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1.0
INTRODUCTION TC "1.0
INTRODUCTION" \f C \l "1" 
Environics Research Group Limited was retained by Communication Canada to conduct quantitative research among Canadian users of public transit living in nine urban areas with populations of more than 400,000, to test recall of a Government of Canada advertising campaign utilizing transit system locations. The survey tested awareness, recall and impact of the ads; it also examined awareness of the Government of Canada website and responses of transit users to transit ads in general. 

The Canada Site Transit Ad Campaign ran four weeks from February 10 to March 9, 2003. Posters were placed inside buses in major and secondary markets across Canada, in over 80 communities in total.  

The main topics in the survey include:

· Unaided and aided recall of the ad

· Perceptions of its messages, effectiveness

· Actions taken in response to the ad

· Awareness of the main Government of Canada website

· Transit users’ response to transit ads in general

· Demographics

The survey is based on a sample of 1,000 adult respondents across Canada. The survey was conducted, by telephone, between March 11 and 17, 2003. The margin of error for a sample of 1,000 is plus or minus 3.1 percentage points, 19 times in 20.
This report describes the findings of the survey.

Descriptions of the survey methods and English and French questionnaires are appended to this report. The tabular statistical analysis is presented under separate cover.

2.0
SUMMARY OF FINDINGS TC "2.0
SUMMARY OF FINDINGS" \f C \l "1" 
· Eighteen percent of regular transit users have seen government advertising about an Internet site over the past few weeks; of those who have seen an ad, 79 percent saw it on public transit.

· When asked what they remember about the ad(s) they saw, transit users are most inclined to mention questions on jobs, health, starting a business or climate change (19%) and Canada.gc.ca, 1 800 O-Canada, Service Canada Access Centres (12%); 60 percent mention other things, and 28 percent offer no response.
· Fifteen percent of regular transit users remember seeing an ad inside a public transit bus or a TTC subway train over the past few weeks or so showing a picture of some Canadian landscapes with the title Discover and Explore. Among those who have seen this ad:

· Twenty-three percent say the Government of Canada sponsored the “Discover and Explore” ad. Fourteen percent say  “government” in general, and of those, 26 percent say they were referring to the federal level of government.

· The largest proportion of transit users say the main point of this ad is explore, travel in Canada/promoting Canadian tourism (27%). Smaller proportions say it is promoting travel and tourism in general (14%), use the Internet/the website (10%), promoting various parks, landscapes (6%) and use public transit (6%).

· Seven percent say they did something as a result of seeing this ad; among the actions taken were visiting the website, reading the ad, writing down the website address and doing some research.

· Thirty-five percent remember information in the ad about ways to contact the Government of Canada; however, fewer than one in 20 each recall the exact website address or phone number.

· Nine percent have visited the Government of Canada website as a result of seeing this advertising.

· Seventeen percent have put Canada.gc.ca in their bookmark list.

· Forty-four percent think they might visit the Canada.gc.ca website in the future.

· Sixty-six percent of transit users have heard of the Government of Canada’s main website. Among those who have heard of the main website, 50 percent have visited the main website. Those who have visited say they were looking for employment information (33%), tax information (15%), immigration/citizenship/birth certificate/passport information (15%), government directories, departments or policies (9%) or laws and regulations (9%). Fifty-seven percent mentioned other topics.

· Thirty-one percent of transit users notice ads in buses (and in subway trains – Toronto/Mississauga) a lot; 40 percent notice them sometimes.

· Fourteen percent of transit users find that advertising on the public transit system is very interesting; 53 percent think it is somewhat interesting.

· Fifteen percent of transit users say they have done something over the past six months as a result of seeing ads on the public transit system.  Among these, 25 percent used or purchased an advertised product/service, 22 percent visited an advertised website, 14 percent used contact information or sought more information and 13 percent attended an advertised show or event.
3.0
TOP-OF-MIND (UNAIDED) RECALL OF ADS TC "3.0
TOP-OF-MIND UNAIDED RECALL OF ADS" \f C \l "1" 
When asked an unaided question as to whether they have seen or heard, over the past few weeks, any government advertising about an Internet site, about two in ten Canadian users of public transit (18%) recall such an ad and four percent say they may recall seeing such advertising. Seventy-six percent do not recall such an ad.

