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Background 
There are an estimated 38 million homes in the United States known to 
contain lead-based paints.  Lead is a powerful and detrimental 
neurotoxin, which can have serious negative effects on normal brain 
development in young children and babies in utero.   
 
A national public service campaign is needed to raise awareness about 
the dangers of leaded dust, how to recognize potential hazards and what 
proactive steps can be taken (among local and national resources), to 
ensure homes are safe and lead-free. 
 
Objectives 
Determine the most motivating message that will make Mothers and 
Mothers-to-be take action against the threat of lead poisoning in their 
homes. 
 
Methodology 
Qualitative Exploration: (6) focus groups total, (3) per market in Houston 
and Philadelphia.  Recruit 6 for 4-6 to show. Groups were 1.5-2 hours in 
length, specifically: 
 

Houston, 6/4 
• 2 groups Caucasian mothers with children 0-6 
• 1 group Hispanic mothers with children 0-6 

 
Philadelphia, 6/5 

• 2 groups Caucasian pregnant women 
• 1 group Hispanic pregnant women 

 
 
 



Detailed Findings 
 
I.  What Moms Fear, in General  
 
• In general, Moms are extremely aware of and focused on protecting 

their children from a number of possible, negative outcomes, from 
physical accidents to inadvertent poisoning to abduction.  Being a 
parent means on-going vigilance and attention to their surroundings, 
particularly in a world where there are so many toxins and uncertainties 
(e.g., Swine Flu).   

o “I pay attention to everything” 
o  “I fight to protect my children from poisons everyday” 
o “You just can’t take your eyes off them… it only takes a second for something 

to go wrong” (Hispanic mom) 
 
• Mom’s greatest fears were of sudden, uncontrollable events that can 

happen outside the home.  Accidents, losing children, and abduction 
were the top three: 

o  “You hear it on the news all the time, and you worry someone’s going to take 
your child” 

o “It’s what you can’t control” 
o “Stuff that can hurt them.  Things they can find” 
o “We wish we could be with our kids every minute, but we can’t” (Hispanic 

mom) 
 

• Following these sudden, devastating possibilities, was a long list of 
hazardous substances and unsafe materials that could occur inside the 
home.  Most mothers claimed to lock away or kept out-of-reach, 
power tools, cleaning supplies, plastic/dry cleaning bags and 
medicines.  A few claimed to be “germ freaks,” and/or conscious of 
electrical wiring, but these were lower on the list of concerns.  

o “They can climb, so I have to place everything way out-of-reach” 
o “He gets into everything, so I have to lock everything up” 

 
• Among Hispanic moms, a top mention was the electrical outlets and 

cleaning substances. There were a few un-aided mentions of lead 
poisoning, more so in Philadelphia. Hispanic moms also mentioned 
they worried that their small children would hurt themselves on furniture 
with sharp edges and staircases.  

 
• Mothers of boys in particular, feared their sons could fall from heights 

and had taken precautions, via fencing to prevent them from climbing 
on cabinets and TV tables. 

o “I keep the kitchen closed off so he can’t get in there” 
o “I’ve heard that an entire TV fell on a boy and crushed him.  I’m always 

pulling him of tables” 



 
• While one pregnant woman had already safeguarded her home, the 

majority focused on those substances that were toxic to the growing 
fetus -- solvent fumes, mercury in fish, and imported unpasteurized 
cheeses.  One woman avoided dry cleaning bags for the toxins they 
might carry.  Their awareness of potential hazards was received 
through friends/family and pre-natal doctor visits.   

o “Medicine I take for my thyroid problem” 
o “Fumes from cleaning solvents. I buy green cleaners now” 
o “Mosquito sprays” 

 
• Among Hispanic moms there was very little mention or awareness 

about the negative side effects that toxics have for the unborn baby. 
Moms were more worried about the now, and they made sure to “eat 
healthy for the ‘baby’” 
  

• Both General Market and Hispanic mothers claimed to receive 
information on child safety issues/treatments from a variety of different 
sources.  They gathered printed materials, such as pamphlets and 
brochures, from their doctor’s office or Hospital waiting area.  They 
received many e-mails from their school nurse, community groups, 
Mom’s Groups, and friends/family alerting them to a recent outbreaks 
and other dangers.  They also did quite a bit of searching online at 
websites like WebMD and (for the pregnant Moms) BabyCenter.  
Parenting magazines were also sited as a place to learn about child 
safety issues. 

