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EXECUTIVE SUMMARY 

1.1 PROJECT OVERVIEW 

This report presents the findings from a series of four focus groups held in Toronto and 

Montreal (in French) in early June 2012 on behalf of the National Research Council.   NRC 

is currently transitioning to a new role as a research and technology organization (RTO). 

Part of this new role is an increased focus on stimulating economic growth by facilitating 

innovation in Canadian businesses.   To this end, the NRC developed a series of potential 

new taglines and logos, and sought client and prospective client feedback on these 

materials, with a view to assessing their consistency with NRC’s new role and positioning.  

The results of this project are intended to facilitate NRC’s decision-making process by 

gauging target audience reactions to this material, and in so doing, highlight the 

communication imperatives for the organization.   Focus group methodology was used in 

this study, as is appropriate given the need to expose clients and prospective clients to 

visual materials, and to ensure feedback from as many members of this target audience as is 

practicable.  The total anticipated cost of this exercise is $29,289.05, including HST.  

Contact person is Mr. Kerry Butt, Kerry.butt@nrc-cnrc.gc.ca. 

 

1.2 PRINCIPAL FINDINGS 

Where logos and taglines are concerned, the findings from 

this process do lend themselves to the identification of 

preferred options.  As indicated in section IV of this report, 

the tagline “Your Innovation Fuelled by Research” and a 

modified version of the French “La recherche au service de 

votre innovation” are the preferred option, as is the logo 
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example #1 shown here.   That said, these choices reflect the preferences of participants in a 

general sense, and the limitations of the material tested.  In this light, it was also clear that 

each of these preferred options have some liabilities.   Improvements on both are possible.   

  

 The greater utility in this exercise was in identifying larger communication issues for NRC 

as it attempts this repositioning.   These are summarized as follows: 

 

Differentiating the NRC from other Government Agencies, Building Identity 

 

Although current clients obviously know and understand at least some aspects of NRC 

simply by dint of their exposure, prospective clients are not so clear on what NRC is, or 

does.   Many prospective participants are prone to confusing it with organizations such as 

the Canadian Standards Association, among others.  This elemental ambiguity is an obvious 

issue to be addressed in any NRC repositioning exercise.   To this end, prospective clients 

are most interested in, and fundamentally in need of, a clear, concise understanding of 

NRC’s mission.   It is also clear that building this identity and understanding of mission will 

not be complete without addressing the following.   

 

Concerns about the NRC’s Way of Working 

 

Individual participants, be they current or prospective clients, were apparently preoccupied 

with the nature of the relationship that NRC would strike with its clients.  Accordingly, 

NRC may benefit from addressing this area in its repositioning, with particular focus on 

addressing the following: 

 

 Concerns about “entanglement”, particularly around how NRC’s support will be 

paid for, and if this support implies a sharing of intellectual property.   

Collaboration and work on “innovation” is a process that many find difficult to 

grasp, and many presume that if an organization comes to NRC with an idea, the 

NRC’s contribution to the successful commercialization of that idea will come at a 

price they may not want to pay.   

 Reducing presumptions of bureaucracy and “red tape”: Clearly, NRC’s current 

preoccupation with any potential association with overly bureaucratic procedures is 
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appropriate because participants indeed share such concerns.  Here again, 

addressing this would be warranted. 

 

 Avoiding suggestions of “authority” or “hierarchical relationship” between NRC 

and its clients.  Participant reactions to slogan terms such as “solutions” suggest that 

many current and prospective clients are keen to avoid subservient relationships 

with NRC.  Notions such as “collaboration”, “partnership” and “contribution” were 

key words that express the desired relationship.   

 

Alignment to Broader Marketing Objectives 

 

Last, but certainly not least, this project underscored the value in framing NRC’s 

positioning effort in a larger marketing program, particularly one built around the 

following: 

 

 Clearer distinctions around target audiences:  Our process clearly demonstrates that 

even “current” and “prospective” clients are a diverse, heterogeneous lot, 

encompassing individuals with an array of different needs, wants, authority and 

dispositions toward working with the government.  Any “positioning” of NRC, let 

alone “re-positioning” would benefit from a more granular understanding of this 

diversity, and messages tailored according to commonalities therein.  For example, 

leaders of small and particularly technical organizations appear more informed, less 

concerned and more disposed to work with NRC.  In contrast, senior managers in 

larger companies (even ones with a particularly technical orientation) come to the 

prospect of working with NRC with much less understanding, greater concerns, and 

much more limited disposition.  Finally, there are audiences outside the technical 

boundaries of current and prospective clients who are nonetheless interested, 

responsive, and potentially useful for the purpose of marketing NRC.    

