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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP1. Have you heard of Canada's Economic Action Plan?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              502         47         75        213         36         57         73         72         34         19        270        108

                                                                50%        63%        31%        56%        54%        56%        55%        54%        30%        55%        55%        46%

                                                                             C                     C          C          C          C          I                     I         IL          I

                               NO                               483         26        165        161         31         43         57         59         74         15        212        122

                                                                48%        35%        68%        42%        46%        43%        43%        45%        67%        45%        43%        52%

                                                                                    BDEFG                                                              HJKL                                K

                               DON'T KNOW                        18          2          4          9          0          1          2          1          3          -          9          6

                                                                 2%         2%         2%         2%         *%         1%         2%         1%         3%                    2%         2%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table EAP2_1ST Page 2

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP2. Why do you think Canada introduced the Economic Action Plan? (1ST MENTION)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        502         47         75        213         36         57         73         72         34         19        270        108

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   500         57         67        166         68         70         72         54         30         22        273        121

                               To stimulate the economy         155         18         22         60         11         20         25         19         12          6         87         30

                                                                31%        38%        29%        28%        29%        35%        34%        27%        35%        32%        32%        28%

                               To counter the effects            43          6         11         17          1          2          6          3          5          4         23          8

                               of the recession                  9%        13%        14%         8%         2%         4%         9%         4%        14%        19%         9%         8%

                                                                            EF         EF                                                                                                   

                               Because of the recession          34          3          4         12          6          3          6          4          2          3         15          8

                                                                 7%         7%         5%         6%        15%         5%         8%         6%         6%        18%         6%         8%

                                                                                                            cdf                                                                             

                               Government Other                  28          2          3         18          2          1          3          5          1          1         16          5

                               Mentions                          6%         3%         4%         8%         5%         2%         4%         7%         3%         6%         6%         5%

                               To create jobs                    26          1          6          9          3          2          5          1          -          -         18          7

                                                                 5%         3%         8%         4%         8%         3%         7%         2%                               7%         6%

                                                                                                                                                                                H           

                               Because of the global             19          1          4         10          1          0          3          5          2          -          8          5

                               economic downturn                 4%         2%         5%         5%         3%         1%         5%         6%         6%                    3%         4%

                               To ensure quick recovery          12          3          1          5          -          3          -          1          1          -          9          1

                               from the recession                2%         6%         1%         2%                    5%                    2%         3%                    3%         1%

                               To inform Canadians               11          -          -          7          -          2          2          3          -          1          3          4

                               about the Government's            2%                               3%                    4%         3%         4%                    3%         1%         4%

                               plan                     

                               To help the unemployed             8          1          -          5          1          1          -          2          -          -          5          2

                                                                 2%         2%                    2%         3%         2%                    3%                               2%         2%

                               To help businesses                 6          1          -          3          -          -          1          2          -          -          1          2

                                                                 1%         2%                    2%                               2%         3%                               1%         2%

                               To restore consumer                1          -          -          1          -          0          -          -          -          -          1          -

                               confidence                        *%                               *%                    1%                                                     1%           

                               To modernize the aging             1          -          -          1          -          -          -          -          -          -          1          -

                               infrastructure                    *%                               1%                                                                           *%           

                               OTHER                             32          3          4         14          2          2          7          5          2          1         22          2

                                                                 6%         7%         6%         6%         6%         4%         9%         7%         7%         3%         8%         2%

                                                                                                                                                                                L           

                               DON'T KNOW / NOT SURE            124          8         21         51         10         19         15         20          9          4         58         33

                                                                25%        17%        27%        24%        28%        34%        20%        28%        26%        20%        22%        31%

                                                                                                                                                                                           k

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)
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                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP2. Why do you think Canada introduced the Economic Action Plan? (TOTAL MENTIONS) 

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        502         47         75        213         36         57         73         72         34         19        270        108

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   500         57         67        166         68         70         72         54         30         22        273        121

                               To stimulate the economy         180         18         30         68         11         23         30         20         15          7         99         39

                                                                36%        38%        39%        32%        30%        41%        41%        28%        44%        35%        37%        36%

                               To counter the effects            55          7         14         20          3          3          8          5          6          4         29         11

                               of the recession                 11%        15%        19%         9%         9%         5%        11%         7%        17%        21%        11%        10%

                                                                             f         dF                                                                                                   

                               To create jobs                    54          3          6         29          4          5          7          4          -          -         32         18

                                                                11%         6%         8%        14%        12%         8%        10%         6%                              12%        16%

                                                                                                                                                                                           h

                               Because of the recession          52          4          5         18          8         10          7          5          2          3         29         12

                                                                10%         8%         7%         8%        23%        17%        10%         8%         6%        18%        11%        12%

                                                                                                           BCDg          c                                                                  

                               Government Other                  43          2          3         25          3          5          5          5          1          2         23         11

                               Mentions                          9%         3%         4%        12%         8%         9%         7%         7%         3%         9%         9%        11%

                                                                                                  bC                                                                                        

                               To ensure quick recovery          30          4          4         11          -          4          6          4          2          -         17          7

                               from the recession                6%         9%         5%         5%                    7%         8%         6%         6%                    6%         6%

                               Because of the global             27          2          6         11          1          0          7          5          2          1         15          5

                               economic downturn                 5%         4%         8%         5%         3%         1%        10%         6%         6%         3%         5%         5%

                                                                                        f          f                               eF                                                       

                               To help the unemployed            15          1          1          7          2          1          2          2          -          1          9          4

                                                                 3%         3%         1%         4%         7%         2%         3%         3%                    3%         3%         4%

                               To inform Canadians               12          1          -          7          -          2          2          3          -          1          4          4

                               about the Government's            2%         1%                    3%                    4%         3%         4%                    3%         1%         4%

                               plan                     

                               To help businesses                 9          1          -          7          -          -          1          5          -          -          2          2

                                                                 2%         2%                    3%                               2%         6%                               1%         2%

                                                                                                                                               k                                            

                               To modernize the aging             8          -          -          5          1          0          1          -          -          -          6          2

                               infrastructure                    2%                               2%         3%         1%         2%                                          2%         2%

                               To restore consumer                1          -          -          1          -          0          -          -          -          -          1          -

                               confidence                        *%                               *%                    1%                                                     1%           

                               OTHER                             39          3          4         20          3          2          7          8          2          1         26          2

                                                                 8%         7%         6%         9%         8%         4%         9%        12%         7%         3%        10%         2%

                                                                                                                                               L                                L           

                               DON'T KNOW / NOT SURE            124          8         21         51         10         19         15         20          9          4         58         33

                                                                25%        17%        27%        24%        28%        34%        20%        28%        26%        20%        22%        31%

                                                                                                                                                                                           k

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table EAP3_1ST Page 4

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP3. Can you name any initiatives included in Canada's Economic Action Plan? (1ST MENTION)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        502         47         75        213         36         57         73         72         34         19        270        108

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   500         57         67        166         68         70         72         54         30         22        273        121

                               Infrastructure spending          106         14         10         48          8         10         16         10          4          1         66         24

                               (roads, bridges,                 21%        31%        14%        23%        21%        17%        21%        15%        12%         6%        25%        22%

                               highways and public                           C                     c                                                                          hiJ          J

                               Home Renovation tax               26          -          4         13          2          5          2          5          4          1         13          4

                               credit                            5%                    5%         6%         6%         9%         3%         7%        11%         5%         5%         4%

                               Programs to help workers          12          1          4          6          -          1          -          1          3          -          6          2

                               upgrade their skills/             2%         2%         5%         3%                    2%                    2%         9%                    2%         2%

                               education                

                               Personal Income tax cuts          11          1          6          1          1          1          1          -          1          1          7          1

                                                                 2%         2%         8%         1%         2%         2%         2%                    3%         7%         3%         1%

                                                                                       Dg                                                                                                   

                               Tax cuts for small                 9          2          1          3          2          1          -          1          -          -          6          1

                               businesses                        2%         4%         1%         2%         4%         2%                    2%                               2%         1%

                               Support for the                    9          2          1          3          0          -          2          -          1          1          6          1

                               unemployed                        2%         5%         1%         1%         1%                    3%                    3%         3%         2%         1%

                               Programs to create jobs            9          1          2          4          1          1          1          1          2          1          4          -

                               (general)                         2%         1%         3%         2%         2%         1%         1%         2%         7%         3%         2%           

                               Apprenticeship Grants              4          -          1          1          -          0          1          1          -          -          2          1

                                                                 1%                    1%         1%                    1%         2%         2%                               1%         1%

                               Easier access to credit            3          -          3          -          -          -          -          -          2          -          1          -