o “The Texas Learning Hospital has hand-outs” 
o “I always read the brochure in the waiting room at my doctors’ office” 
o “I get tons of stuff.  I have to confess I don’t read it all” 
o “I got this list of poisons and what to do.  It’s on my refrigerator” 

 
• Among Hispanic moms one key additional source of information was 

magazines (i.e. Parents), followed by television. Word of mouth was 
also key among all groups. Family information or “recommendations” 
was also a resource.  

o “My friend’s toddler was affected by lead poisoning... she was lucky” 
 
II.  Lead Awareness/Attitudes 
 
• Lead was neither top-of-mind nor considered a topical issue for the 

majority of respondents in both cities.  Among Hispanic moms there 
was one mention in Houston, and a few more in Philadelphia on an un-
aided basis. There was universal disbelief that lead could still be an 
issue, especially in Houston where housing was built more recently 
(most respondents lived in houses built after 2000).  Some respondents 



in Philadelphia did know that lead paint was phased out in the late 
‘70’s.  However, they believed the problem was over, as layers of non-
lead paint had covered the lead paint, and government sponsored 
abatements had taken care of the problem where it was severe. 

o “Buildings are newer now, that was a long time ago” 
o “I assumed it was over” 
o “No one ever talks about it.  You just assume it isn’t a problem anymore” 

 
• Among Hispanic mothers the issue of lead was not such a “worry”, but 

more of a lack of knowledge.  
o “I feel so useless not knowing about the dangers of lead before” 
o “Lead could be affecting my family, and I would never be able to notice” 

 
• Respondents did remember the Chinese lead toy incident in Winter 

’08, but felt it was a one-time event and that the problem had been 
remedied.  They depend on TV news to inform them of serious 
problems – but if the news is not talking about it, they assume it’s over. 

o “I went all around my house tossing toys” 
o “That was the last time I thought about lead paint” 
o “You kind of depend on the news to tell you what’s important” 

 
• Among Hispanic moms there was no recall about the Chinese incident 

specifically, but they did mention that lead could be found on certain 
types of toys.  
 

• The majority of Moms, General Market and Hispanic, had no idea what 
lead poisoning meant, both the causes and the symptoms, or how 
they could protect their family from it. Some Hispanic moms had the 
impression that making their home “lead-free” would be expensive 
and tedious.  

 
• Many misperceptions exist about lead’s toxicity, particularly regarding 

the amount of lead necessary to cause damage.  Importantly, Moms 
were not aware of lead “dust” and only thought significant exposure 
to lead chips could cause poisoning. 

o “I don’t know, it takes like ½ cup of paint chips (to cause lead poisoning?)” 
o “It’s from chewing on window sills?” 
o “Stained glass has lead” 
o “Can you breathe lead?” 
 

• Among Hispanic moms there was some confusion with lead and 
“asbestos”. Some thought one caused the other.  
 

• Only a few knew there was a connection to neurological disorders 
and/or death. Among Hispanic moms in Philadelphia the incidence 
was higher.  Two General Market and one Hispanic women in 



Philadelphia did have direct experience with lead poisoning when 
their toddlers were tested at high levels.  But since there were no 
obvious symptoms and the levels were low, nothing was done about it. 
With the exception of one Hispanic mom who sought treatment for her 
child and according to her, her child had been cured.  

o  “It makes you sick in some way, but I don’t know how” 
o “Like being poisoned, you throw up…” 
o “I really don’t know…” 
o “Neurological issues?  Death?” 
o “It affects your blood, your breathing, your brain” (Hispanic moms) 
o “It can be mortal” (Hispanic mom) 
o “It is a ghost killer because you can’t see it” (Hispanic mom) 
o “Affects children with asthma, I think, but don’t know how” (Hispanic mom) 

  
• Once the actual effects of lead poisoning were revealed, Mothers 

became highly fearful for their children, and questioned why their 
doctors or any other public service organization (school) had not 
made it a more top-of-mind issue.  With the exception of some 
Hispanic moms who were asked to test their children for lead, most 
expressed outrage that their doctors did not tested their toddlers as a 
part of their yearly check-ups.  

o “I cannot believe the doctors aren’t testing for this” 
o “It should be on the wall… what to look out for, what to do…” 
o “This should be a regular blood test, given every year” 
o “They make the vaccinations a routine need, why can’t they add this to it?” 