 More compelling articulation of the benefits NRC offers, and of organization 

culture with respect to innovation.  Our discussions certainly underscore the 

difficult, ambiguous – and important – role of “innovation” in Canadian industry, 

and how problematic casual reference to the same can be.  All of our discussions 

highlighted how complicated this area is, and how important a broader 

understanding of the culture and “codes” surrounding innovation would be. 
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EXÉCUTIF SOMMAIRE 

1.3 APERÇU DU PROJET 

Ce rapport présente les résultats issus d’une série de groupes de discussion qui se sont 

déroulés à Toronto et à Montréal (en français) au début du mois de juin 2012 à la requête 

du Conseil National de la Recherche. Le CNRC est présentement en processus de transition 

vers son nouveau rôle d’organisme de recherche et de technologie (RTO-ORT). Afin de 

satisfaire les exigences liées à ce nouveau rôle, il y aura une augmentation des efforts au 

niveau de la stimulation de croissance économique en promouvant l’innovation au sein des 

entreprises canadiennes. À cette fin, le CNRC a développé une série de slogans et logos 

qu’il a présenté à ses clients actuels et potentiels afin d’obtenir leur opinion sur leur valeur 

publicitaire et informative et par la suite évaluer leur pertinence à la lumière du nouveau 

rôle et positionnement du CNRC. Les résultats de cette étude ont pour objet de faciliter le 

processus décisionnel du CNRC en interprétant les réactions du public-cible envers le 

matériel et cerner les impératifs communicationnels de  l’organisme. La méthodologie des 

groupes de discussion a été adoptée puisqu’elle permet d’exposer le matériel devant 

l’auditoire cible de clients actuels et potentiels. Elle permet aussi de prendre en compte les 

réactions et commentaires d’un nombre important de membres identifiés comme faisant 

partie de la clientèle cible dans des délais raisonnables. Le coût total de cette étude s’élève 

à $29,289.05  incluant la TVH. La personne ressource est M. Kerry Butt, Kerry.butt@nrc-

cnrc.gc.ca. 

 

1.4 RÉSULTATS PRINCIPAUX 

En regard des logos et slogans, les résultats dénotent une 

tendance vers des options préférées. Tel qu’indiqué dans la 

section IV du présent rapport, le slogan “Your Innovation 

Fuelled by Research” et la version traduite en français “La 

recherche au service de votre innovation” sont les options 

préférées. Il en est de même pour le logo #1 représenté ici à 



 

SECTION 1: EXECUTIVE SUMMARY 

Patterson, Langlois Consultants  7 

la droite de ce texte.   Ceci dit, ces choix de logo et slogan reflètent autant la préférence des 

participants que les limites inhérentes au matériel qui a été testé. Il est clair que chacune des 

options préférées comporte un certain nombre de faiblesses. L’amélioration de chacune des 

options est possible.  

 

 La plus grande utilité de cet exercice réside dans l’identification de questions de 

communication plus globales pour le CNRC dans sa démarche de repositionnement. Ces 

résultats se résument de la façon suivante:  

 

Différencier le CNRC des autres agences gouvernementales, Identification de la mission.  

 

Bien que les clients actuels connaissent et comprennent évidemment au moins certains 

aspects du CNRC par le biais de leurs transactions et expérience personnelle, les clients 

potentiels ne possèdent pas cette connaissance et ne sont pas certains du rôle effectif du 

CNRC. Plusieurs clients potentiels ont tendance à confondre le CNRC avec d’autres 

organismes tels le CSA  (Canadian Standards Association) par exemple. Cet élément de 

confusion est une des questions sur lesquelles le CNRC doit se pencher et solutionner au 

cours de son exercice de repositionnement. À cette fin, les clients potentiels sont intéressés 

surtout à comprendre de façon claire et précise le rôle, la mission du CNRC. Il est aussi 

évident, à la lumière des résultats, que la construction de cette identité et la compréhension 

de la mission ne sera pas complète si elle ne répond pas aux questions qui suivent.  

 

Inquiétudes quant à la façon de fonctionner du CNRC  

 

Les participants individuellement, qu’ils soient clients actuels ou potentiels, étaient selon 

toute apparence préoccupés par la nature de la relation qu’établira le CNRC avec ses 

clients. Par conséquent, le CNRC aurait avantage à répondre à ce questionnement au cours 

du repositionnement et à s’attarder plus particulièrement  aux questions suivantes :  

 

 Questions à propos de «l’enchevêtrement» particulièrement à savoir qui paiera pour 

le support du CNRC et est-ce que ce «support» implique nécessairement le partage 

de propriété intellectuelle. La collaboration et le travail d’innovation sont des  
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processus que plusieurs trouvent difficiles à cerner. Certains participants se 

demandaient ce qui advient  lorsqu’un groupe ou entreprise se présente devant le 

CNRC avec une idée à savoir si la contribution de ce dernier au développement 

commercial réussi de cette idée comporte un prix à payer et si ce prix en vaut la 

chandelle.  

