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I. Introduction 
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Introduction 

A. Background 

Canadians view public safety and security as a priority for government and expect their government to 
reduce the impact of emergencies. Relatively recent events such as the floods in British Columbia (2007) 
and the mid-December 2007 North American winter storms demonstrate that hazards can occur with little 
notice. 

The “72 hours-Is your family prepared?” campaign has been designed to improve Canada’s overall 
readiness to prepare for and respond to an emergency by mobilizing the target audiences to take practical 
steps to prepare for emergencies.  Recognizing that much of the responsibility for emergency preparedness 
rests with Canadians themselves, the primary goal of the advertising campaign is to encourage Canadians to 
get an emergency kit in order to sustain themselves and their families for a minimum of 72 hours in the 
event of an emergency.  The 72-hour timeframe is based on a commonly accepted standard across North 
America by first responders (fire, police, and paramedics), all levels of government and non-government 
relief organizations that this is the approximate length of time it takes to mobilize a relief effort in a 
significant way. 

This study is intended to address two principal objectives: 

1. To assess campaign recall and the efficacy of television, radio, print, and online advertisements used in 
the advertisement campaign via the Advertising Campaign Evaluation Tool (ACET), a standardized 
measurement tool used across government for this purpose. 

2. To assess any changes in key social marketing campaign indicators which would indicate attitudinal and 
behavioural shifts relating to emergency preparedness. 

1. ACET 

To improve the Government of Canada’s ability to consistently evaluate major advertising campaigns and to 
assist departments in complying with a key requirement in the Communications Policy1, an Advertising 
Campaign Evaluation Tool (ACET) for use in telephone surveys has been developed in partnership with an 
interdepartmental committee and the Government Advertising Committee. 

The objective of the ACET evaluation part of the study was to assess the recall (aided and unaided) and 
efficacy (call to action) of the television, radio, print, and online components of the campaign. 

                                                      
1 Communications Policy of the Government of Canada can be accessed at the following URLs: http://publiservice.tbs-

sct.gc.ca/pubs_pol/sipubs/comm/siglist_e.asp and http://publiservice.tbs-sct.gc.ca/pubs_pol/sipubs/comm/cpgcp-ppcgc_e.asp 
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2. Social Marketing Campaign Indicators 

This advertising campaign (part of Public Safety Canada’s larger social marketing campaign) is also 
designed to support Canada’s overall readiness to prepare for, and respond to, an emergency by mobilizing 
target audiences to take practical steps to prepare for emergencies, and to encourage others to follow suit. 
Over the long term (3-5 years or more), the campaign, together with other initiatives, seeks to foster a 
culture of preparedness in Canada. For this second year of the advertising campaign, the goal remained the 
same; that is, to encourage Canadians to become prepared for an emergency by obtaining an emergency kit. 

In order to assess the effectiveness of the campaign with respect to its social marketing goals, the survey 
was designed to include key knowledge, attitudinal and behavioural measures that have been tracked against 
the benchmark (2005) and results from the first campaign evaluation (2006-2007). 

B. Methodology 

This public opinion research study involved a 20 minute telephone survey of the general population of 
Canada, including an over-sample of the advertising campaign’s target population.   

The survey sample reflected the ACET requirements (e.g. a minimum sample of 1,000 of the general 
population, aged 18 years and older) as well as the demographic profile of the key target audience for the 
campaign.  The target audience based on the media buy was comprised of the following demographic 
criteria:   

• Parents, with a skew towards women 

• Aged 35-54 

• Middle to upper HHI ($30-99K)  

• Living in urban areas 

• Children in the household 

However, given the low incidence of such a narrowly defined demographic profile, it was decided that a 
more cost-effective proxy for the target audience would be women, 18 years of age and older, currently 
living in a home with children under the age of 18 (which constitutes 16-17% of the general population). 
This approach was used in the evaluation of the 2007 advertising campaign and again in this study.  

The minimum combined sample of members of the target audience found in the general population and the 
additional over-sample was 500 cases. 

The table below outlines the sample distribution, including an oversample in all regions among the target 
population (e.g. women aged 18 years and older with children under the age of 18 years in the household).  
To account for this, during the data analysis stage of the study, the general population data was weighted by 
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region, age, and sex to be proportional to the actual population distribution in Canada according to the latest 
available Statistics Canada census results.  As in past studies, results of the target group were not weighted.   

General Population  Target Group Region/Center Sample (n) Margin of Error Sample (n) Margin of Error 
Atlantic** 125 +/-8.77 75 +/-11.32 
Quebec 175 +/-7.41 95 +/-10.05 
Ontario 225 +/-6.53 95 +/-10.05 
Manitoba/Saskatchewan** 125 +/-8.77 
Alberta 150 +/-8 150*** +/-8.00 

British Columbia 200 +/-6.93 85 +/-10.63 
TOTAL 1000 +/-3.1 500 +/-4.38 

C. Reading this Report 

This report consists of the ACET questions which were the first part of the survey and the social marketing 
questions which comprised the second part of the survey.   

Data is tracked against the previous ACET and custom surveys conducted in February/March 2007 and, in 
some cases, against the baseline survey findings from 2005. 

Throughout this report, the Canadian general population of 1,000 respondents will be referred to as 
“Canadians” or the general population (or CP if in parentheses) and the target group of women with children 
under the age of 18 living in the household (n=500) will be referred to as “women with children,” the target 
group (or WwC if in parentheses). 

The tables included in the detailed findings that follow show the results for 2008 as well as those for 2007 
and, in some cases, for 2005.  Please note that in the narrative accompanying the tables, year-over-year 
increases or decreases in percentage responses are referred to as a “point change” rather than a “percentage 
change.” 

In certain cases, due to small sample sizes, the reader should be cautious when interpreting the differences in 
the percentages shown for various response categories in the charts and tables.  In some instances the total 
number of respondents on which the data is based is relatively small and thus the associated margin of error 
for these results is substantially higher than that shown in the table above.  In these cases, notes to the reader 
have been included and the actual number (n) of respondents is typically included in the table or chart.  
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D. The Media Buy 

The reader should also consider the overall media buy and the relative weighting and mix of various media 
when interpreting these results, especially the findings pertaining to recall and action taken across the 
various media.  The following chart shows the percentage distribution of the media buy for each medium for 
the 2007-2008 campaign.   

Note that the total campaign expenditure was $2,240,671.00.  The percentage allocation of the budget across 
each medium is shown in the following table. 

 

STRICTLY PRIVILEGED AND CONFIDENTIAL 3

2007-2008 Media Buy
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Total expenditure:  $2,420,671.00
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Executive Summary 

The Strategic Counsel is pleased to present this report to Public Safety Canada (PSC) on the findings from 
an evaluation of the “72 hours – Is your family prepared?” 2007-2008 advertising campaign.   

Canadians view public safety and security as a key federal priority, and expect their government to reduce 
the impact of emergencies.  The “72 hours - Is your family prepared?” campaign, launched in 2006, has 
been designed to improve Canada’s overall readiness to prepare for, and respond to, an emergency by 
mobilizing the target audiences to take practical steps to prepare for emergencies.  Recognizing that much of 
the responsibility for emergency preparedness rests with Canadians themselves, the primary goal of the 
campaign is to encourage Canadians to become more aware of the basic items that should be included in an 
emergency kit and to take the necessary steps to prepare a kit in order to sustain themselves and their 
families for a minimum of 72 hours.  

A. Methodology and Objectives 

This public opinion research study was intended to address two principal objectives: 

• To assess campaign recall and the efficacy of television, radio, print, and online advertisements used in 
the advertisement campaign via the Advertising Campaign Evaluation Tool (ACET), a standardized 
measurement tool used across government for this purpose; and 

• To assess any changes in key social marketing campaign indicators which would indicate attitudinal and 
behavioural shifts relating to emergency preparedness. 

The study comprised a 20-minute telephone survey of the general population of Canada, including an over-
sample of the advertising campaign’s target population.  The survey fieldwork coincided with the end of the 
television component of the advertising flight at the end of February 2008.  

The sample design reflected the ACET requirements (e.g. a minimum sample of 1,000 of the general 
population, aged 18 years and older) as well as the demographic profile of the key target audience for the 
campaign, women, aged 18 and older, with children under the age of 18 years.  Findings from the general 
population sample of 1,000 have an associated margin of error of +/-3.1%, 19 times out of 20, while those 
for the target population sample of 500 have an associated margin of error of +/-4.38%, 19 times out of 20. 

In reviewing the results from the 2007-2008 campaign, it is important to evaluate them in the context of the 
media buy.  Advertising was conducted from November 2007 to the end of February 2008. The advertising 
incorporated two flights of TV and radio in the Fall and Winter, and magazine, online and out-of-home 
components in the Winter. The table below outlines the media placement for both the Fall and Winter flights 
combined, showing the relative weighting of each component, as a percentage of the overall advertising 
expenditures.   
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 Overall* 

TOTAL EXPENDITURE $2,240,671.00 

Television 51.40% 

Radio 20.10% 

Magazine 14.58% 

Out-of-home (Food Court Advertising) 11.02%  

Online 2.89% 

*combines expenditures and media components across both the Fall and Winter waves of the campaign. 

B. Key Findings 

Overall, the findings show demonstrable year-over-year improvement with respect to awareness levels 
among the target population, women with children under age 18, as well as among the general population of 
Canadians, aged 18 years and older.  The advertising campaign is clearly making an impression in the 
consciousness of the target and general populations and is effectively serving as a strong reminder of the 
need to prepare for unanticipated emergency situations.   

Aided recall of the television advertising rose significantly over the two-year tracking period, both for the 
target population and the general Canadian population.  Radio advertising, introduced as a component of the 
media mix for the first time in 2008, performed relatively well, especially given the relative expenditure on 
this medium.  Notably, however, the gap in recall rates between television and radio is much larger for the 
target population than it is for the general population, which suggests that the emphasis on television over 
radio, especially for women with children under age 18, was an extremely effective strategy. 

Not surprisingly, given the relatively smaller portion of the campaign budget allocated to each of the other 
components (e.g. magazines, online, food court advertising), aided recall levels were significantly lower as 
compared to those obtained for radio, and particularly television.  At the same time, it is important to note 
that as the campaign transitions from the initial awareness raising stage to providing audiences with more 
detail and content (e.g. items to include in the kit), other media such as Internet will play a larger role with 
respect to their relative impact.   Advertising research generally shows that these relatively more cost 
effective media tend to reinforce and extend the reach and impact of television and radio, which although 
more costly, have the advantage of speaking to a more captive audience. 
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AIDED RECALL RATES ACROSS ALL MEDIA COMPONENTS 

% Recall 

Target Audience (Women with 
children aged 18 years or younger) 

Canadian Population (Canadians, 
aged 18 years and older) 

 

Medium 
2007 2008 2007 2008 

Television 22% 33% 17% 27% 

Radio NA 17% NA 20% 

Internet 2% 6% 1% 5% 

Food courts 4% 5% 3% 4% 

Magazine NA 3% NA 4% 

Total Aided 
Recall (across all 
media)* 

NA 50% NA 46% 

*This figure represents cumulative aided recall rates across all media/channels (e.g. the percentage of respondents who responded in 
the affirmative to having seen the advertisements, on a prompted basis, whether via television, radio, magazine, Internet or in a food 
court). 

More importantly, the findings suggest there has been reasonable growth in the percentage of both the target 
and general Canadian populations who now say they have prepared a family emergency plan or an 
emergency kit.  Examining these results within the context of broader behaviour change theory, this 
represents significant movement along the behaviour change continuum within a relatively short span of 
time.  According to the theory, in the early stages the population would acknowledge emergency 
preparedness as an important issue, then move to contemplating how to act and, subsequently, to taking 
some kind of action by way of preparing plans and/or kits.  The findings indicate that activity, representing 
actual behaviour change, is occurring at a relatively early stage, given that the campaign has just 
completed its second year. Typically, one might expect such behavioural shifts to occur over a three-to-five 
year period, preceded by evidence of widespread consciousness-raising of the issue and of its significance.  
Clearly, the campaign is meeting its principal goal which is to encourage Canadians to become prepared 
for an emergency. 

At the same time, it is important to note that a perceived lack of time remains one of the primary barriers to 
preparing an emergency kit, for both the target population as well as the general population of Canadians.  
Again, with respect to social marketing theory, the notion of being time-constrained, often a proxy for 
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convenience is commonly cited as an attitudinal barrier to altering one’s habits or usual patterns of 
behaviour, almost regardless of the type of desired behaviour change.  Frequently, the perception of time 
constraints is a psychological rather than a real or actual barrier to change.  Regardless, this finding 
underscores an important attitudinal barrier to address in subsequent waves of the campaign, through 
messaging and/or creative approaches, or via programming related to emergency preparedness. 

The main findings specific to the target population of women with children under the age of 18 and to the 
general population are summarized below.  These sections are followed by a series of recommendations. 

1. The Target Audience (Women with Children Under Age 18)  

Strong Recall and Message Retention 

The primary finding is that the message is sinking in, and notably within a relatively short time frame, with 
the target audience of women with children under 18 years of age.  Unaided or general awareness of 
advertising on how to prepare for an emergency has increased by seven points in post-campaign 
evaluations conducted in 2007 and 2008, an interval of just one year. This is an excellent result for any 
advertising campaign, especially in our crowded and fragmented media environment.  Even more 
importantly the main message of the campaign about being prepared for 72 hours is being absorbed as well.  
On a completely unprompted basis, the number of women with children who now cite the 72 hours 
requirement as a key “take-away” from the advertising has increased a full nine points, from 17% citing “72 
hours” top-of-mind in 2007 to 26% in 2008. 

Television is Hitting the Mark with the Target Audience 

As shown in the above table, aided recall rates (e.g. once respondents were prompted with a short 
description of the ad) for both television and radio are good.  Notably, there has been a significant increase 
in aided recall of the television advertising among the target group, a full 11 points, from 22 per cent in 2007 
to 33 per cent in 2008.   

Interestingly, aided recall of the television advertising was highest among the subgroup of women aged 18 
to 34 years of age (48%).   This finding is of particular interest in that this subgroup of the target population 
is at an age and stage in life where they are developing a mindset and habits they will likely retain over the 
course of their lives.  Moreover, as mothers of younger children, this group is likely strongly motivated by 
heightened maternal instincts, a possible sub-theme that could be explored in future campaigns or outreach 
activities.   

Also of interest is the fact that among those in the target group who recall seeing the ad on television, on an 
aided basis, there has been a considerable year-over-year increase in the percentage who identify the need to 
be prepared for 72 hours as the main message of the ad (from 9% in 2007 to 24% in 2008).  This result 
underscores two significant findings coming out of this evaluation:  first, that the principal message of 
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“being prepared for 72 hours/being prepared for an emergency” is sinking in with the target audience; 
and second, that the television ad buy appears to be hitting the mark with respect to that audience.   

More detail on the results with respect to the call-to-action across the various mediums is provided in 
Section III.B of this report.  Although in some cases there are only a small number of respondents who recall 
seeing an advertisement in each of these mediums (e.g. food court, online, magazine advertising), the 
findings do offer some directional advice on their relative effectiveness. 

Reasonable Performance across other Media … Questions about Magazine Placement 

While aided recall of the advertising on the Internet is substantially lower compared to recall rates for radio 
and television, the findings show a modest year-over-year increase of five points, a reasonable level of 
growth given that the online component represents just under 3 per cent of the media budget.   

In general, the results with respect to aided recall by medium among the target group are in line with the 
media buy and placement, with a few notable exceptions.  It appears that radio may be a more effective 
channel in reaching the broader target group of women with children under the age of 18 compared to 
magazines although it is important to note that radio and magazine advertising do serve very different 
purposes with respect to message retention.  The latter is seen as a more effective channel for imparting 
content and detail while the former is often best employed as a vehicle for attracting attention, raising 
general awareness of an issue and driving the target audience to a web site or other medium for further 
information.  While radio comprised about 20 per cent of the overall media buy, aided recall of the 
advertising on the radio stands at 17 per cent based on the current findings.  By contrast, magazines, which 
represented slightly more than 14 per cent of the overall media buy, yielded an aided recall rate of just three 
per cent among the target group.  Interestingly, out-of-home advertising (e.g. food court advertising) 
comprised just under three per cent of the overall advertising budget, but yielded an aided recall rate of five 
per cent among the target group.  This suggests that future waves of the campaign should reconsider the 
media mix with perhaps increased emphasis on radio and out-of-home advertising as well as reviewing 
magazine placement.   

Although the results can be interpreted only as directional in nature, due to small sample sizes on these 
particular questions, it is interesting that those who saw the food court ads were more likely to say they 
contained new information.  In addition, this group were also more likely than others to say these ads made 
them think about preparing an emergency kit.  By contrast, those who saw the Internet ads were more likely 
to say the ads were helpful, compared to those who saw the ads in any of the other media.  Again, these 
results, while not statistically significant due to small sample sizes, make some intuitive sense given the 
relative impact of the different advertising vehicles both in catching and maintaining audience attention.   
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The Ads Serve as a Strong Reminder, Driving Up Levels of Intent as a Precursor to Action 

While recall rates among the target audience are an indication of “message infiltration or absorption,” 
intention and action are perhaps more direct measures that signal imminent or actual behavioural change.  
On these two measures the results are also generally positive.   

