents of the Prairie provinces (34%) 
and younger Canadians (37% of 18- to 29-year-olds). 
Positive evaluations are also more evident among Cana-
dians with aided recall of the ecoEnergy Home Retrofit 
Grant radio advertising campaign (35% vs. 23% of 
non-recallers). While these findings suggest that the 
campaign has had a positive impact on views of the 
federal government’s performance on the environment, 

a causal relationship cannot be concluded on the basis 
of this study (it may be that those who are most sup-
portive of the Government’s performance in this area 
are also more apt to have noticed the recent campaign). 
It should be noted that positive opinions are no higher 
among those aware of the ecoEnergy Home Retrofit 
Grant itself compared to those who are not aware of 
this program (27% and 24%, respectively).

FEDERAL GOVERNMENT PERFORMANCE

7
Excellent

6 5 4
Neither 

good nor 
bad

3 2 1
Terrible

3 7 15

31

16 12 12

June 2007
GOC performance on the environment

Q.6
This advertising was in fact produced by the Government of 
Canada. How would you rate the performance of the Government 
of Canada on the environment? Please use a 7-point scale, where 
“1” means “terrible” and “7” means excellent, and the mid-point 
“4” means “neither good nor bad.”
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Overall performance of the federal government 

Canadians’ assessment of the federal government’s 
overall performance is mixed. 

Opinions of the federal government’s overall perfor-
mance are more balanced than opinions on its job on 
the environment. Ratings are almost evenly divided 
between positive (5, 6, 7) (35%), neutral (4) (30%) 
and negative (1, 2, 3) (32%). Across the country, a 
positive evaluation is most common in the Prairie 
provinces (50%). There are no significant differences 
by demographic segment, nor do opinions differ by 
recall of the ecoEnergy Home Retrofit Grant radio ad 
campaign.

GOC performance on providing information

Canadians give a mixed assessment of the Govern-
ment’s performance on providing information to the 
public about government services.

Consistent with the overall performance rating given 
to the federal government, there is no consensus 
among Canadians about the job they see the federal 
government doing in “providing information to the 
public about government services that are available to 
Canadians.” About one-third (36%) give the Govern-
ment a positive rating in this area (5, 6, or 7), while a 
similar proportion (37%) give a negative rating (1, 2, 
or 3) and one-quarter (25%) are neutral (a rating of 
4) on this issue. 

Positive assessments are more prevalent among resi-
dents of Ontario (39%), the Prairies (38%) and Que-
bec (37%), and less so among residents of Atlantic 
Canada (29%) and B.C. (27%). Canadians without a 
post-secondary education (41%) are also more likely 
than others to hold positive opinions of the federal 
government’s performance in providing information 
to the public about government services. Opinions do 
not vary significantly by recall of the ecoEnergy Home 
Retrofit Grant radio advertising. 

Q.7
Generally speaking, how do you rate the performance of the 
Government of Canada? Please use the same 7-point scale, where 
“1” means “terrible,” “7” means “excellent”, and the mid-point 
“4” means “neither good nor bad.” 

7
Excellent

6 5 4
Neither 

good nor 
bad

3 2 1
Terrible

4 9

22
30

15
9

8

June 2007
GOC overall performance

7
Excellent

6 5 4
Neither 

good nor 
bad

3 2 1
Terrible

6 13 17
25

15 12 10

June 2007

GOC performance in providing information
about government services

Q.8
And, using the same scale, how would you rate the performance of 
the Government of Canada in providing information to the public 
about government services that are available to Canadians?
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GOC service and information ratings

In terms of providing information and services, Cana-
dians are most positive about the Government being 
respectful, and less so about it being innovative and 
easy to contact. 

Finally, the survey asked respondents to rate the Gov-
ernment of Canada on four areas related to providing 
services and information to Canadians, using a similar 
seven-point scale, where “1” means “totally disagree,” 
“7” means “totally agree,” and the mid-point “4” means 
“neither agree nor disagree.” 

Across the four areas tested, the federal government 
receives its highest rating on the measure of delivering 
its service and information in a respectful way. Almost 
six in ten (57%) agree with this statement (ratings of 5, 
6 or 7), compared with only 17 percent who disagree 
(ratings of 1, 2 or 3). Four in ten (41%) agree that 
they can count on the Government for reliable service 
and information, while one-third each agree that the 
Government is using new and innovative ways to 
provide information and services (34%), and that it is 
easy to contact the Government for information and 
service (34%). 

There are few consistent patterns by population seg-
ment, with the exception that Canadians aged 18 to 
44 are more likely to agree with most of these state-
ments. The government receives its highest ratings 
for respectful service and information delivery in the 
Prairies (66%), while ratings for reliable service and 
information are highest in Quebec (52%), and lowest 
in the Atlantic provinces (30%) and B.C. (25%). B.C. 
residents also give lower ratings that the rest of the 
country for the federal government’s use of new and 
innovative ways to deliver information and services 
(20%). Ratings on these four statements do not vary 
significantly by advertising recall. 

GOC service and information ratings
June 2007

GOC is using new/innovative ways
to provide info./services to citizens

It is easy to contact the GOC
for information and service

You can count on the GOC for
reliable service and information

The GOC delivers its services
and info. in a respectful way 57 23 17

41 25 32

34 22 39

34 31 31

Agree (5,6,7) Neutral (4) Disagree (1,2,3)

Q.9
Please tell me the extent to which you agree or disagree with each 
of the following statements, using a 7 point scale, where “1” is 
“totally disagree” and “7” is “totally agree,” and the mid-point 
“4” is “neither agree nor disagree” … It is easy to contact the 
Government of Canada for information and service … The 
Government of Canada is using new and innovative ways to 
provide information and services to citizens … The Government 
of Canada delivers its services and information in a respectful 
way … You can count on the Government of Canada for reliable 
service and information.
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In addition to evaluating the effectiveness of the 
ecoEnergy Home Retrofit Grant radio advertising 
campaign, secondary objectives of this research were 
to measure interest in environmental issues, and to 
examine awareness of and interest towards the Home 
Retrofit Grant itself.

General attitudes toward the environment

Canadians express high levels of interest in environ-
mental issues in general and in knowing what the 
federal government is doing to address such issues.

Using a seven-point scale, where “1” means “totally 
disagree,” “7” means “totally agree,” and the mid-point 
“4” means “neither agree nor disagree,” Canadians 
were asked to indicate the extent of their interest in 
environmental issues, and in knowing more about what 
the Government of Canada is doing to address climate 
change and air pollution.

More than eight in ten Canadians (84%) agree (5, 6 
or 7) that they are interested in environmental issues, 
including a substantial minority (44%) who say they 
totally agree (rating of 7). Small proportions hold a 
neutral opinion (10%) (rating of 4) or disagree (6%) (1, 
2 or 3) with this statement. Expressed interest in envi-
ronmental issues is higher in B.C. (55% totally agree) 
and Quebec (52%) than in other regions of Canada, and 
among Canadians with a university degree (50%).

Similarly, a majority (73%) agree (5, 6 or 7) that they 
would like to know more about what the federal 
government is doing to address climate change and 
air pollution, including almost four in ten (38%) who 
totally agree (rating of 7). Small proportions hold a 
neutral opinion (15%) (rating of 4) or disagree (11%) 
(1, 2, or 3) with this statement. Agreement is highest 

THE ENVIRONMENT AND THE HOME RETROFIT GRANT

in Quebec (47% totally agree) and lowest in the Prairies 
(23%), and is also higher among 30- to 59-year-olds 
(42%) and women (42%).