 Présomptions de bureaucratie et “red tape”: De toute évidence, la préoccupation du  

CNRC quant à une éventuelle préconception d’un processus bureaucratique lourd 

est appropriée et les commentaires des participants nous en démontrent la 

pertinence. Il serait important de tenir compte de cet aspect.  

 La nécessité d’éviter quelque apparence d’«autorité» ou de «relation hiérarchisée» 

entre CNRC et ses clients. Les réactions des participants à des termes utilisés dans 

les slogans tels que «solutions» suggèrent que plusieurs clients actuels et potentiels 

sont déterminés à éviter toute relation jugée subalterne avec le CNRC. Les concepts 

qui traitent de «collaboration», de «partenariat» et de «contribution» énoncent des 

mots-clés dans la perception de cette relation.  

 

Direction vers des objectifs plus larges de marketing  

 

Finalement, ce projet illustre l’importance d’intégrer l’effort de positionnement du CNRC 

dans un programme de marketing plus global et plus particulièrement en tenant compte des 

aspects suivants :  

 

 Distinctions plus claires à propos des audiences cible: cette étude illustre nettement 

qu’à l’intérieur même des catégories de clients «actuels» et «potentiels» il existe 

une grande diversification. Ils constituent un groupe hétérogène qui inclut des 

individus présentant un éventail de besoins, désirs, avec des dispositions différentes 

vis-à-vis l’autorité et la collaboration avec le gouvernement. Tout «positionnement» 

et encore plus «repositionnement» du CNRC bénéficierait  d’une compréhension 

plus précise de cette diversité pour la faire valoir dans des messages sur mesure 

ciblant les points communs que partage ce groupe hétérogène. Par exemple, les 

leaders de petites entreprises technologiques semblent mieux informés, moins 

préoccupés et plus dispos à travailler avec le CNRC. Au contraire, les directeurs de 

plus grandes entreprises (même celles qui ont une orientation technologique) 

arrivent à la porte du CNRC avec moins de connaissance de l’agence et par 

conséquent plus d’inquiétudes et avec une attitude moins favorable. Finalement, il y 

a des audiences «non-technologiques» (le commun des mortels) parmi la clientèle 

actuelle et potentielle qui seraient néanmoins intéressés par les services du CNRC 

que ce dernier devrait prendre en compte dans ses efforts de marketing. 
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 Une articulation plus exhaustive des bénéfices offerts par le CNRC et une meilleure 

description de la culture organisationnelle sur le sujet de l’innovation. Nos 

discussions avec les participants illustrent certainement la difficulté et l’ambiguïté –

et l’importance- entourant le rôle de l’«innovation» dans l’industrie canadienne et 

combien il est difficile de le cerner de façon simple. Toutes nos discussions ont 

souligné la complexité de cette notion et combien il est essentiel d’en arriver à une 

compréhension plus large de la culture et des «codes» entourant l’innovation. 
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2.0 BACKGROUND AND OBJECTIVES 

 

The National Research Council (NRC) is currently undergoing a transformation intended to 

underscore the Government’s commitment to better meeting the needs of Canadian 

business, with a focus on stimulating innovation and prosperity.  This new positioning is 

slated for public launch and roll out in 2012-2013.   NRC’s new positioning focuses on 

more effective communication of the following attributes and characteristics: 

 

 Greater modernity and focus on business; 

 Less bureaucracy; 

 Trust and credibility; 

 Value to the business community; 

 World-class leadership in research and technology 

 

As a research and technology organization (RTO), the “new” NRC will focus on market 

and industry needs, profitable projects and impact on areas of strategic importance.  

 

Although the re-positioning of NRC will happen as a function of a wider communication 

process including messaging of all forms, specific communication tools – specifically 

logos, taglines and graphic materials – have been developed that are the focus of some 

immediate questions.  Several options for these have been developed and need to be 

assessed for their relative capacity to underscore NRC’s repositioning efforts.   It is also 

expected that exposing these materials to target audiences will highlight some of the 

broader positioning imperatives confronting NRC.   