On the standard ACET question regarding action taken as a result of seeing or hearing the advertisement, 
there has been a slight drop in the percentage among the target audience who responded in the affirmative 
(from 28% in 2007 to 22% in 2008).  However, this result should be considered in the context of other data 
collected in the survey which indicate an increase in the percentage of women with children who have 
prepared an emergency plan (up 10 points) and a slight increase among those who have prepared an 
emergency kit (up 3 points, although this is within the margin of error for the target group sample).  One 
possible explanation for these seemingly contradictory results is that advertising often works at a sub-
conscious or subliminal level.  In this respect, while the results show that the intended behaviours (e.g. plan 
and kit preparation) are occurring respondents to the survey may not be directly attributing their actions to 
the advertisements themselves.  Nevertheless, the data in total shows that the campaign clearly is having a 
positive impact if one analyses the difference in attitudes and behaviours between those who have and those 
who have not seen or heard the ads. 

One of the more interesting findings in the research was a significant increase in indications of intent to take 
action.  Among the target group there were increases in intent to take action in all five potential action areas 
– review of the family emergency plan, improve/enlarge emergency kit, learn more about potential 
emergencies, put together a kit and create a family plan.  For example, in 2007, while just over one-third 
(36%) of the target group indicated a likelihood of putting together an emergency kit in 2007, this 
increased to just over half (53%) in 2008 (a jump of 17 points in one year).  Notably, levels of intention 
are significantly higher among the target audience on this measure as compared to the Canadian population 
at large (35% say they intend to put together an emergency kit, an 18-point difference compared to the target 
audience).   

Similarly, 44 per cent of the target group said they intended to review their family emergency plan.  This 
number increased by 15 points to 59 per cent in 2008.  When broken down further by whether or not the 
respondent was aware of the advertising, a clear picture emerges of the positive impact of advertising on 
intent. For instance, 69 per cent of the aware members of the target group intended to review their family 
emergency plan as compared to 45 per cent for the unaware group.  With respect to assessing the call-to-
action, the advertising is demonstrably achieving its intended effect. 

Moreover, on another series of questions gauging attitudes about emergencies and emergency planning, the 
effect of the ad was clearly positive in that those among the target group who saw or heard the ad were more 
likely to agree both with the benefit of preparing a family emergency plan as well as an emergency kit.  
Thus the ads are serving as a strong reminder of the importance of emergency preparedness and are 
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contributing to creating a mindset within the target population which is increasingly conducive to taking the 
desired actions.  

Time Remains the Principal Barrier to Action for Women with Children 

While the 2008 results reflect positive intentions on the part of the target audience, the main hurdle remains 
a perception of a lack of time among that subgroup of women with children who have not yet prepared an 
emergency kit.  About one-third of the target group, identical to the result from 2007, agreed with the 
statement “I don’t have the time” as a possible reason for not preparing an emergency kit.  Future iterations 
of the campaign should consider incorporating messaging and visuals that reinforce the ease associated with 
emergency preparedness.  Given that few among the target group indicate money is a barrier, some 
messaging focused on the availability of prepared, stand-alone kits may assist in overcoming perceptions of 
the time involved in pulling together all the necessary kit items. 

In addition, a more detailed analysis of the data set revealed underlying drivers for those who did take action 
as a result of noticing the advertisements.  Interestingly, the various mediums and specific visuals were not 
strong indicators of the decision to take action.  For the general population, the primary driver was whether 
or not they perceived the advertisement to be helpful, and the secondary driver was a perception as to its 
relevance.  For the target group a perception of helpfulness was also paramount, but the secondary driver 
was whether or not the advertisements were perceived to contain new information.  

2. The Canadian Population 

The findings for the Canadian population mimic those of the target population in many respects.  However, 
there are some interesting exceptions and challenges in engaging the broader population on the issue of 
emergency preparedness and stimulating them to action.  The major findings and differences between the 
Canadian population and the target population are outlined below and covered in more detail in the detailed 
findings. 

Recall Rates are Strong and Improving (Especially for Television) and the “72 Hour” Message is 

Gaining Resonance 

For the Canadian population, results show good improvement in both unaided and aided recall rates, 
with year-over-year changes that are in the range for those of the target population.  Unaided levels of 
awareness of the advertising have increased nine points since 2007 such that four-in-ten (41%) of Canadians 
now say they have seen or heard something about preparing for an emergency.  Similar to the target group, 
the “72 hours” as the timeframe over which one should be prepared to sustain oneself and one’s family is 
gaining resonance (up 8 points from 2007).    
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Aided recall rates for television are strong and growing (up 11 points from 2007), although slightly lower 
than they are for the target group (27% of the Canadian population compared to 33% of the target 
population recalled the ads on television).  And, in keeping with trends found among the target group, the 
general population of Canadians is also increasingly likely to cite the message of being able to sustain 
themselves and their families for the first 72 hours as the main message from the television advertising.    

There is an Opportunity to Bolster the “Be Prepared” Message 

Of note, however, is a sharp decline in the percentage of the Canadian population who indicated that the 
main message from television focused on being prepared in the event of an emergency (a nine-point decline 
from 77% in 2007 to 68% in 2008).  Moreover, significantly fewer of the general population, compared to 
the target group of women with children under age 18, now reference this more general message (68% 
among the Canadian population; 80% among the target population).  This trend is also the case for the radio 
advertising, where those in the Canadian population (64%) are less likely than those in the target population 
(72%) to cite “be prepared in case of an emergency” as the main message.  This finding is perhaps worth 
addressing in future focus group testing of television and radio creative as well as monitoring in subsequent 
campaign evaluations.  Ideally the two principal messages of “being prepared for an emergency” and 
“sustaining oneself for the first 72 hours” should be mutually reinforcing and evaluations should ideally 
show positive directional movement in the numbers of respondents who absorb both of these messages as 
the principal takeaway from the ads.  However, the current result may very well speak to the strength of the 
72-hour campaign, including the logo and the creative, in embedding the 72-hour timeframe as the clearest 
and most prominent message of the campaign.  In itself, this is a positive result and it may be the case that 
“being prepared” is a supplementary message that is intuitively understood within the 72-hour context. 

Interestingly, the reverse was true for magazine advertising.  Although the numbers of those who saw the 
magazine ad are substantially lower than for television and radio, of those who did, just over seven-in-ten 
(71%) of the general population cited the “be prepared” message compared to just over five-in-ten (52%) of 
the target population.  While low sample sizes suggest some caution should be taken in interpreting these 
results, these findings point to further assessment of the magazine placement within the overall advertising 
mix, both for the general and target populations.  

Sponsor Recognition on the TV Ads is Declining 

Also notable among the Canadian population is a considerable drop in the numbers of those identifying the 
Government of Canada as the sponsor of the television ad (down 11 points from 68% in 2007 to 57% in 
2008), while this result has remained relatively stable at 62 per cent of the target population.  While credit 
for sponsorship of the ad is not the primary goal of the campaign, it is important to ensure that the audience 
is able to seek out required information from the correct sources (e.g. www.getprepared.ca website).  Again, 
this indicator should be monitored in future campaigns and focus group testing of subsequent iterations of 
the campaign should ensure a prominent call-to-action to 1-800 OCANADA and to the website.  It is quite 
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possible that the decline in sponsor identification may very well be linked to the increasing number of 
television viewers with PVRs and the ability to fast-forward through advertisements, thereby missing the 
last few seconds of the ad.  

The Findings Reveal a Significant Increase in Intentions to Prepare an Emergency Kit 

As noted in the earlier analysis of key findings pertaining to the target group, the findings for the Canadian 
population show significant and positive shifts in intention to act, mostly in preparing an emergency kit (up 
10 points from 30% in 2007 to 43% in 2008), but also in preparing a family emergency plan (up 6 points 
from 33% in 2007 to 39% in 2008).   

As with the target population, Canadians at large are increasingly likely to indicate an intention to learn 
more about emergencies (up 17 points), put together an emergency kit (up 11 points), improve or 
enlarge their emergency kit (up 10 points), review their family emergency plan (up 8 points), and 
create a family emergency plan (up 5 points).  At the same time, it is important to note that on three of 
these five measures of “intention” (e.g. reviewing a family plan, creating a family plan, and putting together 
an emergency kit), the general Canadian population expresses a considerably lower level of intention to do 
so compared to the target population.  Thus, while the year-over-year findings for the general population are 
trending upward on these measures, and the results are even more favourable for the target group, increased 
exposure to the advertising would contribute to boosting these numbers further, for both populations.  
Indeed, when the results for these questions are examined on the basis of those who have/have not seen or 
heard the advertising, exposure to the ads considerably increases the likelihood of taking action across 
the board. 

Multiple Perceptual Barriers to Action Need to be Addressed 

Unlike the target population, where time constraints appeared to be the most significant barrier, for the 
Canadian population, almost equal numbers point to time as to reliance on government and a belief that an 
emergency kit is not necessary (about one-quarter of the general Canadian population agree that each of 
these is a possible reason why they have not prepared an emergency kit).  Notably, however, the number of 
those agreeing that they do not need an emergency kit is declining (from 33% in 2007 to 22% in 2008).  
Thus, while the issue of ease, convenience and minimal investment of time could be a possibly secondary 
message for the target population as a means of stimulating those who have not yet taken action to do so, 
messages to the broader general public should address the need for Canadians to take responsibility for 
themselves in an emergency (at least for the first 72 hours) as well as the issue of emergency kits as a basic 
or standard household item (e.g. a necessity).  Interestingly, awareness of the advertising has a positive 
effect on the latter measure (e.g. perceived need for an emergency kit).  This suggests that simply 
broadening the scope and reach of current advertising may have beneficial effects in reducing key 
perceptual barriers among the general Canadian population. 
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3. Evaluation of Government Performance 

Another important finding from the research is that both women with children and Canadians in general 
clearly think that this advertising campaign is an appropriate action for the Government of Canada to be 
taking.  These numbers reflect very strong, and growing, support for this government initiative as both 
the target group and Canadian populations strongly endorse the campaign as a good idea, believe that the 
advertising helps to prompt their thinking about preparing an emergency kit, is helpful and personally 
relevant.  Perhaps not surprisingly, women with children tend to hold these views more strongly than the 
Canadian population as a whole.  Results for both sampled populations range from 70 per cent to over 90 
per cent agreement and are four to nine points higher for women with children as compared to the general 
population. 

Interestingly, however, a lower percentage among both the target group (51%) and the general population of 
Canadians (45%) agree that the advertising contained new information that they were not aware of.  In fact, 
for the Canadian population this figure represents a nine-point drop from 2007 (56% agreed).  The 
perception that the information is “new” is a key driver of taking action for the target group and should be 
considered as messages and creative are being crafted for the 2008-2009 campaign. 

With respect to other measures of federal government performance, in general and on specific aspects of 
service delivery, the key finding is that awareness of the advertising tends to have a favourable (indeed in 
some cases extremely favourable) effect on perceptions.  For example, on ratings of the Government of 
Canada on helping Canadians to prepare themselves for emergencies, the percentage among the target 
population offering a positive assessment was 60 points higher among those who had seen the ad 
compared to those who had not, and 41 points higher among the general population of Canadians who had 
seen the ad compared to those who had not.  Moreover, the year-over-year trends on this measure for both 
the target population (up 16 points from 2007) and the general population (up 19 points) suggest that 
Canadians are increasingly favourable toward the Government of Canada with respect to assisting 
Canadians in preparing for emergencies. 

It is also notable that on the general rating of overall performance of the Government of Canada, while 
ratings for both the target population and Canadians overall were identical (43% offered a rating of 
good/excellent), this result for the target population represents an eight-point improvement from 2007.  And, 
as noted above, the result is more positive for those who have seen the ad compared to those who have 
not (approximately a 10-point difference for both the target population and Canadians in general who 
have/have not seen the ad).  
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4. Composition of Emergency Kits and Knowledge of Items 

Both the target population and the general population of Canadians at large demonstrate a reasonably good 
top-of-mind knowledge of the items that should go into an emergency kit with supplies for 72 hours.  At 
least seven-in-ten (eight-in-ten for the target population) identified the need for a minimum of six litres of 
water and food that won’t spoil as items that should be included.  At least four-in-ten respondents in both the 
target population and the Canadian population suggested that a battery powered radio, first aid kit, blankets, 
candles and matches and a flashlight should be included.  Fewer numbers (less than two-in-ten in both 
groups) identified items such as prescription medications, cell phones or cash in small bills. 

Just over one-third (35%) of the target population and slightly more of the general Canadian population 
(40%) say they currently have an emergency kit.  This question was not asked in previous years, so no 
tracking data is available.  When asked to identify which of the nine specific items, as itemized on the 
Public Safety web site, were included in their kits, 57 per cent of women with children and 68 per cent of 
Canadians overall had at least six of the nine recommended items.  By contrast, fewer than one-in-ten in 
each of the populations indicated they had all nine items in their kits (6% of women with children; 8% of 
Canadians overall). 

Of particular interest are the year-over-year trends in the numbers of the target population who say that have 
cash in small bills in their emergency kits (down 11 points to 36% in 2008).  Among the general population 
of Canadians, the findings show an 11 point drop in those indicating they have a copy of their emergency 
plan in their kits (from 33% in 2007 to 22% in 2008).  While this declining trend is not as severe among the 
target population, it is nevertheless the case that few among this group also retain a copy of their emergency 
plan within their kits (down 5 points from 33% in 2007 to 27% in 2008). 

There has been a modest increase among the target audience of those now indicating they retain their kit in a 
single place, but not in a prepared bundle (from 19% in 2007 to 24% in 2008), although the plurality 
continue to say that the items are stored in different places throughout the home (40% among the target 
group; 43% among the Canadian population). 
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C. Recommendations 

Clearly, the “72 Hours – is your family prepared” advertising campaign is having a positive impact on 
Canadians.  Levels of awareness and, more importantly, understanding are increasing. Increasing numbers 
among the target population and Canadians at large are intending to take emergency preparedness actions.  
In addition, Canadians want the Government of Canada to undertake this kind of campaign.  The advertising 
itself is having a beneficial impact on assessments of government performance, in general, and specifically 
in the area of helping Canadians prepare for an emergency, among the target population in particular. 

The primary recommendation is to maintain this campaign over time and, if possible, expand its scope and 
reach.  It is clear from these findings that exposure to the advertising has, among other things, had a positive 
impact on: 

• Attitudes towards emergency preparedness, including perceptions of the benefit of preparing a family 
emergency plan and an emergency kit; 

• Intention to review family emergency action plans, put together an emergency kit and improve or 
enhance existing kits; and 

• Actions such as having prepared an emergency kit or emergency plan.  

The television component of the media buy has been particularly successful among the target audience and 
particularly that subgroup of women aged 18 to 34 years of age.  Further consideration should be given to 
expanding the emphasis on television within the overall media mix as this medium effectively reinforces the 
“72 hours” messaging or theme. 

A thorough review of magazine placement within the overall media mix should be undertaken and possibly 
some consideration given to placing greater emphasis on radio, out-of-home and online advertising.   

In addition, over time the depth of information available will become more important as the campaign is 
maintained and more Canadians look for specific assistance as to how to take action to prepare themselves 
and their families.  This will likely require further review and adjustment of the media mix as those media 
that are more conducive to relaying content or details become a more useful and critical component of the 
overall media buy. 
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Possibly the most interesting findings were around the barriers and incentives to action.  Addressing the 
barriers to action of time could be addressed in next year’s creative messaging.  

The issue of which elements in the advertising campaign specifically motivated both the target population 
and the Canadian public to take action is important to campaign evaluation.  Clearly, ensuring that the 
advertisements are perceived to be offering information that is both “new” and “helpful” is of critical 
importance. A key recommendation is for these factors to be taken into account during the development of 
new advertising materials.  Additional qualitative research will be required as communications are being 
developed to ascertain what “being helpful” and “new information” means in practice for the target group.  
For example, in assessing what the target group might consider as “new information,” focus group testing 
among women with children could drill down in a number of areas: 

• Understanding of where kits and/or items can be purchased; 

• Understanding of reasons why specific items should be included in an emergency kit; 

• Awareness of all of the items that should be included in an emergency kit; and 

• Awareness and understanding of procedures that should be followed both proceeding, during and 
following an emergency, including storage procedures.   

This type of discussion may yield some insights into what information is “new” and “helpful.” 
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III. Detailed Findings 
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Detailed Findings 

A. Awareness of Advertising 

1. Unaided Awareness of Advertising 

Unaided recall, that is seeing, hearing or reading advertising on how to prepare for an emergency, is higher 
in 2008 than 2007.  Furthermore, unaided awareness of the advertising is slightly higher among the target 
audience, women with children (45%), than it is among Canadians in general (41%).   

 
 

Among the target audience, women with children, those residing in Quebec (54%) and the Prairies (53%) 
are more likely to exhibit higher levels of unaided recall of the advertisements.  For the Canadian 
population, those living on the Prairies (51%) express the highest levels of unaided recall.   
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Top of mind recall of pictures or images associated with these advertisements has been fairly consistent 
across the tracking period.   

In general, in 2008, for Canadians and the target audience alike, the top five clearly recalled messages for 
the advertisements in general were, on an unaided basis:  

• General comments about an emergency kit and its contents: 29% for WwC and 23% for CP; 

• Mentioning the phrase “72 hours”: 26% for WwC and 23% for CP; 

– This represents increases of 9 and 8 points, respectively 

• Have a supply of water on hand: 22% for WwC and 23% for CP; 

• Be prepared in case of an emergency: 18% for WwC and 17% for CP. 