Predictably, there is a fair amount of overlap in agree-
ment between these two statements. Canadians who 
totally agree that they are interested in environmental 
issues (69% giving a rating of 7) are much more likely 
than those who give lower ratings (14%) to also be in 
total agreement that they want to know more about 
the Government’s plans on climate change.

General attitudes toward environment
June 2007

I would like to know more about
what the GOC is doing to address
climate change and air pollution

In general, I am interested
in environmental issues 84 10 6

73 15 11

Agree (5,6,7) Neutral (4) Disagree (1,2,3)

Q.10
And using the same scale, please tell me the extent to which you 
agree or disagree with each of the following statements … In 
general, I am interested in environmental issues … I would like 
to know more about what the Government of Canada is doing to 
address climate change and air pollution.
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Awareness of ecoEnergy Home Retrofit Grant

Three in ten Canadians are aware of the ecoEnergy 
Home Retrofit Grant, and six in ten of this group 
know that is it part of a larger federal government 
plan on greenhouse gas emissions and air pollution. 

Survey respondents were told that the ecoEnergy Home 
Retrofit Grant from the Government of Canada of-
fers homeowners up to $5,000 to do renovations that 
improve the energy efficiency of their home, thereby 
reducing their home’s impact on the environment. 
Based on this description, three in ten Canadians (31%) 
and a statistically equivalent proportion of homeowners 
(32%) say they are aware of this grant. 
 
Awareness is remarkably consistent across the country 
and among demographic segments of the population. 
However, it is significantly higher among Canadians 
who recall the ecoEnergy Home Retrofit Grant radio 
advertising (60% vs. 25% of non-recallers). It is un-
clear the extent to which the advertising has led to 
this higher level of awareness (it may be that those 
who are aware of the grant were more apt to notice 
the advertising), particularly since the most commonly 
recalled message of the advertising was about environ-
mentally-friendly actions in general rather than home 
retrofit grants specifically. Moreover, four in ten (40%) 
of those with aided recall of the radio advertising say 
they have never seen or heard anything about the 
Home Retrofit Grant.

Six in ten (62%) Canadians aware of the grant say 
that prior to answering this survey, they were aware 
that it is part of a larger Government of Canada plan 
to help reduce greenhouse gas emissions and air pol-
lution. An equal proportion (62%) of homeowners 
say the same. 

Men (69%) are more likely than women (56%) to have 
prior awareness of the grant as part of a larger federal 
government plan. Prior knowledge that the Home 
Retrofit Grant is part of a larger Government plan is 
no higher among those recalling the radio campaign 
(57%) compared to non-recallers (64%).

Yes No

31 32

69 67

Canadians 18+

Homeowners

Awareness of ecoEnergy grant
June 2007

Q.11
The ecoEnergy home retrofit grant from the Government of 
Canada offers homeowners up to $5,000 to do renovations that 
improve the energy efficiency of their home, thereby reducing their 
home’s impact on the environment. Do you recall seeing or hearing 
anything about this grant?

Yes/maybe No

62 62

37 37 Canadians 18+ 
(n=308)

Homeowners 
(n=241)

Awareness that grant is part of
GOC ecoAction plan
June 2007

Q.12
Prior to today, were you aware that this grant is part of a 
larger Government of Canada plan to help reduce greenhouse gas 
emissions and air pollution?
Base: Those aware of the ecoEnergy Home Retrofit Grant
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Visits to website

Three percent of Canadians have visited the ecoEn-
ergy Home Retrofit Grant website, while another 55 
percent say they intend to do so. 

When asked about the Government of Canada website 
that offers information about the ecoEnergy Home 
Retrofit Grant, only a few – three percent – say they 
have already visited it. However, another 55 percent 
say that they intend to (40%) or may (15%) visit it. 
Among homeowners, the proportions who say they 
have visited (3%) or intend to visit (56%) the website 
are similar to Canadians as a whole.

The proportion of Canadians who report visiting the 
website is consistent across the population. Intent to 
visit the website is higher among Canadians under 
60 years of age (64%), and those with higher levels 
of education and income. The likelihood to express 
interest in visiting the website also increases with level 
of environmental interest, from 29 percent of those 
with less interest to 62 percent of those with the most 
interest. 

 

Visited
website

Intend to visit 
website

Neither

3 3

55 56

42 41

Canadians 18+ Homeowners

Visits and intent to visit ecoAction website
June 2007

Q.13
{If recall ad:} The radio advertising you heard recently tells 
listeners about a website that has further information about the 
Government of Canada’s ecoEnergy home retrofit grant.

{If do not recall ad:} There is a website that offers information 
about the Government of Canada’s ecoEnergy home retrofit grant.

Have you visited this website, ecoAction.gc.ca?

Q.14
Do you intend to visit this website?
Base: Have not visited the website or are unsure
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Intent to take advantage of grant

The majority of homeowners who plan renovations in 
the next two years say they intend to take advantage 
of the ecoEnergy Home Retrofit Grant. 

The survey asked a series of questions to identify those 
homeowners planning home renovations. The results 
indicate that almost half of homeowners are planning 
renovations costing over $5,000 in the next 12 months 
(31%) or within two years (17%). 

Of this group, seven in ten (72%) say they intend to 
take advantage of the ecoEnergy Home Retrofit Grant 
for their renovations, and does not differ significantly 
between those who are planning renovations in the 
next year (71%) versus the next two years (76%). The 
proportion who intend to take advantage of the grant 
is higher among Canadians with lower household 
incomes (81% of those earning under $60,000 vs. 
69% of those earning more), and 18- to 44-year-olds 
(79% vs. 65% of those 45 years and older). Interest is 
no higher among those previously aware of the grant 
compared to those who only heard about it for the first 
time during the survey, among those who recall the 
radio advertising or among those expressing greater 
interest in environmental issues. 

 

June 2007 Homeowners

72

28

Yes

No/dk

Intent to take advantage of grant

Q.18
Do you intend to take advantage of the ecoEnergy home retrofit 
grant for your renovations?
Base: Homeowners planning renovations in the next two years 
(n=349)
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The results of this evaluation indicate that the ecoEn-
ergy Home Retrofit Grant advertising achieved a 
reasonable degree of impact for a three-week radio 
campaign, in line with advertising research standards 
for this medium. Recall levels for the campaign are 
modest, as is typical for secondary media (i.e., radio, 
magazine and newspaper), particularly in comparison 
to television advertising. However, these results may 
also be due in part to the considerable amount of com-
petition from other environment-themed advertising 
campaigns and media sources. Evidence for this is found 
in the relatively small proportion of ad recallers who 
remember specific messages about grant availability 
or that a retrofit would save money; by comparison, 
most understood that the advertising was about being 
environmentally-friendly and conserving energy. 

There remains room for improvement in awareness of 
the ecoEnergy Home Retrofit Grant, which currently 
stands at about three in ten Canadians and homeown-
ers. It will be particularly worthwhile to promote 
further awareness of this program, since intent to take 
advantage of it is very strong among the key segment 
of homeowners planning renovations in the next two 
years. On a positive note, the majority of those aware of 
the grant say they are also aware that it plays a role in 
the federal government’s overall environmental plan.

Based on the findings and conclusions of this research, 
the following recommendations are provided to Envi-
ronment Canada for consideration:

1. Environment Canada may wish to give thought to 
developing a longer-term advertising campaign fo-
cusing on the environment. In part, the goal would 
be to have a unique and memorable creative idea 
that stands out from the clutter of existing envi-
ronmental messages. However, it would also serve 
as a springboard from which to promote specific 
programs. The recent radio campaign probably per-
formed to the best of its ability, given the medium 
and the very short timeframe involved, and would 
likely have benefited from being associated with an 
already well-established campaign. 

