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Situation & Objectives

• Objective

To quantify message acceptance and motivation among target audience.  This
included testing a series of platforms and stand-alone messages, as well as
obtaining attitudes, perceptions and drivers of motivation within each of the four
behavior areas (identified as Diet, Exercise, Smoking/ Tobacco and Screening).

• Key Measures

Awareness

Believability/ Credibility

Clarity of main message

Importance

Personal relevance

Makes me think about issue in a new or different way

Likelihood to motivate

Likelihood to tell a friend or family member
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A national on-line study among American adults age 35-65
during September 2007

• Survey was 15 minutes in length

• Total sample size of 1,012 adults

• Including over-sample of 130 African Americans and 150
Hispanics

• Census weighting for age, gender, income and education

• Hard quota for region (4-point census)

Methodology
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Report Outline

This report provides context for adults perceptions of prevention
messages within 5 key behavior areas:

• Generic, Diet, Exercise, Smoking, and  Screening

A total of 10 messages were assessed—two messages within each
behavior area.

All messages were tested for:

• Importance

• Believability

• Relevance

• Confusion

• Likelihood to take action

• Ability to make a change and succeed

• Appeal/Fit of logo
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Key Findings & Implications
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Consistent with previous findings, platform messages work!

• Overall, adults are receptive to the platform messages.

• The majority of adults find them believable and important.

• The clear, concise structure of the message provides adults with
information on how to change their lifestyle or behaviors.

Adults find direct, meaningful messages relevant.

• The target audience recognizes the relevance of the messages. (Of
note, the relevance of the Smoking messages is weak compared to
the other behavior areas)

• In cases where relevance is weak, adults are most likely to claim
they are already taking steps to reduce my risk of cancer.

Key Findings  & Implications
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Adults feel they can make immediate changes and succeed.

• Using proof points to relay a message helps adults connect the dots.

• The majority of adults feel the behavior messages gave them enough
information to make a change in my current behavior.

• And, adults are likely to agree that the messages make me feel like I can
succeed in changing my current behaviors.

Overall, the logos support and enhance the messages.

• The logos catch the attention of the target audience.

• And importantly, the logos fit with the overall message content.

• The logos also increase the likelihood of adults paying attention to the
message.

Key Findings  & Implications (cont.)
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Key Findings  & Implications (cont.)

Generic

• Both Generic messages strongly resonate with adults, specifically in
terms of believability, importance and relevance.

• However, the messages appear to leave adults wanting more… as less
than half of respondents feel the generic messages provide them with
enough information to make a change in their current behavior.

• We recommend providing a website address in conjunction with this
and other messages to address the desire to learn more.

• Of note, message 1 may have greater potential with adults, as it
maintains slightly stronger importance and more likely to motivate
adults to share the info and/or improve their current lifestyle.
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Key Findings  & Implications (cont.)

Diet

• Both Diet messages also strongly resonate with adults in terms of
believability, importance and relevance—particularly message 1.

• Additionally, message 1 appears to be more successful in motivating
adults to obtain more information and providing adults with a sense
that they can take action to make change.

Exercise

• The Exercise messages are most successful in challenging adults to
think about reducing their risk of cancer in a new way.

• Further, both messages maintain strong relevance, motivate adults to
take action and provide enough information to make an immediate
change (especially message 2).



10

Key Findings  & Implications (cont.)

Smoking

• While adults find the Smoking messages to be believable and important,
they do not challenge adults to think about cancer in a new way and
are weak in relevance (most likely because they do not smoke).

• However, the majority of adults agree that they would tell a friend or
family member about the message (particularly message 1).

Screening

• Both Screening messages achieve very high levels of believability &
importance, and are also perceived as relevant (especially message 1
among women).