 

This information, and the results of this research process in general will be used to help 

guide NRC in decisions relative to the material tested, and in the orientation of their 

communications and marketing plans generally.    
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Therefore, the objectives of this research project are to assess these communication tools 

from the perspective of interested target audience for relative contribution to NRC’s re-

positioning aims.  More specifically, the objectives of this assessment include assessing: 

 

 The ability of tools to generate immediate awareness and understanding of the 

key messages, their capacity to shift disposition toward the NRC, as well as their 

strengths and weaknesses; 

 Overall comprehension, specifically with respect to primary and secondary 

messages and perceived target audience, including thoughts and emotions 

evoked; 

 Suggestions for revising and/or improving the tools; 

 Evidence of any potential unanticipated or unintended reactions; 

 

It is expected that the results of this assessment will contribute to an informed choice 

among the options presented, as well as highlighting issues in terms of the NRC brand and 

its positioning.   
 

 



 

SECTION 3: METHODOLOGY 

Patterson, Langlois Consultants  12 

3.0 METHODOLOGY 

3.1 CHOSEN METHOD 

Given the objectives set out for this study, focus groups were employed to broadly gauge 

reactions to the test material and to assess the information needs of two target audiences – 

those of current NRC clients, and of potential NRC clients.   The choice of focus groups 

was wholly appropriate given the need to expose physical material, to gauge reactions at 

depth, and to gather perspectives and opinions from a reasonable number of individuals.   

This said, this qualitative research cannot and should not be construed as statistically-

representative of the larger population in any way. 

 

3.2 NUMBER AND LOCATION OF SESSIONS 

A total of 4 focus groups were held, two each in the cities of Toronto (in English) and 

Montreal (in French) on June 12 and 13, 2012. 

 

3.3 PARTICIPANT RECRUITING CRITERIA 

Participants were recruited so as to represent two distinct target audiences, as follows: 

 

1) Individuals working for companies that are currently or recently NRC clients, 

including participants in NRC’s Industrial Research Assistance Program (IRAP).  

 

2) Individuals working for companies not currently or recently NRC clients, but from 

economic sectors that would qualify them as prospective clients.   These would 

include communications, (medical) therapeutics, biotechnology, aerospace, 

construction, photonics, nanotechnology and automotive. 

 

A recruiting screener was submitted for client approval prior to the start of the recruiting 

process.  
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3.4 PARTICIPANT INCENTIVE FEES 

Participants offered an incentive of $200 for their participation and co-operation in the 

focus groups.     

 

3.5 MODERATING AND ANALYSIS 

John Patterson of Patterson, Langlois Consultants was responsible for all aspects related to 

the analysis of results and the writing of this report.   
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4.0 DETAILED RESULTS 

4.1 LOGOS 

The following sections provide the detailed findings relative to the four different 

logo/graphic treatments tested.    

 

 

4.1.1 Example 1 

 

This was perhaps the most acceptable of the four logos 

tested, generally because it is not easily confused with 

other brands, and because there are hints here of 

notions and ideas somewhat compatible with the 

mission of NRC.    

 

Some of the spontaneous associations made with this 

shape are as follows: 

 

 Christmas ornaments:  this is primarily a by-product of the ball’s blue colour and 

shading, as well as the “star”, which conjures up twinkling lights and such; 

 1950’s pinball graphics; 

 starbursts, sparks, a flash. 

 

The latter associations do lead some to consider “inspiration”, ideas, celebration, innovation 

and energy.  These are all reasonable associations for a research and innovation 

organization.    
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4.1.2 Example 2 

 

This logo provoked some interest, and some 

warm response, but eventually fell victim to 

secondary associations in every group.   There is 

a decidedly mathematical feel to this shape, and 

this in turn has implications for the perceived 

orientation of NRC.      

 

Some of the spontaneous associations made with this shape are as follows: 

 

 Spyrograph – the children’s graphic toy first sold in 1965, and popular in the 70’s 

and 80’s; 

 Waves, which in turn conjure geometry, communications (broadcast) and so on. 

 Screen savers (particularly those of an older PC era); 

 

Interestingly, and despite the palpably “scientific” feel of this shape, the general 

associations for NRC are not modern, but rather nostalgic.  This in turn may well color 

NRC with somewhat outdated imagery.   Finally, a very literal interpretation of this logo 

suggests an organization “going in circles”. 
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4.1.3 Example 3 

 

This logo was generally well-liked in Toronto, 

and found there to be generally compatible 

with NRC’s mission and orientation.   

Montreal participants had a somewhat 

different, and decidedly more reserved 

appraisal.  