2. While this research indicates that there is substantial 
interest in the ecoEnergy Home Retrofit Grant, 
it will also be important to further explore actual 
uptake of the program, and to identify potential 
barriers to involvement that should be addressed 
in future communications efforts.

3. For future advertising evaluation research, con-
sideration should be given to a pre-post research 
design to more effectively measure the impact of 
an advertising campaign on key variables such as 
awareness, knowledge, attitudes or behaviours. 
Evaluating these variables both before the advertis-
ing begins and once it has been completed provides 
a more accurate measure of change than the current 
analysis based on comparing ad recallers versus non-
recallers. In this case, knowing the baseline level of 
awareness of the ecoEnergy Home Retrofit Grant 
among each group would provide a more accurate 
indication of the impact the radio campaign had on 
that awareness. 

CONCLUSIONS AND RECOMMENDATIONS
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METHODOLOGY

The results are based on a national telephone survey 
conducted between June 11 and 22, 2007 with a repre-
sentative sample of 1,000 Canadians aged 18 or older, 
including a subset of 740 homeowners.  The margin of 
error for the general population sample is plus or minus 
3.1 percentage points, and for the sample of homeown-
ers is plus or minus 3.6 percentage points (both at the 
95% confidence level).  The margin of error is greater 
for results pertaining to regional or other subgroups 
of the total sample.

Sample design. The sampling method was designed to 
complete approximately 1,000 interviews with adult 
Canadians randomly selected across the 10 provinces.  
Interviews were allocated disproportionate to provincial 
populations in order to ensure adequate sample sizes 
for most provinces. 

In the data analysis, the sample was weighted by 
region, age and gender based on population data to 
reflect the actual distribution of the Canadian popula-
tion. The regional distribution of the final sample is 
as follows:

Sample distribution 

 N N MARGIN 
 WEIGHTED UNWEIGHTED OF ERROR
   (%)*

Atlantic region  100 77 ±9.8

Quebec  250 246 ±6.2

Ontario  325 379 ±5.4

Prairies  225 165 ±6.5

British Columbia  100 132 ±9.8

CANADA  1,000 1,000 ±3.1

* at the 95% confidence level

Sample selection. Environics uses a sampling method 
in which sample is generated using the RDD (random 
digit dialling) technique.  This ensures population 
coverage of approximately 95%, which excludes only 
the five percent of households with cell-phone only 
service.1

Samples are generated using a database of active phone 
ranges. These ranges are made up of a series of contigu-
ous blocks of 100 contiguous phone numbers and are 
revised three to four times per year Questionnaire de-
sign after a thorough analysis of the most recent edition 
of an electronic phonebook. Each number generated is 
processed through an appropriate series of validation 
procedures before it is retained as part of a sample. Each 
number generated is looked up in a recent electronic 
phonebook database to retrieve geographic location, 
business indicator and “do not call” status. The postal 
code for listed numbers is verified for accuracy and 
compared against a list of valid codes for the sample 
stratum. Non-listed numbers are assigned a “most 
probable” postal code based on the data available for 
all listed numbers in the phone exchange. This sample 
selection technique ensures that both unlisted numbers 
and numbers listed after the directory publication are 
included in the sample. 

From within each multi-person household contacted, 
respondents 18 years of age and older were screened 
for random selection using the “most recent birthday” 
method. The use of this technique produces results that 
are as valid and effective as enumerating all persons 
within a household and selecting one randomly.

1 Source: Statistics Canada, Residential Telephone Service Survey (RTSS), December 2005.
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Questionnaire. The questionnaire incorporated the Gov-
ernment of Canada’s Advertising Campaign Evalua-
tion Tool (ACET) at its core, and included additional 
questions designed in conjunction with Environment 
Canada to address the secondary objectives of the 
research.  Once the questionnaire was finalized and 
approved by Environment Canada officials, it was 
translated into French using Environics’ professional 
translators.   

Prior to finalizing the survey in field, Environics con-
ducted a pre-test with 20 respondents in English and 
15 in French.  Pre-test interviews were audited by 
senior staff members of Environics and Environment 
Canada.  No changes were made to the survey instru-
ment following the pre-test.

Telephone interviewing. Fieldwork was conducted at 
Environics’ central facilities in Toronto and Montreal. 
Field supervisors were present at all times to ensure 
accurate interviewing and recording of responses. Dur-
ing fieldwork, 10 percent of each interviewer’s work 
was unobtrusively monitored for quality control in ac-
cordance with the standards set out by the Marketing 
Research and Intelligence Association. A minimum of 
eight calls were made to a household before classifying 
it as a “no answer.”  The average length of time required 
to complete the survey was 11 minutes.

Completion results. The sample for this survey con-
sisted of 1,000 interviews completed with Canadians 
18 years or older.  The effective response rate for the 
survey is nine percent,2 which is on par with industry 
norms for this type of research. This is calculated as 
the number of responding participants (completed in-
terviews, disqualifications and over-quota participants 
– 1,151), divided by unresolved numbers (busy, no 
answer – 5,224) plus non-responding numbers in scope 
(refusals, language barrier, missed callbacks – 6,810) 
plus responding participants (1,151) [R/(U+IS+R)]. 
The disposition of all dialled sample is presented in 
the adjacent table. 

2 This response rate calculation is based on a formula developed by MRIA in consultation with the Government of Canada 
(Public Works and Government Services).

Completion results

  N

Total sample dialled  15,738

UNRESOLVED NUMBERS (U)  5,224
  Busy  154
  No answer  2,174
  Answering machine  2,896

RESOLVED NUMBERS 
 (Total minus Unresolved)  10,514

OUT OF SCOPE (Invalid/non-eligible)  2,553
  Non-residential  188
  Not-in-service  2,058
  Fax/modem  307

IN SCOPE NON-RESPONDING (IS)  6,810
  Refusals – household  3,796
  Refusals – individual  1,249
  Language barrier  408
  Call-back missed/respondent not available  1,315
  Break-offs (interview not completed)  42

IN SCOPE RESPONDING (R)   1,151
  Disqualified  0
 Quota filled  151
  Completed interview  1,000

RESPONSE RATE [R / (U + IS + R)]  9%
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Non-response bias analysis. A non-response bias analysis 
was undertaken to evaluate the reliability and external 
validity of the final sample.  A survey sample, and 
therefore the data collected, can be biased if survey 
non-response means the sample differs substantively 
from the target population.  The findings suggest that 
non-response to the current survey has not affected the 
sample to the extent that a higher response rate would 
result in significant changes to the findings or to the 
overall conclusions of this study.

First, the profile of the final sample of Canadians (and 
homeowners) was compared to the available popula-
tion data. The final sample over-represents those with 
higher levels of education, which is a typical pattern 
for telephone surveys in Canada (e.g., individuals with 
more education are more likely to respond to telephone 
surveys).  Throughout the survey results, differences 
by education are relatively minor. Therefore, weighting 
the results on this variable (in addition to the exist-
ing weighting for province, age and gender) and/or 
converting a greater number of less educated non-
respondents would not noticeably change the survey 
results or the study conclusions.   

Second, a comparison of “early” and “late” responders 
to the survey was undertaken.  Early responders are 
those who completed the survey upon first contact; 
late responders required more effort to convert into a 
completed interview (i.e. two or more callbacks).  This 
analysis is based on the assumption that late responders 
may approximate non-respondents to some degree.  For 
this survey, a comparison of these two groups across 
demographic and key survey variables (e.g. recall, 
awareness of the ecoEnergy Home Retrofit Grant) 
reveals few significant differences, with the exception 
that late responders are more likely to have completed 
university, and less likely to be retired persons.  This 
suggests that the survey data can be generalized with 
confidence.