(Hispanic mom) 
 
• Pregnant women tended to think that their fetuses were better 

protected from lead as their bodies served as a buffer.  Most Moms-to-
be were surprised that the issue of lead was not discussed in pre-natal 
visits. Among Hispanic pregnant women there was not mention of the 
affect it can have on her unborn baby.  

o “Here I was pregnant and the doctor knew we were renovating, and she only 
said – “you don’t want to be near that.”  What about my other kids?” 

o “My doctor never even mentioned it” 
o “All I remember is my dad telling me ‘stay away from here, don’t breathe this’ 

when they were painting our house” (Hispanic mom) 
 

 
 
III. Concept Statements Feedback 
A total of (5) concepts were explored, covering a spectrum of potential 
triggers: Note: See separate Hispanic findings 

1. (Awareness-building): “Every year 300,000 children are poisoned…” 
2.  (Education):  “It takes a paint chip the size of a nickel…” 
3. (Home Prevention): “If you live in a older home, or are thinking about doing 

renovations…steps can be taken” 



4. (Home Prevention) Alternate: “If you live in a older home, or are thinking about 
doing renovations…  get your child tested” 

5.  (Fear tactics): “ Children can suffer irreversible damage” 
 
• Overall, response to the concepts was consistent across all groups. 

While no concept was a clear winner, together they served to reveal 
the (4) key ingredients to a highly motivating message.  The most 
emotional response was to the possible negative effects of lead 
exposure.   These effects provided the greatest wake-up for Mothers, 
convincing them they need to “do” something immediately to 
safeguard their children.  Realizing that lead is such an 
invisible/unknown threat elevated its importance to the highest level. 

o “This is what makes me want to do something” 
o “That is what we need to know, otherwise we won’t be scared” 
o “I had no idea it was so bad” 
o “Hearing loss?  Violent behavior?  Those are news to me”  

 
• However these negative effects were not relevant without first asserting 

that lead poisoning is a problem, particularly because Mothers were 
universally unaware that lead is still so prevalent.  The fact that lead 
poisoning effects “300, 000 children/year” was the single most 
important piece of information mothers needed to hear in order to pay 
attention at all. 

o “I thought lead poisoning wasn’t a problem anymore, now I know differently” 
o “Lead poisoning is still a BIG problem” 
o “You really need to hear that 300,000 number first to pay attention” 

 
• As respondents sorted through the concepts, two additional pieces of 

information surfaced as motivating.  The first was the notion that 
miniscule doses of lead (both “3 granules” and “paint chip the size of a 
nickel” were equally relevant articulations), could cause such serious 
problems.  Mothers were under the misimpression that it took far larger 
quantities overtime to create real trouble.  One respondent felt 
granules of “sand” was better than granules of “sugar”  -- seemed 
worth noting. 

o “It’s incredible something so small could be so toxic” 
o “It’s such a small amount!” 
o “Sugar seems wrong in this (negative) context, maybe sand?” 

 
• Finally, Mothers needed to know what they could do to protect their 

children from lead poisoning… the steps necessary to safeguard their 
homes and test their children.  Many Mothers were clear that these 
steps should be simple and memorable, utilizing alliteration or rhyming 
to make the information easy to get and do.  Again, lead “dust” needs 
to be explained, so that wiping toys (as a step), makes sense. 

o “It should be quick and easy to remember” 



o “Yeah like bam, bam, bam.  Have it rhyme” 
o “I want to test my child right now, to make sure she’s OK” 
o “Where can I take my children?” 

 
• One concept approach that was not as relevant was the “older 

home, renovations” scenario.  This tended loose most women, as they 
lived in neither an older home, nor were they planning to renovate.  
We did learn that there was some interest in understanding lead risks 
associated with basic “home improvements” -- a much more common 
occurrence. 

o “What happens if I use a drill and hang shelving?  Does that cause lead 
dust?” 
 