• Additionally, both messages motivate adults to share the information
they learned and makes them feel they can succeed in changing their
behaviors.
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Scorecard 1

Smoking Messaging

480939379Message 2

680918874Message 1

Exercise Messaging

369888868Message 2

375959563Message 2

486959567Message 1

Screening Messaging

348859548Message 2

143909748Message 1

684919369Message 1

Diet Messaging

779889266Message 2

681949265Message 1

Generic Messaging

ConfusionRelevanceImportanceBelievableNew Way%Very/ Somewhat
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Scorecard 2

Smoking Messaging

7567636458Message 2

7360636252Message 1

Exercise Messaging

6550506049Message 2

6260476152Message 2

7057636554Message 1

Screening Messaging

5652385733Message 2

5850446539Message 1

7262626257Message 1

Diet Messaging

6546525750Message 2

6949626454Message 1

Generic Messaging

I can
succeed

Enough
Info

CommercialShare InfoWebsite%Very/ Somewhat
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Scorecard 3

788990Message 2

849189Message 1

Screening Messaging

778785Message 2

789387Message 1

Smoking Messaging

828991Message 2

808889Message 1

Exercise Messaging

728181Message 2

748084Message 1

Diet Messaging

809088Message 2

839391Message 1

Generic Messaging

Makes you pay
attention

Fits with messageCatch’s Attention%Very/ Somewhat



14

Detailed Findings
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Generic Messaging
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Generic Message 1

Reduce Your Risk for Cancer.

Research indicates that only 5% of
cancers are hereditary.

Which means you have the power to do
something about it.

Reduce your risk:  Eat Well.  Be active.
Don’t smoke.  Get screened.

Now you know.  Now you can.

Reduce Your Risk for Cancer.

Research shows that as many as 7 in
10 cancer deaths can be prevented
with simple lifestyle changes.

Which means you have the power to
do something about it.

Reduce your risk:  Eat well.  Be
active.  Don’t smoke.  Get screened.

Now you know.  Now you can.

Generic Messages

Generic Message 2



17Please tell us in your own words, what is the main ideas of this message?  (Example verbatims)

Main Idea

• By living a healthy lifestyle you can reduce your risk of cancer.

“By doing the right things it is possible to reduce your risk of getting

cancer.  You can take control of your life and live better.”

“Get involved in preventative maintenance (diet, activity, doctor

appointment) to help reduce your cancer risk.”

“Live healthy.”

“7 of 10 cancer deaths can be prevented with lifestyle changes,

i.e.: not smoking, exercising, eating healthy, and screenings.”

“To take care of your self.”

“To inform you that you can reduce your risk of getting cancer.”
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Message Characteristics

• Overall, target audience members (adults 35 to 65) recognize the
importance of the generic risk messages and perceive them as
believable.  Yet, the messages do not as strongly challenge respondents
to think about reducing your cancer risk in a new way.

QA2. How much do you agree with the following: “ This message makes me think about reducing my risk of cancer in a new way?

QA3.  How believable is this  message?

QA4. Overall, how important is this message you just read?

N= 489N= 523%

34544054Important

51 4150 42Believable

50164916

Think in a new

way

SomewhatVerySomewhatVery

Message 2Message 1
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Relevance of Message

• The majority of respondents understand the relevance of the generic
risk messages.  Among those who do not find the messages relevant,
respondents most frequently cite the reason “I am already taking steps
to reduce my cancer risk” for the lack of relevance.

15%

29%

19%

7%

15%

54%

15%

29%

4%

10%

40%

25%

0%

10%

20%

30%

40%

50%

60%

I am not concerned

about getting

cancer at my age

I do not have a

family history of

cancer

I don't believe I can

do anything about

what it says

I don't care what it

says 

I am already taking

steps to reduce my

risk of cancer

Other

QA5a. Overall, how personally relevant is this message you just read?

QA5b. Which of the following most closely explains why this statement is not relevant to you?

Message 1 (N=91)

Message 2 (N=103)81% think message 1 is relevant 

79% think message 2  is relevant 



20

Confusion

94%

6%

93%

7%

0%

20%

40%

60%

80%

100%

Yes No 

Message 1 (N=523)

Message 2 (N=489)

QA6a. Did you find anything about this message unclear or confusing?

QA6b. Please tell us why this message was confusing and how it could be made clearer?

• Both messages appear to be clear to respondents, as few find the
messages confusing.
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Information

• The generic messages motivate respondents (at least somewhat) to
share gather information about reducing your risk.

QA7. Based on this message, how likely would you be to visit a website or call a toll free number to learn more information

QA8. How likely would you be to tell a friend or family member about he information in this message?

QA9. Would hearing or seeing this message as part of a commercial or brochure make you want to work on improving your

current lifestyle?

N=489N=523

42105111

Would hearing or seeing this message

as part of a commercial or brochure

make you want to work on improving

your current lifestyle?