Third, a comparison of a key survey variable – home 
ownership – was made with Statistics Canada sources.  
Home ownership is slightly higher in this current 
survey of the general population (71%) compared 
to the figure from the 2001 Census (65.8%).  This 
can be explained by the higher proportion of survey 
respondents with more education, a demographic fac-
tor associated with socioeconomic status and thus with 
home ownership.  It may also reflect an increase in 
home ownership since 2001 (more up-to-date figures 
from the 2006 Census are not yet available).
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Weighted sample profile
 CANADIAN TOTAL HOMEOWNERS EARLY LATE 
 POPULATION1 SAMPLE SAMPLE RESPONDERS3 RESPONDERS3 
  (N=1,000) (N=740) (N=565) (N=195) 

Region     

 Atlantic provinces 8 8 8 7 10
 Quebec 24 25 22 27 12
 Ontario 38 38 38 38 46
 Prairies 17 17 19 15 17
 B.C. 13 13 14 13 14

Age     

 18-29 20 19 11 16 18
 30-44 31 30 33 30 31
 45-59 26 25 27 25 29
 60+ 22 22 24 24 19

Gender     

 Male 48 49 50 49 49
 Female 52 51 50 51 51

Education2     

 Less than high school 31 9 8 9 4
 Completed high school 14 15 14 15 18
 College 26 30 30 33 26
 Some university 11 10 9 10 8
 Completed university 15 32 37 30 43

Household income     

 <$30k n/a 16 9 17 17
 $30-$60k  25 26 26 24
 $60-$80k  13 15 14 16
 $80k+  25 30 22 25
 Refused/dk/na  21 21 22 18

Employment status     

 Work full-time n/a 46 47 45 49
 Work part-time  8 8 8 8
 Self-employed  11 12 10 13
 Unemployed/looking for work  3 2 3 4
 Student  4 1 4 3
 Retired  19 21 22 16
 Not in workforce  6 5 6 4

Home type     

 Detached n/a 64 75 65 63
 Attached  16 16 14 18
 Apartment building  17 6 17 15
 Other  3 4 2 4

1 Source: Statistics Canada, 2001 Census

2 Actual census categories differ from those used in the survey and have been recalculated to correspond. Census data for education are for Canadians 15+, giving 
a higher proportion with less than a high school diploma 

3 Early responders are defined as those who answered the survey on the first contact; Late responders are defined as those who answered the survey after two or 
more callbacks
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Environics Research Group 
June 11, 2007 

 
 

Environment Canada 
ecoEnergy Home Retrofit Grant – ACET Testing  

 
FINAL Questionnaire 

 
 
Introduction 
 
Good morning/afternoon/evening.  My name is _______________ and I am calling from Environics Research 
Group, a public opinion research company.  We are conducting a study to find out what people think about some 
important issues facing Canada today. Please be assured that we are not selling or soliciting anything.  This 
survey is registered with the national survey registration system. 
 
We choose telephone numbers at random and then select one person from each household to be interviewed. To 
do this, we would like to speak to the person in your household, 18 years of age or older, who has had the most 
recent birthday. Would that be you? 
 
IF PERSON SELECTED IS NOT AVAILABLE, ARRANGE FOR CALL-BACK 
 
IF PERSON SELECTED IS NOT AVAILABLE OVER INTERVIEW PERIOD, ASK FOR PERSON WITH NEXT 
MOST RECENT BIRTHDAY 
 
Would you prefer to be interviewed in English or French? 
RECORD LANGUAGE OF INTERVIEW 
 
01 - English 
02 - French 
 
IF ASKED:  The survey will take about 10 minutes to complete 
 
IF ASKED:  I can tell you at the end who sponsored this survey 
 
IF ASKED: The registration system has been created by the Canadian survey research industry to allow the 
public to verify that a survey is legitimate, get information about the survey industry or register a complaint.  The 
registration system's toll-free telephone number is 1-800-554-9996. 

 
 
 
Section A - ACET 
 
To start out . . . 
 
1. Over the past few weeks or so, have you seen, heard or read any advertising about a grant offered for 

making energy efficient home renovations?  
 
 01 - Yes 
 02 - No  SKIP TO Q.2 
 03 - Maybe    
 99 - DK/NA SKIP TO Q.2 
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1b. Please tell me everything you can remember about this advertising.  What pictures or images come to mind? 

PROBE: Anything else?   
  
 RECORD VERBATIM 
 
 ______________________________________________________ 
 
 ______________________________________________________ 
 
 99 - DK/NA 
 
 
1c. Where did you notice this advertising?  

PROBE: Did you notice it anywhere else?   
DO NOT READ - CODE ALL THAT APPLY 

 
 01 - Television 
 02 - Radio 
 03 - Newspaper 
 04 - Magazines 
 05 - Local weekly newspaper 
 11 - Ethnic newspaper 
 06 - Pamphlet/brochure in the mail 
 07 - Outdoor billboards 
 08 - Public transit 
 09 - Internet/Website banner 
 10 - Word of mouth 
 12 - Fair/exhibition 
 98 - Other (SPECIFY ______________________) 
 99 - DK/NA 
 
 
ASK ALL 
 
I would now like to ask you some questions about some specific advertising . . .  
 
2. Do you remember hearing any radio ads over the past few weeks or so in which a man tells his friend Bob 

about the home renovations he is doing and how it is going to save him money?  He says that he is applying 
for the ecoEnergy retrofit grant, so that he’ll save money on his renovations, as well as on his heating bill, 
and that it’s good for the environment.  The announcer then describes this grant as part of Canada’s 
ecoAction plan.  Do you remember hearing any of these radio ads?  

 
 01 - Yes 
 02 - No  SKIP TO Q6  
 03 - Maybe    
 99 - DK/NA SKIP TO Q6 
 
 
3. Thinking about the advertising that you heard, who do you think produced it - that is, who paid for it? 
 DO NOT READ - RECORD ONE RESPONSE ONLY 
 
 01 - Government of Canada (federal government) 
 02 - Provincial government 
 03 - Government (unspecified)     
 98 - Other (SPECIFY ______________________) 
 99 - DK/NA 
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IF CODE 3 AT Q.3, ASK Q.3a.  OTHERWISE SKIP TO Q.4 
 
3a. Which level of government?  
 READ - ACCEPT ONE RESPONSE ONLY 
 
 01 - Federal government 
 02 - Provincial government 
 VOLUNTEERED   
 98 - Other 
 99 - DK/NA 
 
 
4. Thinking about the advertising that you heard, what do you think was the main point it was trying to get 

across?  
 RECORD VERBATIM - SHOULD BE AT LEAST FIVE WORDS WHERE POSSIBLE. 
 
 ______________________________________________________ 
 
 ______________________________________________________ 
 97 - Nothing 
 99 - DK/NA 
 
 
5a. Did you do anything as a result of hearing this advertising?  
 
 01 - Yes 
 02 - No  SKIP TO Q6  
 03 - Maybe    
 99 - DK/NA SKIP TO Q6  
 
 
5b. What did you do?  
 PROBE: Anything else?  
 RECORD VERBATIM – PROBE UNTIL UNPRODUCTIVE 
 
 ______________________________________________________ 
 
 ______________________________________________________ 
 97 - Nothing 
 99 - DK/NA 
 
 
ASK ALL 
 
6. This advertising was in fact produced by the Government of Canada.  How would you rate the performance 

of the Government of Canada on the environment?  Please use a 7-point scale, where "1" means "terrible" 
and "7" means excellent, and the midpoint "4" means "neither good nor bad." 