Hispanic Moms 
• Among Hispanic moms the concepts with more information were the 

most impactful. In general, “Concept D” was a clear winner. This 
concept touched their mind and heart, with easy to understand facts 
about the causes of lead and the idea that “there is hope”. It also had 
a strong call to action: “Call our hot line”.  

• In general, the messaging needs to take a step back for Hispanic 
moms and answer the preliminary question of “What is lead?”. The 
following key points parallel the General Market moms: What does it 
cause? Where is it? What can I do? 

 
Concept A: 

• For some moms, this concept “assumed” that they knew something 
about lead positioning. A few mentioned this was somewhat limited 
to children, that it is something that really affects the entire family. 

• The idea that lead poisoning can affect anyone (it is something that 
does not discriminate) was strong,  

• There is power in numbers. Although one more wanted the 
statement to clarify that the number was in the U.S., 300,000 was a 
grabber.  

Concept B: 

• It was shocking to discover how little it takes to be affected. Strong 
call to action.  

• The idea of what a parent could do to prevent lead poisoning was 
empowering.  Although when compared to Concept C, it was 
preferred to use the example of sugar grains.  



o “It tells you what you can do… you don’t feel too lost” 
o “I like that it makes you aware about the paint, something we can tedn to 

ignore” 
 
Concept C: 

• Hispanic moms found this concept lacking information and limited 
to only those that are remodeling, a message that other moms 
could ignore. Also, it lacks more education about lead in general.  

o “I’m not doing a remodeling, so it doesn’t talk to me” 
o An old home is a home that is about 10 yrs old.  

 
Concept D: 

• The strongest of all concepts, this idea communicated the key 
information Hispanic moms are looking for: was it lead – a poison, 
what it causes – irreversible damage, what can I do – avoid it, how-
call.  It is shocking, but relevant and important.  

o “It grabs you… you want to know what you need to do to prevent this” 
o “The idea that it is ‘avoidable’ gives you some kind of hope… you are not 

lost” 
 

Concept E: 

• Tells you what you can do to prevent it. It makes you feel that you 
have some power, a chance to help your child.  

o “I’m not doing a remodeling, so it doesn’t talk to me” 
o An old home is a home that is about 10 yrs old.  

 
 
IV.  Spreading the Word 
 
• Many Moms, both General Market and Hispanic,  felt that the lead 

problem needed to be elevated to TV news, both local and national, 
and consistently/comprehensively covered in all the other 
online/printed materials they encounter at doctor’s offices, schools, 
community groups… Many sources were names: 

o “Doctor’s offices and websites” 
o “School offices and websites” 
o “Yahoo” 
o “Baby Center” 
o “Web MD” 
o “General contractors and architects newsletters” 



o “CNN” 
o “Local news channels” 
o “PSA” 
o “What to expect when you’re expecting.com” 
o Parents.com 
o Print / Magazines: American Baby Ser Padres, Nuevos Padres, 

Parenting 
 
VI. Conclusions & Recommendations 

 
• Awareness of lead poisoning – both its causes and effects, and how 

they can protect their family  – is little to none.  There is great need for 
an awareness-building campaign around the continuing threat of lead 
poisoning.  Many potential partners exist that can help carry the 
message… from doctors/school nurses, to health/baby websites, to 
community/Moms groups newsletters. 

 
• The most impactful call-to-action was the many, disastrous effects of 

lead poisoning.  Mothers become extremely engaged and concerned 
once they knew what lead could do to their children, and they would 
do what was necessary to protect them.  Many Mothers expressed 
outrage (in Philadelphia mostly) that their doctors did not test their 
child as part of their yearly check-up. 

 
• Pre-natal doctor visits are an opportunity time to introduce the idea of 

testing for, and abating, lead. Moms-to-be are already highly 
engaged in their/their children’s heath and safety at this time, often 
taking on “home preparation” projects with greater zeal, in order to 
make the home “baby-ready.”  Lead abatement could be one of 
those projects.  