	Recall of Ads about Internet Site

(n=1,000)

	Yes
	18

	No
	76

	Maybe
	4

	DK/NA
	2


Men are more likely than women to recall such advertising. Recall is somewhat higher among younger, more educated and less affluent transit users; it is also higher among those who have Internet access and among those who use public transit four times a week or more.

Residents of the smaller communities (400,000 to 1,000,000 inhabitants) are somewhat more likely to recall advertising an Internet site; among the three metropolitan communities, residents of Toronto are most likely to recall such an ad, and Montrealers are least likely to do so. 

When those who recall, or maybe recall, top-of-mind, government advertising about an Internet site (n=221) are asked what pictures or images they recall, two in ten mention questions on jobs, health, starting a business or climate change (19%). Smaller proportions mention Canada.gc.ca, 1-800-O-Canada or Service Canada Access Centres (12%), transit information such as schedules or fares (8%), pictures of landscapes or buildings (7%), mention of people doing business or studying in Canada (5%) and travelling or working overseas (5%).  Thirty-five percent mention other images or messages and 28 percent offer no response.

	Recall of Specific Pictures, Images or Messages

	
	% Among those who recall an ad (n=221) 

	Questions on jobs, health, starting a business or climate change
	19

	Canada.gc.ca/1-800-O-Canada/Service Canada Access Centres
	12

	Transit information such as schedules or fares
	8

	Pictures of landscapes or buildings
	7

	People doing business/studying in Canada
	5

	Travelling/working overseas
	5

	Other
	35

	DK/NA
	28


Transit users who recall, top-of-mind, advertising about an Internet site are most likely to say they saw this advertising in the public transit system (79%). Much smaller proportions mention television (16%), newspapers (6%), Internet websites or banners (5%), outdoor billboards (5%) or other places (2%). 

	Places Internet Site Advertising Was Noticed

	
	% Among those who recall an ad (n=221)

	Public Transit
	79

	Television
	16

	Newspapers
	6

	Outdoor billboards
	5

	Internet websites or banners
	5

	Other
	2

	DK/NA
	3


4.0
AIDED RECALL OF "DISCOVER AND EXPLORE" TRANSIT AD  TC "4.0
AIDED RECALL OF CHILD SAFETY TELEVISION AND RADIO ADS" \f C \l "1" 
After the “Discover and Explore” transit ad is described to them in detail, 15 percent of public transit users recall seeing the transit ad over the past few weeks, and five percent say they may have seen it; eight in ten (79%) do not recall the ad.

	Recall Transit Ad (%)

(n=1,000)

	Yes
	15

	No
	79

	Maybe
	5

	DK/NA
	1


Aided recall is slightly higher among men than among women. Residents of the smaller communities (400,000 to 1,000,000 inhabitants) are somewhat more likely to recall the transit; among the three metropolitan communities, residents of Toronto are most likely to recall such an ad, and Vancouverites are least likely to do so. Recall is slightly higher among those who use public transit less than four times per week.

A total of 20 percent of respondents (n=197) either recall or say they maybe recall the “Discover and Explore” transit ad. Among those with aided recall of the ad, 23 percent say the Government of Canada sponsored the ad they recall, and 14 percent say that the sponsor is government in general. Smaller proportions mention their provincial government (6%), other advertisers/media (4%), Tourism Canada (3%), the transit system (3%), taxpayers (3%) or their municipal government (3%). Five percent mention other possible sponsors. About four in ten (37%) do not know who the sponsor is.