37204222
Tell a friend or family member about

the information in this message

38124113
Visit a website or call a toll-free

number to learn more information

SomewhatVerySomewhatVeryHow likely would you be to…

Message 2Message 1
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Making A Change

• Approximately half of respondents agree that the message gave them
enough information to make a change.  And, the majority agree that the
message empowers them.

QA10. Does this message give you enough information to make an immediate change in your current behaviors?

QA11. How much do you agree with the following:  This message makes me feel like I can succeed in changing my current

behaviors

14%

55%

14%

51%

0%

10%

20%

30%

40%

50%

60%

Strongly Agree Agree

Message 1 (N=523)

Message 2 (N=489)

49

1

46Gives me enough
information to make a
change in my current
behavior

2%
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Importance of Logo

• Overall, the “Reduce Your Risk” logo enhances the messaging (particularly
message 1)—as respondents agree that the logo catches their attention, fits
with the overall message and makes them pay attention to the message.

QA12.  How well does the logo catch your attention?

QA13. How well does the logo  fit with the overall message content?

QA14. In comparison to the message without the logo, how much more does this logo make you pay attention to the message?

N=489N=523

44364241

In comparison to the message

without the logo, how much

more does this logo make you

pay attention to the message

44463855

How well does the logo fit with

the overall message content

50384843

How well does the logo catch

your attention

SomewhatVerySomewhatVery

Message 2Message 1
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Diet Messaging
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Diet Message 1

Improve Your Diet & Reduce Your Risk
for Cancer.

According to research, it was found that
as many as 1/3 of all cancer deaths are
linked to diet and physical activity.

Which means you have the power to do
something about it.

Small steps like adding a few servings of
fruits and vegetables to your diet each
day reduce your risk.

Now you know. Now you can.

Diet Message 2

Improve Your Diet & Reduce Your
Risk for Cancer.

Research shows that 30-40% of
cancer cases could be prevented
through dietary changes.

Which means you have the power to
do something about it.

Small steps like using fat-free over
whole milk reduce your risk.

Now you know. Now you can.

Diet Messages
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Main Idea

•  Small changes in your diet can make a big difference in your risk of getting
cancer.

“Your diet affects your chance of getting Cancer. Change your diet and be

more active to improve your health.”

“Eat better to reduce risk of cancer.”

“That adding a few servings of fruit and vegetables to your diet help reduce

the risk of cancer.”

“Changing your diet might reduce your cancer risk significantly, & here's a

suggestion on how to do that.”

“Your dietary choices can improve your health and help prevent diseases.”

“Eat right- stay healthy.”
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Message Characteristics

• Overall, target audience members perceive the diet risk messages as
believable and important. However, the messages appear to be more neutral
in regard to challenging respondents to think about reducing my risk of
cancer in a new way.

Q2. How much do you agree with the following: “ This message makes me think about reducing my risk of cancer in a new way?

Q3.  How believable is this  message?

Q4. Overall, how important is this message you just read?

N=259N= 250%

48403754Important

58305340Believable

54145118

Think in a new

way

SomewhatVerySomewhatVery

Message 2Message 1
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Relevance of Message

• Respondents recognize the relevance of the diet risk
messages—especially message 1.

23%

19%

41%

24%

18%

4%

36%

43%

10%10%
12%

3%

0%

20%

40%

60%

I am not concerned

about getting

cancer at my age

I do not have a

family history of

cancer

I don't believe I can

do anything about

what it says

I don't care what it

says 

I am already taking

steps to reduce my

risk of cancer

Other

QA5a. Overall, how personally relevant is this message you just read?

QA5b. Which of the following most closely explains why this statement is not relevant to you?

Message 1 (N=47)

Message 2 (N=72)
84%  think message 1 is relevant 

69%  think message 2  is relevant 
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Confusion

94%

6%

97%

3%

0%

20%

40%

60%

80%

100%

120%

Yes No 

Message 1 (N=250)

Message 2 (N=259)

QA6a. Did you find anything about this message unclear or confusing?

QA6b. Please tell us why this message was confusing and how it could be made clearer?

• And, the diet messages are clear to respondents, with very few noting
confusion.
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Information

• Based on exposure to the diet messages (particularly message 1),
respondents are at least somewhat likely to take action to get more
information or tell a friend about what they read. However, respondents’
motivation to improve their current lifestyle is more neutral.