 
 01 - Terrible 
 02 -  
 03 -  
 04 - Neither good nor bad 
 05 -  
 06 -  
 07 - Excellent 
 VOLUNTEERED 
 99 - DK/NA 
 
 
 



EC: ecoEnergy Home Retrofit Grant ACET Testing – FINAL Questionnaire – June 11, 2007 
 

 
Environics Research Group Ltd., 2007    pn6127 4 

 
7. Generally speaking, how do you rate the performance of the Government of Canada?  Please use the same 

7-point scale, where "1" means "terrible", "7" means "excellent", and the midpoint "4" means "neither good 
nor bad."  

 
 01 - Terrible 
 02 -  
 03 -  
 04 - Neither good nor bad 
 05 -  
 06 -  
 07 - Excellent 
 VOLUNTEERED 
 99 - DK/NA 
 
 
8. And, using the same scale, how would you rate the performance of the Government of Canada in providing 

information to the public about government services that are available to Canadians?  
 REPEAT SCALE IF NECESSARY 
 
 01 - Terrible 
 02 -  
 03 -  
 04 - Neither good nor bad 
 05 -  
 06 -  
 07 - Excellent 
 VOLUNTEERED 
 99 - DK/NA 
 
 
9. Please tell me the extent to which you agree or disagree with each of the following statements, using a 7 

point scale, where "1" is "totally disagree" and "7" is "totally agree", and the midpoint "4" is "neither agree nor 
disagree." 

 READ AND ROTATE STATEMENTS - REPEAT SCALE AS NEEDED 
 
 a.  It is easy to contact the Government of Canada for information and service 
 
 b.  The Government of Canada is using new and innovative ways to provide information and  
      services to citizens 
 
 c.  The Government of Canada delivers its services and information in a respectful way. 
 
 d.  You can count on the Government of Canada for reliable service and information. 
 
 01 - Totally disagree 
 02 -  
 03 -  
 04 - Neither agree nor disagree 
 05 -  
 06 -  
 07 - Totally agree 
 VOLUNTEERED 
 99 - DK/NA 
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Section B – CUSTOM QUESTIONS 
 
ASK ALL 
 
10. And using the same scale, please tell me the extent to which you agree or disagree with each of the 

following statements. 
 READ AND ROTATE STATEMENTS - REPEAT SCALE AS NEEDED 
 
 a.  In general, I am interested in environmental issues. 
 
 b.  I would like to know more about what the Government of Canada is doing to address climate change and 

air pollution. 
 
 01 - Totally disagree 
 02 -  
 03 -  
 04 - Neither agree nor disagree 
 05 -  
 06 -  
 07 - Totally agree 
 VOLUNTEERED 
 99 - DK/NA 
 
 
11. The ecoEnergy home retrofit grant from the Government of Canada offers homeowners up to $5,000 to do 

renovations that improve the energy efficiency of their home, thereby reducing their home’s impact on the 
environment.  

 
 Do you recall seeing or hearing anything about this grant? 
 
 01 - Yes 
 02 - No   
 99 - DK/NA  
 
 
ASK Q12 IF RECALL AD (YES/MAYBE AT Q2) OR AWARE OF GRANT (NO/DK AT Q2 BUT YES AT Q11).  
OTHERWISE, SKIP TO Q.13. 
 
12. [IF RECALL AD – YES/MAYBE AT Q2] You mentioned earlier that you had recently heard radio advertising 

about the ecoEnergy home retrofit grant. Prior to today, were you aware that this grant is part of a larger 
Government of Canada plan to help reduce greenhouse gas emissions and air pollution? 

 
 [IF AWARE OF GRANT – NO/DK AT Q2 BUT YES AT Q11] Prior to today, were you aware that this grant is 

part of a larger Government of Canada plan to help reduce greenhouse gas emissions and air pollution? 
 
 01 - Yes 
 02 - No  
 03 - Maybe    
 99 - DK/NA 
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ASK ALL 
 
13. [IF RECALL AD – YES/MAYBE AT Q2] The radio advertising you heard recently tells listeners about a 

website that has further information about the Government of Canada’s ecoEnergy home retrofit grant. 
 
 [IF DO NOT RECALL AD – NO/DK AT Q2] There is a website that offers information about the Government 

of Canada’s ecoEnergy home retrofit grant. 
 
 [ASK ALL] Have you visited this website, ecoAction.gc.ca? 
 
 01 – Yes  SKIP TO Q.15 
 02 - No  
 03 - Maybe    
 99 - DK/NA 
 
 
14. Do you intend to visit this website? 
 
 01 - Yes 
 02 - No  
 03 - Maybe    
 99 - DK/NA 
 
 
15. On a slightly different topic, which one of the following categories best describes your home? 
 READ – CODE ONE ONLY – STOP AS SOON AS CATEGORY IS IDENTIFIED 
 
 01 – A house detached from any other house 
 02 – A house attached to one or more houses (e.g. townhouse, duplex) 
 03 – An apartment building 
 04 – A mobile home or trailer 
 VOLUNTEERED 
 98 – Other (SPECIFY ______________________) 
 99 – DK/NA 
 
 
16. Do you own your home? 
  
 01 – Yes 
 02 – No   
 99 – DK/NA   
 
 
IF HOMEOWNER (Q16 CODE 1), ASK Q.17.  OTHERWISE, SKIP TO DEMOGRAPHICS.  
 
17. [IF RECALL AD – YES/MAYBE AT Q2] The radio advertising you heard also tells listeners that the 

ecoEnergy home retrofit grant offers up to $5,000 savings on the cost of renovations that improve the energy 
efficiency of their home. 

 
 [IF DO NOT RECALL AD – NO/DK AT Q2] The ecoEnergy home retrofit grant offers up to $5,000 savings on 

the cost of renovations that improve the energy efficiency of the home. 
 
 [ASK ALL] Over the next 12 months, are you planning any major renovations to your home that will cost over 

$5,000? 
 
 01 – Yes  SKIP TO Q.18 
 02 - No    
 99 - DK/NA 
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17b. [IF NO/DK AT Q.17] What about within the next two years? 
 
 01 – Yes 
 02 - No   SKIP TO DEMOGRAPHICS 
 99 - DK/NA SKIP TO DEMOGRAPHICS 
 
 
18. Do you intend to take advantage of the ecoEnergy home retrofit grant for your renovations? 
 
 01 – Yes   
 02 - No    
 99 - DK/NA 
 
 
Demographics 
 
To finish up, I would like to ask you a few questions about you and your household for statistical purposes only.  
Please be assured that your answers will remain completely confidential. 
 
19. In a normal week, how many hours do you listen to the radio? 
 DO NOT READ – CLARIFY IF NECESSARY – CODE ONE ONLY 
 
 01 – Less than one hour 
 02 – 1-5 hours 
 03 – 6-10 hours 
 04 – 11-15 hours 
 05 – 16-20 hours 
 06 – 21-30 hours 
 07 – 31-50 hours 
 08 – More than 50 hours 
 VOLUNTEERED 
 99 – DK/NA 
 
 
20. Which times of day do you usually listen to the radio? 
 DO NOT READ – CLARIFY IF NECESSARY – CODE ALL THAT APPLY 
 
 01 – Early morning, between 12-6am 
 02 – Morning, between 6-9am 
 03 – Between 9am and 12 noon 
 04 – Between 12 noon and 1pm 
 05 – Afternoon, between 1-4pm 
 06 – Between 4-6pm 
 07 – Evening, between 6-9pm 
 08 – Evening, between 9pm-12 midnight 
 VOLUNTEERED 
 99 – DK/NA 
 
 
21. In what year were you born?  
  
 ________ Year born 
 9999 – REFUSE/NA 
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22. What is the highest level of formal education that you have completed?  
 READ 
 
 01 - Grade 8 or less 
 02 - Some high school 
 03 - Completed high school 
 04 - Community college, technical college, or CEGEP 
 05 - Some university  
 06 - Completed university degree 
 07 - Post-graduate degree 
 VOLUNTEERED 
 99 - DK/NA 
 