	Sponsor of Transit Ad

	
	% Among those who recall the transit ad

(n=197)

	Government of Canada
	23

	Government (general)
	14

	Provincial government
	6

	Other advertisers/media
	4

	Tourism Canada
	3

	Transit system
	3

	Taxpayers
	3

	Municipal government
	3

	Other
	5

	DK/NA
	37


Among those who say that government in general is the sponsor of the “Discover and Explore” transit ad they saw (n=27), 30 percent say it was the provincial level of government,
26 percent say it was the federal level and seven percent say it was the municipal level. Four in ten (37%) offer no response.

The largest proportion of transit users say the main point of this ad is explore, travel in Canada/ promoting Canadian tourism (27%). Smaller proportions say promoting travel and tourism in general (14%), use the Internet/the website (10%), promoting various parks, landscapes (6%) and use public transit (6%). Twelve percent mention other points. Three in ten (32%) offer no response. 

	Main Point of the Discover and Explore Transit Ad

	
	% Among those who 

recall the transit ad (n=197)

	Explore, travel in Canada/promoting Canadian tourism
	27

	Promoting travel and tourism in general
	14

	Use the Internet/the website
	10

	Promoting various parks, landscapes
	6

	Use public transit
	6

	Other
	12

	DK/NA
	32


5.0
ACTIONS IN RESPONSE TO "DISCOVER AND EXPLORE" AD  TC "5.0
DETAILS RECALLED BY THOSE WITH AIDED RECALL OF ADS" \f C \l "1" 
Respondents who recall or maybe recall seeing the “Discover and Explore” transit ad were asked whether they have done anything as a result of seeing this ad. Seven percent say they have done something; 93 percent have not done anything in response to the ad. 

	Done Anything as a Result of Seeing Transit Ad

	
	% Among those who recall the transit ad

(n=197)

	Yes
	7

	No
	93

	DK/NA
	0


Actions mentioned by those who did take some action (n=14) were: visiting the website (29%), reading the ad (29%), writing down the website address (14%) and doing some research (14%). (Note that, due to extremely small sample size, these results should be interpreted with caution.)

Among those who recall or maybe recall seeing the transit ad, about one-third (35%) remember information in the ad about ways to contact the Government of Canada about its services. About six in ten (63%) do not remember any information.

	Remember Contact Information from Transit Ad

	
	% Among those who recall the transit ad

(n=197)

	Yes/maybe
	35

	No
	63

	DK/NA
	2


More than eight in ten transit users (84%) who remember seeing the transit ad do not remember the website address in the ad. Three percent each say it is Canada.gc.ca, www.gc.ca, or www.gov.ca. Four percent mention variations on Canada as a keyword, and two percent offer other responses.

	Recall of  Contact Website Address

	
	% Among those who 

recall the transit ad (n=197)

	“Canada” as keyword (various)
	4

	Canada.gc.ca
	3

	www.gc.ca
	3

	www.gov.ca
	3

	Other
	2

	Cannot remember
	84

	DK/NA
	2


Nine in ten transit users (92%) who remember seeing the transit ad do not remember the phone number in the ad. Five percent say it is 1-800-O-Canada or just O-Canada, and three percent offer other responses.

	Recall of Contact Phone Number

	
	% Among those who 

recall the transit ad (n=197)

	1-800-O-Canada/O-Canada
	5

	Other
	3

	Cannot remember
	92

	DK/NA
	1


Nine percent of transit users who recall the transit ad have visited the Government of Canada Internet site (Canada.gc.ca) as a result of seeing this advertising; nine in ten (90%) have not done so. Seventeen percent of transit users who recall the ad have bookmarked the website, or put it on their list of favourite sites; 83 percent have not done so. 

	Specific Action Taken as a Result of Seeing Transit Ad

	% Among those who recall the transit ad (n=197)

	
	Yes
	No
	DK/NA

	Visited Canada.gc.ca website
	9
	90
	1

	Bookmarked Canada.gc.ca
	17
	83
	1


More than four in ten (44%) transit users who recall seeing the transit ad think that they might contact the Government of Canada at some point in the future as a result of seeing this ad; 53 percent do not think they will do so.

