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Introduction

An important component of Health Canada’s mandate is to promote healthy living for all Canadians.  To fulfil this role, the Department conducts a variety of programs and campaigns focusing on public education and awareness about activities and behaviors that promote health.

One of Health Canada's more recent education initiatives is a web site called the Canadian Health Network (CHN), which provides a wide range of health-related information and resources.  The target audience for this site is Canadian women between the ages of 34 and 54.  Health Canada has commissioned public opinion research in order to determine the extent of awareness and use of this web site among this target audience.

This report presents the key findings and conclusions from this research.  The results are based on telephone interviews conducted with a representative sample of 615 Canadian women 34 to 54 years of age, between February 16 and 28, 2002.  The results drawn from this sample can be expected to be accurate to the full population of women in this age group within plus or minus 3.9 percent, in 19 out of 20 samples.  The margin of error is larger for sub-samples, and these groups are too small to permit in-depth analysis.

A copy of the survey questions used for this research is appended to this report. (in English and French).  Detailed banner tables are provided under separate cover, which present the results for each question by regional, provincial and demographic categories.  The survey questions and tables are denoted by question number (e.g. Question 1) in the report for easy reference.

Key Findings

Awareness of the Canada Health Network

More than one third of Canadian women 34 to 54 years of age have heard of the Canadian Health Network.

The Canadian Health Network (CHN) appears to have achieved a reasonably high degree of name recognition across its target audience.  Among women between the ages of 34 and 54, more than one in three (37%) say they are aware of CHN.  Awareness varies somewhat across the country, and is highest in Quebec (47%), while lowest in B.C. (29%). (Question 1)
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Awareness of CHN differs somewhat across demographic strata of the Canadian population, but not to a significant degree.  While awareness increases along with women's level of education and household income, CHN is recognized by at least three in ten from all strata (e.g. 31% among those without a high school diploma, compared with 46% among those with a university degree).  There is little difference in awareness of CHN between the two broad age segments (e.g. 34-44 and 45-54), or between urban and rural residents.

The remainder of the survey questions were directed at this group of women who indicated an awareness of the Canadian Health Network.  The size of this sub-sample (N=230) is too small to provide for statistically meaningful comparison of group differences by region or demographic strata.

Sources of Information about CHN

Women are most likely to find out about the CHN from TV advertisements, followed by newspaper or magazine ads.   Few could recall anything specific about the ads they saw, but one in four were interested enough to think about visiting the site.

Those women who recall something about the Canadian Health Network were most likely to have heard about it through TV or newspaper/magazine advertisements, the two principal means through which Health Canada has been marketing this site.  When asked where they originally learned about CHN (without prompting them with possible responses), most identify either TV (38%) or newspaper/magazine (25%) ads. (Question 2)
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By comparison, less than one in ten from this group say they found out about CHN from friends or family members, at work, through the mail or on the radio.  Very few learned about it through other web sites, whether the Health Canada site (2%) or other sites (3%). (Note: The size of the sub-sample responding to this question is too small to provide for meaningful group comparisons).

Women were also asked specifically about their recall of CHN ads on TV and in magazines, and whether or not these ads prompted them to visit the site.

Magazine Ads.  Among those who are aware of CHN (37% of the target population), one in four (25%) specifically recall seeing an ad about the Network in a Canadian magazine, when specifically prompted.  When asked in which specific magazine(s) they saw the ad, most in this group identified Canadian Living (20% of this group, or 2% of the target population) and Chatelaine (17%).  Actualité was mentioned by six percent (all in Quebec), while others (e.g. HomeMakers, Flare and MacLeans) were each mentioned by no more than two percent. (Questions 3, 4)

TV Ads.  Women are much more likely to recall TV ads about CHN.  More than half (52%) of those with some awareness of the Network recall seeing a TV ad about it when specifically prompted.  However, there is limited recall of what was contained in the TV advertising about CHN (not atypical for what is typically remembered from this type of advertising.  When asked (unprompted) what they could recall about the CHN ad they remember seeing, the most common responses were that it provided information (non-specific) (14% of this group), a toll-free phone number (10%), a web site (7%), something about tobacco or smoking (5%) or information on health insurance (5%).  Four in ten indicated there was nothing they could recall about it (28%) or could not otherwise provide any response (16%). (Questions 7,8)
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Of those who recall seeing either TV or magazine ads about CHN, approximately one in four say they found it interesting enough to prompt them to think about visiting the Network web site.  Among the full group of women aware of CHN, 14 percent recall a TV ad that prompted them to think about visiting the site, while six percent recall a magazine ad which had the same effect (e.g. This percentage is about one-quarter of those who specifically recalled seeing an add in each of the media). (Questions 5,9)
Among those expressing an interest in visiting the CHN site, only a portion reported to have actually followed through and done so.  Of the six percent who developed an interest in the CHN site from a magazine ad, two-thirds (4% out of this 6%) reported to have actually visited the site as a result of this exposure.  While TV ads generated broader exposure across the target audience, a smaller proportion of this group who took an interest in the site actually visited it (4% out of 14%). (Note:  The small size of these survey sub-samples limits the statistical precision of these results, and these findings should be considered directional rather than as an accurate population estimate). (Questions 6,10) 

Visits to the CHN Web Site

Approximately six percent of women in the target age group have visited the CHN web site, and most find it to be an informative source of information they are likely to use again.