 
23.  Which one of the following best describes your current employment status?  Are you…?  
 READ - CODE ONE ONLY 
 
 01 - Working full-time (35 or more hours per week) 
 02 - Working part-time (less than 35 hours per week) 
 03 - Self-employed 
 04 - Unemployed, but looking for work 
 05 - Attending school full-time/a student 
 06 - Retired 
 07 - Not in the workforce (homemaker, unemployed/not looking for work) 
 VOLUNTEERED 

98 - Other 
 99 - DK/NA 
 
 
24. Which of the following categories best describes your total household income? That is, the total income of all 

persons in your household combined, before taxes?   
 READ – STOP WHEN REACH APPROPRIATE CATEGORY 
 

01 - Under $10,000 
02 - $10,000 to $19,999 
03 - $20,000 to $29,999 
04 - $30,000 to $39,999 
05 - $40,000 to $49,999 
06 - $50,000 to $59,999 
07 - $60,000 to $69,999 
08 - $70,000 to $79,999 
09 - $80,000 to $99,999 
10 - $100,000 and over 
VOLUNTEERED 
97 - REFUSE 

 99 - DK/NA 
 
 
 
25. And finally, to help us understand how results may vary by communities of different sizes, may I have the six 

digits of your postal code?  
 RECORD 
 ____  ____  ____ ____  ____  ____  
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This completes the survey.   In case my supervisor would like to verify that I conducted this interview, may I have 
your first name? 
 
First Name:  ______________________________ 
 
Thank you very much for your time and assistance.  This survey was conducted on behalf of Environment 
Canada, and is registered under the Federal Access to Information Act.  
 
 
RECORD: 
 
26. Province  
 
 01 - Alberta 
 02 - British Columbia 
 03 - Manitoba 
 04 - New Brunswick 
 05 - Newfoundland 
 06 - Nova Scotia 
 07 - Ontario 
 08 - Prince Edward Island 
 09 - Quebec 
 10 - Saskatchewan 
 
 
27. Gender  
 
 01 - Male 
 02 - Female 
 

-- END -- 
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Environics Research Group 
Le  14 juin 2007 

 
 

Environnement Canada 
Subvention écoÉNERGIE Rénovation – Maisons – Évaluation OECP  

 
Questionnaire FINAL 

 
 
Introduction 
 
Bonjour/Bonsoir.  Mon nom est _____________ et je vous appelle au nom d’Environics Research Group. 
Aujourd’hui, nous réalisons un sondage afin de savoir ce que les gens pensent à propos de dossiers importants 
au Canada aujourd’hui. S’il vous plaît, veuillez avoir l’assurance que nous ne vendons ni ne sollicitons rien. Ce 
sondage est inscrit dans le système national d’inscription des sondages. 
 
Nous choisissons des numéros de téléphone au hasard, puis nous choisissons une personne à interviewer dans 
chaque foyer. Pour cela, nous aimerions parler à la personne de votre foyer, âgée de 18 ans ou plus, qui a 
célébré son anniversaire de naissance le plus récemment. Est-ce vous ? 
 
SI LA PERSONNE CHOISIE N’EST PAS DISPONIBLE, PRENDRE DES ARRANGEMENTS POUR UN RAPPEL.  
 
SI LA PERSONNE CHOISIE N’EST PAS DISPONIBLE PENDANT LA PÉRIODE DES ENTREVUES, 
DEMANDER À PARLER À LA DEUXIÈME PERSONNE QUI  A CÉLÉBRÉ SON ANNIVERSAIRE LE PLUS 
RÉCEMMENT. 
 
Préférez-vous que l’entrevue se déroule en français ou en anglais ? 
NOTER LA LANGUE D’ENTREVUE 
 
01 – Anglais  
02 - Français 
 
SI DEMANDÉ : Il faudra environ 10 minutes pour compléter le sondage 
 
SI DEMANDÉ : À la fin, je pourrai vous révéler l’identité du commanditaire du sondage  
 
SI DEMANDÉ :  Le système d’inscription a été mis sur pied par l’industrie canadienne de recherche par 
sondages, afin de permettre au public de vérifier la légitimité d’un sondage, d’obtenir plus de renseignements au 
sujet de l’industrie des sondages ou de déposer une plainte. Le numéro sans frais du système d’enregistrement 
est le suivant : 1-800-554-9996. 

 
 
 
Section A - OECP 
 
Pour commencer . . . 
 
1. Au cours des dernières semaines, est-ce que vous avez vu, entendu ou lu des annonces sur une subvention  

qui est offerte pour effectuer des travaux de rénovation qui améliore l’efficacité énergétique d’une maison ?  
 
 01 – Oui  
 02 – Non   PASSER À LA Q.2 
 03 – Peut-être    
 99 – NSP/PR PASSER À LA Q.2 
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1b. Dites-moi tout ce dont vous vous souvenez à propos de cette publicité. Quels sont les photos ou les images 

qui vous viennent à  l’esprit ? 
SONDER : Est-ce qu'il y en a d'autres ?   

  
 INSCRIRE TEL QUEL 
 
 ______________________________________________________ 
 
 ______________________________________________________ 
 
 99 – NSP/PR 
 
 
1c. Où avez-vous remarqué ces annonces ? 

SONDER : Est-ce que vous l’avez/les avez remarqué(es) ailleurs ?   
NE PAS LIRE - CODER TOUTES LES MENTIONS QUI S’APPLIQUENT 

 
 01 - Télévision 
 02 - Radio 
 03 - Journaux 
 04 - Revues 
 05 - Hebdomadaires locaux 
 11 - Journaux des communautés ethniques 
 06 - Dépliants/brochures reçus par la poste 
 07 - Panneaux publicitaires 
 08 - Transport en commun 
 09 - Internet/bannière sur site Web 
 10 - Bouche à oreille 
 12 - Foire/exposition 
 98 - Autre (PRÉCISER ______________________) 
 99 – NSP/PR 
 
 
POSER À TOUS 
 
Je vais maintenant vous poser quelques questions sur des annonces en particulier. . .  
 
2. Vous rappelez-vous avoir entendu des annonces à la radio au cours des dernières semaines environ dans 

lesquelles un homme informe son ami (Bob) qu’il a entrepris des rénovations dans sa maison et que cela va 
lui faire réaliser des économies?  Il lui dit qu’il présente une demande pour obtenir la Subvention 
écoÉNERGIE rénovation, afin de pouvoir économiser de l’argent, tant sur le coût de ses rénovations que sur 
sa facture de chauffage et que tout cela est bon pour l’environnement. L’annonceur décrit ensuite cette 
subvention comme faisant partie du plan écoAction du Canada. Vous rappelez-vous avoir entendu une ou 
l’autre de ces annonces à la radio ?  

 
 01 – Oui  
 02 – Non   PASSER À LA Q.6 
 03 – Peut-être    
 99 – NSP/PR PASSER À LA Q.6 
 
 
3. Si vous pensez à la publicité que vous avez entendue, qui, selon vous, en était l'auteur – c'est-à-dire, qui l'a 

financée ?  
 NE PAS LIRE - INSCRIRE UNE SEULE RÉPONSE 
 
 01 - Gouvernement du Canada (gouvernement fédéral) 
 02 - Gouvernement provincial  
 03 - Gouvernement (non précisé)   
 98 - Autre (PRÉCISER ______________________) 
 99 – NSP/PR 
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SI CODE 3 À Q.3, POSER Q.3a.  SINON PASSER À LA Q.4 
 
3a. Quel ordre de gouvernement ?  
 LIRE - N’ACCEPTER QU’UNE SEULE RÉPONSE 
 
 01 – Gouvernement fédéral 
 02 – Gouvernement provincial 
 NON SUGGÉRÉ   
 98 – Autre  
 99 – NSP/PR 
 
 
4. Si vous pensez à la publicité que vous avez entendue, quel en était le message principal, selon vous ?  
 INSCRIRE TEL QUEL - LA RÉPONSE DOIT, DANS LA MESURE DU POSSIBLE, COMPTER AU MOINS 

CINQ MOTS. 
 