• Have a supply of non-perishable food on hand: 17% for WwC and 20% for CP. 

– This is consistent with the results of previous years 

It is useful to examine message recall by medium.  However, given that very few respondents from the 
general population recall the ads in magazines, the Internet or in food courts, it is only possible to assess this 
measure for television and radio.  It is notable that the message of “72 hours” was mentioned by 
significantly more Canadians who saw the advertisements on television (35%) than those who heard the 
advertisements on the radio (24%).   

Sample sizes are too small for the target group to analyze message recall by any of the media.   
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Notably, women with children from Quebec (39%) are much more likely than those from Ontario (18%) to 
recall the image of an emergency kit and the items necessary for inclusion.  This same pattern holds true for 
the general population, with those residing in Quebec (39%) also more likely to recall this image. These 
results could be an indication that pictorial images are resonating with French Canadians more-so than the 
advertising’s text or scripts. 

Women with children from the Atlantic Provinces (38%) are more likely to recall the idea of having a supply 
of water on hand.   

In both years that the advertisements have been shown, the majority of viewers, listeners, and readers of the 
advertisements noticed them on television.   

Interestingly, fewer Canadians overall identify the main medium as television when asked unaided where 
they have seen or heard the advertisements in 2008 than in previous years, yet more women with children 
than in the past say television unaided.  The slight increase in television recall among the target audience 
may be due to adjustments to the 2007-2008 media mix, specifically the increase of the speciality TV 
channel buy.  
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For the target audience, women with children, those living in Quebec (85%), Alberta (84%), or on the 
Prairies (81%) were also more likely than those from BC (53%) to recall the television advertisements. 

Canadians living in the Atlantic Provinces (79%) are most likely to recall television as the advertising 
medium, followed by those residing in Quebec (74%), Alberta (74%) and the Prairies (73%).  By contrast, 
those residing in Ontario (63%) and BC (54%) were significantly less likely to identify television as the 
advertising medium.  Canadians living in Ontario (21%), Quebec (20%) and BC (19%) are more likely to 
recall hearing the advertisements on the radio than are those residing on the Prairies (7%).   

2. Aided Awareness of Advertising 

Aided recall of the television advertisements is higher among women with children in 2008 (33%) than in 
2007 (22%).  This trend is also occurring among Canadians in general (27% in 2008 versus 17% in 2007).   

Women with children living on the Prairies (49%), Quebec (41%), Alberta (35%), and Ontario (33%) are 
more likely than those living in BC (15%) to recall seeing the advertisements on television.  Canadians 
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living on the Prairies (37%) and in the province of Quebec (30%) are more likely than those from BC (20%) 
to recall seeing the advertisements on television.   

Aided recall of the television advertisements is higher among younger Canadians in general and women 
with children specifically.  Almost half of women with children aged 18-34 (48%) recall seeing the 
television ads, compared to about one-third of those aged 35 and older (34%).  This a particularly interesting 
finding as this subgroup is at a stage in life where they are developing habits and patterns that may be 
adopted on a more permanent basis and throughout the course of their lives, and their children’s lives.  
Specialty channels may have been particularly effective in targeting this group.   

Canadians aged 18-34 (38%) are much more likely to recall seeing the television advertisements than those 
aged 35 and older (29%).    

Unlike in 2007, when gender and household income were indicators of television advertisement recall, no 
such differences are found in the 2008 study. 
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The majority of women with children (62%) and Canadians in general (57%) identify the Government of 
Canada as the sponsor of these advertisements.  Less than one-in-ten (9% of women with children; 8% of 
Canadians) believe the advertisements were produced by the provincial government.  This is consistent with 
results from previous years. 

 
 

For the target audience, women with children, those residing in Ontario (24%) are more likely than those 
living on the Prairies (2%) and Alberta (3%) to identify their provincial government as the sponsor of the 
television advertisement. 

Canadians living in the Atlantic Provinces (75%) are more likely than those living in Ontario (50%) and BC 
(44%) to cite the Government of Canada as the sponsor. 
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As was the case in 2007, the vast majority of Canadians and women with children say the main point of the 
television advertisement is to be prepared in case of emergency.  Notably, a significantly higher number of 
both women with children (24%) and Canadians in general (21%) than in the previous year (9% for both 
groups) recall the “72-hour” message, with the principal take-away being the timeframe.  

 
 

Women living with children living in BC (50%) and Alberta (34%) are more likely than those living in the 
Prairies (12%) to think the key point of the television advertisement is the “72 Hour” timeframe. 

Canadians living in the Atlantic Provinces (34%), BC (29%) and Ontario (26%) are more likely than those 
living in Quebec (8%) to say that the main point of the television advertisement is the “72 Hour” timeframe. 
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Among those who saw the ad on television, there are slight differences with respect to key attitudes and 
behaviours for both the target population and the Canadian population, although some caution should be 
taken in interpreting these results due to small sample sizes when results are broken out to this level.   

As shown in the table below, while action taken appears to be no different among those who have or have 
not seen the television ad, intent to create an emergency plan and an emergency kit is somewhat higher for 
women with children and for the Canadian population among those who did see the ad. 
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In 2008, Public Safety Canada added radio to the media mix for this advertising campaign.  Aided recall of 
these radio advertisements is much lower than that of the television advertisements, but is significantly 
higher than other media such as magazines, Internet and food court.  These results generally line up with the 
weight given to radio within the overall media mix. 

Aided recall of the radio advertisement is fairly consistent among women with children (17%) and 
Canadians in general (20%).  As this is the first year in which radio has been included in the advertising 
mix, there is no comparable tracking data from previous years. 

This year (2008), Public Safety Canada allocated 20 per cent of their budget on the radio ads.  It would seem 
they are getting good value as recall of these ads is second only to television (which accounted for 50% of 
the budget). 

 

 
Women with children living in the Atlantic Provinces (28%) are more likely to recall hearing the radio 
advertisement than those living on the Prairies (12%), Alberta (11%), and Quebec (11%). 
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Canadians living in the Atlantic Provinces (28%) and BC (26%) are more likely to recall hearing the radio 
advertisement than those living in Alberta (13%).   

Age also has a bearing on the recall of the radio advertisements.  Women with children aged 18-34 (28%) 
are more likely than those aged 35 or older (17%) to recall hearing the radio advertisements. 

 
 

Canadians living in Quebec (62%) and Ontario (61%) are more likely than those living in the Atlantic 
Provinces (40%) and BC (39%) to think the sponsor of the radio advertising is the Government of Canada. 

STRICTLY PRIVILEGED AND CONFIDENTIAL 12

Radio Advertising Sponsor

26

6

0

17

51
%

100

Women with Children

5Other

2008

29

2

11

53
%

243

Canadian Population

DK/NA/Ref

Tax payers

Government of Canada

n=

Provincial government

Q.11 Thinking about the ad that you saw, who do you think produced it – that is, who paid for it?
Base: Q7 = yes/maybe



 

FINAL Report - 72 Hours Advertising Post-campaign Evaluation  31 

 

The majority of Canadians (64%) think that the main point of the radio advertisements is to be prepared in 
case of an emergency.  This is even higher among the target audience of women with children (72%).  Just 
over one-in-ten in both groups also identified “72 Hours” as the main point as well (16% for CP; 14% for 
WwC). 

 
 

Canadians living in Alberta (81%) are most likely to recall hearing the general message of being prepared in 
case of an emergency. 
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Action taken does not vary substantially based on awareness of the radio ads for either the target population 
of women with children or the Canadian population.  However, as with those who recall the television ads, 
women with children who recall the radio advertising are also more likely to say they intend to create an 
emergency plan as well as to create an emergency kit.  The likelihood to act or intention to act varies less 
among those within the Canadian population who have or have not heard the radio advertising. 
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Radio Ad 

Q.7 Do you remember hearing an ad on the radio over the past few weeks or so detailing what you need in an emergency and prompting you to get an emergency kit? The ad lists items 
such as food, water, and a radio and batteries as important to have during an emergency.
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Very few Canadians (4%) or women with children (3%) recall recently seeing an advertisement in a 
magazine showing a family who are playing cards, with an emergency kit and open cans of food in the 
foreground.  Due to this very small base size, no statistically significant differences exist among those who 
saw the ad.   

Magazine placement accounted for about 15 per cent of the overall advertising budget but yielded only 3 per 
cent recall among the target market.  In assessing this result, it should be noted, however, that most of the 
magazines were March issues and distribution of these would have only begun during the period in which 
the survey was in field.  As the campaign, objectives and messaging evolves moving into its third year, the 
lower level of recall suggests that the department should re-examine both the overall expenditure on 
magazines, versus other components of the media mix which appear to be higher performing in reaching the 
target market, as well as the specific magazines in which the ads were placed.   
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Q.8 Do you remember seeing an ad in a magazine over the past few weeks or so showing a family playing cards with an emergency kit and opened cans of food in the foreground? The ad 
states ‘On the third day of the blackout, this was the Taylor’s dinner’, and continues to say ‘They had an emergency kit to see them through. Do you?’

Base: All
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The majority of women with children (71%) and Canadians in general (52%) and who recall seeing the 
advertisement believe that it was sponsored by the Government of Canada.  The reader should be cautioned 
that the base sample on which these findings are predicated is relatively small (n=21 for the target 
population and n=51 for the Canadian population). 
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Q.11 Thinking about the ad that you saw, who do you think produced it – that is, who paid for it?
Base: Q8 = yes/maybe
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As is the case with the television and radio advertisements, the majority of women with children (52%) and 
Canadians (71%) see the main point of the magazine advertisements as being prepared in case of 
emergency.  Notably, almost twice as many among the target market of women with children cited the 
message “72 hours” (e.g. a reference to the timeframe) as the main point of the ad, as compared to the 
Canadian population, although the total numbers in each group doing so are relatively small.  Nevertheless, 
given other findings and trends specific to the target population, it is important to monitor the utility of 
magazines in relaying key campaign messaging and themes. 
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Very few women with children (6%) or Canadians (5%) recall recently seeing an advertisement on an 
Internet site asking “Do you have what you need in case of emergency?”  This result is not surprising given 
the relatively low commitment to online advertising within the overall media mix.  Moreover, if the 
expenditure on online advertising was relatively similar to the previous year, this finding suggests that the 
online component is yielding relatively good value as recall has slightly increased year-over-year. 

 

 
 

Women with children living in the Atlantic Provinces (8%), the Prairies (8%), Quebec (7%) and Ontario 
(7%) are just somewhat more likely than those living in Alberta (1%) to recall seeing the Internet 
advertisement.  Canadians living on the Prairies (8%) and in the province of Quebec (7%) are more likely 
than those living in Alberta (2%) to recall seeing the advertisement on the Internet.   
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Q.9 Do you remember seeing an ad on an internet site over the past few weeks or so asking ‘Do you have what you need in case of an emergency?’ and showing various items needed for 
an emergency kit such as water, canned food and a radio. The ad concludes by saying ‘Click for a complete list of emergency supplies, and to learn where you can get a kit.’

Base: All
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The majority of women with children (58%) and Canadians (61%) who did see the banner cited the 
Government of Canada as the sponsor.  Again, this represents a small absolute number of respondents and 
should be interpreted with caution. 
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Q.11 Thinking about the ad that you saw, who do you think produced it – that is, who paid for it?
Base: Q9 = yes/maybe
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Among that relatively small proportion of the target population as well as the general population who did 
recall the Internet banner advertising, most cited the main message or point as being prepared in case of an 
emergency (74% for the target population; 68% for the general population). 
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An extremely small proportion of Canadians (4%) and women with children (5%) recall recently seeing the 
advertisement, showing various items needed for an emergency kit such as water, canned food and a radio, 
in a shopping mall food court.  However, Public Safety Canada used less than 3 per cent of their budget on 
the food court ads.  This indicates that PSC is getting exceptional value for their Food Court Ad dollar, 
especially given that women with children are more likely to take action upon seeing these ads (see Section 
D: Perceived Relevance and Usefulness of the Advertisements). 
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Q.10 Do you remember seeing an ad in a shopping mall food court over the past few weeks or so that shows various items needed for an emergency kit such as water, canned food and a 
radio? The ad reads ‘Do you have what you need in case of a major emergency?’ and concludes with the statement ‘Know the risks. Make a plan. Get an emergency kit. Call 1 800 O
Canada or visit getprepared.ca today.’
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Among the small proportion of respondents who had seen the advertisement in a shopping mall food court, a 
majority of women with children (59%) and the general population (59%) identified the sponsor as the 
Government of Canada. 
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Again, most also cited the main point of the advertisement as being prepared in case of emergency (63% for 
both the general and target populations).  Another one-third (33%) of women with children and almost one-
in-five (18%) among the general population think that “72 Hours” (e.g. the timeframe) is one of the main 
points of the advertisements.  Again, these percentages represent small actual numbers of respondents and, 
as such, the results should be interpreted with caution. 

 
 

3. Total Aided Recall 

Once prompted, about half of women with children (50%) and Canadians in general (46%) have seen or 
heard the emergency preparedness advertisements from television, radio, magazines, Internet, or at a food 
court.   

For the target group, women with children, age is the defining factor on whether one has seen or heard one 
of the advertisements.  Those aged 18-34 (66%) are more likely than those aged 35 and older (47%) to recall 
seeing or hearing the advertisements. 
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For the Canadian population at large, women (50%) are more likely than men (42%) to recall seeing or 
hearing one of the advertisements.     

4. Total Recall – Aided and Unaided 

Over six-in-ten (61%) women with children and over half of Canadians (57%) recall seeing the 
advertisements.   

Again, age is a factor for women with children.  Younger women, aged 18-34 (69%), are more likely to 
recall the ads than women aged 35 and older (59%).   

Notably, among the general population women (61%) are more likely than men (52%) to recall seeing or 
hearing the advertisements. 
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B. Action Prompted by Advertising 

Of those who did see any one of the advertisements whether on television, radio, in a magazine, on the 
Internet or in a food court, about one-quarter of Canadians (24%) and similar numbers of women with 
children (22%) say they took some action as a result of seeing or hearing the advertisements.   For both 
groups the 2008 findings are generally consistent with the results from previous years’ campaign 
evaluations.  (Although the percentage of women with children taking action dropped by six points, this 
year-over- year change is within the margin of error for the target audience). 
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At first glance, the results for action taken appear to vary quite substantially by medium.  For the target 
audience, for example, 41 per cent indicated they took some action as a result of seeing the ad on the 
Internet.  This number drops to three-in-ten for those who saw the ad in a magazine (31%) or in a food court 
(30%) and just over two-in-ten for those who heard the ad on the radio (23%) or saw it on television (23%).  
However, the small sample sizes of those who recalled the ad on the Internet, in magazines or in a food 
court mean that the differences by medium all fall well within the margin or error. 
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Most people that say they took some action did one of the following three things: 

• Added water to their list of supplies or made sure enough water was on hand (24% for WwC; 23% for 
CP); 

• Made sure family was prepared or that all necessary items are on hand (15%; 21% respectively); and 

• Added non-perishable foods or made sure non-perishable foods are on hand (16%; 20% respectively). 

For women with children, the biggest year-over-year increases were those saying they have added water (+6 
points), made sure they were prepared and had all necessary items are on hand (+ 6 points), and added 
flashlights.  Although not captured in the 2007 results, 15 per cent of women with children now say they 
have added batteries as a result of seeing the ads and another 13 per cent say they have visited the web site 
and/or printed off a list of items.  While these percentages represent small absolute numbers within the 
target audience, it is worth monitoring these actions in future post-campaign evaluations.  By comparison, 
the largest increases in actions taken by Canadians in general were for ensuring all necessary items are on 
hand (+ 13 points) and discussing emergency planning with family members/co-workers (+7 points).  
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Canadians living in the Atlantic Provinces (40%) are more likely than those living in Ontario (10%) to say 
that, as a result of seeing the advertisement, they added non-perishable food items to their emergency 
supplies. 

C. Evaluations of the Government of Canada 

It is a standard practice in all Government of Canada advertising campaign evaluations to assess perceptions 
of the performance of the government both in general and on specific dimensions of service delivery.  In the 
current survey, respondents were asked to rate the performance of the Government of Canada overall, in 
helping Canadians to prepare for emergencies, and in providing information to Canadians about the broad 
range of government services available to them.  Respondents were also asked to rate the Government of 
Canada on specific dimensions of service delivery which have been identified from previous surveys 
gauging various facets of the citizen service experience, as key drivers of satisfaction with service from 
government.  These include respectful, reliable, innovative and easily accessible service delivery.  The 
results from this series of questions are detailed below.  

Just over four-in-ten among both the target and general populations (43%) rated the performance of the 
Government of Canada as good to excellent (a rating of 5, 6 or 7 on a 7-point scale).    Specifically, just 6 
per cent of the target group and eight per cent of the general population offered an assessment of 
“excellent”.  General assessment of government performance has been fairly consistent across the two 
tracking periods during which an evaluation of the 72-hour campaign has been undertaken, although the 
current results do represent a slight improvement in perceptions of performance among the target 
population, women with children (up 8 points from 2007). 
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Women with children living in Alberta (55%), the Prairies (54%) and Ontario (47%) are more likely than 
those living in Quebec (33%) and the Atlantic Provinces (31%) to rate the Government of Canada as good 
or excellent.  Canadians living on the Prairies (49%) and BC (47%) are more likely than those living in 
Quebec (36%) to rate the performance of the Government of Canada as good or excellent.   
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Performance of Government of Canada

Q.17 Generally speaking, how do you rate the performance of the Government of Canada?  Please use a 7-point scale where 1 means terrible, 7 means excellent and the mid-point, 4, means 
neither good nor bad.
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Of note, ratings of the Government of Canada on helping Canadians prepare for emergencies are 
significantly higher than they have been in the past.  Almost half of women with children (47%) and 
Canadians (46%) believe the Government of Canada is doing a good or excellent job in this regard, an 
increase of 16 and 19 points over previous years, where between one-quarter and one-third said they thought 
the Government of Canada was doing a good job in helping the public prepare themselves for emergency.  