                               for small businesses              1%                    4%                                                                6%                    *%           

                               EcoEnergy Retrofit Home            3          -          -          1          0          1          -          1          -          -          -          2

                               Grant                             1%                               1%         1%         2%                    2%                                          2%

                               Programs to help young             2          -          2          -          -          -          -          -          1          -          1          -

                               Canadians get a post-             *%                    3%                                                                3%                    *%           

                               secondary educat         

                               Tax Relief for Seniors             2          1          -          1          -          -          -          -          -          -          2          -

                                                                 *%         1%                    1%                                                                           1%           

                               Support to the                     2          -          -          -          -          1          1          -          -          -          1          0

                               automotive, forestry and          *%                                                     2%         1%                                          *%         *%

                               manufacturing sector     

                               First-time home buyer              1          -          1          -          -          -          -          -          1          -          -          -

                               tax credit                        *%                    1%                                                                3%                                 

                               OTHER                             29          4          2         16          1          2          4          3          1          2         14          8

                                                                 6%         8%         3%         7%         3%         4%         5%         5%         3%        10%         5%         7%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table EAP3_1ST Page 5

                                                                                                                                                                                                      Mar. 1, 2011

                                                                                                                                                                                                      (Continued)

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP3. Can you name any initiatives included in Canada's Economic Action Plan? (1ST MENTION)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               DON'T REMEMBER ANY               275         22         38        115         21         33         46         47         14         13        139         63

                               SPECIFIC INITIATIVES /           55%        46%        51%        54%        58%        58%        62%        66%        41%        66%        52%        58%

                               NONE                                                                                                           Ik                     i                      

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table EAP3_ALL Page 6

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP3. Can you name any initiatives included in Canada's Economic Action Plan? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        502         47         75        213         36         57         73         72         34         19        270        108

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   500         57         67        166         68         70         72         54         30         22        273        121

                               Infrastructure spending          124         15         13         56          9         14         17         12          4          3         79         27

                               (roads, bridges,                 25%        32%        17%        26%        24%        25%        23%        16%        12%        14%        29%        25%

                               highways and public                           c                                                                                                 HI          i

                               Home Renovation tax               30          -          6         14          2          5          2          5          4          1         16          4

                               credit                            6%                    8%         6%         6%         9%         3%         7%        11%         5%         6%         4%

                               Programs to help workers          22          2          6          9          0          2          2          4          3          1          9          5

                               upgrade their skills/             4%         5%         8%         4%         1%         3%         3%         6%         9%         5%         3%         5%

                               education                                                E                                                                                                   

                               Personal Income tax cuts          18          1          7          3          2          3          2          1          2          1         11          2

                                                                 4%         2%         9%         2%         5%         5%         3%         2%         7%         7%         4%         2%

                                                                                       bD                                                                                                   

                               Tax cuts for small                16          2          5          6          2          2          1          1          2          -          8          5

                               businesses                        3%         4%         6%         3%         4%         4%         1%         2%         6%                    3%         5%

                                                                                        g                                                                                                   

                               Support for the                   15          2          3          7          0          -          2          1          1          1          9          4

                               unemployed                        3%         5%         4%         4%         1%                    3%         2%         3%         3%         3%         4%

                               Programs to create jobs           14          1          5          5          1          1          1          2          4          1          7          -

                               (general)                         3%         1%         7%         2%         3%         2%         2%         3%        12%         3%         3%           

                                                                                                                                                          k                                 

                               EcoEnergy Retrofit Home            9          -          2          2          0          3          1          1          1          -          5          2

                               Grant                             2%                    3%         1%         1%         4%         2%         2%         3%                    2%         2%

                               Apprenticeship Grants              8          -          2          3          1          0          1          1          1          -          4          1

                                                                 2%                    3%         2%         2%         1%         2%         2%         3%                    1%         1%

                               Easier access to credit            5          -          5          -          -          -          -          -          2          -          1          2

                               for small businesses              1%                    6%                                                                6%                    *%         2%

                               Programs to help young             5          -          2          2          -          1          -          2          1          -          2          -

                               Canadians get a post-             1%                    3%         1%                    1%                    3%         3%                    1%           

                               secondary educat         

                               Support to the                     4          -          -          -          -          2          3          -          -          -          4          0

                               automotive, forestry and          1%                                                     3%         4%                                          1%         *%

                               manufacturing sector     

                               Tax Relief for Seniors             4          1          1          1          2          -          -          -          -          -          3          1

                                                                 1%         1%         1%         1%         4%                                                                1%         1%

                               First-time home buyer              4          -          3          -          -          1          -          -          3          -          1          -

                               tax credit                        1%                    4%                               1%                               9%                    *%           

                                                                                                                                                          k                                 

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table EAP3_ALL Page 7

                                                                                                                                                                                                      Mar. 1, 2011

                                                                                                                                                                                                      (Continued)

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

EAP3. Can you name any initiatives included in Canada's Economic Action Plan? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               Support for workers                2          -          -          1          -          1          1          -          -          -          2          -

                               (general)                         *%                               *%                    1%         1%                                          1%           

                               OTHER                             57          5          5         31          2          7          6          7          3          3         32         12

                                                                11%        11%         7%        14%         5%        13%         9%        10%         9%        13%        12%        11%

                                                                                                  cE                                                                                        

                               DON'T REMEMBER ANY               275         22         38        115         21         33         46         47         14         13        139         63

                               SPECIFIC INITIATIVES /           55%        46%        51%        54%        58%        58%        62%        66%        41%        66%        52%        58%

                               NONE                                                                                                           Ik                     i                      

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                           Table Q1A Page 8

                                                                                                                                                                                                           Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q1A. Over the past few weeks or so, have you seen, heard or read any advertising about programs and services available to help Canadians obtain the right skills or upgrade 

their education and training?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              366         21         76        151         34         40         44         52         32         10        185         86

                                                                37%        28%        31%        40%        50%        40%        33%        40%        29%        30%        38%        37%

                                                                                                  bc       BCdG                                                                             

                               NO                               614         50        159        229         34         59         82         78         74         24        294        144

                                                                61%        68%        65%        60%        50%        58%        62%        59%        67%        70%        60%        61%

                                                                             E          E          e                                e                                                       

                               DON'T KNOW                        23          3         10          2          -          2          6          2          5          -         11          5

                                                                 2%         4%         4%         1%                    2%         4%         2%         4%                    2%         2%

                                                                                        D                                           d                                                       

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                       Table Q1B_1ST Page 9

                                                                                                                                                                                                       Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q1B. What can you remember about this advertising? What words, sounds or images come to mind? (1ST MENTION)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        366         21         76        151         34         40         44         52         32         10        185         86

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   378         33         65        120         62         55         43         40         27         13        197        101

                               Upgrade skills and                42          2          3         24          4          4          5          5          -          1         29          7

                               training/Continuing              11%        12%         4%        16%        12%         9%        10%        10%                    5%        16%         8%

                               Education/Education                                                 C                                                                            l           

                               Skills/training                   29          2          4         15          4          3          2          4          -          1         22          3

                               education for a better            8%         9%         5%        10%        11%         7%         5%         8%                   10%        12%         3%

                               job                                                                                                                                              L           

                               Young people morphing             17          2          5          6          1          0          3          -          1          2          7          7

                               into different                    5%         8%         7%         4%         2%         1%         7%                    3%        17%         4%         8%

                               professions (general)                        ef                                                                                                              

                               Images of People/                 17          1          -         12          2          1          1          4          -          1         10          2

                               Canadians                         5%         4%                    8%         6%         2%         1%         8%                    6%         5%         2%

                                                                                                   g                                                                                        

                               The ad is part of the             12          0          4          6          1          1          1          2          3          -          6          2

                               Economic Action Plan              3%         2%         5%         4%         2%         2%         1%         4%         9%                    3%         2%

                               Government of Canada has          12          -          5          4          -          1          2          2          2          -          4          4

                               programs/service                  3%                    7%         3%                    2%         4%         4%         6%                    2%         5%

                               relating to skills       

                               Never too late to                  8          1          5          1          1          -          -          -          4          -          2          2

                               upgrade skills/education/         2%         3%         6%         1%         4%                                         13%                    1%         2%

                               training                                                 d                                                                 k                                 

                               Recall Advertising                 7          1          -          5          1          -          -          3          -          -          2          2

                               Placement (IE. TV,                2%         3%                    3%         4%                               6%                               1%         2%

                               Radio, In-Community)     

                               General Gov't Retraining/          6          -          -          2          -          2          2          -          -          2          4          -

                               Training Programs/Grants          2%                               2%                    5%         4%                              19%         2%           