	Might Contact Government in Future

	
	% Among those who recall the transit ad

(n=197)

	Yes
	44

	No
	53

	DK/NA
	3


6.0
AWARENESS OF MAIN GOVERNMENT OF CANADA WEBSITE  TC "6.0
TELEVISION AD ASSESSMENT" \f C \l "1" 
Two-thirds (66%) of regular transit users have heard of the Government of Canada’s main website, Canada.gc.ca. One-third (34%) say they have not heard of this website.

	Aware of Main Government Website

	
	% 

(n=1,000)

	Yes
	66

	No
	34

	DK/NA
	1


Awareness of the Government Internet site is higher among younger, better educated and more affluent transit users and Anglophones. It is also higher among those with Internet access, and among those who had unaided recall of government advertising about an Internet site and those who had aided recall of the “Discover and Explore” transit ad. Awareness is lower in Vancouver than in other urban areas.

Among those who have heard of the Government Internet site, one-half (50%) say they have visited it; a similar number (49%) have not.

	Visited Main Government Website

	
	% 

(n=659)

	Yes
	50

	No
	49

	DK/NA
	*




* Fewer than one percent

Younger transit users, particularly those aged 25 to 44 years, better educated and more affluent transit users and those with Internet access are more likely to have visited the main Government of Canada website.

Those who have visited the main Government of Canada website say they were looking for employment information (33%), tax information (15%), immigration/citizenship/birth certificate/passport information (15%), government directories, departments or policies (9%), laws and regulations (9%), health information (8%), general interest information (8%), travel and tourism (6%), small business information (5%) or education/training programs (5%). Twenty-five percent mention other topics.
	Type of Information Sought on Government Website

	
	% Among those who 

have visited site (n=330)

	Employment information
	33

	Tax information
	15

	Immigration/citizenship/birth certificate/passport information
	15

	Government directories, departments or policies
	9

	Laws and regulations
	9

	Health information
	8

	General interest information
	8

	Travel and tourism
	6

	Small business information
	5

	Education/training programs
	5

	Pensions/government benefits information 
	4

	Homework/researching school project
	4

	Environmental information
	3

	Canada Customs and Revenue Agency
	3

	Statistical information
	3

	Weather
	2

	Housing/landlord and tenant issues
	1

	Other
	5

	DK/NA
	5


7.0
RESPONSES TO TRANSIT ADS IN GENERAL  TC "7.0
Assessing Government of Canada Advertising" \f C \l "1" 
When transit users are asked whether they notice ads inside buses, three in ten (31%) say they notice these ads a lot, and four in ten (40%) notice them sometimes. Two in ten (20%) do not notice them very much, and about one in ten (8%) do not notice them at all.

	Notice Transit Ads

	
	% 

(n=1,000)

	A lot
	31

	Sometimes
	40

	Not very much
	20

	Not at all
	8

	DK/NA
	1


Those who had unaided recall of government advertising about an Internet site and those who had aided recall of the “Discover and Explore” transit ad are more likely to notice transit ads. Torontonians are also more likely than transit users in other urban areas to notice transit ads. Those who use public transit four times a week or more are also more likely to notice transit ads.

Fourteen percent of transit users find that advertising on the public transit system is very interesting, and about one-half (53%) find it somewhat interesting. About two in ten (18%) find it not very interesting, and just over one in ten (13%) find it not at all interesting.

	Find Transit Ads Interesting

	
	% 

(n=1,000)

	Very
	14

	Sometimes
	53

	Not very 
	18

	Not at all
	13

	DK/NA
	2


Torontonians and those who had aided recall of the “Discover and Explore” transit ad are more likely than others to find advertising in the public transit system very interesting.

In the past six months, 15 percent of transit users did something as a result of seeing any ads on the public transit system; 84 percent did not do anything.