 

 

Some of the spontaneous associations made 

with this shape are as follows: 

 

 

 The CBC/ Radio Canada.   This association was strong enough to provoke 

secondary associations to things like television, broadcasting and so on. 

 Digital technology. 

 Expansion, growth. 

 

Although the associations with this logo are arguably compatible with NRC (and in the case 

of ‘growth” and “expansion”, even desirable), the similarity and strong association with the 

CBC/Radio Canada would clearly be to the detriment of building the organization’s 

identity. 
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4.1.4 Example 4 

 

This last logo provoked many positive 

reactions, not so much because of the 

associations and linkages it creates, but 

rather because of the degree of departure it 

presents relative to what participants 

construe as the standard look of government communications.  This is clearly a more 

colorful, energetic, free-wheeling shape than most would associate with government, and 

presents a clear departure from the sober, serious presentation of present day GOC graphics.   

Thus, this logo has assets because of the change it represents, and liabilities associated with 

this departure as well. 

 

Some of the spontaneous associations made with this shape are as follows: 

 

 Brands such as Nike, sportswear, camping and tents, waves; 

 Waves, and subsequent “crashes” (which might conjure up cyclical things of a less 

than positive feel). 

 Harmony, partnership, collaboration. 

 

On the whole, this graphic and the reactions it provokes are instructional:  it underscores the 

possibility that present-day government graphics may be in need of a refresh.  Many 

participants were certainly interested in this new look, and in this more “free-wheeling” 

presentation.  By the same token, participant reactions also underscore that sobriety and 

seriousness are attributes properly associated with government institutions, and that they 

should be offset only with caution. 
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4.2 SLOGANS 

4.1.1 “Research solutions for business”  

“Solutions Scientifiques pour les entreprises” 

 

Although this slogan won some approval for suggesting a tangible, easy to understand 

benefit for a prospective client, the dominant reaction was negative.  This is largely because 

of reactions to the word “solutions”, which tends to conjure up the following less than 

desirable connotations: 

 

 Of a company “in trouble”, with intractable problems, 

 A technically superior NRC, in a hierarchical, dominant position in the relationship; 

 “Off the shelf”, as opposed to customized or tailored solutions. 

 

Otherwise, this slogan had the following connotations and implications: 

 

 

Identity / Distinctiveness of NRC: The reference to “solutions” and to “business” 

(“entreprises”) does help distinguish NRC from 

other government agencies and departments, and 

in this way contributes a somewhat more distinct 

identity.  

 

NRC’s Mission 

 

 

The reference to “scientifique” in the French 

version of this slogan clearly suggests a rather 

technical mission being undertaken by a “science-

oriented” organization.  This, in turn, positions 

NRC as a more academic organization, perhaps 

one with a more basic research mission.   None of 

these implications are negative per se.  Their only 

drawback is that they may undesirably limit the 
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perceived breadth of NRC’s expertise, particularly 

in NRC’s new role as an RTO.  As such, an 

engineering or satellite communications company 

executive may well see this as a sign of 

compatibility, whereas someone in automotive 

may be less inclined.  

 

Implications on NRC’s perceived Way 

of Working 

This slogan suggests an organization working as a 

service delivery provider with clients looking for 

help.  There are apparently hints that the client 

business would be in a somewhat subservient role, 

with  NRC in a somewhat didactic or instructive 

one.   Although subtle, these hints were apparently 

a source of discomfort. 

 

Target Audience of NRC 

 

As is implied by the above, the perceived target 

audience in this slogan is clearly “businesses”, and 

particularly businesses of a more technical or 

scientific orientation.  The word “solutions” also 

suggests an audience with problems, seeking 

solutions.  

 

Implied Benefit 

 

Again, much is conveyed by the word “solutions”, 

which, although off-putting to many, does 

nonetheless suggest a concrete, tangible and 

generally desirable benefit.  Clearly, current and 

potential clients alike are positively disposed to 

the idea of a government agency that can provide 

“solutions”, but also very sensitive to the manner 

in which those solutions might be delivered.  

 

Impact on Client Disposition 

 

Although this slogan appears to reference several 

positives – a focus on research, and on business, 

the reference to solutions is arguably premature 

for most potential clients.  Without a more basic 

understanding of what NRC is, and how it works, 

this reference tends to stir up concerns.  The 

overall effect on clients’ disposition was generally 

neutral to negative.    
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4.1.2 “Your innovation fuelled by research”  

“La recherche au secours de l’innovation” 

 

Generally speaking, reactions to this slogan were positive, although more so in the English-

speaking groups than in Montreal, where the translated version encountered some issues.   