 
 

Across the regions, we note that among the target group, those living on the Prairies (55%) are more likely 
than those living in BC (39%) to rate the performance of the Government of Canada favourably (e.g. good 
to excellent) on helping Canadians prepare for emergencies. 
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Q.16 This (these) ad(s) was (were) in fact produced by the Government of Canada.  How would you rate the performance of the Government of Canada on helping Canadians prepare 
themselves for emergencies?  Please use a 7-point scale, where 1 means terrible, 7 means excellent and the mid-point, 4, means neither good nor bad.

Base: All
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The perceived performance of the Government of Canada on providing information to the public about 
government services that are available to the public is also higher than in previous years.  About half of 
women with children and Canadians in general (49% each), think the Government of Canada is doing a 
good or excellent job of providing this information to the public.  This is up significantly up – eight and nine 
points from 2007 when about four-in-ten said they thought the Government of Canada was doing a good or 
excellent job in this regard.   

 

 
 

Canadians living in Ontario (53%) are more likely than those living in BC (42%) to rate the performance of 
the Government of Canada on providing information to the public about government services as good or 
excellent.  Women with children living in the Prairies (63%) are more likely than those living in the Atlantic 
Provinces (44%) or Quebec (44%) to rate the performance of the Government of Canada in this regard as 
good or excellent. 
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The Canadian public offers relatively high marks to the Government of Canada on delivering services and 
information in a respectful way, while ratings for reliability and the application of innovative service 
delivery mechanisms are somewhat more modest.  Accessibility continues to present a particular challenge, 
as fewer than half of respondents agree that it is easy to access government services and information.   

 

The percentage of Canadians, and the target population, who agree that the Government of Canada provides 
services and information in a respectful way has steadily increased since 2007.  Over three-quarters of 
women with children (77%) and about seven-in-ten Canadians (71%) agree with this statement, an increase 
of a full 17 points among the target population and 8 points among the general population since 2007.  

An identical percentage of women with children and the general population (51%) agree that the 
Government of Canada can be counted on to provide reliable service and information.  This remains 
consistent with ratings from previous years.  Notably, women with children living in Alberta (63%), the 
Prairies (55%), BC (54%), Quebec (52%) and Ontario (51%) are more likely than those living in the 
Atlantic Provinces (32%) to think that the Government of Canada can be counted on to provide reliable 
service and information. 
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Similar numbers also agree that the Government of Canada is using new and innovative ways to provide 
information and services to citizens (50% among the target population; 49% among the general population).  
This does, however, reflect a significant improvement from previous years.  In fact, the level of agreement 
with this statement has steadily increased each year the advertisements have been run.  In 2007 the ratings 
were 41% and 42% respectively.  Canadians living in Ontario (54%) are more likely than those living in 
Quebec (44%) to think the Government of Canada is using new and innovative ways to provide information 
and services to citizens. 

About four-in-ten women with children (39%) and almost the same number of Canadians in general (40%) 
agree that it is easy to contact the Government of Canada for information and service.  This assessment has 
remained fairly flat across the two time periods during which evaluations of this campaign have been 
conducted.  Canadians living in the Prairies (51%) are more likely than those living in Quebec (38%) and 
BC (35%) to think that it is easy to contact the Government of Canada for information and service. 
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Awareness of the ads positively affects how women with children and the general population evaluate the 
performance of the Government of Canada, specifically the performance rating for helping Canadians 
prepare themselves for emergencies (increases of 50 and 41 points respectively).  There is also a significant 
difference in ratings of the federal government in its use of new and innovative ways to provide information 
and services (increases of 17 points for WwC and 12 points for CP). 
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Canada? 
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D. Perceived Relevance and Usefulness of the Advertisements 

The advertisements resonate well with those who have seen them across all of the media.  This perception is 
especially strong among the target audience of women with children.  Fully three-quarters (76%) of the 
target audience described the advertising as relevant, an increase of 14 points from 2007.  Two-thirds (67%) 
of Canadians say the advertisements are personally relevant to them, also an increase of 14 points from 
2007.  In fact, one-third (32%) of women with children and one-in-four (24%) Canadians in general say the 
advertisements are very relevant to them personally. 
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Personal Relevance of Advertisements

Q.20 On a scale of 1 to 7, where 1 means not at all relevant and 7 means very relevant, how relevant do you think these ads are to you personally?
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The public strongly endorses the campaign.  The results indicate that Canadians firmly support the 72-hour 
campaign as helpful, relevant, and thought-provoking.  It is clear that Canadians believe that the campaign’s 
key benefit is as a reminder about emergency preparedness and to prepare an emergency kit, more than 
offering new information.  Notably, when a regression analysis was conducted to determine those 
perceptions that were key drivers of taking action as a result of seeing the ads, for the target audience the 
perception that the ads were helpful and offered new information were identified as most important.  For the 
Canadian population, the key drivers of taking action were identified as perceiving the ads were helpful 
along with being personally relevant.  Additional exploration of what “helpful” and “new information” 
means to the target group as well as how to increase the sense of “personal relevance” among Canadians at 
large should be undertaken, preferably within a qualitative context.  Further investigation of what 
messaging, images and content underpins these perceptions will be helpful in producing creative that further 
motivates the target audience and Canadian population to act on the issue of emergency preparedness. 
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Personal Views of Advertisements

Q.21 Please tell me if you strongly agree, somewhat agree, somewhat disagree or strongly disagree with the following statements?
Base: Q6 or Q7 or Q8 or Q9 or Q10 = yes/maybe
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Specifically, Canadians and women with children have the following points of view with regards to the 
advertisements: 

• The vast majority of women with children (94%) and Canadians (90%) think it is a good idea for the 
Government of Canada to run advertisements like these.   

– This represents a non-statistically significant decrease of 2 points from previous years. 

• Over eight-in-ten women with children (81%) and between two-thirds and three-quarters of Canadians 
(70%) say that the advertisements made them think about preparing an emergency kit. 

– This represents slight decreases of 2 and 7 points from previous years. 

– Women with children living in Alberta (90%) and Ontario (89%) are somewhat more likely than 
those living in Quebec (73%) and the Prairies (73%) to agree with this statement.  Canadians living 
in Alberta (80%) and BC (76%) are more likely than those living in the Atlantic Provinces (63%) 
and Quebec (62%) to agree with this statement.   

– Women with children who have seen the food court advertisements (96%) were more likely than 
those who saw the advertisements on television (83%) or heard the advertisements on the radio 
(82%) to say the advertisements made them think about preparing an emergency kit. 

– Canadians who have seen the advertisement on the Internet (82%) were more likely to say this than 
those who heard the advertisements on the radio (66%).   

• The majority of women with children (77%) and Canadians (70%) also feel that the advertisements 
were helpful to them and had meaning to them personally (72% for WwC; 69% for CP). 

– This represents an increase of 5 points for Canadians and a decrease of 2 points for women with 
children. 

– Women with children who saw the advertisements on the Internet (93%) were more likely than 
those who heard the advertisements on the radio (74%) to say the advertisements were helpful to 
them. 

– Canadians living in the Atlantic Provinces (80%) are more likely than those living in Ontario (66%) 
to say the advertisements were helpful to them. 

– Canadians who saw the advertisements on the Internet (86%) were more likely than those who 
heard the advertisements on the radio (72%) to say the advertisements were helpful to them.  Those 
who saw the advertisements on the Internet (83%) were also more likely than those who heard the 
advertisements on the radio (68%) to say the advertisements had meaning to them personally. 

• However, only about half of women with children (51%) and Canadians (45%) feel that the advertising 
contained new information that they were not aware of. 

– This represents a decrease of 1 and 9 points from previous years. 

– Women with children living in Quebec (66%) and Ontario (59%) are more likely than those living 
in the Atlantic Provinces (37%) to agree with this statement. 
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– Women with children who saw the food court advertisements (70%) were more likely than those 
who heard the advertisements on the radio (46%) to say the advertisements contained new 
information. 

– Canadians who saw the advertisements on television (50%) were more likely than those who heard 
the advertisements on the radio (39%) to say the advertisements contained new information.  Those 
who saw the advertisements on the Internet (70%) were even more likely to say the advertisements 
contained new information. 

It is interesting given relative expenditures on the various mediums that that those who saw the ad on the 
Internet are more likely as compared to those who heard the ad over the radio to say the ad made them think 
about preparing a kit, that it was helpful and meaningful to them personally, and that they contained new 
information.  Although this level of analysis of the data should be interpreted with caution, given the small 
number of respondents who saw the ad on the Internet, the consistent trend across all of these indicators 
suggests that Internet advertising, although more limited in its reach, does have the advantage of impact.  
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Personal Views of Advertisements

Q.21 Please tell me if you strongly agree, somewhat agree, somewhat disagree or strongly disagree with the following statements?
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It is also notable that the women with children who saw the ads in food courts tend to exhibit stronger views 
regarding the extent to which the ads were thought-provoking and contained new information, compared to 
those within the target group that saw or heard the ad via other media.  For the general Canadian population, 
those who saw the ads on the Internet tend to express higher levels of agreement with the statements that the 
ads made them think about preparing a kit and that the advertising was helpful.  Again, as with other results 
that examine views by awareness via specific media, considerable caution should be exercised in 
interpreting these results and the actual numbers of respondents represented is relatively small. 

E. Emergency Preparedness Attitudes and Behaviours 

As noted earlier, the 72-hour timeframe is an international standard that has been agreed upon as the period 
of time the public should be prepared to sustain themselves in the event of an emergency.   

About one-quarter of women with children (26%) and Canadians (23%) cited 72 hours precisely as the 
length of time they should be prepared to wait for assistance.  This is up 8 and 4 points from 2007 (from 
18%; 19% respectively).  Notably, forty-one per cent (41%) of the target group and thirty-seven per cent 
(37%) of the general population indicate they are prepared to wait 72 hours or longer.   

 STRICTLY PRIVILEGED AND CONFIDENTIAL 31

Estimated Wait Time for Assistance

Q.22 In case of an emergency, such as a natural disaster, serious accident, or incident caused by human error, how long would you say you and your family should be prepared to wait until 
help arrives?
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Pluralities in both the general population (43%) and women with children (40%) are prepared to wait 
between 24 and 48 hours, although very few (17% each among the population of women with children and 
the general population) say they would be prepared to wait for no more than a few hours.   

Canadians living in BC (34%) are most likely compared to those living in Ontario (22%), Quebec (19%) 
and the Atlantic Provinces (19%) to say they are prepared to wait for 72 hours.  This is also the case among 
the target audience where women with children living in BC (38%) are more likely than those living in 
Alberta (19%) and the Prairies (19%) to be prepared for 72 hours. 

The theme of “72 Hours” appears to be resonating with Canadians and women with children who have seen 
or heard the advertisements.  Those that are aware of the advertisements (29% of WwC; 31% of Canadians) 
are significantly more likely to think they should be prepared to wait 72 hours than those not aware (20%; 
14%).  This represents increases of 9 and 17 points, respectively.  Furthermore, awareness of the 
advertisements reduces the likelihood of an individual thinking that their family should only be prepared for 
24 hours or less, by 19 points for women with children and 25 points for Canadians (calculated by adding 
together the figures representing the difference between those aware/not aware in the first two rows of the 
chart below). 
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Estimated Wait Time for Assistance

Q.22 In case of an emergency, such as a natural disaster, serious accident, or incident caused by human error, how long would you say you and your family should be prepared to wait until 
help arrives?
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An overwhelming majority of women with children (86%) and Canadians (81%) think it is important for the 
Government of Canada to encourage the public to prepare or buy an emergency kit.  This is consistent with 
findings from previous years.  This finding is also in line with the earlier results which showed Canadians 
are very supportive of this advertising initiative in particular and of advertising which reminds them to 
prepare an emergency kit.  In fact, about half of Canadians (48%) and women with children (54%) say the 
initiative is very important. 

 
 

Canadians living in the Atlantic Provinces (90%) are more likely than those living in Quebec (79%), Ontario 
(79%), and the Prairies (75%) to say it is important for the Government of Canada to encourage the public 
to prepare or buy an emergency kit. 

STRICTLY PRIVILEGED AND CONFIDENTIAL 33

Importance of Government of Canada Encouraging Canadians to 
Buy/Prepare an emergency kit

Q.23 These advertisements that we talked about are actually designed to encourage Canadians to purchase or prepare an emergency kit with enough supplies to last for 72 hours.  On a 
scale of 1 to 7, where 1 means not at all important and 7 means very important, how important is it for the government to encourage Canadians to prepare or buy an emergency kit?
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1. Emergency Preparedness:  Planning and Kit Preparation 

The percentage of those who say they are prepared in the event of an emergency is higher in 2008 in 
comparison to previous years.  About four-in-ten women with children (40%) and Canadians (39%) have 
prepared a family emergency plan that includes how to get in touch with each other in case of an emergency 
– this represents an increase of 10 and 6 points over previous years. Similarly, 35 per cent of the target 
population and four-in-ten (43%) Canadians say they have prepared an emergency kit.  On both these 
measures, the current findings represent significant improvements in emergency preparedness activity on the 
part of Canadian families, compared to previous years. Notably, fewer among the target group in particular 
(35% of women with children; 30% of Canadians) say they have sought information on what to do in case 
of an emergency, such as a natural disaster, serious accident, or incident caused by human error.  This 
finding supports a ‘Stages of Change’ theory which saw an increase in what is perceived as an easy activity 
(getting emergency preparedness information) last year. This year, perhaps those same people are now 
taking the next, more time-consuming stage, which is to actually obtain a kit or a plan.     
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Across the regions, the results vary somewhat for both the general population and the target group.  
Interestingly, residents of British Columbia (the general population and/or the target group) are more likely 
than those in other regions to have responded in the affirmative to all of the questions related to emergency 
preparedness behaviours: 

• Women with children living in BC (51%) are more likely than those living in all other regions to 
have prepared a kit.  Canadians living in BC (53%) are more likely than those living in Quebec 
(40%), the Prairies (39%) and Alberta (36%) to have prepared an emergency kit.   

• Women with children living in BC (51%) are more likely than those living in Quebec (31%) to have 
prepared such a plan.  Canadians living in BC (50%) are more likely than those living in Ontario 
(39%), Alberta (37%) and Quebec (34%) to have prepared a family emergency plan.   

• Women with children living in BC (61%) are also more likely than those living in all other regions 
to have sought this information.  Canadians living in BC (49%) are more likely than those living in 
all other regions to have sought information.   
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Interestingly, awareness of the advertisements does not increase the likelihood to search for information or 
prepare a family emergency plan.  However, Canadians who are aware of the ads (48%) are more likely than 
those who are not aware (36%) to have prepared an emergency kit.  This is especially high among those who 
saw the ads in a magazine (64%) or in a food court (64%), again keeping in mind that the actual numbers of 
respondents are relatively low for these two media.  

The sample size for the target group, women with children, is too small to show significant differences 
between those who are/are not aware of the advertising.  The table below does indicate these differences, 
however, the data shown should be regarded as directional only, and is not statistically significant. 
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Of those who have prepared an emergency kit, the majority did so over a year ago (67% of Canadians; 
63% of women with children).  It is notable, however, that a full thirty-eight per cent (38%) of the target 
population and thirty-one percent (31%) of Canadians have prepared a kit within the last year 
(combining the figures in the chart below for the first four categories), a few of these even within the 
last month (e.g. February/March 2008) which coincides with the timing of the advertising campaign.  
Note that 12 per cent of the target population prepared their kit within the last month. 

 

Canadians living in Ontario (78%) are more likely than those living in Alberta (55%) and Quebec (54%) to 
have prepared their emergency kit over a year ago.  By contrast, Canadians living in Alberta (24%) are more 
likely than others to say they have prepared their emergency kit between three and six months ago. 

STRICTLY PRIVILEGED AND CONFIDENTIAL 35

Emergency Kit Preparation Timeline
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2. Perceived Barriers to Preparing an Emergency Kit 

Respondents who had not yet prepared a kit were asked the extent to which they agreed or disagreed with a 
series of statements formulated to examine various possible barriers to the preparation of an emergency kit.  
Results for some of these questions are compared against the findings from 2007 as well as the benchmark 
survey conducted in 2005.  Of note, this is the first year in which the statement regarding reliance on 
government was included in this battery. 

Among those who have not prepared an emergency kit, time appears to be the most significant barrier.  
Slightly more women with children (32%) as compared to the general population, cite time constraints as a 
particular barrier, while significantly fewer among this group say they would be inclined to rely on 
government.  Of particular note is the decline in the number of those who agree that they don’t need a kit 
(need is down as a factor 8 points for women with children and 11 points for Canadians from 2007).  This 
confirms last year’s shift from need to time as a barrier and suggests the advertisements are having a 
positive effect on attitudes.  