	Did Something in Response to Any Transit Advertising

	
	% 

(n=1,000)

	Yes
	15

	No
	84

	DK/NA
	1


Those with Internet access, those who had unaided recall of government advertising about an Internet site and those who had aided recall of the “Discover and Explore” transit ad are more likely to say they did something in response to any transit advertising they have seen in the last six months. Residents of Vancouver are less likely to have done this than those living in other urban areas.
Among those who have done something in the last six months in response to transit advertising, 25 percent used or purchased an advertised product/service, 22 percent visited an advertised website, 14 percent used contact information or sought more information and 13 percent attended an advertised show or event. Smaller proportions simply read it and thought about it (8%), enrolled in courses or seminars (5%), checked into online tax software (5%) or discussed it with family and friends (5%). Nine percent did something else, and eight percent did not specify what action they took.

	Action Taken

	
	% Among those who 

did something (n=153)

	Used or purchased an advertised product/service
	25

	Visited an advertised website
	22

	Used contact information or sought more information
	14

	Attended an advertised show or event
	8

	Read it and thought about it
	9

	Enrolled in courses or seminars
	5

	Checked into online tax software
	5

	Discussed it with family and friends
	5

	Made a note of contact information
	4

	Quit smoking
	3

	Made a note of advertised website
	1

	Other
	1

	No action specified
	8

	DK/NA
	1


APPENDICES

Methods Report

The results of the survey are based on questions asked to 1,000 Canadian users of public transit living in nine urban areas with populations of more than 400,000. The survey was conducted by telephone from March 11 to 17, 2003.

Sample Selection 

The sampling method was designed to complete approximately 1,000 interviews among users of public transit within randomly selected households in the nine urban areas of: Toronto, Montreal, Vancouver, Calgary, Ottawa, Edmonton, Mississauga, Winnipeg and Hamilton. Quotas based on population size, were used to allocate interviews. The incidence of transit users was estimated to be 40 percent overall, across these urban areas.

The final sample was distributed as follows.


Quota
Completed
Margin of



Interviews
Error

Toronto
266
280
5.9

Vancouver
188
180
7.3

Montreal
112
112
9.3

Other

428
4.7


Calgary
94
104


Ottawa
83
88


Edmonton
71
71


Mississauga
66
74


Winnipeg
67
70


Hamilton
53
21

Total
1,000
1,000
3.1

Environics uses a RDD (random digit dialling) sample selection technique. Telephone numbers are selected from the most recently published telephone directories, thus ensuring that only valid telephone exchanges are used. These numbers act as “seeds” or elements from which the sample is randomly generated. The numbers in the sample elements are selected in such a way that they are representative of the geographic area(s) under study. This sample selection technique ensures both unlisted numbers and numbers listed after the directory publication are included in the sample.

For this survey, RDD sample from the Canada census sub-divisions corresponding to the nine urban areas selected was used.
During fieldwork, a total of 16,872 telephone numbers were drawn from the initial sample. From within each household contacted, respondents were screened for use of public transit. Only respondents who use public transit at least once a week were qualified. In households with more than one qualified respondent, the interview was conducted with the respondent who uses public transit most often.

The results of the survey have not been weighted.

Telephone Interviewing

Interviewing was conducted at Environics’ central facilities in Toronto and Montreal. Field supervisors were present at all times to ensure accurate interviewing and recording of responses. Ten percent of each interviewer’s work was unobtrusively monitored for quality control in accordance with the standards set out by the Canadian Association of Marketing Research Organizations. A minimum of five calls were made to a household before classifying it as a “no answer.”

Completion Results

A total of 1,000 interviews were completed. The margin of error for a sample of 1,000 is +/- 3.1 percentage points, 19 times in 20. The margins are wider for regional and demographic subsamples.

The following table presents the detailed completion results for this survey of 1,000 interviews.



# 

Total Dialled Sample
16,872

Household not eligible
4,068

Non-residential/not in service
3,460

Language barrier
758


Subtotal
8,286

New Base (16,872-8,286)
8,586

No answer/line busy/ 


respondent not available
4,886

Refusals
2,677

Mid-interview refusals
23


Subtotal
7,586

Net Completions (8,586-7,586)
1,000
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