 ______________________________________________________ 
 
 ______________________________________________________ 
 97 – Rien  
 99 – NSP/PR 
 
 
5a. Avez-vous fait quelque chose en réponse à cette annonce ?  
 
 01 - Oui 
 02 - Non  PASSER À LA Q6  
 03 - Peut-être    
 99 – NSP/PR PASSER À LA Q6  
 
 
5b. Qu’avez-vous fait ?  
 SONDER : Autre chose ?  
 INSCRIRE TEL QUEL – SONDER JUSQU’À CE QUE NON-PRODUCTIF 
 
 ______________________________________________________ 
 
 ______________________________________________________ 
 97 – Rien  
 99 – NSP/PR 
 
 
POSER À TOUS 
 
6. Ces annonces étaient en fait produites par le gouvernement du Canada. Comment évalueriez-vous la 

performance du gouvernement du Canada en matière d’environnement ? Veuillez utiliser une échelle de 7 
points où 1 veut dire « affreuse », 7 veut dire « excellente » et 4, le point milieu, veut dire « ni bonne ni 
mauvaise. »  

 
 01 - Affreuse 
 02 -  
 03 -  
 04 – Ni bonne ni mauvaise 
 05 -  
 06 -  
 07 - Excellente 
 NON SUGGÉRÉ 
 99 – NSP/PR 
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7. De façon générale, comment évaluez-vous la performance du gouvernement du Canada ? Veuillez utiliser 

une échelle de 7 points où 1 veut dire « affreuse », 7 veut dire « excellente » et 4, le point milieu, veut dire 
« ni bonne, ni mauvaise. »  

 
 01 - Affreuse 
 02 -  
 03 -  
 04 – Ni bonne ni mauvaise 
 05 -  
 06 -  
 07 - Excellente 
 NON SUGGÉRÉ 
 99 – NSP/PR 
 
 
8. En utilisant la même échelle, comment évalueriez-vous la performance du gouvernement du Canada pour ce 

qui est de fournir aux Canadiens de l'information sur les services qui leur sont offerts ?  
 RÉPÉTER L’ÉCHELLE AU BESOIN 
 
 01 - Affreuse 
 02 -  
 03 -  
 04 – Ni bonne ni mauvaise 
 05 -  
 06 -  
 07 - Excellente 
 NON SUGGÉRÉ 
 99 – NSP/PR 
 
 
9. Dans quelle mesure êtes-vous d’accord avec les énoncés suivants, en utilisant une échelle de 7 points où 1 

signifie « entièrement en désaccord », 7 signifie « entièrement d’accord » et 4, le point milieu, veut dire « ni 
d’accord, ni en désaccord. » Voici les énoncés.  

 LECTURE DES ÉNONCÉS EN ROTATION – RÉPÉTER L’ÉCHELLE AU BESOIN 
 
 a.  C'est facile de communiquer avec le gouvernement du Canada pour avoir des informations ou des 

services. 
 
 b.  Le gouvernement du Canada utilise des façons novatrices pour fournir des informations et des services 

aux citoyens. 
 
 c.  Le gouvernement du Canada fournit ses services et ses informations de façon respectueuse. 
 
 d.  On peut compter sur le gouvernement du Canada pour obtenir des services et de l'information fiables. 
 
 01 – Entièrement en désaccord 
 02 -  
 03 -  
 04 – Ni d’accord ni en désaccord 
 05 -  
 06 -  
 07 – Entièrement d’accord 
 NON SUGGÉRÉ 
 99 – NSP/PR 
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Section B –QUESTIONS ADAPTÉES 
 
POSER À TOUS 
 
10. Et, toujours à l’aide de cette même échelle, veuillez s’il vous plaît me dire dans quelle mesure vous êtes 

d’accord ou en désaccord avec chacune des affirmations suivantes. 
 LECTURE DES ÉNONCÉS EN ROTATION – RÉPÉTER L’ÉCHELLE AU BESOIN 
 
 a.  En général, les questions environnementales m’intéressent. 
 
 b.  J’aimerais en savoir davantage à propos des mesures prises par le gouvernement du Canada pour 

contrer les changements climatiques et la pollution atmosphérique.  
 
 01 – Entièrement en désaccord 
 02 -  
 03 -  
 04 – Ni d’accord ni en désaccord 
 05 -  
 06 -  
 07 – Entièrement d’accord 
 NON SUGGÉRÉ 
 99 – NSP/PR 
 
 
11. La subvention écoÉNERGIE Rénovation – Maisons, du gouvernement du Canada, offre aux propriétaires 

d’habitation jusqu’à un maximum de 5 000 $ pour effectuer des rénovations qui améliorent l’efficacité 
énergétique de leur habitation et, par conséquent, réduisent l’impact de leur résidence sur l’environnement. 

 
 Vous rappelez-vous avoir vu ou entendu quelque chose se rapportant à cette subvention ? 
 
 01 - Oui 
 02 - Non   
 99 - NSP/PR  
 
 
POSER Q12 SI SE RAPPELLE UNE ANNONCE (OUI/PEUT-ÊTRE À LA Q2) OU AU COURANT DE LA 
SUBVENTION (NON/NSP À LA Q2, MAIS OUI À LA Q11).  SINON PASSER À LA Q.13. 
 
 
12. [SI SE RAPPELLE UNE ANNONCE (OUI/PEUT-ÊTRE À LA Q2] Vous avez dit précédemment que vous 

aviez récemment entendu une publicité radiophonique à propos de la subvention écoÉNERGIE Rénovation 
– Maisons. Avant aujourd’hui, étiez-vous au courant que cette subvention fait partie d’un vaste plan du 
gouvernement du Canada pour réduire les émissions de gaz à effet de serre et la pollution atmosphérique ? 

 
 [SI AU COURANT DE LA SUBVENTION (NON/NSP À LA Q2, MAIS OUI À LA Q11] Avant aujourd’hui, 

étiez-vous au courant que cette subvention fait partie d’un vaste plan du gouvernement du Canada pour 
réduire les émissions de gaz à effet de serre et la pollution atmosphérique ? 

 
 01 - Oui 
 02 - Non  
 03 – Peut-être    
 99 - NSP/PR 
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POSER À TOUS 
 
13. [SI SE RAPPELLE UNE ANNONCE (OUI/PEUT-ÊTRE À LA Q2] Les publicités radiophoniques que vous 

avez entendues récemment informent [également] les auditeurs qu’ils peuvent se rendre sur un site Web 
pour obtenir de plus amples renseignements à propos de la subvention écoÉNERGIE Rénovation – 
Maisons, du gouvernement du Canada. 

 
 [SI NE SE RAPPELLE PAS UNE ANNONCE – NON/NSP À LA Q2] Il y a un site Web qui présente de plus 

amples renseignements à propos de la subvention écoÉNERGIE Rénovation – Maisons, du gouvernement 
du Canada. 

 
 [POSER À TOUS] Avez-vous visité ce site Web, ecoAction.gc.ca ? 
   