                                                                                                                                                                     K                      

                               A young woman stepping             6          -          -          4          -          1          1          -          -          1          1          3

                               out of a plane/morphing           2%                               3%                    2%         3%                              14%         1%         4%

                               into an engin            

                               Apprentice Programs/               5          -          -          1          0          1          3          -          -          -          3          2

                               Skilled Trade Promotion           1%                               1%         1%         2%         6%                                          1%         3%

                               Thinking about your                5          -          4          1          -          -          -          -          1          -          4          -

                               career                            1%                    5%         1%                                                     3%                    2%           

                               Mentions Other Gov't               4          -          -          -          1          1          3          -          -          -          2          3

                               Program, not related to           1%                                          3%         2%         6%                                          1%         3%

                               Training & Development   

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table Q1B_1ST Page 10

                                                                                                                                                                                                      Mar. 1, 2011

                                                                                                                                                                                                      (Continued)

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q1B. What can you remember about this advertising? What words, sounds or images come to mind? (1ST MENTION)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               A middle-aged man                  3          -          1          1          -          -          1          -          -          -          2          1

                               walking into a classroom          1%                    1%         1%                               1%                                          1%         1%

                               A young woman jogging/             2          1          1          -          0          0          -          -          -          -          2          1

                               morphing into a                   1%         3%         1%                    1%         1%                                                     1%         1%

                               construction worker      

                               A young man who is a               2          -          2          -          -          0          -          -          -          -          0          2

                               patient/morphing into a           1%                    3%                               1%                                                     *%         2%

                               nurse/doctor             

                               Tax Programs linked to             2          -          -          -          2          -          -          -          -          -          2          -

                               Retraining                        1%                                          6%                                                                1%           

                               Job Creation/Economic              2          -          -          1          0          -          -          -          -          -          2          -

                               Stimulus                          *%                               1%         1%                                                                1%           

                               An older man being shown           2          -          -          -          -          0          1          -          -          -          -          2

                               how to use a computer             *%                                                     1%         3%                                                     2%

                               OTHER                             56          3         19         22          1          7          4         11         12          -         19         14

                                                                15%        13%        25%        15%         3%        18%         9%        20%        38%                   10%        16%

                                                                                       EG          E                     E                               KL                                 

                               DON'T KNOW                       126          9         24         45         14         18         16         21          9          3         63         30

                                                                34%        43%        31%        30%        42%        44%        37%        40%        29%        28%        34%        35%

                               REFUSED                            1          -          -          -          0          -          1          -          -          -          1          0

                                                                 *%                                          1%                    1%                                          *%         *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table Q1B_ALL Page 11

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q1B. What can you remember about this advertising? What words, sounds or images come to mind? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        366         21         76        151         34         40         44         52         32         10        185         86

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   378         33         65        120         62         55         43         40         27         13        197        101

                               Upgrade skills and                63          6          5         33          6          5          9          8          -          2         42         13

                               training/Continuing              17%        27%         7%        22%        18%        13%        19%        15%                   15%        22%        15%

                               Education/Education                           C                     C          c                                                                             

                               Skills/training                   35          2          4         19          4          4          3          6          -          1         23          5

                               education for a better           10%         9%         5%        13%        11%        10%         6%        12%                   10%        13%         6%

                               job                                                                 C                                                                            l           

                               Young people morphing             22          2          5         10          1          2          3          -          1          2         10          9

                               into different                    6%         8%         7%         6%         2%         5%         7%                    3%        17%         6%        11%

                               professions (general)                         e                                                                                                              

                               Images of People/                 22          1          -         17          3          1          1          5          -          1         13          3

                               Canadians                         6%         4%                   11%         9%         2%         1%        10%                    6%         7%         4%

                                                                                                 bFG                                                                                        

                               The ad is part of the             18          0          5          9          1          1          2          4          3          -          7          4

                               Economic Action Plan              5%         2%         6%         6%         2%         2%         5%         8%         9%                    4%         5%

                               Never too late to                 17          1          8          4          2          2          1          -          4          -          8          5

                               upgrade skills/education/         5%         5%        10%         3%         7%         4%         1%                   13%                    4%         6%

                               training                                                dg                                                                                                   

                               Government of Canada has          16          -          6          6          0          1          2          2          2          -          6          6

                               programs/service                  4%                    8%         4%         1%         3%         4%         4%         6%                    3%         7%

                               relating to skills                                       e                                                                                                   

                               General Gov't Retraining/         13          -          -          5          1          2          5          1          -          2          7          3

                               Training Programs/Grants          3%                               4%         2%         5%        10%         2%                   19%         4%         3%

                                                                                                                                    e                              hkl                      

                               Apprentice Programs/              10          -          -          6          0          1          3          3          -          -          5          2

                               Skilled Trade Promotion           3%                               4%         1%         2%         6%         6%                               3%         3%

                               Thinking about your                9          -          8          1          -          -          -          -          1          -          5          3

                               career                            2%                   10%         1%                                                     3%                    3%         3%

                                                                                        D                                                                                                   

                               Recall Advertising                 8          1          -          5          1          1          -          3          -          -          3          2

                               Placement (IE. TV,                2%         3%                    3%         4%         3%                    6%                               2%         2%

                               Radio, In-Community)     

                               A young woman jogging/             8          1          1          4          0          1          1          -          -          1          3          4

                               morphing into a                   2%         3%         1%         2%         1%         3%         3%                              14%         2%         4%

                               construction worker      

                               Job Creation/Economic              8          -          -          4          0          1          2          3          -          1          4          0

                               Stimulus                          2%                               3%         1%         3%         4%         6%                    6%         2%         *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table Q1B_ALL Page 12

                                                                                                                                                                                                      Mar. 1, 2011

                                                                                                                                                                                                      (Continued)

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q1B. What can you remember about this advertising? What words, sounds or images come to mind? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               A young woman stepping             8          1          -          5          -          1          1          -          -          1          1          5

                               out of a plane/morphing           2%         3%                    3%                    2%         3%                              14%         1%         6%

                               into an engin                                                                                                                                               k

                               A young man who is a               5          -          3          -          0          0          1          -          1          1          1          2

                               patient/morphing into a           1%                    4%                    1%         1%         3%                    3%        14%         *%         2%

                               nurse/doctor                                                                                                                          k                      

                               Mentions Other Gov't               5          -          -          -          1          1          3          -          -          -          2          3

                               Program, not related to           1%                                          3%         2%         7%                                          1%         3%

                               Training & Development   

                               A middle-aged man                  3          -          1          1          -          0          1          -          -          -          2          1

                               walking into a classroom          1%                    1%         1%                    1%         1%                                          1%         1%

                               Tax Programs linked to             2          -          -          -          2          -          -          -          -          -          2          -

                               Retraining                        1%                                          6%                                                                1%           

                               An older man being shown           2          -          -          -          0          0          1          -          -          -          0          2

                               how to use a computer             1%                                          1%         1%         3%                                          *%         2%

                               A visible minority                 2          -          2          -          -          -          -          -          -          -          -          2

                               pharmacist assisting a            1%                    3%                                                                                                 2%

                               customer                 

                               OTHER                             58          3         19         22          1          7          5         11         12          -         20         16

                                                                16%        13%        25%        15%         4%        18%        12%        20%        38%                   11%        18%

                                                                                       Eg          E                     E                               Kl                                 

                               DON'T KNOW                       126          9         24         45         14         18         16         21          9          3         63         30

                                                                34%        43%        31%        30%        42%        44%        37%        40%        29%        28%        34%        35%

                               REFUSED                            1          -          -          -          0          -          1          -          -          -          1          0

                                                                 *%                                          1%                    1%                                          *%         *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                          Table Q2A Page 13

                                                                                                                                                                                                          Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q2A. Recall TV ad - where a young woman morphs into an engineer, another young woman morphs into a construction worker and a young man morphs into a health care professional 

while a female voice talks about getting the right skills and training when thinking about your career?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              442         30        111        176         34         41         49         55         48         17        210        112

                                                                44%        41%        45%        46%        51%        40%        37%        42%        44%        49%        43%        48%

                                                                                                              g                                                                             

                               NO                               478         35        125        177         29         49         64         68         56         13        236        105

                                                                48%        47%        51%        46%        43%        48%        48%        51%        51%        39%        48%        45%

                               NOT APPLICABLE / DO NOT           58          4          3         26          4          9         13          8          2          2         31         16

                               HAVE/USE TELEVISION               6%         5%         1%         7%         5%         9%        10%         6%         2%         6%         6%         7%

                                                                                                   C          C          C          C                                           I          I

                               DON'T KNOW                        23          6          5          3          1          3          6          1          4          3         13          3