 
• The concepts proved among General Market and Hispanic moms, that 

there was a handful of ingredients that could drive a more relevant 
and motivating message: 

o 300,000 children suffer lead poisoning every year 
o Lead poisoning leads to learning disabilities, loss of IQ, hearing 

loss, mental retardation, violent behaviors and death 
o All it takes is 3 granules, or a chip the size of a nickel to make a 

whole home toxic 
o Keep babies safe with simple steps  
o It can be avoidable 
o There is a hotline ready to help 

 



• The recommended steps to protect children from lead poisoning, 
need to be easy and memorable.  Look to the “Skin Cancer 
Awareness Campaign in Australia, Slip-Slop-Slap,” for an example of a 
kid/adult-friendly, behavior-changing, public health campaign that 
required multiple steps.  Also, it is important to remember that wiping 
toys is not relevant unless lead “dust” is explained.  

o http://en.wikipedia.org/wiki/Slip-Slop-Slap 
 
Hispanic Mom Specific: 

 
• Take a small step back and begin by simply educating “what is lead”, 

without assuming the target has heard about it. 

• Communicate in a simple, direct and emotional manner. It is a 
situation that affects “your family”, not just the children. Hispanics in 
general have more of a “we” attitude to community.  

• Consider communicating the facts, but without making it too “number 
overwhelming”. Aim at a more personal message, as statistics was not 
a strong driver in general.  
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lead poisoning creative research 
topline report 
11.19.09 
 
background 
Although many Americans think lead poisoning isn’t an issue anymore (lead 
paint was banned in 1978), it remains a serious problem. The CDC estimates 
that every year 300,000 children in the US are poisoned by lead and 
millions more are at risk. To raise awareness and encourage those at risk 
to take action, the Ad Council has asked Merkley + Partners to developed a 
public service campaigns for the Coalition to End Childhood Lead 
Poisoning.  
 
Two campaign ideas, “Pour” and “Cracks” were tested qualitatively among 
mothers of young children and expecting mothers. A total of six 90 minute 
focus groups were conducted in Philadelphia and Chicago; 4 with native 
English speaks and two in Spanish.  
 
objective 
The objective of the research is to understand which of the two 
recommended campaigns, “Pour” and “Cracks” is most effective in raising 
awareness and motivating parents, caregivers and pregnant women to take 
action to protect their children from lead poisoning.  
 
summary  
Both campaigns were salient, relevant and motivating. Both raise 
awareness and force reconsideration of the issue. However, “Pour” was 
more effective at prompting action, primarily because it was a quicker read 
and a broader message. “Cracks” was also motivating but the message was 
less about general awareness and more focused on the specific dangers 
and symptoms of lead poisoning. Both campaigns could benefit from more 
explanatory copy and more explicit call to actions (website and 800#).  
 
“Pour”  
“Pour” was found to be iconic and powerful, with high stopping power.  
The message, that lead paint is still a problem, was clear and motivating. It 
caused respondents who came into the group thinking that lead was no 
longer a problem or not a problem for them, to reconsider the issue. 
 
The campaign’s strength lies in its visual power, which makes it a quick 
read (“I don’t have to think about it”) and far less dependent on TV than 
“Cracks”. The emotional power (“that’s deep” said one respondent) is 
rooted in the juxtaposition of symbols of children which are “innocent”, 
“pure”, and “vulnerable” contrasted with the paint which symbolized, 
toxins and harm). And because there were no people/interiors, respondents 
were all able to relate to the message.  
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The copy was also widely praised for its straightforward tone and factual 
details (“since 1978” and “3 granules”), although some felt more symptom 
specific information could help. No one, spontaneously, or when probed, 
thought it was about new paint.  Executions that featured kid-associated 
visuals (milk and Cheerios) did better than ice cream (which could be for 
everyone). As one respondent put it, “Cheerios and milk are healthy, good 
for you, ice cream, although I love it, is not”.  
 
 
Respondent reactions: 
“I don’t usually stop and read (print ads) but I’d stop and read this.”  
“That was deep”  
“Wow, this is really powerful” 
“It made me very uncomfortable but in a good (take action) way”  
 “It made me really nervous and definitely gave me the chills – see look it 
gave me the chills!” 
“With the milk, cheerios and ice cream – it was immediate. I know that a kid 
would ingest or breathe it – which is powerful” 
“I kind of thought I was safe…now I would check into it I think.” 
 
