CHILD DISCIPLINE CAMPAIGN


MODULE INFORMATION

PURPOSE OF THE MODULE:

· To assess recall (aided and unaided) of the campaign
· To assess the reach of the different vehicles in the campaign
· To assess perceived accessibility of information in campaign 
· To assess perceived value of the campaign information
· To assess how much discussion the campaign generated 
MODULE HISTORY: 

Added to RRFSS:       July 2006, Wave 67

Updated:  

September 2006, Wave 69

DATA DICTIONARY HISTORY:
Created:  July 17, 2006
Revised:  May 2008
Deleted:  
MODULE QUESTIONS
VARIABLE NAME:   int_dcc
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

The following questions are about an education campaign about how parents discipline children. It is important that we understand what everyone thinks about this topic, even people who do not have children, or never plan on having children.                                                            

Interviewer instruction: If respondent INSISTS "she/he does not have children, does not know about children and really does not want to answer the questions", then code "5" and skip out of the module.

Response Options

1 Continue
5
R does not have children, does not know about children and really 

           does not want to answer the questions 
8 Don’t know

9 Refused

ANALYSIS ISSUES:  None
COMPARABILITY TO OTHER SURVEYS:  None 
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_1

VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Have you seen or heard any messages about how to best discipline young children?                                                                   

Response Options

1
Yes
5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who did not refuse to answer questions in this module (int_dcc=1).
COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_2
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

What was the MAIN message of the campaign?                                  

Interviewer instruction: DO NOT read options.

Response Options

    
1  
Spanking hurts more than you think         

2  
Parenting isn't easy but it shouldn't hurt 

3  
Spanking can cause emotional / not just physical pain    

4  
Spanking is bad / does not work / should not be used etc.

7  
Other, specify 

    
8  
Don't know (includes no/don't remember)         
9  
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who had seen or heard any messages about how to best                 discipline young children (dcc_1=1).

· Text file for ‘other’ response option requires separate analysis

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_3
VARIABLE HISTORY: 

Wave 67 – new variable

Wave 69 – change to skip pattern

QUESTION: 

Waves 67 & 68
Let me tell you more about this campaign.  The slogan is, "Spanking hurts more than you think." and "Parenting isn't easy but it shouldn't hurt."   
Wave 69 and later
Let me tell you more about the education campaign.  The slogan is, "Spanking hurts more than you think." and "Parenting isn't easy but it shouldn't hurt."   
All Waves
Have you seen or heard about this campaign?                                
Response Options

1
Yes (includes qualified yes)
5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Waves 67 & 68:  Only asked of respondents who said “don’t know” or “refused” for dcc_2 (dcc_2=8 | dcc_2=9).
Beginning with wave 69, asked of respondents who said “other”, “don’t know”, or “refused” (dcc_2>=7 & dcc_2<=9).

· For respondents who said 1, 2, 3, or 4 to dcc_2, a “1” is automatically entered for question dcc_3.  Prior to wave 69, this also included respondents who answered ‘7’ (i.e. “Other, specify”) to question dcc_2.  As of wave 69, question dcc_3 is now asked of those who responded ‘7’ to question dcc_2.
· Wording of question changed slightly in wave 69.  “This campaign” is replaced by “the education campaign”.

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   int_dcc4

VARIABLE HISTORY: 

Wave 69 – new introduction

INTRODUCTION:
The slogan of the campaign is “Spanking hurts more than you think” and “Parenting isn’t easy but it shouldn't hurt."   
ANALYSIS ISSUES:  

· This introduction was not used until wave 69, and is only read to those who answered ‘3’ or ‘4’ to dcc_2.

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: none
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_4_1 to dcc_4_9
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

How did you see or hear about the campaign?                                 

Interviewer instruction: DO NOT READ list, enter 1 to all that apply, probe once with: 

"Are there any others?"

	Variable Name
	Variable Label

	dcc_4_1
	Passive Visual Media (such as posters/signs/billboards/bus,            subway transit ads/movie theater, mall displays)

	dcc_4_2
	Professional (nurse, doctor, child care staff, teacher)

	dcc_4_3
	Word of mouth (family, friend, colleague)

	dcc_4_4
	Internet/website/online

	dcc_4_5
	Newspaper/ magazine

	dcc_4_6
	Television

	dcc_4_7
	Radio

	dcc_4_8
	Print materials (such as pamphlet/fact sheet/brochure/colouring book/newsletter/flyer/direct mail/magnet, etc.)

	dcc_4_9
	Other (specify)


Response Options

0
Not mentioned by respondent
1
Yes

8
Don’t know to question (dcc_4_1 only)

9
Refused to answer question (dcc_4_1 only)

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).  All other respondents exit the module.   

· Text file for ‘other’ response option requires separate analysis.
COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_5
VARIABLE HISTORY: 

Wave 67 – new variable

Wave 69 – Change to introduction.

QUESTION: 

Waves 67 & 68
The following questions are about the information provided in this campaign called "Spanking Hurts More Than You Think?"                               

Waves 69 and after
The following questions are about the information provided in this campaign.

All Waves
Was the information easy to understand?                            

Response Options

1
Yes
5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  None

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_6
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Did the campaign do a good job of getting the message across?              

Response Options

1
Yes
5
No
8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_7
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Was the information easy to remember?                                      

Response Options

1
Yes
5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_8
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Was most of the information new?                                           

Interviewer instruction:  If R answers "some new, some I already knew about"  code as 1 (=yes).