                                                                 2%         7%         2%         1%         1%         3%         5%         1%         4%         7%         3%         1%

                                                                          CDEf                                                      d                                                       

                               REFUSED                            1          -          -          1          -          -          -          -          -          -          1          -

                                                                 *%                               *%                                                                           *%           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                          Table Q2B Page 14

                                                                                                                                                                                                          Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q2B. Recall TV ad - over the past few weeks or so where a middle-aged man walks into a classroom, a female pharmacist assists a customer and an older man is being shown how 

to use a computer. A female voice talks about upgrading your education and training for a better job?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              211         13         52         88         13         24         21         24         21          8        114         43

                                                                21%        17%        21%        23%        19%        23%        16%        18%        19%        22%        23%        18%

                               NO                               716         56        181        266         49         68         95         99         81         24        339        173

                                                                71%        76%        74%        69%        73%        67%        72%        75%        73%        68%        69%        74%

                               NOT APPLICABLE / DO NOT           58          4          3         26          4          9         13          8          2          2         31         16

                               HAVE/USE TELEVISION               6%         5%         1%         7%         5%         9%        10%         6%         2%         6%         6%         7%

                                                                                                   C          C          C          C                                           I          I

                               DON'T KNOW                        19          2          8          3          2          1          3          1          6          1          7          3

                                                                 2%         2%         3%         1%         3%         1%         2%         1%         6%         4%         1%         1%

                                                                                       df                                                                hk                                 

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                          Table Q2C Page 15

                                                                                                                                                                                                          Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q2C. Recall Internet ad  - over the past few weeks or so showing a young female engineer, a young female construction worker and a young male health care professional? The ad 

talks about getting the right skills and training for your career?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              137         18         19         56         10         22         12         19          6          3         75         35

                                                                14%        25%         8%        15%        15%        21%         9%        14%         6%         7%        15%        15%

                                                                           CdG                     C          c         CG                     I                                I          I

                               NO                               727         48        204        271         47         66         90         98         97         27        346        159

                                                                73%        64%        84%        71%        70%        65%        68%        75%        88%        78%        70%        67%

                                                                                    BDEFG                                                               HKL                                 

                               NOT APPLICABLE / DO NOT          130          7         19         51          9         13         30         14          5          5         67         39

                               HAVE/USE INTERNET                13%        10%         8%        13%        14%        13%        23%        11%         4%        15%        14%        16%

                                                                                                   c                              BCd                                           I          I

                               DON'T KNOW                         8          1          2          4          1          1          -          -          2          -          3          3

                                                                 1%         1%         1%         1%         1%         1%                               2%                    1%         1%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                          Table Q2D Page 16

                                                                                                                                                                                                          Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q2D. Recall Internet ad - over the past few weeks or so showing a middle-aged man in a classroom, a female pharmacist and an older man in front of a computer? The ad talks 

about upgrading your education and training for a better job?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                               77         10         20         23          2         11         10          6         11          5         39         16

                                                                 8%        13%         8%         6%         3%        11%         8%         5%        10%        15%         8%         7%

                                                                            dE          E                                E                                                                  

                               NO                               785         56        201        305         55         76         92        111         93         24        382        175

                                                                78%        76%        82%        80%        82%        75%        69%        84%        84%        69%        78%        74%

                                                                                        G          g          G                                L          l                                 

                               NOT APPLICABLE / DO NOT          130          7         19         51          9         13         30         14          5          5         67         39

                               HAVE/USE INTERNET                13%        10%         8%        13%        14%        13%        23%        11%         4%        15%        14%        16%

                                                                                                   c                              BCd                                           I          I

                               DON'T KNOW                        11          1          4          4          1          1          1          -          2          1          3          5

                                                                 1%         1%         2%         1%         1%         1%         *%                    2%         2%         1%         2%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                           Table Q3 Page 17

                                                                                                                                                                                                           Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q3. Thinking about the advertising that you saw, what do you think was the main point this advertising was trying to get across? (ONE MENTION ONLY)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               Upgrade your skills/             198         13         27         84         16         33         25         35          9          8         98         48

                               education/training to            37%        31%        21%        41%        41%        55%        45%        51%        16%        47%        37%        39%

                               get a better job                                                    C          C        BCd          C         Ik                     I          I          I

                               You can do or be                  76          9         15         32          3          4         13          7          8          3         37         21

                               anything you want                14%        23%        12%        16%         8%         6%        22%        11%        14%        15%        14%        17%

                                                                            ef                    ef                               EF                                                       

                               Government of Canada has          64          7         12         26          8          6          5         11          5          2         34         13

                               programs/service                 12%        17%        10%        12%        21%        10%         9%        15%         9%        11%        13%        10%

                               relating to skills                                                           CfG                                                                             

                               It's never to late to go          60          4         14         29          3          6          4          9          9          -         31         11

                               back to school/get               11%         9%        11%        14%         8%        11%         8%        13%        15%                   12%         9%

                               education/upgrad         

                               Importance of pursuing            15          -         12          3          -          0          -          2          7          -          5          2

                               post-secondary education          3%                    9%         1%                    1%                    3%        12%                    2%         2%

                                                                                       DF                                                               hKL                                 

                               Programs/benefits                 11          -          6          3          -          1          1          -          1          -          7          3

                               available from                    2%                    5%         2%                    1%         1%                    2%                    3%         2%

                               Government of Canada     

                               Importance of getting              7          -          5          -          1          1          1          -          3          -          4          -

                               skills upgrading                  1%                    4%                    1%         1%         1%                    5%                    1%           

                               Stay in school                     6          -          4          -          1          1          1          -          3          1          1          2

                                                                 1%                    3%                    2%         1%         1%                    5%         3%         *%         1%

                               Importance of trades'              3          -          3          -          0          -          -          -          2          -          1          -

                               apprenticeship/                   1%                    2%                    1%                                          3%                    *%           

                               apprenticeship programs  

                               OTHER                             36          3         10         16          1          3          3          2          6          1         18          8

                                                                 7%         8%         8%         8%         3%         6%         4%         4%        10%         8%         7%         6%

                               NOTHING                            9          2          2          2          1          1          1          -          -          -          7          2

                                                                 2%         4%         2%         1%         2%         2%         1%                                          3%         1%

                               DON'T KNOW                        44          3         17         12          5          3          4          2          5          3         20         14

                                                                 8%         8%        14%         6%        12%         5%         8%         3%         9%        17%         7%        11%

                                                                                       Df                                                                                                  h

                               REFUSED                            0          -          -          -          -          0          -          -          -          -          -          0

                                                                 *%                                                     1%                                                                *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                          Table Q4A Page 18

                                                                                                                                                                                                          Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4A. Did you do anything as a result of seeing this advertising?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               YES                               17          2          2          6          1          6          -          2          2          -         11          3

                                                                 3%         5%         1%         3%         3%        10%                    3%         3%                    4%         2%

                                                                                                                        Cd                                                                  

                               NO                               510         38        124        202         37         52         57         66         56         18        251        119

                                                                96%        95%        98%        97%        97%        89%       100%        97%        97%       100%        95%        97%

                                                                                        F          f          f                    DF                                K                      

                               DON'T KNOW                         1          -          1          -          -          -          -          -          -          -          1          -

                                                                 *%                    1%                                                                                      *%           

                               REFUSED                            1          -          -          -          -          1          -          -          -          -          0          0

                                                                 *%                                                     1%                                                     *%         *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table Q4B_ALL Page 19

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4B. What did you do? (PROBE) Anything else? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                         17          2          2          6          1          6          -          2          2          -         11          3

                                                               100%       100%       100%       100%       100%       100%                  100%       100%                  100%       100%

                               UNWEIGHTED 'N'                    14          3          1          4          2          4          -          1          1          -          8          4

                               Visited the website                1          -          -          -          1          -          -          -          -          -          1          -

                               (SPECIFY)                         4%                                         58%                                                                7%           

                               Visited actionplan.gc.ca/          2          1          -          1          -          -          -          -          -          -          2          -

                               betterjobs website               10%        31%                   17%                                                                          16%           

                               Visited the Government             4          -          -          4          -          -          -          2          -          -          2          -

                               of Canada website                25%                              67%                                        100%                              22%           

                                                                                                                                               K                                            

                               Visited a provincial               3          -          -          -          -          3          -          -          -          -          3          -

                               government website               19%                                                    58%                                                    32%           

                               Visited a school/trade             2          -          -          2          -          -          -          -          -          -          2          -

                               school/training center           13%                              36%                                                                          22%           

                               website                  

                               Talked to my friends               1          -          -          1          -          -          -          -          -          -          -          1

                                                                 6%                              15%                                                                                     33%

                               Talked to my children              0          -          -          -          -          0          -          -          -          -          0          -