 STRICTLY PRIVILEGED AND CONFIDENTIAL 39

Emergency Kit Preparation Barriers

Q.28 I am going to read you some statements describing the possible reasons why you have not prepared an emergency kit.  Please rate your agreement with this statement on a scale from 
1 to 7, where 1 means you completely disagree and 7 means you completely agree with this statement.
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Across the regions: 

• Women with children living in Quebec (41%) are more likely than those living in the Atlantic 
Provinces (24%) and the Prairies (22%) to indicate they do not have the time to prepare an 
emergency kit.     

• Canadians living in Quebec (29%) are more likely than those living in BC (16%) to think the 
government will take care of them in the event of an emergency. 

• Women with children living in Ontario (21%) are more likely than those living in Quebec (8%) to 
say they do not have the money.  Canadians living in Ontario (21%) are more likely than those 
living in the Atlantic Provinces (10%) and Alberta (7%) to indicate they have not prepared an 
emergency kit because they do not have the money.   
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Interestingly, awareness of the advertisements significantly increases the likelihood that women with 
children say they do not have the time.  Awareness also decreases the likelihood that Canadians and 
women with children say they do not need an emergency kit.   

Notably, Canadians that are aware of the advertisements are less likely to think that the government will 
take care of them in the event of an emergency but women with children who have seen the 
advertisements are more likely to hold this opinion. 
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Emergency Kit Preparation Barriers

Q.28 I am going to read you some statements describing the possible reasons why you have not prepared an emergency kit.  Please rate your agreement with this statement on a scale from 
1 to 7, where 1 means you completely disagree and 7 means you completely agree with this statement.
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3. The Call to Action:  Likelihood of Preparing for an Emergency 

The key target audience, women with children, are more likely than the public at large to indicate that they 
plan to prepare an emergency kit (53% versus 35% for the general population).  Moreover, this represents a 
shift of 17 points from 2007 for the target audience.   

Women with children are also more likely to say they intend to create a family emergency plan (48%) 
compared to the general population (34%).  This also represents a significant improvement (increase of 9 
points) among the target group with respect to their likelihood to take action around emergency 
preparedness.   

Notably, while only about one-third of women with children and Canadians in general have previously 
sought information on what to do in the event of an emergency, there has also been a considerable increase 
in interest among the target group in obtaining information about the different types of emergencies they 
might face (43% say they are likely to learn more, up from 29% in 2007).  As noted previously, about one-
third of women with children and Canadians alike have previously sought information on what to do in the 
event of an emergency.   
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Likelihood of Action

Q.29 How likely are you to do each of the following within the next month or so?  Please rate how likely you are to do each on a scale from 1 to 7, where 1 is not at all likely and 7 is very likely.
Base: Q24/Q25/Q26 = yes
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Over half of women with children (59%) and almost half of Canadians (45%) say they are likely to review 
their family emergency plan within the next month or so. This represents an increase of 15 and 8 points over 
previous years.   

Women with children living in Quebec (72%), Alberta (70%), and the Atlantic Provinces (68%) are more 
likely than those living in BC (44%) and the Prairies (42%) to say they will do so.  Canadians living in 
Quebec (57%) are more likely than those living in the Atlantic Provinces (38%) and Ontario (38%) to say 
they intend to review their family emergency plan.   

Almost half of women with children (49%) and Canadians (45%) are likely to improve or enlarge their 
emergency kit. This represents increases of 9 and 10 points over previous years.   Women with children 
living in Ontario (57%) are more likely than those living in the Prairies (28%) to consider doing so.   

About four-in-ten women with children (43%) and Canadians (41%) express some likelihood of learning 
more about the types of emergencies that they might have to face in their area. This represents significant 
increases of 15 and 17 points from previous years.  Women with children living in Quebec (53%) are more 
likely than those living in BC (35%) to say they would like to learn more about this. 

While just over a third (34%) of Canadians say they are likely to create a family emergency plan, this 
percentage is higher among those residing in Ontario (40%) versus Quebec (27%). 



 

FINAL Report - 72 Hours Advertising Post-campaign Evaluation  69 

 

Women with children who have seen or heard the advertisements (69%) are much more likely to review 
their family emergency plan than those who have not seen or heard the advertisements (45%) – this 
represents an increase of 24 points.  Awareness of the advertisements plays a significant role in the 
likelihood of action.  In fact, over half of Canadians who have seen or heard the advertisements (54%) plan 
to review their emergency plans versus about one-third of Canadians who have not seen or heard the 
advertisements (36%).   

Awareness also plays a significant role in the likelihood of improving or enlarging emergency kits, 
especially for the target group women with children where there is an increase of 21 points over those who 
have not seen or heard the advertisements. 

Seeing or hearing the advertisements also increases the likelihood that Canadians and women with children 
put together an emergency kit or create an emergency plan.   
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Likelihood of Action

Q.29 How likely are you to do each of the following within the next month or so?  Please rate how likely you are to do each on a scale from 1 to 7, where 1 is not at all likely and 7 is very likely.
Base: Q25/Q26/Q27 = yes
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4. Attitudes Toward Emergencies:  Perceived Likelihood of Occurrence and Response 

The vast majority of both the general public and the target population, women with children, agree that 
planning and preparing for an emergency is necessary to ensuring their own and their family’s safety.  This 
has increased slightly for women with children (5 and 3 points, respectively).  This is especially true of 
women with children who have seen or heard the advertisement.  Awareness of the advertisements certainly 
affects change in attitudes about emergency plans and kits in the positive.  Indeed, these views are held even 
more strongly by the target population than they are by Canadians at large.  The chart and accompanying 
narrative on page 73) describes this phenomenon in more detail.     

At the same time, both the general and target populations agree that there are many emergencies that cannot 
be planned for, though these numbers are decreasing for the target group over time, especially among those 
who have seen or heard the ads.  Similarly, a modest proportion of each of the general and target populations 
still believes that the likelihood of a disaster affecting them is low (although this percentage has been 
decreasing over time among the target audience – a positive sign and potentially creating an attitudinal 
mindset which is more of a positive motivator for preparedness), that any emergency in their area would be 
short-lived and that the Government would take care of them if a large-scale emergency were to occur.  
These findings indicate an ongoing challenge for the Government of Canada with respect to some key 
attitudinal barriers (e.g. low probability of occurrence accompanied by reliance on government) which may 
tend to suppress any perceived benefits to preparedness, despite the fact that the survey data also shows 
large numbers in both groups broadly support greater preparedness activities and initiatives.   
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Examining these overall results in more detail: 

• The vast majority of women with children (85%) and Canadians (76%) think that making a family 
emergency plan is a necessary part of ensuring their own and their family’s safety.  

– This represents an increase of 5 and 9 points from previous years. 

– Canadians living in Atlantic Canada (85%) and BC (83%) are most likely to hold this view. 

• The vast majority of women with children (84%) and Canadians (75%) also think that preparing an 
emergency kit is a necessary part of ensuring their own and their family’s safety.   

– This represents an increase of 3 and 7 points from previous years. 

– Canadians living in the Atlantic Provinces (85%) and BC (83%) are most likely to hold this view. 

• Over one-half of women with children (56%) and about two-thirds (65%) of Canadians think that many 
emergencies cannot be anticipated or planned for.   

– Again, the numbers expressing this view are higher than in previous years for Canadians but for 
women with children is seeing a steady decline.  
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Attitudes About Emergencies

Q.30 I am going to read you some statements.  Please rate your agreement with this statement on a scale from 1 to 7, where 1 means you completely disagree and 7 means you completely 
agree with this statement.
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28

48

49

59

57

67

67

2519

2005

29

44

46

62

52

77

76

500

2005

+46258-35861In an emergency I would know what to do and where to go 
for help.

29

45

38

60

81

80

%

363

2007

Women with Children

39

39

40

56

84

85

%

500

2008

+10

-6

+2

-4

+3

+5

% 
Change 

from 
2007

+134027The Government will take care of me if a large-scale 
emergency were to occur

-4545My area is not likely to be affected by a disaster soon

+34744Any disaster that happens in my area is likely to be over in 
a short time

+10

+7

+9

% 
Change 

from 
2007

65

75

76

%

1000

2008

55

68

67

%

1000

2007

Canadian Population
NET Agree (5-7)

There are a lot of emergencies that you simply can’t 
prepare for

Making a family emergency plan is a necessary part of 
ensuring my own and my family’s safety

n=

Preparing an emergency kit is a necessary part of ensuring 
my own and my family’s safety. 
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– This represents a decrease of 4 points for women with children but an increase of 10 points for 
Canadians. 

• About six-in-ten women with children (58%) and Canadians (62%) think that in an emergency they 
would know what to do and where to go for help.   

– This represents a decrease of 3 points for women with children but an increase of 4 points for 
Canadians. 

– Canadians living in the Prairies (69%) are more likely than those living in Ontario (58%) to hold 
this opinion. 

• About four-in-ten (40%) women with children and about half (47%) of Canadians think that any disaster 
that happens in their area will be over in a short time.   

– This represents an increase of 2 and 3 points from previous years. 

– Women with children living in the Atlantic Provinces (53%) are more likely than those living in 
Ontario (37%) and BC (34%) to agree with this statement. 

– Canadians living in BC (34%) are less likely to express this opinion. 

• About four-in-ten (39%) women with children and half (45%) of Canadians think that their area is not 
likely to be affected by a disaster soon.   

– This represents a decrease of 6 points for women with children but consistency among Canadians in 
general. 

– Canadians living in the Atlantic Provinces (53%) and Alberta (52%) are more likely than those 
living in BC (37%) to hold this view. 

• About four-in-ten women with children (39%) and Canadians (40%) think that the Government will 
take care of them if a large-scale emergency were to occur.   

– This represents an increase of 10 and 13 points from previous years. 

– Canadians living in BC (28%) are least likely to hold this view. 

– Among the target group, those women with children residing in Quebec (54%) are most likely to 
agree that the government will take care of them in an emergency. 
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Awareness of the advertising: 

Awareness of the advertising has a favourable impact on attitudes about emergency plans and kits.  
Specifically, almost nine-in-ten (88%; 87% respectively) of women with children who have seen the 
advertisements agree with the importance of making a family emergency plan and preparing an emergency 
kit, seven points more than those who have not seen or heard the advertisements. 

In addition, the advertisements decrease the belief that there are emergencies that you simply cannot prepare 
for.  Women with children who have seen the ads are more inclined to agree that they can prepare for 
emergencies compared to those who have not seen the ad.  Members of this target group who have seen the 
ads (63%) are also more likely than those who have not (55%) to think that in an emergency they would 
know what to do and where to go for help. 

Among Canadians in general, the advertising has also had a generally positive effect on attitudes towards 
emergencies.  In particular, fewer of those who have seen the ad agree that their area is not likely to be 
affected by a disaster soon, a possible motivator for taking action to prepare for unanticipated events. 
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Attitudes About Emergencies

Q.30 I am going to read you some statements.  Please rate your agreement with this statement on a scale from 1 to 7, where 1 means you completely disagree and 7 means you completely 
agree with this statement.
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5. Key Contents of an Emergency Kit 

The broader population of the target group of women with children and Canadians in general both list a 
similar set or array of items that they believe should comprise an emergency kit.  When asked, unprompted, 
what should be included in an emergency kit with supplies for 72 hours, large percentages identified 
sufficient supplies of non-perishable food (89% for WwC; 84% for CP) and at least 6-litres of water for each 
person in the household (81%; 71%) as essentials. 

Significant, although lower, proportions of the target audience and the general population also identified 
flashlights and batteries (56% for WwC; 50% for CP) as well as candles, matches or lighters (48% for 
WwC; 41% for CP), a first aid kit (42% for WwC; 38% for CP), a battery-powered or wind-up radio (40% 
for WwC; 38% for CP) and blankets (48% for WwC; 33% for CP).  Beyond these items, a variety of other 
supplies were cited in smaller numbers, including clothing, prescription medications, can openers, 
communications devices, a generator and cash.   
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Top of Mind Emergency Kit Supplies

Q.31 Emergency kits can include different items. Off the top of your head, what do you think should be included in an emergency kit with supplies for 72 hours?
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Across the regions there were some variations regarding what should be included in an emergency kit, with 
respondents in some provinces or regions placing greater emphasis on some items relative to others: 

• Notably, women with children living in Ontario (69%) are among the least likely to think of 
including supplies of water in an emergency kit.  Among this target group, those residing in Quebec 
(37%) are less likely compared to their counterparts in other regions of the country to think about 
including a flashlight and batteries.   

• Canadians living in BC (83%) are most likely to think that at least six litres of water for each person 
in the household are essential to any emergency kit.  Residents of BC (62%) are also more likely, 
along with those in the Atlantic Provinces (63%) to consider including flashlights and batteries in an 
emergency kit, while those in Alberta (49%) and Quebec (34%) were less likely to think about these 
items. 
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6. Percentage Who Have an Emergency Kit 

Despite agreeing in fairly large numbers that preparing an emergency kit is a necessary part of ensuring their 
own and their family’s safety, relatively few among the target group of women with children (35%) or the 
Canadian public (40%) say they currently have an emergency kit. This is the first year in which this question 
was asked.  As such, no tracking data is available..  

 

Canadians living in BC (51%) are more likely than those living in other regions to currently have an 
emergency kit.  This is also the case for women with children living in BC, fifty-two per cent (52%) of 
whom say they have a kit.  For Canadians, all other regions hover around the 40 per cent mark, while 
women with children in other regions hover around the 30 per cent mark. 
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Emergency Kit 

Q.32 Do you currently have an emergency kit?
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Those who have kits described a variety of items contained in their supplies including flashlights and 
batteries (93% for WwC; 97% for CP), candles, matches, lighters (93%; 97%), a first aid kit (92%; 93%) 
and non-perishable foods (89%; 92%).  The items mentioned in the current survey are consistent with those 
mentioned in 2007 and are also generally consistent with what the public believes should be contained in an 
emergency kit. 

Significant proportions also mentioned manual can openers (70%; 75%), battery-powered or wind-up radios 
(65%; 73%), and at least 6-litres of water for each person in the household (61%; 65%).  It is interesting to 
note that significantly more Canadians and women with children think that it is important to have at least 6-
litres of water for each person in the household on hand than actually do have that much water in their 
emergency kits.  While the numbers are relatively small, these results do line up with responses regarding 
specific actions taken as a result of seeing the ads (see section B: “Action Prompted by Advertising”).  This 
provides further evidence that specific ad content is being absorbed and is having an impact on actions.  

 
Impressive numbers of women with children (65%) and Canadians in general (74%) say they have at least 
five of these items in their kits.  Very few, however, have eight or more of the items (7% of women with 
childre; 8% of the Canadian population). 
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Items in Emergency Kits

Q.33 I’m going to read you a list of items, and please tell me which of these items are in your emergency kit.
Base: Q32 = yes
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7. Knowledge of Correct Emergency Kit Items  

Public Safety Canada’s Web site, getprepared.ca, lists the following nine items as the basics one should have 
in an emergency preparedness kit: 

• Water – two litres of water per person per day (Include small bottles that can be carried easily in case of 
an evacuation order) 

•  Food – that won’t spoil, such as canned food, energy bars and dried foods (remember to replace the 
food and water once a year) 

•  Manual can opener  

•  Flashlight and batteries  

•  Battery–powered or wind–up radio (and extra batteries) 

•  First aid kit 

•  Extra keys – for your car and house 

•  Cash – include smaller bills, such as $10 bills (travellers cheques are also useful) and change for 
payphones 

•  Emergency plan – include a copy of it and ensure it contains in–town and out–of–town contact 
information 

Very few women with children (2%) or Canadians (2%) mentioned on an unaided basis six or more of these 
items.  Even those who have seen or heard the advertisements still do not mention six or more of these items 
(2% WwC; 2% CP).   
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Women With 

Children 
Canadian 

Population 
Total 2.4% 1.5% 6 of 9 Aware of ads 2% 1.7% 
Total 0.2% 0.1% 

Q31: Items should have in kit 
(unaided) 9 of 9 Aware of ads 0 0 

Total 57% 68% 
6 of 9 Aware of ads 64% 76% 

Total 6% 8% 

Q33: Items actually do have in kit 
(aided) 

 

 
9 of 9 Aware of ads 8% 11% 

 

However, when those who have emergency kits were asked if they had these, and other, items in their kits 
over half (57%) of women with children and two-thirds (68%) of Canadians in general indicated that they 
have at least six of these items currently in their kits.  Six per cent (6%) of women with children and eight 
per cent (8%) of Canadians in general say they have all nine of these items in their kits.   

These numbers are even higher among those who have seen or heard the advertisements.  About two-thirds 
(64%) of women with children and about three-quarters (76%) of Canadians who are aware of the ads have 
at least six of these items.  About one-in-ten of women with children (8%) and Canadians (11%) who are 
aware of the ads have all nine of the recommended items in their emergency kits. 
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8. Storing an Emergency Kit 

There is no common consensus among the broader Canadian public or the target audience as to how 
emergency kits are stored.  About equal numbers in both groups indicate they store their kit as a group of 
items bundled together in a single location (36% for both the WwC and CP groups) as say they store all the 
items in different places within the household (40% for WwC; 43% for CP).  The remainder (24% for WwC; 
21% for CP) keep the items in a single place, but not in a prepared bundle – a slight increase from 2007.  
Overall, these findings are in line with what was found in last year’s survey. 