The main source of this slogan’s appeal is apparently in the way it frames the relationship 

between the NRC and client organization, suggesting (by dint of “your innovation”) one 

where a government agency steps in to help a client, which happens to be the owner of an 

innovation.  This particular framing dispels many lingering doubts about intellectual 

property and the limitations surrounding how this “help” is paid for.   

 

Otherwise, this slogan had the following connotations and implications: 

 

 

Identity / Distinctiveness of NRC: This slogan does relatively little to clarify NRC or 

crystalize its identity.  That said, the slogan 

underscores a relationship (one of assistance 

between a government agency and an innovator of 

some type) that does, in fact, clearly separate NRC 

from agencies like the CSA.    The particular focus 

on assistance in the area of innovation is also an 

element of added specificity, if not distinguishable 

identity.  

 

NRC’s Mission 

 

 

“Fuelling innovation with research” is a 

reasonable and literal decoding of what this slogan 

implies about NRC’s mission. 

 

Implications on NRC’s perceived Way 

of Working 

It is precisely in the implied “way of working” 

that this slogan works best.   The suggestion here 

is of an organization dedicated and organized to 

make things happen for innovators.  There is also 

the hint, if not the explicit suggestion that the 
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client organization is the innovator (and so the 

expected owner and beneficiary of that 

innovation) and NRC is there simply to facilitate 

the realization (commercialization, refinement, 

etc.) of that innovation.   The French use of the 

term “au secours”, however, struck many as 

negative, again implying that the NRC was 

offering “rescue” to organizations in trouble. 

 

 

Target Audience of NRC 

 

The participants in this exercise were all 

businessmen, representing companies that fall 

nearly into NRC’s natural terrain, and so many 

were predisposed to conclude that the target 

audience here is business.  That said, several 

participants pointed out that this slogan does little 

to actually specific the corporate nature of the 

target audience, and that any “innovator” might 

well construe this as a relevant message.  

 

Implied Benefit 

 

The underlying notion of an organization 

dedicated to “fuelling” innovation strikes positive 

chords for many. In addition to responding 

positively to the idea that the innovation is 

“theirs”, the idea that NRC might provide “fuel” is 

equally well received.  Though arguably vague, 

“fuelling” implies the sorts of benefits sought, as 

does notions like “catalyst”, “support”, and so on.    

 

Impact on Client Disposition 

 

Generally, and while noting some issues in 

French, this slogan was the one of those tested that 

had the most positive impact on the disposition of 

both clients and prospective clients for working 

with NRC.    
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4.1.3 “CNRC - Innovate Together” / “CNR - Innovons Ensemble”  
(tested only in 3 of 4 groups) 

 

This slogan was presented in only three of the four groups, largely because of the rather 

muted reactions it provoked.  Apparently, this slogan presents neither anything particularly 

objectionable nor particularly compelling to participants.   

 

Otherwise, this slogan had the following connotations and implications: 

 

 

Identity / Distinctiveness of NRC: This phrase does little to distinguish NRC from 

other government organizations, although French-

speaking participants did note that the reference to 

“CNR” does conjure up the Canadian National 

Railway.   

 

NRC’s Mission 

 

 

The mission of NRC is framed as one of 

partnering around innovation.  This notion, in and 

of itself, was met with mixed reactions:  a 

“partnership” is exactly what many have in mind.  

The only issue is that some more explicit 

reference to the kind of partnership (or to the 

NRC’s way of working with clients) is also 

required. 

 

Implications on NRC’s perceived Way 

of Working 

NRC and its clients “innovate together”.  

Interestingly, and while working together seems a 

relatively straight-forward proposition, innovating 

together is much less so.  This is apparently 

because the nature of innovation itself is very 

vague.  Accordingly, some worry that 

“innovating” with the government might leave the 

ownership of that innovation in question.   
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Target Audience of NRC 

 

This slogan does little to nothing to clarify the 

intended target audience. 

 

Implied Benefit 

 

This slogan does not articulate a benefit of 

working with NRC, other than perhaps common 

cause or collaborative effort with a government 

agency.    

 

Impact on Client Disposition 

 

Generally, this slogan had a negligible disposition 

of both clients and prospective clients for working 

with NRC.    
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4.1.4 “A new Economy Based on Innovation”  

 “Une nouvelle économie fondée sur l’innovation” 

 

This slogan provoked very different kinds of reactions from participants, no doubt because 

it is both more explicitly about NRC’s mission, and because it speaks to that mission in 

broader terms than any of the others.  By the same token, there is little to nothing in the 

slogan that serves to distinguish or identify NRC, about its way of working, or about 

specific benefits or target audiences.   