 01 – Oui  PASSER À LA Q.15 
 02 - Non  
 03 - Peut-être    
 99 - NSP/PR 
 
 
14. Avez-vous l’intention de visiter ce site Web ? 
 
 01 - Oui 
 02 - Non  
 03 - Peut-être    
 99 - NSP/PR 
 
 
15. Sur un sujet légèrement différent, laquelle des catégories suivantes décrit le mieux votre habitation ? 
 LIRE – CODER UNE SEULE RÉPONSE– STOPPER DÈS QUE LA CATÉGORIE EST ATTEINTE 
 
 01 – Une maison détachée de toute autre maison 
 02 – Une maison attachée à une autre ou à plusieurs autres maisons (p.ex. maisons en rangée, duplex) 
 03 – Un immeuble résidentiel 
 04 – Une maison mobile ou à remorque 
 NON SUGGÉRÉ 
 98 – Autre (PRÉCISER ______________________) 
 99 – NSP/PR 
 
 
16. Êtes-vous propriétaire de votre habitation ? 
  
 01 – Oui 
 02 – Non   
 99 – NSP/PR   
 
 
SI PROPRIÉTAIRE (Q16 CODE 1), POSER LA Q.17.  SINON, PASSER AUX QUESTIONS 
DÉMOGRAPHIQUES.  
 
17. [SI SE RAPPELLE UNE ANNONCE – OUI/PEUT-ÊTRE À LA Q2] La publicité radiophonique que vous avez 

entendue dit aussi aux auditeurs que la subvention écoÉNERGIE Rénovation – Maisons offre des 
économies pouvant atteindre un maximum de 5 000 $ sur le coût des rénovations qui améliorent l’efficacité 
énergétique de l’habitation. 

 
 [SI NE SE RAPPELLE PAS UNE ANNONCE – NON/NSP À LA Q2] La subvention écoÉNERGIE Rénovation 

– Maisons offre des économies pouvant atteindre un maximum de 5 000 $ sur le coût des rénovations qui 
améliorent l’efficacité énergétique de l’habitation. 
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 [POSER À TOUS] Au cours des 12 prochains mois, prévoyez-vous effectuer des rénovations majeures de 

votre habitation qui coûteront plus de 5 000 $ ? 
 
 01 – Oui  PASSER À LA Q.18 
 02 – Non     
 99 - NSP/PR 
 
 
17b. [SI NON/NSP À LA Q.17] Et, qu’en est-il des deux prochaines années ? 
 
 01 – Oui 
 02 – Non    PASSER AUX QUESTIONS DÉMOGRAPHIQUES 
 99 - NSP/PR PASSER AUX QUESTIONS DÉMOGRAPHIQUES 
 
 
18. Comptez-vous profiter de la subvention écoÉNERGIE Rénovation – Maisons  pour vos rénovations ? 
 
 01 – Oui   
 02 – Non     
 99 - NSP/PR 
 
 
Questions démographiques 
 
Pour conclure, j’aimerais vous poser quelques questions sur vous et votre ménage à des fins statistiques 
seulement. Veuillez avoir l’assurance que vos réponses demeureront strictement confidentielles. 
 
19. Dans une semaine habituelle, combien d’heures écoutez-vous la radio ? 
 NE PAS LIRE – PRÉCISER AU BESOIN – CODER UNE SEULE RÉPONSE 
 
 01 – Moins d’une heure 
 02 – 1-5 heures 
 03 – 6-10 heures 
 04 – 11-15 heures 
 05 – 16-20 heures 
 06 – 21-30 heures 
 07 – 31-50 heures 
 08 – Plus de 50 heures 
 NON SUGGÉRÉ 
 99 – NSP/PR 
 
 
20. À quels moments de la journée écoutez-vous habituellement la radio ? 
 NE PAS LIRE – PRÉCISER AU BESOIN – CODER TOUTES LES RÉPONSES QUI S’APPLIQUENT 
 
 01 – Très tôt le matin, entre minuit et 6 heures  
 02 – Le matin, entre 6 et 9 heures 
 03 – Entre 9 heures et midi 
 04 – Entre midi et 13 heures 
 05 – L’après-midi, entre 13 et 16 heures 
 06 – Entre 16 et 18 heures 
 07 – En soirée, entre 18 et 21 heures 
 08 – En soirée, entre 21 heures et minuit 
 NON SUGGÉRÉ 
 99 – NSP/PR 
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21. En quelle année êtes-vous né(e) ?? 
  
 _____ Année  
 9999 - Refus/PR  
 
 
22. Quel est le plus haut niveau de scolarité que vous avez complété ?  
 LIRE 
 
 01 - Huitième année ou moins 
 02 - Études secondaires (commencées) 
 03 - Études secondaires (complétées) 
 04 - Études collégiales, collège communautaire, école technique ou CEGEP 
 05 - Études universitaires (commencées)  
 06 - Diplôme d’études universitaires de 1er cycle 
 07 - Diplôme d’études universitaires de 2e ou 3e cycle 
 NON SUGGÉRÉ 
 99 - NSP/PR 
 
 
23. Laquelle des descriptions suivantes correspond le mieux à votre situation professionnelle à l’heure actuelle ?  

Êtes-vous… ? 
 LIRE – CODER UNE SEULE RÉPONSE 
 
 01 - Employé(e) à temps plein (35 heures ou plus par semaine) 
 02 - Employé(e) à temps partiel (moins de 35 heures par semaine) 
 03 - Travailleur(euse) autonome 
 04 - Sans-emploi, mais à la recherche de travail 
 05 - Aux études à temps plein/étudiant(e) 
 06 - Retraité(e) 
 07 - Pas sur le marché du travail (personne à la maison/au chômage, mais pas à la recherche d’un emploi) 
 NON SUGGÉRÉ 

98 - Autre 
 99 - NSP/PR 
 
 
24. Laquelle des catégories suivantes décrit le mieux le total de vos revenus familiaux, c’est-à-dire la somme 

des revenus avant impôts de tous les membres de votre foyer ?  
 LIRE – ARRÊTER UNE FOIS LA BONNE CATÉGORIE ATTEINTE 
 

01 – Moins de 10 000 $ 
02 – De 10 000 $ à 19 999 $ 
03 – De 20 000 $ à 29 999 $ 
04 – De 30 000 $ à 39 999 $ 
05 – De 40 000 $ à 49 999 $  
06 – De 50 000 $ à 59 999 $ 
07 – De 60 000 $ à 69 999 $ 
08 – De 70 000 $ à 79 999 $ 
09 – De 80 000 $ à 99 999 $ 
10 – 100 000 $ et plus 

 NON SUGGÉRÉ 
 98 - REFUS 
 99 – NSP/PR 
 
 
25. Enfin, pour mieux comprendre de quelle façon les résultats varient en fonction de la région, puis-je avoir les 

six caractères de votre code postal ? 
 NOTER 
 ____  ____  ____ ____  ____  ____  
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Voilà qui complète le sondage. Au cas où mon/ma superviseur(e) voudrait s’assurer que j’ai réalisé cette 
entrevue, puis-je avoir votre prénom ? 
 
Prénom : ______________________________ 
 
Merci beaucoup de votre temps et de votre aide. Ce sondage a été réalisé pour le compte de l’Environnement 
Canada et il est inscrit conformément aux dispositions de la Loi canadienne sur l’accès à l’information. 
 
 
INSCRIRE : 
 
26. Province/Territoire 
 
 01 - Alberta 
 02 - Colombie-Britannique 
 03 - Manitoba 
 04 - Nouveau-Brunswick 
 05 - Terre-Neuve 
 06 - Nouvelle-Écosse 
 07 - Ontario 
 08 - Île-du-Prince-Édouard 
 09 - Québec 
 10 - Saskatchewan 
 
 
27. INSCRIRE LE SEXE 
 
 01 - Homme   
 02 - Femme  
 

-- FIN -- 
 