 

Across the regions and among those who have an emergency kit: 

• Canadians living in the Atlantic Provinces (57%) and Ontario (51%) are more likely than those 
living in the Prairies (29%), Alberta (29%) and BC (27%) to store their emergency kit items in 
different places. 
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Emergency Kit Storage

Q.34 And do you keep all of the items I mentioned above in a single prepared bundle, or do you store some of the items in different places in your home, or do you store them in a single place 
but not in a prepared bundle?
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• Canadians living in BC (53%), Alberta (49%) and the Prairies (48%) are more likely than those 
living in the Atlantic Provinces (28%) and Ontario (28%) to store their emergency kit items in a 
single, prepared bundle.   

• The results also show that, among the target group, women with children living in Alberta (54%) are 
more likely than those living in Quebec (23%) to store their kits as a consolidated bundle of items in 
a single location in the home. 

F. Drivers of “Taking Action” 
Background 

Elsewhere in this report, we have discussed levels of awareness of the advertisements and the action taken 
as a result.  But what are the factors that lead one to take this action?  This is important information to know 
as it can help Public Safety Canada understand the driving forces that motivate Canadians (and the target 
audience in particular) to take action to plan or prepare for an emergency. 

To further examine what leads one to take action upon seeing or hearing the emergency preparedness ads, 
TSC used logistic regression to develop models for both the Canadian population at large and the target 
group, women with children.   
For these models, the dependent variable, or the measure of interest, that was used was:  “Did you do 
anything as a result of seeing/hearing this (these) advertisement(s)?” 

TSC hypothesized that the following measures may drive “taking action”: 

• Medium from which the advertisements were seen or heard 
• Aided message recall 
• Personal relevance of the advertisements 
• Helpfulness of the advertisements 
• Whether the advertisements contained new information 
• Personal meaning of the advertisements 

Throughout the steps of running the regression, it was determined that the medium from which the 
advertisements were seen or heard and aided message recall had no direct influence on taking action.   
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Results 

For the Canadian population at large, the key drivers of “taking action” are helpfulness and personal 
relevance of the advertisements, with beta scores2 of .756 and .185 respectively. 

For the target audience, women with children, there was a slight (yet very interesting) difference in the 
drivers.  For this group, helpfulness is also the top driver of “taking action” and is closely followed by 
whether the advertisements were perceived to contain new information the viewer/listener/reader was not 
aware of (beta score of .609 and .473, respectfully). 

                                                      
2 The output from the linear regression which indicates impact, or importance, is called a standardised beta coefficient.  

A higher score for a particular item or variable indicates it is a higher or “stronger” relative driver in relation to the 

independent variable.   
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What does this mean for Public Safety Canada? – We have already learned that total aided awareness of the 
emergency preparedness advertisements is about 50%, yet only about one-quarter of those who have seen or 
heard the advertisements have taken action as a result.   

We have also learned that the public strongly endorses the 72-hour campaign, in that they find the 
advertisements helpful, relevant, and thought-provoking.  However, since the public is generally aware that 
emergency preparedness is important and even knows which items should be included in emergency kits, 
the key benefit of the advertisements is as a reminder about emergency preparedness and to prepare an 
emergency kit, more than offering new information.   

Because the public is generally aware of the importance of emergency preparedness, a great way to elicit 
action out of those already on board with the program is to include new, fresh information that they do not 
already know.  There exists an opportunity for Public Safety Canada to explore how to determine what could 
be done, either through content or the creative, to instil in the target audience a sense that new information is 
being imparted.  For example: since the public knows the items to include in an emergency kit, perhaps 
focusing some advertisements on convincing the public to keep all of their items in the same place. 
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G. Conclusions 

The results from the 2008 evaluation of the “72 hours – is your family prepared?” campaign show positive 
progress with respect to raising the public consciousness around emergency preparedness, understanding of 
what is required and willingness/likelihood to act on this understanding.   

Recall 

Unaided recall of the advertisements has increased considerably among both the general population (up 9 
points from 32% in 2007 to 41% in 2008) and the target audience of women with children under the age of 
18 years (up 10 points from 32% in 2007 to 48% in 2008).  Moreover, among those who recall the 
advertising on an unaided basis, the message of being prepared to wait for the first 72 hours following a 
disaster or emergency appears to be gaining resonance. 

The 2008 media buy comprised television, radio, magazines, Internet banner advertising and advertising in 
shopping mall food courts.  Aided recall of the television advertising rose significantly over the two-year 
tracking period across both of the sampled groups, the general population and the target audience of women 
with children.  Radio advertising, introduced as a component of the campaign mix for the first time in 2008 
performed relatively well, given the relative expenditure compared to television, for example.  

Not surprisingly, given the percentage share of the overall media buy, the aided recall rates for magazine, 
Internet and the food court advertising components were significantly lower, although it is difficult to assess 
from these results what the combined effect of the advertising across various media is, with respect to one 
component reinforcing another.  Of interest, is the fact that magazine recall rates were particularly low (in 
the range for online and out-of-home components), although the share of the media buy committed to 
magazines was significantly higher than it was for online and out-of-home overall. 
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AIDED RECALL RATES ACROSS MEDIA COMPONENTS 
% Recall  

General Population (Canadians aged 18 
years and older) 

Target Audience (Women with children 
aged 18 years or younger) 

 

Medium 
2007 2008 % 

Change 
2007 2008 % Change 

Television 17 27 +10 22 33 +11 

Radio NA 20 -- NA 17 -- 

Magazine NA 4 -- NA 3 -- 

Internet 1 5 +4 2 6 +4 

Food courts 3 4 +1 4 5 +1 

 

Resonance and relevance 

Both the general population and target audience strongly endorse the “72 hours…Is your family prepared?” 
advertising campaign.  Fundamentally, the data shows that Canadians believe the campaign is a good 
reminder that they should be prepared and should get an emergency kit.  The fact that the broader general 
population and the target audience both overwhelmingly support the campaign as a reminder and feel that 
the primary message of preparedness is relevant to them represent a strong point of connection and is clearly 
the basis for the campaign’s success, with respect to improved recall rates. 
 

Messaging 

As noted earlier, the “72 hour” message is increasingly resonating with the target audience and Canadians in 
general as well.  However, future campaigns should also consider embedding, in a subtle fashion, other 
messaging around the need to prepare because a disaster could strike at any time, or when you least expect 
it, as well as reinforcing the importance of being able to look after one’s self and one’s family.  Significant 
proportions of the population continue to operate under the assumption that a disaster is unlikely to happen 
in their area and that the government will look after them in any event, should a disaster occur.  
Interestingly, among women with children, awareness of the ads appears to have the effect of increasing the 
sense that government will look after the public. 
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Barriers and Motivators 

Perceptions about the time commitment involved in preparing a kit represent a potential barrier, particularly 
among women with children who cite this as a constraint more so than money, for example.  Messaging 
focused on how easy it is to prepare the kit or how little time it really takes may serve to overcome a 
perceptual, if not real, attitudinal barrier.   

By the same token, fewer among the target population and Canadians at large hold the attitude that they 
simply don’t need an emergency kit.  This trend is good news for those viewing this campaign through a 
social marketing lens as perceptions around the fundamental necessity of emergency kits would constitute a 
more formidable mental barrier as compared to attitudes regarding time and convenience. 

Knowledge Levels 

While many Canadians can accurately itemize most of the supplies that should be included in an emergency 
kit, not all of these items are contained in the kits for those who have them, although many have at least six 
of nine key items.  In particular, just half of those who have a kit have included extra keys, and even fewer 
have included cash, in the form of small bills or a copy of their emergency plan.  Continued reinforcement 
of the main supplies that should be included in an emergency kit will be useful in encouraging Canadians 
who have kits to complete them, and those who do not, to understand the core items that should be included. 

There has been a modest increase among the target audience of those now indicating they retain their kit in a 
single place, but not in a prepared bundle (from 19% in 2007 to 24% in 2008), although the plurality 
continue to say that the items are stored in different places throughout the home (40% among the target 
group; 43% among the Canadian population). 

Intent and Action 

The “72 Hours… Is your family prepared?” advertising campaign is having a positive impact on Canadians.  
Levels of awareness and, more importantly, understanding and action are increasing.  The findings suggest 
there has been reasonable growth in the percentage of both the target and general Canadian populations who 
now say they have prepared a family emergency plan or an emergency kit.  Examining these results within 
the context of broader behaviour change theory, this represents significant movement along the behaviour 
change continuum within a relatively short span of time.  According to the theory, in the early stages the 
population would acknowledge emergency preparedness as an important issue, then move to contemplating 
how to act and, subsequently, to taking some kind of action by way of preparing plans and/or kits.  The 
findings indicate that activity, representing actual behaviour change, is occurring at a relatively early stage, 
given that the campaign has just completed its second year. 
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To date, the campaign, now in its second year, is gaining traction with the target audience and Canadians at 
large in terms of prompting thinking around planning for an emergency as well as taking action or, at a 
minimum, expressing an intention to act.  While still in the early stages when one might expect results to 
demonstrate wider consciousness-raising but more limited understanding and action, the results of this 
evaluation show that the campaign is achieving results at a quicker pace.  The challenge for future waves of 
the campaign will be to continue to translate intention into action among the target group in particular and to 
seek creative and innovative ways to maintain a fresh approach and fresh thinking around emergency 
preparedness so as to avoid any infiltration of a sense of complacency among the public or to reinforce 
notions that the public already knows what is required to prepare for an emergency.    
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Appendix A – Bilingual Survey 
Instrument 
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Public Safety Canada/Sécurité publique Canada 
 

Advertising Campaign Evaluation Tool/ 
Outil d’évaluation de la campagne de publicité 

 
Questionnaire: February 2008/Questionnaire: février 2008 

 
(n=1000 General Public + n=340 Mothers with Children)/ 

(n = 1000 membres du grand public + n = 340 mères avec enfants) 

 

INTRODUCTION: Good morning/afternoon/evening, my name is _______ calling from 
The Strategic Council on behalf of the Government of Canada.  We’re a professional 
public opinion research company.   

INTRODUCTION : Bonjour/Bonsoir, ici _______ de Strategic Council, pour le compte du 
gouvernement du Canada. Nous sommes une société professionnelle de sondage 
d’opinion publique.  

Today we are talking to a sample of people across Canada about an important issue.  I’d 
like to assure you that we’re not trying to sell you anything.  Your participation is voluntary 
and your answers will remain confidential.  This survey is registered with the national 
survey registration system.   

[FOR RESPONDENTS SEEKING MORE INFORMATION: 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.]   

I’d like to speak to a person in your household who is over the age of eighteen years old.  
Is that you? 

Nous communiquons aujourd’hui avec des personnes choisies au hasard aux quatre 
coins du Canada pour parler d’une question importante. Je tiens à vous assurer que nous 
n’avons rien à vendre. Votre participation est volontaire et vos réponses seront tenues 
confidentielles. Ce sondage est enregistré auprès du système national d’enregistrement 
des sondages. 
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[POUR LES RÉPONDANTS QUI VEULENT EN SAVOIR PLUS : Le système 
d’enregistrement a été mis sur pied par l’industrie canadienne du sondage pour permettre 
au public de vérifier la légitimité d’un sondage, se renseigner sur l’industrie du sondage 
ou déposer une plainte. Le numéro sans frais du système d’enregistrement est le 
1 800 554-9996.] 

J’aimerais parler à une personne de votre foyer qui a plus de 18 ans. Est-ce votre cas? 
 
Yes [CONTINUE] 
Oui [CONTINUER] 
No [ASK]: May I speak to that person?  [IF YES, REPEAT INTRODUCTION; IF NO, RESCHEDULE OR 
THANK AND TERMINATE] 
Non [DEMANDER] : Puis-je parler à cette personne? [SI OUI, RÉPÉTER L’INTRODUCTION; SI NON, 
FIXER UN RAPPEL OU REMERCIER ET CONCLURE] 
 
INTERVIEWER: PLEASE RECORD GENDER OF RESPONDENT 
INTERVIEWER : INSCRIRE LE SEXE DU RÉPONDANT 
REVEAL NAME OF CLIENT DEPARTMENT THAT COMMISSIONED THE SURVEY AT 
THE END OF THE SURVEY ONLY. 
RÉVÉLER LE NOM DU MINISTÈRE QUI A COMMANDÉ LE SONDAGE À LA FIN DE 
CE SONDAGE SEULEMENT. 

1. Do you or does anyone in your household work for any of the following types of 
organizations: a municipal political party, advertising or market research firm, or the 
media? 

Est-ce que vous ou une autre personne de votre foyer travaillez pour un des types 
suivants d’organisation : un parti politique municipal, une agence de publicité ou une firme 
d’études de marché, ou encore un média? 

Yes [THANK AND TERMINATE] 
Oui [REMERCIER ET CONCLURE] 
No [CONTINUE] 
Non [CONTINUER] 
DK/RF [THANK AND TERMINATE] 
NSP/REFUS [REMERCIER ET CONCLURE] 
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2. Do you have any children under the age of 18 currently living in your household? 

Avez-vous des enfants de moins de 18 ans qui habitent présentement dans votre foyer? 

Yes 
Oui 
No 
Non 
DK/RF 
NSP/Refus 

[AFTER GENERAL PUBLIC QUOTA IS FULL, AT n=1000, CONTINUE ONLY WITH 
FEMALES WHO ANSWER YES TO Q2 TO FILL QUOTA OF “MOTHERS WITH 
CHILDREN” TO FILL OVERSAMPLE QUOTA OF n=340] 

[LORSQUE LE QUOTA DE MEMBRES DU GRAND PUBLIC EST ATTEINT, À 
n = 1000, POURSUIVRE UNIQUEMENT AVEC DES FEMMES QUI RÉPONDENT OUI À 
LA Q2 AFIN D’ATTEINDRE LE QUOTA DES « MÈRES AVEC ENFANTS » ET LE 
QUOTA DE SURÉCHANTILLON DE n = 340] 

3. Over the past few weeks or so, have you seen, heard or read any advertising on 
how to prepare for an emergency? 

Au cours des dernières semaines, est-ce que vous avez vu, entendu ou lu des annonces 
sur la façon de se préparer à une situation d’urgence? 

Yes [CONTINUE] 
Oui [CONTINUER] 
No [SKIP TO Q6] 
Non [PASSER À LA Q6] 
Maybe [CONTINUE] 
Peut-être [CONTINUER] 
DK/RF [SKIP TO Q6] 
NSP/REFUS [PASSER À LA Q6] 
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4. Please tell me everything you can remember about this (these) advertisement(s).  
What pictures or images come to mind?  [PROBE]: Anything else?  [OPEN-
ENDED.  DO NOT READ.  CODE ALL THAT APPLY.] 

Dites-moi tout ce dont vous vous souvenez à propos de cette (ou de ces) annonce(s). 
Quelles sont les images qui vous viennent à l’esprit? [SONDER] : Y a-t-il autre chose? 
[QUESTION OUVERTE. NE PAS LIRE. CODER TOUT CE QUI S’APPLIQUE.] 

Nothing 
Rien 
DK/RF 
NSP/REFUS 

5. Where did you notice this (these) advertisement(s)?  [PROBE.  DO NOT READ.  
CODE ALL THAT APPLY.] 

Où avez-vous remarqué cette (ou ces) annonce(s)? [SONDER. NE PAS LIRE. CODER 
TOUT CE QUI S’APPLIQUE.] 

Television 
Télévision 
Radio 
Radio 
Newspaper 
Journaux 
Magazines 
Magazines 
Local weeklies 
Hebdomadaires locaux 
Pamphlet/brochure in the mail 
Dépliant/brochure reçus par la poste 
Outdoor billboards 
Panneaux publicitaires à l’extérieur 
Public transit 
Transport en commun 
Internet/Website banner 
Bannière Internet/sur un site Web 
Word of mouth 
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Bouche à oreille 
Ethnic paper 
Journal de groupes ethniques 
Fair/exhibition 
Foire/exposition 
On a television screen at a shopping mall/food court 
Sur un écran de télévision dans un centre commercial/une aire de restauration 
Book /Due date receipt from library 
Livre/reçu de date limite d’une bibliothèque 
Other [SPECIFY] 
Autre [PRÉCISER] 
DK/RF 
NSP/REFUS 

[READ TO ALL RESPONDENTS] : 

[LIRE À TOUS LES RÉPONDANTS] : 

I would now like to ask you some questions about some specific advertising.   

Je vais maintenant vous poser quelques questions sur des campagnes en particulier. 

6. Do you remember seeing or hearing a television advertisement over the past few 
weeks or so showing a mother and child gathering items for an emergency kit?  
The shot gradually pulls back to show a series of blue circles with the number 72 
inside it over their home, then their city and then Canada indicating that they are 
prepared in case of an emergency, and the final shot is of a blue circle with the 
numbers “72 hours” inside it? 

Au cours des dernières semaines, vous rappelez-vous avoir vu ou entendu une annonce 
télévisée présentant une mère et un enfant rassemblant des articles pour constituer une 
trousse d’urgence? La caméra recule graduellement et montre une série de cercles bleus 
avec le chiffre 72 à l’intérieur, d’abord au-dessus de leur maison, puis au-dessus de leur 
ville et, enfin, au-dessus du Canada, indiquant qu’ils sont prêts en cas d’urgence. À la 
toute fin, un cercle bleu apparaît, dans lequel on peut lire « 72 heures ». 