QA7. Based on this message, how likely would you be to visit a website or call a toll free number to learn more information

QA8. How likely would you be to tell a friend or family member about he information in this message?

QA9. Would hearing or seeing this message as part of a commercial or brochure make you want to work on improving your

current lifestyle?

N=259N=250

38124913

Would hearing or seeing this message

as part of a commercial or brochure

make you want to work on improving

your current lifestyle?

44163626

Tell  a friend or family member

about the information in this message

36133621

Visit a website or call  a toll-free

number to learn more information

SomewhatVerySomewhatVeryHow likely would you be to…

Message 2Message 1
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Making A Change

• Over half of respondents agree that the diet messages (especially
message 1) give them enough information to make an immediate
change in their current behavior.

19%

53%

16%

49%

0%

20%

40%

60%

80%

Strongly Agree Agree

QA10. Does this message give you enough information to make an immediate change in your current behaviors?

QA11. How much do you agree with the following:  This message makes me feel like I can succeed in changing my current

behaviors

Message 1  (N=250)

Message 2  (N=259)

62

1

50Gives me enough
information to make a
change in my current
behavior

2%
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Importance of Logo

• Approximately one-third of respondents strongly agree that the diet
logo catches their attention, fits with the message content and makes
them pay attention to the message more.

QA12.  How well does the logo catch your attention?

QA13. How well does the logo fit with the overall message content?

QA14. In comparison to the message without the logo, how much more does this logo make you pay attention to the message?

N=259N=250

41314430

In comparison to the message without

the logo, how much more does this logo

make you pay attention to the message

44374832

How well does the logo fit with the

overall message content

50315727

How well does the logo catch your

attention

SomewhatVerySomewhatVery

Message 2Message 1
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Exercise Messaging
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Exercise Message 1

Increase Your Activity & Reduce Your
Risk for Cancer.

Research has found that 25-30% of
several major cancers are caused by a
lack of physical activity.

Which means you have the power to do
something about it.

Small steps like taking the stairs instead
of the escalator reduce your risk.

Now you know.  Now you can.

Exercise Message 2

Increase Your Activity & Reduce Your
Risk of Cancer.

Research indicates that physical
activity reduces the risk of colon
cancer by 50% and plays a role in
lowering your risk of other cancers.

Which means you have the power to
do something about it.

Small steps like parking farther from
your destination and walking reduce
your risk.

Now you know. Now you can.

Exercise Messages
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Main Idea

• Physical activity will help you prevent cancer.

“Exercise can lower your cancer risk.”

“Increase your daily activity with small lifestyle changes to reduce your

risk of some cancers.”

“Do more for your health.”

“A person can help them self to be more healthy through exercise.”

“Exercise is good for you.”

“Walking can prevent cancer.”
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Message Characteristics

• Approximately half of the target audience agrees that exercise
messages are very important.

QA2. How much do you agree with the following: “ This message makes me think about reducing my risk of cancer in a new way?

QA3.  How believable is this  message?

QA4. Overall, how important is this message you just read?

N=235N=268%

40534348Important

53405434Believable

59205618

Think in a new

way

SomewhatVerySomewhatVery

Message 2Message 1
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Relevance of Message

• The majority of respondents agree that increasing your activity to
reduce your risk of cancer is a relevant message.

14%

36%

44%

23%

7%

4%

20%

54%

11%

7%

10%11%

0%

20%

40%

60%

I am not concerned

about getting

cancer at my age

I do not have a

family history of

cancer

I don't believe I can

do anything about

what it says

I don't care what it

says 

I am already taking

steps to reduce my

risk of cancer

Other

QA5a. Overall, how personally relevant is this message you just read?

QA5b. Which of the following most closely explains why this statement is not relevant to you?

Message 1 (N=51)

Message 2 (N=47)80%  think message 1 is relevant 

80%  think message 2  is relevant 

* Caution small base sizes
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Confusion

6%

94%

4%

96%

0%

20%

40%

60%

80%

100%

Yes No 

Message 1 (N=268)

Message 2 (N=235)

QA6a. Did you find anything about this message unclear or confusing?

QA6b. Please tell us why this message was confusing and how it could be made clearer?

• Increasing your activity is not a confusing message for the target
audience.
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Information

• Nearly 1 in 5 respondents are very likely to tell a friend or family
member about the information in this message.