“Cracks”  
Although more confusing (“is it for child abuse”), the “Cracks” campaign 
was successful in highlighting the symptoms, which were new news and 
highly motivating, especially the more severe symptoms like brain damage. 
Overall the consumer takeaway was more about the severity of the 
(possible) symptoms , than awareness of the issue.  
 
“Cracks” seemed to suffer from a level of finish issue, as many 
respondents weren’t sure if the cracks were paint or handwriting, 
especially in print. Once respondents saw the TV, they rated the print 
much higher than on it’s own. However it was still rated less motivating 
than “Pour” in every group but one.  
 
The strength of the idea led in the specificity not only of the symptoms, 
but also, how paint could be a problem. If “Pour” was about lead paint, 
“Cracks” was about lead paint in your home and how it could be released. 
Some appreciated the “upscale” visuals, which communicated a sense that 
lead could be a problem for all income levels. However, others felt the 
upscale interior didn’t relate to them (“my baby doesn’t have her own 
room” and many more were confused (especially in Violent Behavior) about 
exactly what was causing the harm (is it her toys, the crib etc.) and the 
disconnect between the image and the words (“she doesn’t look violent”.) 
 
 
Respondent reactions: 
 
“Brain damage is a huge red flag – for parents. I would think this is a 
really good commercial” 
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“I would definitely look this up after seeing this ad” 
“This made me think that this issue could happen to anyone, not just if you 
live in a poverty stricken area” 
 “Those are some really serious and scary side effects” 
 “The nursery doesn’t reflect my life. My kid doesn’t have his own room!” 
“The commercial was more informative than the print for me” 
“Too creepy and dark” 
“Convulsions kind of took me to child abuse” 
 
other findings 
Respondents suggested a wide variety of media to reach them including: 

• Prime TV 
• Parenting magazines and sites  
• Doctor’s office 
• OOH (transit)  
• Celebrity gossip magazines 
• Oprah (TV and print) 
• Children’s programming (cartoons etc.) 
• Cooking shows (esp. for “Pour”) 
• Home renovation shows (esp. for “Cracks”) 
• Email and ISP home pages 
• Sports (“men can be educated too”) 

 
Of the URLs tested, leadfreekids.org was the favorite, followed by 
gettheleadout and finally leadout .org (which could be for anything).  
 
conclusions 
Based on this research, while both are good options, I would recomend 
“Pour”.  Pour is a quicker read, has a broader message and is more 
motivating than Cracks. "Pour does a better job raising awareness of the 
issue of lead poisoning while Cracks does a better job raising awareness 
of the symptoms of lead poisoning." The visual power of Pour is hard to 
escape, whereas Cracks gives the viewer more chance to disengage (that 
room doesn’t look like mine) or misinterpret (is that about child abuse). 
And although both campaigns used fear to motivate “Pour” was described 
more as “scary in a good way”, while “Cracks” was seen as darker and 
“creepy”.  Additional executions (i.e. replacing Ice Cream with Sippy Cups 
or Juice Pops) and optimized copy would likely further strengthen the 
campaign.  
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Key Findings

2



Key Findings: Message Comprehensiony g g p

The majority of respondents understood that the main message 
fof the PSAs was about the dangers to children posed by lead 

paint in the home.
• 80% of respondents listed the harmful effects of lead paint exposure or 

the harmful effects specifically to children as the main message of the 
ads.

• 33% say the main message is that lead paint is present in homes built 
b f 1978before 1978.

• Very few respondents (2%) mentioned cereal or milk as part of the 
message.
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Key Findings: Message Ratingsy g g g

Respondents overwhelmingly said that the ads were clear, 
believable, relevant, and motivating.

• 95% of respondents agreed completely or somewhat that the ad was 
clear.

• 95% of respondents agreed completely or somewhat that the ad was 
believable.

• 75% of respondents agreed completely or somewhat that the ad was 
relevant.

• 87% of respondents agreed completely or somewhat that the ad was 
motivating.

• Few (16%) thought the ad was confusing.