Yes [SKIP TO Q11] 
Oui [PASSER À LA Q11] 
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No [CONTINUE] 
Non [CONTINUER] 
Maybe [SKIP TO Q11] 
Peut-être [PASSER À LA Q11] 
DK/RF [CONTINUE] 
NSP/REFUS [CONTINUER] 

 

7. Do you remember hearing an advertisement on the radio over the past few weeks 
or so detailing what you need in an emergency and prompting you to get an 
emergency kit? The advertisement lists items such as food, water, and a radio and 
batteries as important to have during an emergency.  

 
Au cours des dernières semaines, vous rappelez-vous avoir entendu une annonce à la 
radio dressant la liste de ce qu’il faut avoir pour faire face à une situation d’urgence et 
vous incitant à obtenir une telle trousse d’urgence? L’annonce parle d’articles qu’il est 
important d’avoir au cours d’une urgence, comme des aliments, de l’eau et une radio à 
piles. 
 
Yes (SKIP TO Q11) 
Oui [PASSER À LA Q11] 
No [CONTINUE] 
Non [CONTINUER] 
Maybe [SKIP TO Q11] 
Peut-être [PASSER À LA Q11] 
DK/RF [CONTINUE] 
NSP/REFUS [CONTINUER] 

 

8. Do you remember seeing an advertisement in a magazine over the past few weeks 
or so showing a family playing cards with an emergency kit and opened cans of 
food in the foreground? The advertisement states ‘On the third day of the blackout, 
this was the Taylor’s dinner’, and continues to say ‘They had an emergency kit to 
see them through. Do you?’  
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Au cours des dernières semaines, vous rappelez-vous avoir vu une annonce dans une 
revue montrant une famille jouant aux cartes avec une trousse d’urgence et des boîtes de 
conserve ouvertes en avant-plan? L’annonce dit : « Voici le souper de la famille Bélanger 
le troisième jour de la panne », puis ajoute : « Cette famille avait une trousse d’urgence 
pour l’aider à faire face à cette situation. Et vous, en avez-vous une? » 

Yes [SKIP TO Q11] 
Oui [PASSER À LA Q11] 
No [CONTINUE] 
Non [CONTINUER] 
Maybe [SKIP TO Q11 
Peut-être [PASSER À LA Q11] 
DK/RF [CONTINUE] 
NSP/REFUS [CONTINUER] 

9. Do you remember seeing an advertisement on an internet site over the past few 
weeks or so asking ‘Do you have what you need in case of an emergency?’ and 
showing various items needed for an emergency kit such as water, canned food 
and a radio. The advertisement concludes by saying ‘Click for a complete list of 
emergency supplies, and to learn where you can get a kit.’  

Au cours des dernières semaines, vous rappelez-vous avoir vu une annonce sur un site 
Internet qui pose la question suivante : « Avez-vous ce dont vous avez besoin en cas 
d’urgence? » et montrant divers articles qui composent une trousse d’urgence, comme de 
l’eau, des aliments en conserve et une radio? L’annonce se conclut comme suit : 
« Cliquez ici pour une liste complete des articles d’urgence et savoir comment vou s  
procurer une trousse. » 

Yes [SKIP TO Q11] 
Oui [PASSER À LA Q11] 
No [CONTINUE] 
Non [CONTINUER] 
Maybe [SKIP TO Q11] 
Peut-être [PASSER À LA Q11] 
DK/RF [CONTINUE] 
NSP/REFUS [CONTINUER] 
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10. Do you remember seeing an advertisement in a shopping mall food court over the 
past few weeks or so that shows various items needed for an emergency kit such 
as water, canned food and a radio? The advertisement reads ‘Do you have what 
you need in case of a major emergency?’ and concludes with the statement ‘Know 
the risks. Make a plan. Get an emergency kit. Call 1 800 O Canada or visit 
getprepared.ca today.’  

Au cours des dernières semaines, vous rappelez-vous avoir vu une annonce dans la foire 
alimentaire d’un centre commercial qui montrait divers articles nécessaires pour préparer 
une trousse d’urgence, comme de l’eau, des aliments en conserve et une radio? 
L’annonce se lit comme suit : « Avez-vous ce dont vous avez besoin en cas d’urgence 
majeure? » et se conclut comme suit : « Connaissez les risques. Dressez un plan. Ayez 
une trousse d’urgence. Composez le 1-800-O-Canada ou visitez le site www.preparez-
vous.ca dès aujourd’hui. » 

Yes [SKIP TO Q11] 
Oui [PASSER À LA Q11] 
No [CONTINUE] 
Non [CONTINUER] 
Maybe [SKIP TO Q11] 
Peut-être [PASSER À LA Q11] 
DK/RF [CONTINUE] 
NSP/REFUS [CONTINUER] 

[IF “YES” OR “MAYBE” AT Q6, ASK Q11-Q13 IMMEDIATELY, THEN RETURN TO Q7.  
IF “YES” OR “MAYBE” AT Q7, ASK Q11-13 IMMEDIATELY, THEN RETURN TO Q8.  
IF “YES” OR “MAYBE” AT Q8, ASK Q11-13 IMMEDIATELY, THEN RETURN TO Q9.  
IF “YES” OR “MAYBE” AT Q9, ASK Q11-13 IMMEDIATELY, THEN RETURN TO Q10.  
IF “YES” OR “MAYBE” AT Q10, ASK Q11-13 IMMEDIATELY, THEN CONTINUE TO 
Q14.  IF NO OR DK/RF TO ALL OF Q6, Q7, Q8, Q9 AND Q10, SKIP TO Q16.] 

[SI LA RÉPONSE EST « OUI » OU « PEUT-ÊTRE » À LA Q6, POSER LES 
QUESTIONS Q11 À Q13 IMMÉDIATEMENT, PUIS RETOURNER À LA Q7. SI LA 
RÉPONSE EST « OUI » OU « PEUT-ÊTRE » À LA Q7, POSER LES QUESTIONS Q11 
À Q13 IMMÉDIATEMENT, PUIS RETOURNER À LA Q8. SI LE RÉPONSE EST « OUI » 
OU « PEUT-ÊTRE » À LA Q8, POSER LES QUESTIONS Q11 À Q13 
IMMÉDIATEMENT, PUIS RETOURNER À LA Q9. SI LA RÉPONSE EST « OUI » OU 
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« PEUT-ÊTRE » À LA Q9, POSER LES QUESTIONS Q11 À Q13 IMMÉDIATEMENT, 
PUIS RETOURNER À LA Q10. SI LA RÉPONSE EST « OUI » OU « PEUT-ÊTRE » À 
LA Q10, POSER LES QUESTIONS Q11 À Q13 IMMÉDIATEMENT, PUIS POSER LA 
Q14. SI LA RÉPONSE EST « NON » OU « NSP/REFUS » AUX QUESTIONS Q6, Q7, 
Q8, Q9 ET Q10, PASSER À LA Q16.] 

11. Thinking about the advertisement that you saw, who do you think produced it – that 
is, who paid for it?  [PROBE.  DO NOT READ.  ACCEPT ONE RESPONSE.] 

Si vous pensez à la publicité que vous avez vue, qui, selon vous, en était l’auteur, c’est-à-
dire, qui l’a financée? [SONDER. NE PAS LIRE. ACCEPTER UNE SEULE RÉPONSE.] 

Government of Canada [SKIP TO Q13] 
Gouvernement du Canada [PASSER À LA Q13] 
Provincial government [SKIP TO Q13] 
Gouvernement provincial [PASSER À LA Q13] 
Government – general [CONTINUE] 
Gouvernement –Général [CONTINUER] 
Other [SPECIFY.  SKIP TO Q13] 
Autre [PRÉCISER. PASSER À LA Q13] 
DK/RF [SKIP TO Q13] 
NSP/REFUS [PASSER À LA Q13] 

12. Which level of government? READ LIST. ACCEPT ONLY ONE RESPONSE. 

Quel ordre de gouvernement? LIRE LA LISTE. N’ACCEPTER QU’UNE SEULE 
RÉPONSE. 

Federal government 
Gouvernement fédéral 
Provincial government 
Gouvernement provincial 
Other [DO NOT READ.  SPECIFY.] 
Autre [NE PAS LIRE. PRÉCISER.] 
DK/RF 
NSP/Refus 
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13. Thinking about the advertisement(s) that you saw/heard, what do you think 
was(were) the MAIN point(s) this advertising was(were) trying to get across?  
[OPEN-ENDED.  ACCEPT ONE RESPONSE.  ANSWER SHOULD BE AT LEAST 
FIVE WORDS] 

Si vous pensez a la (aux) publicité(s) que vous avez vue(s)/entendue(s), quel(s) en 
était(ent) le(s) message(s) PRINCIPAL(AUX) selon vous? [N’ACCEPTER QU’UNE 
SEULE REPONSE. QUESTION OUVERTE. LA REPONSE DOIT COMPTER AU MOINS 
CINQ MOTS)  

Nothing 
Rien 
DK/RF 
NSP/Refus 
 

[ASK Q14 IF “YES” AT ANY OF Q6, Q7, Q8, Q9 OR Q10, OTHERWISE SKIP TO Q16] 

[POSER LA Q14 SI LA RÉPONSE EST « OUI » À LA Q6, Q7, Q8, Q9 OU Q10; SINON, 
PASSER À LA Q16] 

14. Did you do anything as a result of seeing/hearing this (these) advertisement(s)? 

Avez-vous fait quelque chose en réponse à cette(ces) annonce(s)? 

Yes [CONTINUE] 
Oui [CONTINUER] 
No [SKIP TO Q16] 
Non [PASSER À LA Q16] 
Maybe [CONTINUE] 
Peut-être [CONTINUER] 
DK/RF [SKIP TO Q16] 
NSP/REFUS [PASSER À LA Q16] 
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15. What did you do?  Anything else?  [PROBE.  OPEN-ENDED.  ACCEPT UP TO 
THREE RESPONSES.] 

Qu’avez-vous fait? Autre chose? [SONDER. QUESTION OUVERTE. ACCEPTER 
JUSQU’À TROIS RÉPONSES.] 

Nothing 
Rien 
DK/RF 
NSP/Refus 

[ASK Q16-19 OF ALL RESPONDENTS]: 

[POSER LES QUESTIONS Q16 À Q19 À TOUS LES RÉPONDANTS] : 

16. This (these) advertisement(s) was (were) in fact produced by the Government of 
Canada.  How would you rate the performance of the Government of Canada on 
helping Canadians prepare themselves for emergencies?  Please use a 7-point 
scale, where 1 means terrible, 7 means excellent and the mid-point, 4, means 
neither good nor bad. 

Cette (ces) annonce(s) était (étaient) en fait produite(s) par le gouvernement du Canada. 
Comment évalueriez-vous la performance du gouvernement du Canada pour ce qui est 
d’aider les Canadiens à se préparer aux situations d’urgence? Veuillez utiliser une échelle 
de 7 points, où 1 signifie affreuse, 7, excellente, et 4, le point milieu, ni bonne ni 
mauvaise. 

1 (Terrible) 
1 (Affreuse) 
2 
2 
3 
3 
4 (Neither good nor bad) 
4 (Ni bonne ni mauvaise) 
5 
5 
6 
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6 
7 (Excellent) 
7 (Excellente) 
DK/RF 
NSP/Refus 

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

De façon générale, comment évaluez-vous la performance du gouvernement du Canada? 
Veuillez utiliser une échelle de 7 points, où 1 signifie affreuse, 7, excellente, et 4, le point 
milieu, ni bonne ni mauvaise. 

1 (Terrible) 
1 (Affreuse) 
2 
2 
3 
3 
4 (Neither good nor bad) 
4 (Ni bonne ni mauvaise) 
5 
5 
6 
6 
7 (Excellent) 
7 (Excellente) 
DK/RF 
NSP/Refus 

18. And, using the same scale [REPEAT SCALE IF NECESSARY], 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? 

En utilisant la même échelle [RÉPÉTER L’ÉCHELLE SI NÉCESSAIRE], comment 
évaluez-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?  
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1 (Terrible) 
1 (Affreuse) 
2 
2 
3 
3 
4 (Neither good nor bad) 
4 (Ni bonne ni mauvaise) 
5 
5 
6 
6 
7 (Excellent) 
7 (Excellente) 
DK/RF 
NSP/Refus 

19. Please tell me the extent to which you agree or disagree with each of the following 
statements using a 7-point scale where 1 means totally disagree, 7 means totally 
agree and the mid-point, 4, means neither agree nor disagree.  How about … 
[READ AND ROTATE]: 

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.  
[LIRE ET FAIRE LA ROTATION] : 

a) It is easy to contact the Government of Canada for information and service. 
a) C’est facile de communiquer avec le gouvernement du Canada pour avoir des information ou 
des services. 
b) The Government of Canada is using new and innovative ways to provide information and 

services to citizens. 
b) Le gouvernement du Canada utilise des façons novatrices pour fournir des informations et des 
services aux citoyens. 
c) The Government of Canada delivers its services and information in a respectful way. 
c) Le gouvernement du Canada fournit ses services et ses informations de façon respectueuse. 
d) You can count on the Government of Canada for reliable service and information. 
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d) On peut compter sur le gouvernement du Canada pour obtenir des services et de l’information 
fiables. 

[ASK Q20-21 IF “YES” OR “MAYBE” TO AT LEAST ONE OF Q6, Q7, Q8, Q9 OR Q10, 
OTHERWISE SKIP TO Q22] 

[POSER LES QUESTIONS Q20 ET Q21 SI LA RÉPONSE EST « OUI » OU 
« PEUT-ÊTRE » À AU MOINS UNE DES QUESTIONS Q6, Q7, Q8, Q9 OU Q10; SINON, 
PASSER À LA Q22] 

 

Now, thinking again about the advertisements that you saw/heard about emergency kits… 

20. On a scale of 1 to 7, where 1 means not at all relevant and 7 means very relevant, 
how relevant do you think these advertisements are to you personally? 

Maintenant, en pensant encore une fois aux publicités que vous avez vues/entendues à 
propos des trousses d’urgence… 

Dans quelle mesure ces publicité sont-elles pertinentes pour vous personnellement, sur 
une échelle de 1 à 7, où 1 signifie pas du tout pertinente, et 7, très pertinente? 

[1 – 7] DK/RF 

[1 À 7] NSP/REFUS 

21. Please tell me if you strongly agree, somewhat agree, somewhat disagree or 
strongly disagree with the following statements? [READ AND RANDOMIZE]. 

Veuillez me dire si vous êtes fortement d’accord, plutôt d’accord, plutôt en désaccord ou 
fortement en désaccord avec les énoncés suivants : [LIRE AU HASARD]. 

The advertising made you think about preparing an emergency kit 
La publicité vous a fait penser à préparer une trousse d’urgence 
The advertising was helpful to you  
La publicité vous a été utile  
The advertising contained new information that you were not aware of  
La publicité contenait de nouveaux renseignements que vous ignoriez  
The advertising told you something that had meaning to you personally  



 

FINAL Report - 72 Hours Advertising Post-campaign Evaluation  103 

 

La publicité disait quelque chose de significatif pour vous personnellement  
It is a good idea for the Government of Canada to run advertisements like this 
C’est une bonne idée que le gouvernement du Canada diffuse des publicités comme 
celle-ci 
 
Strongly agree 
Fortement d’accord 
Somewhat agree 
Plutôt d’accord 
Somewhat disagree 
Plutôt en désaccord 
Strongly disagree 
Fortement en désaccord 
DK/RF 
NSP/REFUS 
[DO NOT READ] N/A (because I already have a kit) 
[NE LISEZ PAS] N/A (Parce que j'ai déjà une trousse 

22. In case of an emergency, such as a natural disaster, serious accident, or incident 
caused by human error, how long would you say you and your family should be 
prepared to wait until help arrives?  [READ LIST, ACCEPT ONE RESPONSE] 

En cas d’urgence, comme lors d’une catastrophe naturelle, d’un grave accident ou d’un 
incident causé par une erreur humaine, à votre avis, combien de temps vous et votre 
famille devriez être préparés à attendre avant l’arrivée des secours? [LIRE LA LISTE. 
ACCEPTER UNE SEULE RÉPONSE] 

 

A few hours 
Quelques heures 
At least 24 hours 
Au moins 24 heures 
48 hours 
48 heures 
72 hours  
72 heures 
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A week 
Une semaine 
Over a week 
Plus d’une semaine 
DK/RF 
NSP/REFUS 
 

23. These advertisements that we talked about are actually designed to encourage 
Canadians to purchase or prepare an emergency kit with enough supplies to last 
for 72 hours.  On a scale of 1 to 7, where 1 means not at all important and 7 means 
very important, how important is it for the government to encourage Canadians to 
prepare or buy an emergency kit? 

Les publicités dont nous venons de parler sont en fait conçues pour inciter les Canadiens 
à acheter ou à préparer une trousse d’urgence contenant ce qu’il faut pour subsister 
pendant 72 heures. Dans quelle mesure est-il important que le gouvernement incite les 
Canadiens à préparer ou à acheter une trousse d’urgence, sur une échelle de 1 à 7, où 1 
signifie pas du tout important, et 7, très important? 

[1 – 7] DK/RF 

[1 À 7] NSP/REFUS 

 

24. Have you or your family ever sought information on what to do in case of an 
emergency, such as a natural disaster, serious accident, or incident caused by 
human error? 

Avez-vous, vous ou votre famille, déjà cherché à obtenir des renseignements sur les 
mesures à prendre en cas d’urgence, comme lors d’une catastrophe naturelle, d’un grave 
accident ou d’un incident causé par une erreur humaine? 