The final part of the survey was addressed to those women who have visited the CHN web site. Among those who indicated an awareness of the Network site, 17 percent report to have visited this site at least once; this translates into 6% of the entire target population of Canadian women aged 34 to 54.  Visits are marginally more common among women 34 to 44, in comparison with those 45 to 54. (Question 11, plus data drawn from Q.6 and 10)
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Most of the women who have visited the CHN web site have done so between one and three times.  For this group, the most appealing aspect of the site is the content (the type of information that it contains), and the greatest interest is in information about health problems (e.g. symptoms, illnesses). (Questions 12-14)

For women who have used the CHN web site, it appears to be a valuable source of health information that is likely to be used again in the future.  All of the women in this (small) group say they will either definitely (40%) or likely (60%) use the CHN site again for health-related information. (Note: This sub-sample is quite small (N=33) and so the results should be considered directional rather than conclusive). (Question 15)

Finally, CHN web site users endorse the current media by which Health Canada is advertising the site.  When asked how this resource could best be advertised, the predominant responses  were through TV ads (70%), followed by magazine or newspaper ads (33%).  Fewer numbers suggested radio, the web (banner ads), posters or by other methods. (Question 16)

Decima Express Methodology

Survey Administration

Data collection for the Decima Express is conducted by telephone from facilities in Toronto and Ottawa by trained and supervised interviewers using CATI (Computer Assisted Telephone Interviewing) technology.  Approximately 65 CATI stations were used to facilitate timely completion.  Data collection for this survey was completed between February 16 and 28, 2002.

All interviewing across the country was conducted by fully bilingual interviewers.  The language of interview is “as it falls” on a national basis, which means that each respondent has the opportunity to complete the interview in either English or French, whichever is preferred.

Respondent selection is achieved by choosing the individual in the household who is 18 years of age or older whose birthday falls soonest after interview date.  Interviewers adhere to quotas to ensure that an accurate representation of male and female respondents are obtained within each region.

Quality Control

Decima’s expertise in public opinion and market research extends to the quality and standards of the Decima Express.  Interviews are conducted by experienced staff who are thoroughly briefed by supervisors to ensure a complete understanding of the questionnaire content and flow.  Detailed interviewing instructions form the basis for all briefings and are strictly adhered to, guaranteeing quality and efficiency in results.

Detailed verification and validation procedures at each stage of the process ensure field and data accuracy.

Sample Design and Distribution

For the overall survey, the sample was designed to complete interviews with a representative sample of 2,000 Canadians (18 years and older).  This sample would have included approximately 230 in the target population of women aged 34 to 54.  An additional 385 interviews were completed with individuals within this target group to bring the overall sample to 615.  The sample was stratified by region and province to ensure results are proportionately representative according to the population.

Within the regional quotas assigned for Quebec, Ontario and British Columbia, CMA (Census Metropolitan Area) quotas are used to maintain an adequate number of completed interviews in Canada’s three largest markets; Toronto, Vancouver and Montreal.  The data are weighted in tabulation to replicate actual population distribution by age and sex within each region, according to the most current Census data available.

Every Canadian household with a telephone number has an equal chance of being selected for 

the study.  Up to five call-backs were used to reach selected respondents who may not have been

available at the time of the call, to ensure an appropriate distribution across gender and age.

The final distribution of sample within the target population (women aged 34-54) across regions is as follows:

Region



Sub-sample Size
 
Error Margin1
Atlantic


  62 interviews


+/- 12.4 %

Quebec



158 interviews


+/-   7.8 %

Ontario



203 interviews


+/-   6.8 %

Manitoba/Saskatchewan
  62 interviews


+/- 12.4 %

Alberta



  58 interviews


+/- 12.8%

British Columbia

  72 interviews


+/- 11.5 %

Total Canada

         
615 interviews


+/-   3.9 %

1 At the 95% confidence level (19 times out of 20)

Data Analysis and Delivery

The data is cross-tabulated against a standard set of demographic characteristics including the following:

	· Region
	· CMA/Non-CMA

	· Language
	· Household income

	· Gender
	· Education

	· Age of the respondent
	· Marital status

	· Employment status of the respondent
	· Household size


Banner tables showing results for all questions by each of these characteristics is provided under separate cover.
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