QA7. Based on this message, how likely would you be to visit a website or call a toll free number to learn more information

QA8. How likely would you be to tell a friend or family member about he information in this message?

QA9. Would hearing or seeing this message as part of a commercial or brochure make you want to work on improving your

current lifestyle?

N=235N=268

49144815

Would hearing or seeing this message as

part of a commercial or brochure make

you want to work on improving your

current lifestyle?

40243725
Tell  a friend or family member about

the information in this message

41173319
Visit a website or call  a toll-free

number to learn more information

SomewhatVerySomewhatVeryHow likely would you be to…

Message 2Message 1
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Making A Change

• Respondents agree that the messages give you enough information to
make an immediate change in your current behavior.  And, the majority
feel they can succeed in changing their behaviors.

16%

57%

22%

53%

0%

20%

40%

60%

80%

Strongly Agree Agree

QA10. Does this message give you enough information to make an immediate change in your current behaviors?

QA11. How much do you agree with the following:  This message makes me feel like I can succeed in changing my current

behaviors

Message 1 (N=268)

Message 2 (N=235)

60

1

67Gives me enough
information to make a
change in my current
behavior

2%
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Importance of Logo

• Overall, respondents agree the “Increase Your Activity” logo catches
fits with the overall message content.

QA12.  How well does the logo catch your attention?

QA13. How well does the logo fit with the overall message content?

QA14. In comparison to the message without the logo, how much more does this logo make you pay attention to the message?

N=235N=268

42404337

In comparison to the message without

the logo, how much more does this

logo make you pay attention to the

message

41484642

How well does the logo fit with the

overall message content

48435039

How well does the logo catch your

attention

SomewhatVerySomewhatVery

Message 2Message 1
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Smoking Messaging
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Smoking Message 1

Quit Smoking & Reduce Your Risk for
Cancer.

Smoking accounts for 30% of all cancer
deaths.

Which means you have the power to do
something about it.

Small steps like finding an online
support group to help you quit can
reduce your risk.

Quitting isn’t easy, but with the right
help you can succeed.

Now you know.  Now you can.

Smoking Message 2

Quit Smoking & Reduce Your Risk for
Cancer.

Research shows that smoking
accounts for 87% of lung cancer
deaths.

Which means you have the power to
do something about it.

Small steps like buying over-the-
counter nicotine patch to help you
quit can reduce your risk.

Quitting isn’t easy, but with the right
help you can succeed.

Now you know.  Now you can.

Smoking Messages



44Please tell us in your own words, what is the main ideas of this message?

Main Idea

• Smoking causes cancer – by quitting and getting help you can reduce your
risk.

“ Quitting smoking reduces your risk of cancer and you can be successful.”

“Quit smoking.”

“You can control the effects of smoking by quitting.”

“Smoking causes Cancer - quit smoking and improve the chance you might

never have cancer.”

“Although it may be difficult you can quit smoking.  You don't have to do

it alone there is help available to quit and reduce your risk of cancer.”

“Not smoking will reduce your cancer risk.”
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Message Characteristics

• Respondents believe and grasp the importance of the smoking risk
messages.  Yet, they are less likely to make them think of reducing
my risk in a new way.

QA2. How much do you agree with the following: “ This message makes me think about reducing my risk of cancer in a new way?

QA3.  How believable is this  message?

QA4. Overall, how important is this message you just read?

N=251N=260%

26593258Important

42533364Believable

32163018

Think in a new

way

SomewhatVerySomewhatVery

Message 2Message 1
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Relevance of Message

• Less than half of respondents perceive the smoking message as
relevant – likely because they are non-smokers or have already
been exposed to such messaging.

8%

3%

25%

71%

6%

1%

63%

32%

5%

0%

8%

1%
0%

20%

40%

60%

80%

I am not concerned

about getting

cancer at my age

I do not have a

family history of

cancer

I don't believe I can

do anything about

what it says

I don't care what it

says 

I am already taking

steps to reduce my

risk of cancer

Other

QA5a. Overall, how personally relevant is this message you just read?

QA5b. Which of the following most closely explains why this statement is not relevant to you?

Message 1 (N=133)

Message 2 (N=141)

43% think message 1 is relevant 

48% think message 2 is relevant 
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Confusion

99%

1%

97%

3%

0%

20%

40%

60%

80%

100%

Yes No 

Message 1 (N=260)

Message 2 (N=251)

QA6a. Did you find anything about this message unclear or confusing?