                                                                 2%                                                     7%                                                     4%           

                               Looked for information             1          -          -          -          -          1          -          -          -          -          1          -

                               (General)                         4%                                                    12%                                                     7%           

                               OTHER                              8          1          2          2          1          2          -          -          2          -          4          2

                                                                45%        69%       100%        36%        42%        30%                             100%                   38%        67%

                                                                                       DF                                                                 K                                 

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                        Table Q4C_A Page 20

                                                                                                                                                                                                        Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4C_A. Did you ... Visit the actionplan.gc.ca/betterjobs website?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               YES                               18          2          4          9          1          -          1          5          2          -          9          2

                                                                 3%         6%         3%         5%         1%                    2%         8%         4%                    3%         1%

                               NO                               510         38        123        198         38         58         55         63         56         18        253        120

                                                                96%        94%        97%        95%        99%        99%        98%        92%        96%       100%        96%        98%

                                                                                                                                                                    hK                      

                               DON'T KNOW                         1          -          -          1          -          -          -          -          -          -          1          -

                                                                 *%                               1%                                                                           *%           

                               REFUSED                            1          -          -          -          -          1          -          -          -          -          0          0

                                                                 *%                                                     1%                                                     *%         *%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                        Table Q4C_B Page 21

                                                                                                                                                                                                        Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4C_B. Did you ... Call 1-800-O Canada?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               YES                                8          -          4          1          -          3          -          -          1          -          3          4

                                                                 2%                    3%         1%                    5%                               2%                    1%         3%

                               NO                               521         40        123        207         39         56         57         68         57         18        259        118

                                                                98%       100%        97%        99%       100%        94%       100%       100%        98%       100%        99%        97%

                                                                             c                                c                     c          L                     L                      

                               REFUSED                            0          -          -          -          -          0          -          -          -          -          0          -

                                                                 *%                                                     1%                                                     *%           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                        Table Q4C_C Page 22

                                                                                                                                                                                                        Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4C_C. Did you ... Get information about training and/or education?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               YES                               55          2         15         18          4         13          3          7          6          1         29         11

                                                                10%         5%        12%         9%        10%        22%         6%        11%        10%         8%        11%         9%

                                                                                                                     BcDeG                                                                  

                               NO                               473         38        112        190         35         46         53         61         52         17        233        111

                                                                89%        94%        88%        91%        90%        77%        94%        89%        90%        92%        88%        91%

                                                                             F          f          F          f                     F                                                       

                               DON'T KNOW                         1          1          -          -          -          -          -          -          -          -          1          -

                                                                 *%         2%                                                                                                 *%           

                               REFUSED                            0          -          -          -          -          0          -          -          -          -          0          -

                                                                 *%                                                     1%                                                     *%           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                        Table Q4C_D Page 23

                                                                                                                                                                                                        Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q4C_D. Did you ... Go to a Service Canada center?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               YES                               42          0         10         22          4          4          3          7          2          -         28          5

                                                                 8%         1%         8%        10%         9%         6%         4%        11%         3%                   10%         4%

                                                                                        b          B          b                                                                IL           

                               NO                               484         39        117        184         35         55         54         61         56         18        231        118

                                                                91%        97%        92%        88%        91%        93%        96%        89%        97%       100%        88%        96%

                                                                             d                                                      d                     K        HKl                     K

                               DON'T KNOW                         4          1          -          3          -          -          -          -          -          -          4          -

                                                                 1%         2%                    1%                                                                           1%           

                               REFUSED                            0          -          -          -          -          0          -          -          -          -          0          -

                                                                 *%                                                     1%                                                     *%           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                           Table Q5 Page 24

                                                                                                                                                                                                           Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q5. Thinking about the advertising you saw, who do you think produced it? That is, who paid for it?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        529         40        127        208         39         59         57         68         58         18        263        122

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   521         49        109        161         74         72         56         50         52         17        269        133

                               GOVERNMENT OF CANADA/            308         29         82        111         25         31         30         35         38         10        159         65

                               FEDERAL GOVERNMENT               58%        73%        64%        53%        64%        52%        53%        51%        66%        56%        61%        54%

                                                                            Df          d                                                                                                   

                               PROVINCIAL GOVERNMENT             23          1          4         13          1          5          -          7          1          -         11          4

                                                                 4%         2%         3%         6%         3%         8%                   11%         2%                    4%         3%

                                                                                                                                              Il                                            

                               MUNICIPAL GOVERNMENT               1          -          1          -          -          -          -          -          -          -          1          -

                                                                 *%                    1%                                                                                      *%           

                               TAXPAYERS                        105          7          2         56         10         14         17         17          1          5         49         33

                                                                20%        16%         1%        27%        25%        23%        30%        24%         2%        30%        19%        27%

                                                                             c                     C          C          C          C          I                     I          I          I

                               OTHER                             17          1          6          5          1          1          3          2          2          2          8          3

                                                                 3%         2%         5%         3%         1%         2%         6%         3%         3%        11%         3%         3%

                               DON'T KNOW                        75          3         32         23          3          8          6          7         16          1         34         17

                                                                14%         7%        26%        11%         7%        13%        10%        11%        27%         3%        13%        14%

                                                                                    BDEFG                                                              HJKl                                 

                               REFUSED                            1          -          -          -          -          1          -          -          -          -          1          -

                                                                 *%                                                     2%                                                     *%           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                      Table SUMMARY Page 25

                                                                                                                                                                                                      Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

MEAN SUMMARY TABLE - How would you rate the performance of the Government of Canada ... ? (Use a 7-point scale, where 1 means terrible, 7 means excellent and the mid-point, 

4, means neither good nor bad.)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               in providing information         4.3        4.5        4.2        4.3        4.3        4.5        4.1        4.4        4.1        4.2        4.3        4.2

                               about programs and                            g                                          cG                                                                  

                               services available to    

                               Canadians who wish to    

                               enhance their education  

                               and skills               

                               in providing information         4.1        4.3        4.1        4.1        4.3        4.5        4.0        4.2        4.0        4.2        4.2        4.0

                               to the public in general                                                                CDG                                                                  

                               overall                          4.1        4.0        4.0        4.1        4.5        4.6        3.9        4.5        4.0        4.2        4.2        3.9

                                                                                                           BCDG       BCDG                   IkL                                l           

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                           Table Q6 Page 26

                                                                                                                                                                                                           Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q6. How would you rate the performance of the Government of Canada in providing information about programs and services available to Canadians who wish to enhance their 

education and skills?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               1, Terrible                       61          5         10         27          5          5          9          6          3          2         34         15

                                                                 6%         7%         4%         7%         7%         5%         7%         5%         3%         6%         7%         6%

                                                                                                                                                                                i           

                               2                                 59          3         18         27          1          4          6         12          5          1         24         17

                                                                 6%         5%         7%         7%         1%         4%         5%         9%         4%         3%         5%         7%

                                                                                        E          E                                e                                                       

                               3                                114          3         35         35          8          8         24         13         21          5         52         24

                                                                11%         4%        14%         9%        12%         8%        18%        10%        19%        13%        11%        10%

                                                                                       Bd                     b                   BDf                   hkL                                 

                               4, Neither good nor bad          287         22         61        115         22         29         38         30         32         12        141         72

                                                                29%        29%        25%        30%        32%        29%        29%        22%        29%        35%        29%        31%

                               5                                237         23         60         88         15         27         24         37         25          9        115         51

                                                                24%        31%        25%        23%        22%        27%        18%        28%        23%        27%        23%        22%

                                                                             g                                                                                                              

                               6                                117         13         15         49         10         13         17         15          5          4         66         27

                                                                12%        17%         6%        13%        15%        12%        13%        11%         4%        11%        13%        12%

                                                                             C                     C          C          c          c          i                                I          I

                               7, Excellent                      62          3         16         25          3          9          5         14          6          1         29         12

                                                                 6%         5%         7%         7%         4%         9%         4%        10%         6%         3%         6%         5%

                               DON'T KNOW                        58          1         28         12          4          7          7          5         13          1         24         16

                                                                 6%         1%        11%         3%         5%         7%         5%         3%        12%         2%         5%         7%

                                                                                     BDeg                                b                              HJk                                 

                               REFUSED                            9          1          -          5          1          -          2          1          -          -          6          1

                                                                 1%         1%                    1%         1%                    1%         1%                               1%         1%

                               MEAN                             4.3        4.5        4.2        4.3        4.3        4.5        4.1        4.4        4.1        4.2        4.3        4.2

                                                                             g                                          cG                                                                  

                               GOOD                             416         39         92        162         28         48         47         65         36         14        210         91