Yes 
Oui 
No 
Non 
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DK/RF 
NSP/REFUS 
 

25. Have you or your family prepared a family emergency plan that includes how to get 
in touch with each other in case of an emergency, such as a natural disaster, a 
serious accident, or incident caused by human error? 

Avez-vous, vous ou votre famille, élaboré un plan d’urgence familial qui prévoit une façon 
de permettre aux membres de la famille de communiquer entre eux en cas d’urgence, 
comme lors d’une catastrophe naturelle, d’un grave accident ou d’un incident causé par 
une erreur humaine? 

Yes 
Oui 
No 
Non 
DK/RF 
NSP/REFUS 
 
 
 

26. Have you or your family prepared an emergency kit with supplies you might need in 
case of an emergency, such as a natural disaster, a serious accident, or incident 
caused by human error? 

Avez-vous, vous ou votre famille, préparé une trousse d’urgence contenant des articles 
dont vous pourriez avoir besoin en cas d’urgence, comme lors d’une catastrophe 
naturelle, d’un grave accident ou d’un incident causé par une erreur humaine? 

Yes 
Oui 
No  
Non 
DK/RF 
 
IF YES AT Q26, ASK 27, THEN SKIP TO 29. IF NO TO Q26, SKIP TO 28. 
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 SI LA RÉPONSE EST « OUI » À LA Q26, POSEZ LA Q27 ET PUIS, PASSEZ À LA Q29. 
SI LA RÉPONSE EST « NON » À LA Q26, PASSEZ À LA Q28. 

27.. And when did you prepare your emergency kit? Quand avez-vous préparé votre 
trousse d’urgence? 
 
Within the last month 
Au cours du dernier mois 
Within the last three months 
Au cours des trois derniers mois 
Within the last six months 
Au cours des six derniers mois 
Within the last year 
Au cours de la dernière année 
Over a year ago 
Il y a plus d'un an 
DK/RF 
 

28. I am going to read you some statements describing the possible reasons why you 
have not prepared an emergency kit.  Please rate your agreement with this statement on 
a scale from 1 to 7, where 1 means you completely disagree and 7 means you completely 
agree with this statement. 

Je vais vous lire quelques énoncés décrivant des raisons pouvant expliquer pourquoi 
vous n’avez pas préparé de trousse d’urgence, et j’aimerais savoir dans quelle mesure 
vous êtes d’accord avec chacun d’eux, sur une échelle de 1 à 7, où 1 signifie que vous 
êtes entièrement en désaccord, et 7, entièrement d’accord. 

a) I don’t have the money 
a) Je n’ai pas l’argent 
b) I don’t have the time 
b) Je manque de temps  
c) I think the government will take care of me in the event of an emergency 
c) Le gouvernement me viendra en aide en situation d’urgence 
d) I don’t think I need an emergency kit 
d) Je ne crois pas avoir besoin de trousse d’urgence 
[1 – 7] DK/RF 

 

[1 – 7]  DK/RF 
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[1 À 7] NSP/REFUS 

29. How likely are you to do each of the following within the next month or so?  Please 
rate how likely you are to do each on a scale from 1 to 7, where 1 is not at all likely 
and 7 is very likely. 

Dans quelle mesure est-il probable que vous vous adonniez à chacune des activités 
suivantes au cours du prochain mois environ? Veuillez indiquer dans quelle mesure il est 
probable que vous le fassiez sur une échelle de 1 à 7, où 1 signifie pas du tout probable, 
et 7, très probable. 

[IF “NO” AT Q26, SKIP TO Q29B] 

[SI LA RÉPONSE EST « NON », PASSER À LA Q29B] 

a) Review your family emergency plan 
a)   Réviser votre plan d’urgence familial 
 

[IF “YES” AT Q26 SKIP TO Q29C] 

[SI LA RÉPONSE EST « OUI » À LA Q26, PASSER À LA Q29C] 

 
b) Create a family emergency plan 
b)   Élaborer un plan d’urgence familial 
 

[IF “NO” AT Q27 SKIP TO Q29D] 

[SI LA RÉPONSE EST « NON » À LA Q27, PASSER À LA Q29D] 

 
c) Improve or enlarge your emergency kit 
c)   Améliorer ou mieux approvisionner votre trousse d’urgence 
 

[IF “YES” AT Q27 SKIP TO Q29E] 

[SI LA RÉPONSE EST « OUI » À LA Q27, PASSER À LA Q29E] 
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d) Put together an emergency kit 
d)   Préparer une trousse d’urgence 
e) Learn more about the types of emergencies that you might have to face in your area 
e) Obtenir plus de renseignements au sujet de diverses situations d’urgence susceptibles de 
survenir dans votre région 

[1 – 7]  DK/RF 

[1 À 7] NSP/REFUS 

30. I am going to read you some statements.  Please rate your agreement with this 
statement on a scale from 1 to 7, where 1 means you completely disagree and 7 
means you completely agree with this statement. 

Je vais maintenant vous lire quelques énoncés, et j’aimerais savoir dans quelle mesure 
vous êtes d’accord avec chacun d’eux, sur une échelle de 1 à 7, où 1 signifie que vous 
êtes entièrement en désaccord, et 7, entièrement d’accord. 

a) Any disaster that happens in my area is likely to be over in a short time 
a) Toute catastrophe qui se produirait dans ma région serait sans doute de courte durée 
b) My area is not likely to be affected by a disaster soon 
b) Il est peu probable que ma région soit frappée par une catastrophe dans un avenir rapproché 
c) Making a family emergency plan is a necessary part of ensuring my own and my family’s 

safety 
c) Élaborer un plan d’urgence familial est une démarche essentielle pour assurer ma sécurité et 
celle de ma famille 
d) The Government will take care of me if a large-scale emergency were to occur 
d) Le gouvernement me viendra en aide si une situation d’urgence d’envergure survient 
e) There are a lot of emergencies that you simply can’t prepare for 
e) Il y a de nombreuses situations d’urgence pour lesquelles il est impossible de se préparer 
f) Preparing an emergency kit is a necessary part of ensuring my own and my family’s safety.  
f) Préparer une trousse d’urgence est une démarche essentielle pour assurer ma sécurité et 
celle de ma famille. 

g) In an emergency I would know what to do and where to go for help. 
g) En situation d’urgence, je saurais quoi faire et où me rendre pour obtenir de l’aide 

 

 [1 – 7]  DK/RF 
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 [1 À 7] NSP/REFUS 

 

31. Emergency kits can include different items. Off the top of your head, what do you 
think should be included in an emergency kit with supplies for 72 hours? [DO 
NOT READ. PROBE WITH “ANYTHING ELSE?”. RECORD ALL THAT 
APPLY.] 
 
Les trousses d’urgence peuvent contenir différents articles. Qu’est-ce qui vous vient 
à l’esprit en premier lieu lorsque vous songez à ce que devrait contenir une trousse 
d’urgence pour 72 heures? [NE PAS LIRE. SONDER EN DEMANDANT « Y A-T-IL 
AUTRE CHOSE? ». INSCRIRE TOUT CE QUI S’APPLIQUE.] 
First aid kit 
Une trousse de premiers soins 
Flashlight and batteries 
Une lampe de poche et des piles 
Battery-powered radio or a wind-up radio 
Une radio à piles ou à manivelle 
Candles and matches, or a lighter 
Des chandelles et des allumettes, ou un briquet 
Manual can opener 
Un ouvre-boîte manuel 
Food that won’t spoil 
Des aliments non périssables 
At least 6 litres of water for each person in the household 
Au moins 6 litres d’eau pour chaque personne du foyer 
Cash in small bills 
De l’argent en petites coupures 
A copy of your emergency plan 
Un exemplaire du plan d’urgence 
Equipment for people with disabilities 
L’équipement nécessaire pour les personnes aux prises avec des incapacités 
Extra keys 
Un double des clés 
Infant formula 
Du lait maternisé 
Prescription medications 
Des médicaments sur ordonnance 
Other [SPECIFY] 
Autre [PRÉCISER] 
DK/RF 
NSP/REFUS 

32. Do you currently have an emergency kit? 
s) Avez-vous une trousse d’urgence présentement? 
Yes 
Oui 
No [SKIP TO Q35] 
Non [PASSER À LA Q35] 
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DK/RF [SKIP TO Q35] 
NSP/REFUS [PASSER À LA Q35] 

33. I’m going to read you a list of items, and please tell me which of these items are in your emergency 
kit: 

Je vais maintenant vous lire une liste d’articles, et j’aimerais savoir lesquels se retrouvent 
dans votre trousse d’urgence : 

a) First aid kit 
a)   Une trousse de premiers soins 
b) Flashlight and batteries 
b)   Une lampe de poche et des piles 
c) Battery-powered radio or a wind-up radio 
c)   Une radio à piles ou à manivelle 
d) Candles and matches, or a lighter 
d)   Des chandelles et des allumettes, ou un briquet 
e) Manual can opener 
e)   Un ouvre-boîte manuel 
f) Food that won’t spoil 
f) Des aliments non périssables 
g) At least 6 litres of water for each person in your household, including yourself 
g)  Au moins 6 litres d’eau pour chaque personne du foyer, y compris vous-même 
h) Cash in small bills 
h)   De l’argent en petites coupures 
i) A copy of your emergency plan 
i) Une copie de votre plan d’urgence 
j) Extra keys 
j)   Un double de clés 
Yes 
Oui 
No 
Non 
DK/RF 
NSP/REFUS 
 

34. And do you keep all of the items I mentioned above in a single prepared bundle, or do you store 
some of the items in different places in your home, or do you store them in a single place but not in 
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a prepared bundle? 

Conservez-vous tous les articles que je viens de mentionner dans une trousse assemblée 
unique, ou rangez-vous certains des articles à différents endroits de la maison ou les 
rangez-vous à un seul endroit, mais pas dans une trousse assemblée? 

Single, prepared bundle 
À un seul endroit, dans une trousse assemblée 
In different places 
À différents endroits 
Single place, but not in a prepared bundle 
À un seul endroit, mais pas dans une trousse assemblée 
DK/RF 
NSP/REFUS 

35. Do you or does anyone in your household work for any of the following organizations: St Johns 
Ambulance, the Salvation Army or the Red Cross, or first responders such as police, firefighters or 
emergency personnel? 

Est-ce que vous ou une personne de votre foyer travaillez pour l’une des organisations 
suivantes : l’Ambulance Saint-Jean, l’Armée du Salut ou la Croix-Rouge, ou encore 
comme premier intervenant, par exemple comme agent de police, pompier ou secouriste? 

Yes  
Oui  
No  
Non  
DK/RF 
NSP/REFUS 
 

DEMOGRAPHICS 

DONNÉES DÉMOGRAPHIQUES 

[ASK OF ALL RESPONDENTS] : 

[POSER LES QUESTIONS À TOUS LES RÉPONDANTS] : 

Finally, I would like to ask you some questions for statistical purposes.  I’d like to remind 
you that all your answers are completely confidential. 
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Finalement, j’aimerais vous poser quelques questions pour fins statistiques. Je tiens à 
vous rappeler que vos réponses demeureront entièrement confidentielles. 

 
36. Over the past two weeks, have you… [READ AND RANDOMIZE.  CODE ALL THAT APPLY.] 

Au cours des deux dernières semaines, avez-vous… [LIRE AU HASARD. CODER TOUT 
CE QUI S’APPLIQUE.] 

a) Read a daily newspaper? 
a)Lu un quotidien? 
b) Watched television? 
b) Regardé la télévision? 
c) Listened to the radio? 
c) Écouté la radio? 
d) Taken public transit? 
d) Utilisé le transport en commun? 
e) Used the internet? 
e) Utilisé Internet? 
f) Attended a fair/exhibition? 
f) Assisté à un salon/une exposition? 
g) Read a magazine? 
g) Lu une revue? 
Yes 
Oui 
No 
Non 
Maybe 
Peut-être 
DK/RF 
NSP/REFUS 

37. In what year were you born?  [RECORD YEAR – RANGE 1900-1990] 

En quelle année êtes-vous né(e)? [INSCRIRE L'ANNÉE – ÉCHELLE DE 1900 À 1990] 

DK/RF 

NSP/REFUS 
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38. What is the highest level of formal education that you have completed?  [READ LIST] 

Quel est le plus haut niveau de scolarité que vous avez atteint? [LIRE LA LISTE] 

Grade 8 or less 
Huitième année ou moins 
Some high school 
Études secondaires (commencées 
Complete high school 
Diplôme d’études secondaires 
Technical, vocational post-secondary, college 
Études techniques ou formation professionnelle, collège 
Some university 
Études universitaires (commencées 
Complete university degree  
Diplôme d’études universitaires (de 1er cycle) 
Post-graduate degree  
Diplôme d’études universitaires de deuxième ou de troisième cycle  
DK/RF 
NSP/REFUS 

39. What is your current employment status?  Are you … [READ LIST – ACCEPT ONE ANSWER 
ONLY] 

Quelle est votre situation professionnelle actuelle? Êtes-vous...? [LIRE LA LISTE – 
N’ACCEPTER QU’UNE SEULE RÉPONSE] 

Working full-time (35 or more hours per week) 
Employé à temps plein (35 heures ou plus par semaine) 
Working part-time (less than 35 hours per week) 
Employé à temps partiel (moins de 35 heures par semaine) 
Self-employed 
Travailleur autonome 
Unemployed, but looking for work 
Au chômage et à la recherche d’un emploi 
Attending school full-time / A student 
Aux études à temps plein/étudiant 
Retired 
À la retraite 
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Not in workforce (Homemaker / Unemployed, not looking for work) 
Pas sur le marché du travail (personne à la maison/au chômage mais pas à la recherche 
d’emploi) 
Other [DO NOT READ]  [SPECIFY] 
Autre [NE PAS LIRE] [PRÉCISER] 
DK/RF 
NSP/REFUS 
 
 

40. Are you an Aboriginal person (e.g. native Indian from a specific band, Inuit or Metis)? 

Êtes-vous Autochtone (c.-à-d. un Autochtone faisant partie d’une bande, Inuit ou 
Métis(se))? 

Yes 
Oui 
No 
Non 
DK/RF 
NSP/REFUS 

41. Do you consider yourself a member of a visible minority by virtue of your race or colour? 

Vous considérez-vous comme membre d’une minorité visible en raison de la couleur de 
votre peau ou de votre race? 

Yes 
Oui 
No 
Non 
DK/RF 
NSP/REFUS 

 

42. Are you a Canadian citizen? 

Êtes-vous citoyen(ne) canadien(ne)? 

Yes 
Oui 
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No 
Non 
DK/RF 
NSP/REFUS 

43. How many persons over the age of 65 who depend on you for care are currently living in your 
household? 

Combien de personnes de plus de 65 ans vivant présentement dans votre foyer comptent 
sur vous pour prendre soin d’elles? 

(RECORD NUMBER – RANGE 0-99)  DK/RF 

(INSCRIRE LE NOMBRE – ÉCHELLE DE 0 À 99) NSP/REFUS 

44. 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 LIST] 

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 
LA LISTE] 

Under $10,000 
Moins de 10 000 $ 
$10,000 to $19,999 
De 10 000 $ à 19 999 $ 
$20,000 to $29,999 
De 20 000 $ à 29 999 $ 
$30,000 to $39,999 
De 30 000 $ à 39 999 $ 
$40,000 to $49,999 
De 40 000 $ à 49 999 $ 
$50,000 to $59,999 
De 50 000 $ à 59 999 $ 
$60,000 to $69,999 
De 60 000 $ à 69 999 $ 
$70,000 to $79,999 
De 70 000 $ à 79 999 $ 
$80,000 to $99,999 
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De 80 000 $ à 99 999 $ 
$100,000 or more 
100 000 $ ou plus 
DK/RF 
NSP/REFUS 

45. Are you considered a person with a disability? 

Êtes-vous considéré(e) comme une personne handicapée? 

Yes 
Oui 
No 
Non 
DK/RF 
NSP/REFUS 
 

46. Canadians come from all over the world. What is your ethnic background? [DO 
NOT READ. ACCEPT MULTIPLE RESPONSES.] 
Les Canadiens viennent des quatre coins du monde. Quelle est votre origine 
ethnique? [NE PAS LIRE. ACCEPTEZ PLUSIEURS RÉPONSES.] 
Canadian (unspecified)/English Canada/Acadian 
Canadienne (non précisé)/Canada anglais/Acadienne 
British/English/UK/Anglo Saxon/Welsh 
Anglaise/Britannique/Royaume-Uni/Anglo-Saxonne/Galloise 
European (unspecified) 
Européenne (non précisé) 
French Canadian/Quebecoise/Francophone/French Acadian 
Canadienne française/Québécoise/Francophone/Acadienne française 
German 
Allemande 
Irish 
Irlandaise 
Scottish 
Écossaise 
Ukrainian 
Ukrainienne 
Aboriginal/First Nation/Metis (anything with) 
Autochtone/Premières nations/Métisse (tous ceux qui s'y rapportent) 
Caucasian 
Blanche 
Black 
Noir 
Asian 
Asiatique 
American 
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Américaine 
French (not specified) 
Française (non précisé) 
France 
France 
Italy 
Italie 
Carribean 
Caraïbes 
South American 
Amérique du sud 
African 
Africain 
Other (specify) 
Autre (préciser) 
DK/RF 
NSP/REFUS    
 

 