QA6b. Please tell us why this message was confusing and how it could be made clearer?

• Overall, respondents agree that the messages are very clear and easy to
understand.
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Information

• Despite neutral relevance, the majority of respondents are at least
somewhat likely to tell a friend or family member about the
information in these messages.

QA7. Based on this message, how likely would you be to visit a website or call a toll free number to learn more information

QA8. How likely would you be to tell a friend or family member about he information in this message?

QA9. Would hearing or seeing this message as part of a commercial or brochure make you want to work on improving your

current lifestyle?

N=251N=260

2993113

Would hearing or seeing this message as

part of a commercial or brochure make

you want to work on improving your

current lifestyle?

40174124

Tell  a friend or family member about the

information in this message

2582712

Visit a website or call  a toll-free number

to learn more information

SomewhatVerySomewhatVeryHow likely would you be to…

Message 2Message 1
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Making A Change

• Only half of respondents agree the messages gives me enough
information to make a change in my current lifestyle.

16%

42%

10%

46%

0%

20%

40%

60%

Strongly Agree Agree

QA10. Does this message give you enough information to make an immediate change in your current behaviors?

QA11. How much do you agree with the following:  This message makes me feel like I can succeed in changing my current

behaviors

Message 1 (N=260)

Message 2  (N=251)

50

1

52Gives me enough information to
make a change in my current
behavior

2%
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Importance of Logo

• Overall, the “Quit Smoking” logo enhances the messages- particularly
for message 1.

QA12.  How well does the logo catch your attention?

QA13. How well does the logo fit with the overall message content?

QA14. In comparison to the message without the logo, how much more does this logo make you pay attention to the message?

N=251N=260

46313048

In comparison to the message without

the logo, how much more does this logo

make you pay attention to the message

42453558

How well does the logo fit with the

overall message content

52333750

How well does the logo catch your

attention

SomewhatVerySomewhatVery

Message 2Message 1
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Screening Messaging
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Screening Message 1
Females

Check your Status & Reduce Your Risk
of Cancer.

Early screening is estimated to reduce
breast-cancer deaths by 20-25%.

Which means you have the power to do
something about it.

Small steps like talking to your doctor
about recommended screenings for
breast cancer and other major cancers
reduce your risk.

Now you know. Now you can.

Screening Message 2
Males

Check Your Status & Reduce Your
Risk of Cancer.

Colon cancer is 90% curable when
detected early.

Which means you have the power to
do something about it.

Small steps like making a screening
appointment reduce your risk for
colon cancer and other major
cancers.

Now you know. Now you can.

Screening Messages
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Main Idea

• Seeing your doctor regularly for screenings can reduce your risk of cancer.

“Early detection.”

“Talk to your doctor on how you can reduce your risk through

screening.”

“Preventive maintenance is the best.”

“Regular check ups are very important.”

“Early detection increases chance of cancer cure.”

“Reduce Your Risk for Cancer by getting screening.”
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Message Characteristics

• While respondents recognize the importance of screening, it does
not strongly challenge them to think of cancer in a new way.

QA2. How much do you agree with the following: “ This message makes me think about reducing my risk of cancer in a new way?

QA3.  How believable is this  message?

QA4. Overall, how important is this message you just read?

 N=253N=247%

39563164Important

40554154Believable

51124423

Think in a new

way

SomewhatVerySomewhatVery

Message 2  (Males)Message 1 (Females)
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Relevance of Message

• The majority of respondents understand the relevance of the screening
messages.

24%

11%

43%

19%

11%

5%

14%

53%

13%

8%

20%

14%

0%

20%

40%

60%

I am not concerned

about getting

cancer at my age

I do not have a

family history of

cancer

I don't believe I can

do anything about

what it says

I don't care what it

says 

I am already taking

steps to reduce my

risk of cancer

Other

QA5a. Overall, how personally relevant is this message you just read?

QA5b. Which of the following most closely explains why this statement is not relevant to you?

Message 1 (Females) (N=42)

Message 2 (Males) (N=58)86% think message 1 is relevant 

75% think message 2  is relevant 

* Caution small base sizes
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Confusion

96%

4%

97%

3%

0%

20%

40%

60%

80%

100%

Yes No 

Message 1 (Females) (N=247)

Message 2 (Males) (N=253)

QA6a. Did you find anything about this message unclear or confusing?