Key Findings: Scare Tacticsy g

A significant majority of respondents (74%) said that the ad was 
scary.

Similarly, 65% of respondents thought the ads were depressing.

However, when asked why they found the ads scary, most (65%) 
said they were afraid about the potential risk to their children, 
suggesting that the ads create a sense of urgency among parentssuggesting that the ads create a sense of urgency among parents.

Indeed 81% of respondents indicated that the ads made them 
want to visit a website to learn morewant to visit a website to learn more.
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Background

6



Research Objectivesj

In April 2010, the Ad Council, the Coalition to End Childhood Lead 
Poisoning, EPA, and HUD launched a national public service 
communications campaign that encourages parents with young 
children and pregnant women, who live in homes built before 
1978 l i f i b h d f l d i1978, to learn more information about the dangers of lead paint 
poisoning and discover steps to protect their children from its 
irreversible effects.

Shortly after launch, a copy test was fielded in order to help 
gauge comprehension of the PSA’s main message.
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Methodologygy

What?
Lead Poisoning Prevention
Copy TestCopy Test

When? • June 11 ‐ 23, 2010

• National sample: 200 parents of children 0‐6.

Who?

National sample: 200 parents of children 0 6.
• 50% living in homes built pre‐1980
• 50% living in homes built post‐1980
• Respondents surveyed in the recently completely benchmark 

t d l d dstudy were excluded.

Where? • Nationwide

• Online survey fielded by Lightspeed Research Respondents are
How?

Online survey fielded by Lightspeed Research.  Respondents are 
members of Lightspeed’s large national opt‐in panel, which has 
access to more than 2 million members of U.S. households.

8



Sample Demographicsp g p

Age % HH Income % Urbanicity % 

N = 200

18-34 52 % <$30K 30 % City 32 %

35-54 46 % $30-49K 24 % Suburbs 52 %

55+ 4 % >$50K 47 % Other 17 %

Gender Education % Age of 
Children*

%

Male 42 % High School incomplete 2 % 0 – 3 years 45 %

Female 59 % High School graduate 33 % 3-6  years 55 %

Race/Ethnicity Some coll/Associate’s Degree 31 %

White 69 % College degree + 35 %

Black/African- 13 % House built in: %Black/African
American

13 % House built in: %

Hispanic 12 % 1970s or earlier 50 %

Other 6 % 1980 or later 50 %

*Note: totals might exceed 100% due to rounding
9



Findings
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Message ComprehensionMessage Comprehension

The majority of respondents understood that the main message 
fof the PSAs was about the dangers to children posed by lead 

paint in the home.
• Very few respondents (2%) mentioned cereal or milk as the main 

message.

Main Message % N

Lead paint is harmful to kids 56 %  112p

Lead/Lead paint is harmful/bad 24 %  72

Lead paint is present in houses built prior to 1978 33 %  66

U t t t f l d i h / t l d 12 % 24Urge you to test for lead in your home/prevent lead 
poisoning

12 % 24

Violent behavior 3 % 6

Call # or Visit the website for more information 3 % 5

11

Call # or Visit the website for more information 3 % 5

Q: What was the main idea of the ad? Please be specific
*Note: totals might exceed 100% due to single responses being coded into multiple categories



Thoughts & Feelings 

When asked what was going through their minds when watching 

g g

the ads, respondents had a wide array of initial thoughts, 
primarily expressing concern about the problem.

• 5 % or less mentioned “feeling good,” “bad,” “scared,” “shocked,” or “upset”

Thoughts while watching the ad % N

I thought it was a milk/cereal/baby formula ad 23% 46

d d/ hMade me concerned/want to test my house 10% 19
Shocked/Disturbed 10% 19
Glad/relieved that my house is not that old/would 
not be affected/does not affect me

9% 17

Q: Have you recently heard, seen or read anything about the dangers of lead 
poisoning in advertising, publicity, the media, the Web or other places? 

not be affected/does not affect me
Makes me concerned for my child/makes me want 
to test my child

8% 15

Sad 7% 14
Got my Attention 7% 13

12Q: What, if anything, was going through your mind as you watched this ad?  How did it make you 
feel?  Please be as specific and detailed as possible.