Response Options

1
Yes

5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_9
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Did the materials provide helpful ideas?                                   

Response Options

1
Yes

5
No 

8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
VARIABLE NAME:   dcc_10
VARIABLE HISTORY: 

Wave 67 – new variable

QUESTION: 

Have you talked about the campaign with a friend, neighbour, or family member?

Response Options

1
Yes

3
No, but I plan to

5
No, and I don’t plan to
8
Don’t know

9
Refused

ANALYSIS ISSUES:  

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1). 

COMPARABILITY TO OTHER SURVEYS:  None
VALIDITY/RELIABILITY TESTS: None
EVALUATION QUESTIONS: Waves 68-70
MODULE INDICATORS

UNAIDED RECALL of the child discipline campaign 

INDICATOR DESCRIPTION: 

% of adults (18+) who identified the key message of the Child Discipline Campaign without prompt

INDICATOR OBJECTIVES:

To assess unaided recall of the campaign.

ANALYSIS CHECK LIST:

· Not asked of adults who insist they do not have children, do not know about children, and really do not want to answer the questions.

METHOD OF CALCULATION:  

	# adults (18+) who correctly identified the main message of the campaign (dcc_2=1, 2, 3, or 4)

	all adults (18+) who were willing to answer the questions (int_dcc=1)


MODULE INDICATORS

respondents who have heard of the child discipline campaign 

INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the Child Discipline Campaign
INDICATOR OBJECTIVES:

To assess aided and unaided recall of the campaign.

ANALYSIS CHECK LIST:

· Not asked of adults who insist they do not have children, do not know about children, and really do not want to answer the questions. 
· For respondents who said 1, 2, 3, or 4 to dcc_2, a “1” is automatically entered for question dcc_3.  
METHOD OF CALCULATION:  

	# adults (18+) who had seen or heard about the campaign (dcc_3=1)

	all adults (18+) who were willing to answer the questions (int_dcc=1)


MODULE INDICATORS

number of respondents reached by each vehicle used 

INDICATOR DESCRIPTION: 

% of adults (18+) who are aware of the campaign that were reached by each vehicle used

INDICATOR OBJECTIVES:

To assess impact of the various vehicles used

ANALYSIS CHECK LIST:

· Asked only of adults (18+) who said they have seen or heard about the campaign (dcc_3=1).  

· Text file for “other” response option requires separate analysis.

METHOD OF CALCULATION:  

	Passive visual media (dcc_4_1=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Professional (dcc_4_2=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Word of mouth (dcc_4_3=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Internet/website/online (dcc_4_4=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Newspaper/magazine (dcc_4_5=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Television (dcc_4_6=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Radio (dcc_4_7=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


	Print materials (dcc_4_8=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who FOUND THE INFORMATION CLEAR AND EASY TO UNDERSTAND
INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that found the information clear and easy to understand

INDICATOR OBJECTIVES:

To assess clarity and ease of understanding of the information
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).
METHOD OF CALCULATION:  

	# adults (18+) who found the information easy to understand (dcc_5=1)

	all adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who FOUND THE CAMPAIGN PERSUASIVE 

INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that have found the campaign did a good job of getting the message across
INDICATOR OBJECTIVES:

To assess persuasiveness of the campaign
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).

METHOD OF CALCULATION:  

	# adults (18+) who found the campaign did a good job of getting the message across (dcc_6=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who FOUND THE CAMPAIGN MEMORABLE

INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that found the information easy to remember
INDICATOR OBJECTIVES:

To assess whether campaign was memorable
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).

· See Footnote below regarding use of indicator.

METHOD OF CALCULATION:  

	# adults (18+) who found the information easy to remember (dcc_7=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who FOUND THE CAMPAIGN PROVIDED NEW INFORMATION
INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that found the campaign provided new information
INDICATOR OBJECTIVES:

To assess whether information was new
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).

METHOD OF CALCULATION:  

	# adults (18+) who found most of the information new (dcc_8=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who FOUND THE CAMPAIGN PROVIDED PRACTICAL INFORMATION
INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that found the materials provided helpful ideas
INDICATOR OBJECTIVES:

To assess whether the campaign provided helpful ideas
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).

METHOD OF CALCULATION:  

	# adults (18+) who found the materials provided helpful ideas (dcc_9=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


MODULE INDICATORS

respondents who talked to someone else about the campaign 

INDICATOR DESCRIPTION: 

% of adults (18+) who were aware of the campaign that have talked about the campaign with a friend, neighbour, or family member
INDICATOR OBJECTIVES:

To assess % of adults (18+) who were aware of the campaign that talked to someone else about the campaign
ANALYSIS CHECK LIST:

· Asked only of respondents who said they have seen or heard about the campaign (dcc_3=1).

METHOD OF CALCULATION:  

	# adults (18+) who talked about the campaign with a friend, neighbour, or family member (dcc_10=1)

	# adults (18+) who were aware of the campaign (dcc_3=1)


� The RRFSS Analysis Group recommends using caution in interpreting this indicator as it does not assess the ‘memorability’ of the campaign from those who, in fact, did not recall the campaign. However, one is still free to use the indicator, if one sees validity in it.





Rapid Risk Factor Surveillance System (RRFSS)