QA6b. Please tell us why this message was confusing and how it could be made clearer?

• And, respondents find the messages to be clear.
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Information

• Female respondents (message 1) appear to be more likely to share and
gather additional information about screening. Additionally, they are
more motivated than males (message 2) to improve their current
lifestyle.

QA7. Based on this message, how likely would you be to visit a website or call a toll free number to learn more information?

QA8. How likely would you be to tell a friend or family member about he information in this message?

QA9. Would hearing or seeing this message as part of a commercial or brochure make you want to work on improving your

current lifestyle?

N=253N=247

3984221

Would hearing or seeing this message as

part of a commercial or brochure make you

want to work on improving your current

lifestyle?

39223233

Tell  a friend or family member about the

information in this message

38143123

Visit a website or call  a toll-free number

to learn more information

SomewhatVerySomewhatVeryHow likely would you be to…

Message 2 (Males)Message 1 (Females)
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Making A Change

• Over half of respondents agree that the screening messages give them enough
information to make an immediate change in their current behavior
(particularly for women and message 1).

25%

45%

13%

49%

0%

20%

40%

60%

Strongly Agree Agree

QA10. Does this message give you enough information to make an immediate change in your current behaviors?

QA11. How much do you agree with the following:  This message makes me feel like I can succeed in changing my current

behaviors

Message 1  (N=247)

Message 2  (N=253)

57

1

60Gives me enough information to
make a change in my current
behavior

2%
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Importance of Logo

• Over half of women strongly agree that the logo catches their attention,
fits with the overall message content, and makes me more likely to pay
attention to the message.

QA12.  How well does the logo catch your attention?

QA13. How well does the logo fit with the overall message content?

QA14. In comparison to the message without the logo, how much more does this logo make you pay attention to the message?

N=253N=247

44343252

In comparison to the message without

the logo, how much more does this logo

make you pay attention to the message

41483259

How well does the logo fit with the

overall message content

49413554

How well does the logo catch your

attention

SomewhatVerySomewhatVery

Message 2Message 1
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Behaviors & Attitudes
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Leading A Healthy Life

QF1. How well does the following statement describe you… I go out of my way to take care of myself and lead a healthy life.

QF3. Overall, how aware are you of the potential risk of cancer?

Total

N=1012

4548

Overall, how aware are you of the

potential risks of cancer.

5319

I go out of my way to take care of

myself and lead a healthy lifestyle

SomewhatVery

• Nearly  half of respondents agree they are very aware of the potential
risks of cancer.  Yet, fewer go out of their way to lead a healthy
lifestyle.
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Family History

40%

33% 32%
29%

27% 25%

11%

0%

10%

20%

30%

40%

50%

Parent Close Friend Aunt or Uncle Granparent Other Family

Member 

Co-Worker Brother or

Sister

QF2. Have any of the following family members or individuals you know ever been diagnosed with cancer?

N=1012

• The majority of respondents know a friend or family member who has
been diagnosed with cancer.

None = 16%
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Reducing Your Risk

QF4. Now, which of the following best describes you?

22

I am taking a few steps to take steps to decrease my chances of

developing cancer

11

I am not taking steps to decrease my chances of

developing cancer

45

I am taking some steps to decrease my chances of developing

cancer

22

I am actively taking steps to significantly decrease my chances of

developing cancer

Total
(N=1012)

• There is a significant opportunity for education as only 1 in 5 target
audience members are actively taking steps to decrease their
chances of developing cancer.
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Media Habits

• There is opportunity to reach target audience members through
multiple channels.

QG1. For each of the following, please indicate how often you use, view, read, or listen to it.

2750186Monthly  magazines

786511Satellite radio

44321411National  newspapers

33332212

National TV  talk shows (Oprah, Dr. Phil,

Letterman, Leno, etc.)

46221417

National TV  news talk shows (Hannity &

Colmes, O’Reiley Factor, etc.)

47221219AM  radio

13202542National TV  news programs

9163144Local  newspapers

9142255FM  radio

6122161Local TV  news

33885The Internet

4030245Weekly  magazines

NeverMonthlyWeeklyDaily



65

For more information contact germilio@adcouncil.org