                                                                41%        52%        38%        42%        41%        48%        35%        49%        33%        41%        43%        39%

                                                                            CG                                           g                    Il                                i           

                               NEITHER GOOD NOR BAD             287         22         61        115         22         29         38         30         32         12        141         72

                                                                29%        29%        25%        30%        32%        29%        29%        22%        29%        35%        29%        31%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q6. How would you rate the performance of the Government of Canada in providing information about programs and services available to Canadians who wish to enhance their 

education and skills?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               BAD                              234         12         63         89         13         18         39         31         29          8        110         56

                                                                23%        16%        26%        23%        20%        17%        29%        24%        26%        22%        22%        24%

                                                                                        b                                         Bef                                                       

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q7. And, using the same scale, how would you rate the performance of the Government of Canada in providing information to the public in general?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               1, Terrible                       90          9         21         33          4          4         19         11          9          4         46         20

                                                                 9%        12%         9%         9%         6%         3%        14%         8%         8%        11%         9%         8%

                                                                             f                     f                               eF                                                       

                               2                                 70          3         21         32          6          6          3          6          5          1         36         22

                                                                 7%         4%         8%         8%         8%         6%         2%         5%         5%         2%         7%         9%

                                                                                        G          G          g                                                                            J

                               3                                136          7         37         51          6         12         23         18         21          5         61         32

                                                                14%        10%        15%        13%         9%        12%        17%        14%        19%        15%        12%        13%

                                                                                        e                                           e                                                       

                               4, Neither good nor bad          248         18         65         96         17         22         29         37         34          8        104         65

                                                                25%        24%        27%        25%        26%        22%        22%        28%        31%        23%        21%        27%

                                                                                                                                                          k                                 

                               5                                231         17         55         86         13         32         27         30         28          9        116         48

                                                                23%        22%        22%        23%        20%        32%        21%        23%        25%        26%        24%        21%

                                                                                                                       deg                                                                  

                               6                                136         15         19         55         14         13         20         19          4          6         81         27

                                                                14%        20%         8%        14%        20%        13%        15%        14%         3%        16%        16%        12%

                                                                             C                     C          C                     c          I                     i         Il          I

                               7, Excellent                      62          5         21         18          3          9          6          8          9          2         31         12

                                                                 6%         7%         9%         5%         4%         8%         5%         6%         8%         5%         6%         5%

                               DON'T KNOW                        26          0          5          9          3          4          5          3          1          1         13          8

                                                                 3%         1%         2%         2%         4%         4%         4%         3%         1%         2%         3%         4%

                               REFUSED                            4          -          -          3          1          -          1          -          -          -          3          1

                                                                 *%                               1%         2%                    *%                                          1%         1%

                               MEAN                             4.1        4.3        4.1        4.1        4.3        4.5        4.0        4.2        4.0        4.2        4.2        4.0

                                                                                                                       CDG                                                                  

                               GOOD                             429         37         95        160         30         54         54         57         40         17        227         87

                                                                43%        49%        39%        42%        44%        53%        40%        43%        37%        48%        46%        37%

                                                                                                                       Cdg                                                     iL           

                               NEITHER GOOD NOR BAD             248         18         65         96         17         22         29         37         34          8        104         65

                                                                25%        24%        27%        25%        26%        22%        22%        28%        31%        23%        21%        27%

                                                                                                                                                          k                                 

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q7. And, using the same scale, how would you rate the performance of the Government of Canada in providing information to the public in general?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               BAD                              296         20         79        115         16         21         45         35         35          9        144         74

                                                                30%        26%        33%        30%        24%        21%        34%        26%        32%        27%        29%        31%

                                                                                        F          f                                f                                                       

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

Q8. Generally speaking, how would you rate the overall performance of the Government of Canada? Once again, please use the same scale.

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                        982         69        241        379         66         98        128        131        110         34        478        228

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                   985         98        209        296        129        127        126         99         94         35        496        261

                               1, Terrible                       95         10         22         37          5          4         18         13          4          5         44         30

                                                                10%        14%         9%        10%         8%         4%        14%        10%         4%        15%         9%        13%

                                                                             F                     f                                F                                           I          I

                               2                                 88          4         21         36          5          6         16          7          6          1         48         25

                                                                 9%         6%         9%         9%         8%         6%        13%         6%         6%         3%        10%        11%

                               3                                120          9         40         42          3         10         15          6         28          1         59         27

                                                                12%        14%        16%        11%         5%        11%        12%         5%        25%         2%        12%        12%

                                                                             e          E          E                                e                  HJKL                    HJ         HJ

                               4, Neither good nor bad          230         15         70         90         15         19         21         32         39          9         95         55

                                                                23%        22%        29%        24%        22%        19%        16%        25%        35%        25%        20%        24%

                                                                                       fG                                                                Kl                                 

                               5                                239         15         51         94         13         33         33         34         18         14        127         46

                                                                24%        22%        21%        25%        20%        34%        25%        26%        17%        41%        26%        20%

                                                                                                                       bCE                                          IL         Il           

                               6                                142         11         29         48         20         17         18         19         11          2         78         31

                                                                14%        16%        12%        13%        30%        17%        14%        14%        10%         7%        16%        14%

                                                                                                          BCDFG                                                                             

                               7, Excellent                      62          3          9         29          4          8          8         18          4          2         25         12

                                                                 6%         5%         4%         8%         6%         8%         6%        14%         4%         7%         5%         5%

                                                                                                   c                                         IKL                                            

                               DON'T KNOW                         6          1          -          3          1          1          -          2          -          -          2          2

                                                                 1%         1%                    1%         2%         1%                    2%                               *%         1%

                               MEAN                             4.1        4.0        4.0        4.1        4.5        4.6        3.9        4.5        4.0        4.2        4.2        3.9

                                                                                                           BCDG       BCDG                   IkL                                l           

                               GOOD                             443         30         89        171         37         58         58         70         34         19        230         89

                                                                45%        43%        37%        45%        55%        59%        46%        54%        31%        55%        48%        39%

                                                                                                   c        bCd       BCDg                    IL                     I         IL           

                               NEITHER GOOD NOR BAD             230         15         70         90         15         19         21         32         39          9         95         55

                                                                23%        22%        29%        24%        22%        19%        16%        25%        35%        25%        20%        24%

                                                                                       fG                                                                Kl                                 

                               BAD                              303         24         82        114         14         20         49         26         38          7        151         82

                                                                31%        34%        34%        30%        20%        21%        38%        20%        34%        20%        31%        36%

                                                                            ef         EF         ef                               EF                     H                     H         Hj

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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C2. Earlier, you mentioned that after seeing the advertising you got information about training and/or education. Where did you get this information? (TOTAL MENTIONS)

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                         55          2         15         18          4         13          3          7          6          1         29         11

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                    50          3         11         15          8         10          3          6          5          1         24         14

                               The Internet (SPECIFY             20          -          5          9          1          6          -          4          1          -         12          3

                               WEBSITES)                        36%                   33%        47%        19%        44%                   55%        19%                   41%        24%

                               The Government of Canada           6          -          -          3          1          1          1          2          -          1          2          1

                               (General)                        11%                              17%        14%        10%        42%        27%                  100%         8%         5%

                                                                                                                                                                   HKL                      

                               actionplan.gc.ca/                  3          1          1          1          -          -          -          -          1          -          2          -

                               betterjobs                        5%        33%         8%         6%                                                    19%                    6%           

                               School guidance/career             3          -          -          2          1          -          -          -          -          -          2          1

                               counsellor                        5%                              13%        14%                                                                8%         5%

                               Specific agency/                   2          -          -          2          -          -          -          1          -          -          1          -

                               department of the                 4%                              13%                                         17%                               4%           

                               Government of Canada     

                               (SPEC                    

                               Employer                           1          1          -          -          -          -          -          -          -          -          -          1

                                                                 1%        35%                                                                                                            6%

                               Parents/family                     0          -          -          -          -          0          -          -          -          -          0          -

                                                                 1%                                                     3%                                                     1%           

                               Friends                            0          -          -          -          -          0          -          -          -          -          0          -

                                                                 1%                                                     3%                                                     1%           

                               OTHER                             23          1          8          7          2          3          2          4          5          -          8          6

                                                                41%        33%        54%        39%        54%        22%        58%        55%        84%                   26%        53%

                                                                                                                                                          K                                 

                               DON'T KNOW/CAN'T                   8          -          3          1          1          3          -          -          1          -          6          1

                               REMEMBER/REFUSED                 15%                   20%         6%        19%        26%                              16%                   22%         7%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

D0. Gender

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               MALE                             486         36        118        185         33         50         64         73         53         17        237        107