Message Ratingsg g
More than 9 in 10 respondents said they thought the ads tell you 
something important, are clear, believable, appropriate, and 
unique.

The ad......
Does not describe 

the ad at all
Describes it  
somewhat

Describes the ad 
completely 

TOP 2 BOX

Tells you something important 6% 18 % 77% 95%

Is clear 5% 23% 72% 95%

Is believable 6% 27% 68% 95%
Is appropriate for the issue 8% 26% 67% 93%pp p
Is unique 8% 31% 62% 93%
Is an ad you would tell other people 
about 

15% 37% 49% 86%

Is motivating 14% 39% 48% 87%
Is an ad you liked  15% 42% 44% 86%
Tells me something new 20% 38% 43% 81%
Is relevant to you 26% 36% 39% 75%
Makes you want to visit the website 20% 42% 39% 81%

13
Q: The following is a series of statements that could be used to describe the ad. For each statement, 

please indicate if it describes the ad not at all, somewhat, or completely.  



Message Ratingsg g

Few respondents (16%) said that the ads were confusing.

Many parents (74%) agreed somewhat or completely that the ads 
were scary.

The ad......
Does not describe 

the ad at all
Describes it  
somewhat

Describes the 
ad completely 

TOP 2 BOX

36% 38% 74%Is scary 27% 36% 38% 74%
Is depressing 36% 46% 19% 65%
Is offensive  82% 13% 6% 19%
Is confusing 85% 13% 2% 16%

Q: The following is a series of statements that could be used to describe the ad. For 
each statement please indicate if it describes the ad not at all somewhat or

14

each statement, please indicate if it describes the ad not at all, somewhat, or 
completely.  



Reasons for fear

Of the 38% of respondents who agreed completely that the ad 
was scary, most said that they felt that way because the ad made 
them worry about their children potentially being poisoned. 

Reasons why some respondents found the ad to be “scary” % N

The dangers to my children posed by lead poisoning are  62% 45
scary
Lead poisoning is a scary issue 15% 11

Alarmed to know that my home – built before 1978 – could 
h b d l d

12% 9

Q: Have you recently heard, seen or read anything about the dangers of lead 
poisoning in advertising, publicity, the media, the Web or other places? 

harbor dangerous lead paint
Disturbing 5 4

Scary to see paint juxtaposed with baby bottle 5 4

15

Q: Why did you think the ad was confusing? 



Message Retention

80% of respondents agreed somewhat or completely that the ad 

g

made them realize the potential dangers to their children posed 
by old lead paint.

Somewhat i h
The ad......

Strongly 
Disagree

Somewhat 
Disagree

Neither 
agree nor 
disagree

Somewhat 
agree

Completely 
Agree

Top 2 Box

Made me realize the 
potential dangers to mypotential dangers to my 
children posed by old 
lead paint.

2 % 2 %  17 % 23 % 57 % 80 %

Q: How much do you agree or disagree with the following statement:
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Selected Verbatims

“Just knowing there are over 1 million children affected by lead 
poisoning each year is scary, because who would have thought 
that this was still an issue when we are now in a day and age 
where lead is taken out of most paint products.”

“The idea of living in a home where your children could be at risk 
of lead poisoning...it's more eye opening than scary.” 

“I've seen the effects that toxins, such as lead poisoning, can do 
to a child’s growing brain and how unaware most parents are to 
where these dangers lurk ”where these dangers lurk.

“I didn't realize my home could be harming my child.”
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Conclusions

The message is clear.
• Both ads (“Milk Bottle” and “Cereal Bowl”) communicate equally well and 

there were no major differences between parents living in newer and older 
homes. 

Thi t th t th PSA ill b l t t d d t ll t• This suggests that the PSAs will be relevant to and educate all parents, 
regardless of the age of their house, or which PSA they may view.

Some viewers initially thought the ads were for a cereal or milkSome viewers initially thought the ads were for a cereal or milk 
product – but it’s clear from the main message responses that they 
understood the lead poisoning message clearly once the ad finished 
playing. p y g

Those respondents who found the ad “scary” did so because of the 
inherently frightening nature of lead paint poisoning, and the 
possibility of it affecting their child.
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