 

Otherwise, this slogan had the following connotations and implications: 

 

 

Identity / Distinctiveness of NRC: This slogan frames NRC as an agent of a larger 

governmental or policy objective.  It does not, 

however, serve to underscore the identity or 

distinctiveness of NRC as an institution. 

 

NRC’s Mission 

 

 

This slogan is decoded as being explicitly about 

NRC’s mission, or perhaps more accurately, how 

the government intends for NRC to contribute to 

the process of Canadian economic growth.  

Several participants described this slogan as 

“grandiose” or “political”.  Of note were the 

several participants who had issues with the 

reference to a “new economy” – some because 

this is, to them, overused terminology, and others 

because it indirectly implies that there are 

problems with the “current” economy.  

 

Implications on NRC’s perceived Way 

of Working 

This slogan is devoid of any reference to how 

NRC’s way of working or the nature of the 

relationship it intends to strike with its clients.   
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Target Audience of NRC This slogan implies that the target audience here is 

framed in communicational or campaign terms – 

i.e. the country at large.  There is nothing that 

would suggest a more narrow definition of clients.  

 

Implied Benefit 

 

The benefit here is anything but implied – the 

slogan itself is decoded as explicitly about the 

larger benefit that an active successful NRC might 

have for the Canadian economy.  The issues here 

are with the language – as mentioned previously 

there are some who view reference to the “new 

economy” as cliché, and with scope – pointing out 

that it is more than ambitious for any single 

government agency to pretend to such grand 

ambitions. 

 

Impact on Client Disposition 

 

The impact on client disposition was negligible, 

although a few participants did seem to respond 

on a personal level.    
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4.1.5 “NRC makes innovation real”  

 “Le CNR fait de l’innovation une réalité” 

 

The focus in this slogan on “making innovation real” was well received, largely because of 

the emphasis on the benefit of working with NRC.  Reactions to this slogan also underscore 

some of the issues and problems with the concept of “innovation”.   

 

Otherwise, this slogan had the following connotations and implications: 

 

 

Identity / Distinctiveness of NRC: This slogan does position NRC as an organization 

dedicated to innovation, and so serves to 

distinguish it in that respect.  By the same token, it 

does not sufficiently specify the nature of its work 

(research), its clientele (businesses), and its 

particular way of working.   Generally, 

participants in all groups were in agreement that 

reference to both innovation and research are 

necessary ingredients in a slogan.   

 

NRC’s Mission 

 

 

Making innovation “real” is both interesting and 

slightly troubling to many participants.  At the 

core, an NRC dedicated to bringing innovation 

from more conceptual stages to more marketable 

stages is, in essence, the very nature of the help 

most seek.   The issue here is that the notion of 

making things “real” doesn’t sufficiently convey 

that point, and leaves room for concerns about the 

nature of the work that’s to be done, ownership 

and so on.   

 

Implications on NRC’s perceived Way 

of Working 

This slogan is devoid of any reference to how 

NRC’s way of working or the nature of the 

relationship it intends to strike with its clients.   
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Target Audience of NRC 

 

There is nothing that implies or suggests a defined 

target audience.   

 

Implied Benefit 

 

“Making innovation real” comes close (but not 

quite “on”) to articulating a highly desirable 

benefit.  Generally, participants hope and expect 

that an organization like NRC would be available 

and disposed to provide services the client 

organization doesn’t have, and be focused on 

taking the client organization’s idea from “rough” 

form (or a conceptual stage) to a more market-

ready one.  The precise nature of this voyage 

remains somewhat ambiguous. 

 

Impact on Client Disposition 

 

The impact on client disposition was moderately 

positive.    
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APPENDIX: 
 

DISCUSSION GUIDE 
 

MATERIAL TESTED 
  



 

SECTION 4: DETAILED RESULTS 

Patterson, Langlois Consultants  29 

 

 

Locations: Toronto (June 12), Montreal (June 13), 2012 

   

  Toronto:  Research House, 1867 Yonge 

  Montreal:  Ad Hoc Research, 1250 Guy, 9
th

 floor 

  Groups start at 5pm each day. 

 

Client: NRC 
____________________________________________________________________________ 

Introduction (5 min.) 

 

1. Introduction of moderator 

 

2. Subject: Today, it’s all about the National Research Council and some new 

communications material they are considering. 