                                                                48%        48%        48%        48%        49%        50%        49%        56%        48%        48%        48%        45%

                                                                                                                                               l                                            

                               FEMALE                           517         39        127        198         35         51         68         59         58         18        254        129

                                                                52%        52%        52%        52%        51%        50%        51%        44%        52%        52%        52%        55%

                                                                                                                                                                                           h

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

                                                                                                                                                                                                           Table D1 Page 33

                                                                                                                                                                                                           Mar. 1, 2011

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

D1: What is your current employment status?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               Working full-time (35 or         423         38        109        158         30         46         41         63         57         16        215         73

                               more hours per week)             42%        51%        45%        41%        45%        45%        31%        47%        51%        45%        44%        31%

                                                                             G          G          g          G          g                     L          L                     L           

                               Working part-time (less           83          4         19         38          7          6          9          8         12          2         35         26

                               than 35 hours per week)           8%         6%         8%        10%        10%         6%         7%         6%        11%         6%         7%        11%

                                                                                                                                                                                           h

                               Self-employed                     82          3         16         31          6          8         18         13          7          7         30         26

                                                                 8%         4%         7%         8%         9%         8%        14%         9%         6%        20%         6%        11%

                                                                                                                                   Bc                                k                     K

                               Student (not working)             56          4         16         25          2          3          6         11          9          2         27          7

                                                                 6%         5%         7%         6%         3%         3%         4%         8%         9%         6%         6%         3%

                                                                                       ef         EF                                           L          L                     L           

                               Unemployed, but looking           51          1          8         25          1          6          9          8          2          -         34          8

                               for work                          5%         2%         3%         7%         2%         6%         7%         6%         2%                    7%         3%

                                                                                                 BcE                              BcE                                          IL           

                               Not in the workforce              65          5         13         17          6         17          8          4          5          -         30         26

                               (e.g. unemployed, but             7%         7%         5%         4%         8%        16%         6%         3%         4%                    6%        11%

                               not looking for work, a                                                               bCDeG                                                               HIK

                               full-time homemaker or   

                               parent)                  

                               Retired                          214         16         57         79         14         13         35         21         16          8        106         62

                                                                21%        22%        23%        21%        21%        13%        26%        16%        15%        23%        22%        26%

                                                                                        f                                           f                                                     hI

                               OTHER                             19          1          5          4          1          2          5          2          2          -         10          4

                                                                 2%         2%         2%         1%         1%         2%         4%         2%         2%                    2%         2%

                               PREFER NOT TO SAY                 10          1          1          5          1          1          1          3          -          -          3          4

                                                                 1%         1%         *%         1%         1%         1%         *%         2%                               1%         2%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

D2. What is the highest level of formal education that you have completed to date?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               Elementary school or              46          3         18          9          4          6          5          -          7          1         23         15

                               less                              5%         4%         7%         2%         7%         6%         4%                    6%         3%         5%         6%

                                                                                        D                                                                                                   

                               Secondary school                 255         16         58         92         24         29         36         28         20          7        119         80

                                                                25%        22%        24%        24%        36%        28%        27%        21%        18%        20%        24%        34%

                                                                                                            bCD                                                                          HIK

                               Some post-secondary              102         11         17         36          5         14         19          8         10          6         57         22

                                                                10%        15%         7%        10%         7%        14%        14%         6%         9%        16%        12%         9%

                                                                                                                         c          c                                           H           

                               College, vocational or           254         12         71        107         15         26         24         29         32          5        124         63

                               trade school                     25%        16%        29%        28%        22%        25%        18%        22%        29%        16%        25%        27%

                                                                                       BG         Bg                                                                                        

                               Undergraduate university         200         16         58         80         10         15         20         39         33          4         93         31

                               program                          20%        22%        24%        21%        15%        15%        15%        30%        30%        11%        19%        13%

                                                                                      efg                                                    JKL        JKL                     L           

                               Graduate or professional         131         15         20         53          8         11         24         25          8         11         68         19

                               university program               13%        20%         8%        14%        12%        11%        18%        19%         7%        31%        14%         8%

                                                                             C                     C                                C         IL                   IKL         iL           

                               REFUSED                           15          1          3          5          1          1          4          3          -          1          6          5

                                                                 2%         2%         1%         1%         1%         1%         3%         2%                    3%         1%         2%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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D3 AGE:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               18-24                             74          2         17         32          5          8         10         13          9          4         37         11

                                                                 7%         2%         7%         8%         8%         8%         7%        10%         9%        11%         8%         5%

                                                                                        B          B          B          B          B          l                                L           

                               25-34                            203         17         47         75         13         26         26         32         23          5        104         39

                                                                20%        23%        19%        20%        19%        25%        19%        25%        21%        15%        21%        17%

                                                                                                                                              jl                                l           

                               35-54                            392         29         94        151         25         42         51         53         50         11        184         94

                                                                39%        39%        38%        40%        37%        41%        39%        40%        45%        33%        37%        40%

                               55+                              320         26         81        121         22         27         45         33         27         13        160         86

                                                                32%        35%        33%        32%        32%        26%        34%        25%        25%        38%        33%        37%

                                                                                                                                                                                          hI

                               Refused                           14          1          5          4          3          -          1          1          1          1          6          5

                                                                 1%         1%         2%         1%         4%                    1%         1%         1%         3%         1%         2%

                                                                                                             DG                                                                             

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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D4. Were you born in Canada?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              842         70        219        289         58         89        116         68         89         27        437        220

                                                                84%        95%        89%        76%        87%        88%        88%        52%        81%        79%        89%        93%

                                                                            De          D                     D          D          D                     H          H         Hi       HIjk

                               NO                               156          4         24         92          8         13         16         63         21          7         52         13

                                                                16%         5%        10%        24%        12%        12%        12%        48%        19%        21%        11%         5%

                                                                                               BCEFG                                        IJKL         kL          l          L           

                               REFUSED                            5          -          2          2          1          -          -          1          -          -          1          3

                                                                 *%                    1%         1%         1%                               1%                               *%         1%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

D5. Are there any children under the age of 18 currently living in your household?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               YES                              377         26         85        146         26         44         49         58         42         10        173         94

                                                                38%        36%        35%        38%        38%        44%        37%        44%        38%        29%        35%        40%

                                                                                                                                               j                                            

                               NO                               618         48        157        233         41         57         83         72         68         25        315        138

                                                                62%        64%        64%        61%        60%        56%        63%        55%        62%        71%        64%        59%

                                                                                                                                                                     h          h           

                               REFUSED                            8          -          3          4          1          -          -          2          -          -          3          3

                                                                 1%                    1%         1%         1%                               2%                               1%         1%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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D6. Which of the following income ranges best describes the combined annual income of all persons in your household, before taxes?

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               Under $20,000                     73          3         20         25          1          7         18          9          5          4         41         14

                                                                 7%         4%         8%         7%         1%         7%        14%         7%         4%        11%         8%         6%

                                                                                        E          E                              BdE                                                       

                               $20,000 to just under            173         17         50         67         16          8         15         19         24          3         76         50

                               $40,000                          17%        23%        20%        18%        23%         8%        12%        14%        22%         9%        16%        21%

                                                                            Fg         FG          F         FG                                           j                               Jk

                               $40,000 to just under            156          9         37         60         12         15         22         14         18          7         73         44

                               $60,000                          16%        13%        15%        16%        17%        15%        17%        10%        16%        20%        15%        19%

                                                                                                                                                                                           H

                               $60,000 to just under            133          4         36         52          9          9         24         13         11          4         68         37

                               $80,000                          13%         6%        15%        14%        13%         8%        18%        10%        10%        12%        14%        16%

                                                                                        B          B          b                    Bf                                                       

                               $80,000 to just under            105         10         17         42          9         18         10         16          8          5         56         20

                               $100,000                         10%        14%         7%        11%        13%        18%         7%        12%         7%        13%        11%         9%

                                                                                                              c        CdG                                                                  

                               $100,000 to just under            64          3         14         27          3          7          9         10          9          3         35          8

                               $120,000                          6%         4%         6%         7%         4%         7%         7%         7%         8%         7%         7%         4%

                                                                                                                                                                                L           

                               $120,000 to just under            71         15         10         25          5          9          7         15          4          1         43          8

                               $150,000                          7%        21%         4%         6%         7%         9%         6%        11%         4%         3%         9%         3%

                                                                         CDEFG                                                                iL                               IL           

                               $150,000 and above                54          4          8         20          3         14          4         10          5          1         26         11

                                                                 5%         6%         3%         5%         4%        14%         3%         8%         5%         3%         5%         5%

                                                                                                                     bCDEG                                                                  

                               REFUSED                          174          8         53         65         11         15         22         26         27          8         72         42

                                                                17%        11%        22%        17%        17%        15%        17%        20%        24%        22%        15%        18%

                                                                                        B                                                                 k                                 

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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LANGUAGE OF INTERVIEW:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               ENGLISH                          795         74         36        383         67        102        133        132         22         35        418        187

                                                                79%       100%        15%       100%       100%       100%       100%       100%        20%       100%        85%        80%

                                                                             C                     C          C          C          C        IKL                   IKL         Il          I

                               FRENCH                           208          -        208          -          -          -          -          -         88          -         72         48

                                                                21%                   85%                                                               80%                   15%        20%

                                                                                                                                                         KL                                k

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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PROVINCE:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               British Columbia                 123          -          -          -          -          -        123          -          -         35         64         25

                                                                12%                                                               93%                             100%        13%        11%

                                                                                                                                                                    KL                      

                               Alberta                           99          -          -          -          -         99          -          -          -          -         70         29

                                                                10%                                                    97%                                                    14%        12%

                               Saskatchewan                      30          -          -          -         30          -          -          -          -          -         16         15

                                                                 3%                                         45%                                                                3%         6%

                               Manitoba                          35          -          -          -         35          -          -          -          -          -         19         16

                                                                 3%                                         52%                                                                4%         7%

                               Ontario                          383          -          -        383          -          -          -        132          -          -        185         66

                                                                38%                             100%                                        100%                              38%        28%

                                                                                                                                              KL                                L           

                               Quebec                           244          -        244          -          -          -          -          -        110          -         81         53

                                                                24%                  100%                                                              100%                   17%        23%

                                                                                                                                                         KL                                k

                               Newfoundland                      20         20          -          -          -          -          -          -          -          -         11         10

                                                                 2%        27%                                                                                                 2%         4%

                               New Brunswick                     26         26          -          -          -          -          -          -          -          -         18          8

                                                                 3%        36%                                                                                                 4%         4%

                               Nova Scotia                       20         20          -          -          -          -          -          -          -          -         14          6

                                                                 2%        27%                                                                                                 3%         3%

                               P.E.I.                             8          8          -          -          -          -          -          -          -          -          4          3

                                                                 1%        10%                                                                                                 1%         1%

                               Yukon                              9          -          -          -          -          -          9          -          -          -          8          1

                                                                 1%                                                                7%                                          2%         1%

                               N.W.T.                             3          -          -          -          -          3          -          -          -          -          2          1

                                                                 *%                                                     3%                                                     *%         *%

                               Nunavut                            2          -          -          -          2          -          -          -          -          -          -          2

                                                                 *%                                          4%                                                                           1%

                               TOTAL ATLANTIC                    74         74          -          -          -          -          -          -          -          -         47         28

                                                                 7%       100%                                                                                                 9%        12%

                               TOTAL QUEBEC                     244          -        244          -          -          -          -          -        110          -         81         53

                                                                24%                  100%                                                              100%                   17%        23%

                                                                                                                                                         KL                                k

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

PROVINCE:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL ONTARIO                    383          -          -        383          -          -          -        132          -          -        185         66

                                                                38%                             100%                                        100%                              38%        28%

                                                                                                                                              KL                                L           

                               TOTAL MB, SK & NU                 67          -          -          -         67          -          -          -          -          -         35         32

                                                                 7%                                        100%                                                                7%        14%

                                                                                                                                                                                           K

                               TOTAL ALBERTA & NWT              102          -          -          -          -        102          -          -          -          -         72         30

                                                                10%                                                   100%                                                    15%        13%

                               TOTAL B.C. & YT                  133          -          -          -          -          -        133          -          -         35         71         26

                                                                13%                                                              100%                             100%        15%        11%

                                                                                                                                                                    KL                      

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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REGION:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               BC - Vancouver CMA                35          -          -          -          -          -         35          -          -         35          -          -

                                                                 3%                                                               26%                             100%                      

                               BC - Island and Coast             32          -          -          -          -          -         32          -          -          -         26          7

                                                                 3%                                                               24%                                          5%         3%

                               BC - South and East               41          -          -          -          -          -         41          -          -          -         27         14

                                                                 4%                                                               31%                                          6%         6%

                               BC - North                        15          -          -          -          -          -         15          -          -          -         10          5

                                                                 1%                                                               11%                                          2%         2%

                               AB - Edmonton                     28          -          -          -          -         28          -          -          -          -         28          -

                                                                 3%                                                    28%                                                     6%           

                               AB - Calgary                      25          -          -          -          -         25          -          -          -          -         25          -

                                                                 3%                                                    25%                                                     5%           

                               AB - Rest of Province             45          -          -          -          -         45          -          -          -          -         16         29

                                                                 4%                                                    44%                                                     3%        12%

                                                                                                                                                                                           K

                               SK - Saskatoon                     6          -          -          -          6          -          -          -          -          -          6          -

                                                                 1%                                          9%                                                                1%           

                               SK - Regina                        4          -          -          -          4          -          -          -          -          -          4          -

                                                                 *%                                          6%                                                                1%           

                               SK - Rest of Province             19          -          -          -         19          -          -          -          -          -          5         15

                                                                 2%                                         29%                                                                1%         6%

                                                                                                                                                                                           K

                               MB - Winnipeg                     18          -          -          -         18          -          -          -          -          -         18          -

                                                                 2%                                         26%                                                                4%           

                               MB - Rest of Province             17          -          -          -         17          -          -          -          -          -          2         16

                                                                 2%                                         25%                                                                *%         7%

                                                                                                                                                                                           K

                               ON - GTA                         132          -          -        132          -          -          -        132          -          -          -          -

                                                                13%                              34%                                        100%                                            

                               ON - Southwest                   137          -          -        137          -          -          -          -          -          -        105         33

                                                                14%                              36%                                                                          21%        14%

                                                                                                                                                                                L           

                               ON - Central/SE                   84          -          -         84          -          -          -          -          -          -         60         24

                                                                 8%                              22%                                                                          12%        10%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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                                                                                                                                                                                                         (Continued)

BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

REGION:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               ON - North                        30          -          -         30          -          -          -          -          -          -         20          9

                                                                 3%                               8%                                                                           4%         4%

                               PQ - Montreal                    110          -        110          -          -          -          -          -        110          -          -          -

                                                                11%                   45%                                                              100%                                 

                               PQ - - Rest of Province          134          -        134          -          -          -          -          -          -          -         81         53

                                                                13%                   55%                                                                                     17%        23%

                                                                                                                                                                                           k

                               ATL - All provinces               74         74          -          -          -          -          -          -          -          -         47         28

                                                                 7%       100%                                                                                                 9%        12%

                               YT                                 9          -          -          -          -          -          9          -          -          -          8          1

                                                                 1%                                                                7%                                          2%         1%

                               NWT                                3          -          -          -          -          3          -          -          -          -          2          1

                                                                 *%                                                     3%                                                     *%         *%

                               NU                                 2          -          -          -          2          -          -          -          -          -          -          2

                                                                 *%                                          4%                                                                           1%

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.
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BETTER JOBS (JOBS OF TOMORROW) - ADVERTISING CAMPAIGN EVALUATION

URBAN / RURAL FLAG:

                                                                                                 REGION                                           CMA / URBAN / RURAL

                                                                    ================================================================= ======================================================

                                                                                                                                                                         OTHER

                                                            TOTAL    ATLANTIC    QUEBEC    ONTARIO    MB/SK/NU    AB/NWT     BC/YT       GTA      MONTREAL  VANCOUVER    URBAN      RURAL

                                                         ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ---------- ----------

                                                                (A)        (B)        (C)        (D)        (E)        (F)        (G)        (H)        (I)        (J)        (K)        (L)

                               TOTAL 'N'                      1,003         74        244        383         67        102        133        132        110         35        491        235

                                                               100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%       100%

                               UNWEIGHTED 'N'                 1,003        100        212        300        130        131        130        100         94         36        504        269

                               Urban                            768         47        191        317         35         72        106        132        110         35        491          -

                                                                77%        63%        78%        83%        52%        71%        80%       100%       100%       100%       100%           

                                                                                       BE        BEF                     E         BE                                                       

                               Rural                            235         28         53         66         32         30         26          -          -          -          -        235

                                                                23%        37%        22%        17%        48%        29%        20%                                                   100%

                                                                           CDG                             CDFG          D                                                                  

Comparison Groups: BCDEFG/HIJKL

Independent T-Test for Means (equal variances), Independent Z-Test for Percentages

Upper case letters indicate significance at the 95% level.

Lower case letters indicate significance at the 90% level.

NRG RESEARCH GROUP (022-11-2045)