 

3. Explanation of the focus group process: 

 

 Conversation recorded, voluntary participation; 

 Strict confidentiality observed here 

 Camera in operation (observers, recorded); 

 role of moderator and participants; 

 I don't work for the government, no vested interest in how you respond to my 

questions 

 Your participation here is voluntary, but we are counting on you to help us out.  We 

need your honest, straightforward opinions.  Your opinions really do count. 

 expression of opinions; 

 length: 90 minutes 

 

4. Brief round-table introduction of participants: Give me the basics:  Tell me your first name, 

who you work for, and a little about what your companies does, and the nature of your job. 

 

DISCUSSION GUIDE OUTLINE 
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1.  CURRENT PERCEPTIONS OF THE NRC 

 

This conversation is about the “NRC”.  Can you take a sheet of paper and write down what 

first impressions come to mind?   

 

Continue exercise with explicit guidance for feedback along the following dimensions: 

 

The NRC’s “mission”:  What does it do?   

What kinds of activities? 

Clientele:  Who are its clients, and why?  What would they have in common? 

Assets and Liabilities of the NRC as an organization?  What comes to mind? 

 

Stop and discuss – use to draw (whiteboard) a general view on the NRC’s current 

positioning.... 

 

2. EXPOSURE TO TEST MATERIAL 

 

We’re going to talk more about the NRC specifically in this conversation, but our primary 

mission is to help them understand, and choose among a series of “tag lines” and logos.   

We’re going to talk about these one at a time and go through essentially the same exercise 

of drawing out your reactions.    By the way, it should be clear that this isn’t just a “beauty 

contest”:  It’s important that we understand what each option “says” and what the 

implications of choosing one over the other might be… 

 

Rotate exposure to tag lines, logos and overall graphic “look”s for the NRC.   Probe using 

projective technique described above, and ensuring as well that the following lines of 

questioning are covered: 

 

Continue exercise with explicit guidance for feedback along the following dimensions: 

 

First reactions to this idea? 

The NRC’s “mission”:  What does it do?   

What kinds of activities? 

Clientele:  Who are its clients, and why?  What would they have in common? 

Assets and Liabilities of the NRC as an organization?  What comes to mind? 

 

Does this change anything in the way you conceive of the NRC?  What?  How? 

 

Specific to Tag lines: 

 

Message:   What is the point  here?   
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In your own words…   

(If not evident):  What does this say about the NRC?  

Anything else (secondary messages) 

Can you think of any other (reasonable) of interpreting this slogan?  (Probe) 

Repeat for remaining options. 

 

3. COMPARISONS 

 

 

To the extent not already evident, compare and contrast the alternative approaches (both 

for slogans and logos) to help identify the relative strengths and weaknesses of each.   

 

This part of the discussion will be prefaced with some limited exposure of the NRC’s new 

positioning, Key elements include: 

 

 shift from emphasis on basic research and discovery science to a more applied and 

results-based approach. 

 easier for business to understand and access.  

 committed to being a strong partner in innovation, measuring its success by the 

success of its clients. 

 NRC now plays a central role at the heart of Canada’s innovation system, working 

closely with Canadian firms to increase productivity and stay ahead of the 

competition 

 NRC partners with Canadian industry to take research impacts from the lab to the 

marketplace, where people can experience the benefits. 

 

Which one of these is: 

 

 Most appropriate for the NRC? 

 The most dynamic, interesting? 

 More compelling – sparks the most interest? 

 Most original? 

 Most consistent with what you understand is the NRC’s new positioning 

 Etc. 

EXPLAIN PROVISIONS OF ACCESS TO INFORMATION ACT: IF you're interested, I can tell 

you how you can access the results of this research.... 
 

THANK AND TERMINATE 
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Taglines/slogans 

 

English French 

Research solutions for business 

 

For back of card: 

This tests “what we do” 

Solutions scientifiques pour les 
entreprises 

For back of card: 

This tests “what we do” 

Your innovation fuelled by 
research 

 

For back of card: 

Uses the term “innovation,” 
focuses on the audience, uses the 
term “you” 

La recherche au secours de 
l’innovateur   

For back of card: 

Uses the term “innovation,” 
focuses on the audience, uses the 
term “you” 

CNRC – innovate together 

For back of card: 

Testing an existing short and 
punchy tagline 

CNR – innovons ensemble 

For back of card: 

Testing an existing short and 
punchy tagline 

NRC makes innovation real 

For back of card: 

Testing a new short and punchy 
tagline 

LE CNR fait de l’innovation une 
réalité 

For back of card: 

Testing an existing short and 
punchy tagline 

A new economy based on 
innovation 

For back of card: 

This tests a higher level, 
government-style message 

Une nouvelle économie fondée 
sur l’innovation 

For back of card: 

This tests a higher level, 
government-style message 

 

 


