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Research Purpose and Objectives 
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• The National Research Council (NRC) is currently undergoing a review of its current 
organisational structure to better meet the needs of Canadian industry and to 
encourage innovation in Canada. 

• NRC has always maintained a significant and progressively evolving Web presence. As 
part of this evolution, NRC has initiated numerous activities to support the strategic 
evolution of its Web site. These activities have ensured that, as it evolved, NRC’s Web 
site continued to reflect the needs and requirements of its target audiences.   

• NRC’s website design and navigation enhancements are intended to support NRC’s 
ability to generate new business opportunities and forge new partnerships, as well as 
to reflect the Government of Canada’s new standards on web accessibility and web 
usability. 

• NRC engaged Phase 5 UX to conduct a user needs assessment.  This was intended to  
provide NRC site managers with insight on elements that both support the user 
experience, as well as those that act as a barrier.  Issues identified through the testing 
will be prioritized to augment the user experience.  

 

 



Methodology: Qualitative Research 

• Usability interviews were conducted to address the research objectives.  Interviews 
were conducted with different site visitor audience groups across specific industries, 
including: 

• Manufacturers / Engineers 
• Entrepreneurs 
• Marketers / Business Development Professionals 
• Association Representatives 

• 25 in-person and telephone usability interviews were conducted in English (19) and 
French (6) between July 19th and July 31st, 2012.   The following table outlines the 
participant profiles: 
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Stakeholder Profile: Automotive Bio-Health 
Info 

Technologies 

Agriculture & 

Energy 
Total 

Manufacturers 1 1 1 1 4 

Engineers 1 1 1 1 4 

Entrepreneurs 2 2 2 2 8 

Marketers / Business Development 

Professionals 
1 2 1 1 5 

Association Representatives 1 1 1 1 4 

Total: 6 7 6 6 25 



Key Findings: Reflecting the User Context  
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The NRC site is not effective at responding to the user context.  An approach that proactively 
streams users to relevant content – focused on business issues and industry  - would be 

more aligned with how site visitors wish to access content. 

• The observational research revealed that representatives of small and medium-sized business , who are often busy, 
want quick access to key questions – all focused on how NRC can help their business.   

• Interestingly, the observational research revealed that the current site structure was ineffective at guiding them to 
relevant information – based on their needs, profile and/or business requirements.  Several participants noted that 
the site (particularly the Homepage) did not respond to the key questions that business representatives would ask 
when viewing a site like NRC (in the context of the business issues they are faced with).  These questions can be 
summarized as follows: 

• Does NRC do business in my area of focus (industry as well as topic area)? 

• Does NRC offer funding in my area of focus? 

• Does NRC offer help with product / market development / commercialization in my area of focus? 

• Does NRC offer help finding employees? 

• While the site includes this scope of content – finding it proved an issue.  Given the time crunches faced by many, 
there is an expectation that the site be structured in a more intuitive way to reflect the user context and to 
seamlessly guide users to relevant content that reflects their context.   

 

 



Key Findings: Reflecting the User Context  
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The Homepage should seamlessly guide users to content that is more  
closely aligned with business context and challenges.  The key objective should  

be to create a launching point in which to engage a potential client. 

• Participants provided suggestions for structuring the site in a more intuitive way to reflect the user context and to 
seamlessly guide users to relevant content that reflects their context.  Examples of suggestions include the following: 

• Include a brief series of questions to determine  users’ specific information requirements / needs.  Users 
would then be streamlined to relevant content based on this profile information.   

• Consideration for reflecting industries / sectors.  The observational research revealed that  many participants 
opted to first search for content by their sector / industry (using the Areas of R&D drop-down on the 
Homepage).  The content in this section did not match expectations.  Participants expected to be directed to 
content that would help them understand how NRC can help their sector specifically, including previous 
research / work; success stories; specific services; funding opportunities.  Many participants noted (and the 
observations reflected this) that they would have to look elsewhere on the site to find out how the NRC can 
actually help their business.   

• Support engagement.  The observational research also revealed that participants wanted to see more specific 
calls to action from the pages of the site.  While the contact information included on the right-hand side of the 
page was a good start, including more specific calls to action (and content aligned with this) would help to 
initiate client relationships.   For example, including success  stories and a specific call to action aligned with 
the success story would help to initiate the client relationship.   

 

 

 

 

 



Key Findings: Reflecting the Brand 
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The Homepage could be more effective at communicating NRC’s  
mandate and focus as well as how NRC can help organizations.  

• The research revealed that the Homepage did not effectively leverage opportunities to 
communicate what, specifically, NRC can do to support innovation in Canada.  Stronger messages 
targeted to align with the business issues and questions facing organizations would help to craft a 
more resonant message and, by extension, an understanding of what NRC’s brand promise is.   

• Specific observations from the research revealed that, after reviewing the Homepage, participants 
struggled to describe  the specific services / opportunities that NRC could offer to small / medium 
sized companies and how to identify those that are most relevant to specific needs.  Some 
commented that the inclusion of generic Government of Canada advertising content (e.g. War of 
1812, Government spending priorities) added further confusion with respect to NRC’s purpose and 
relevance to their business.   

 

 



Key Findings: Reflecting the Brand 
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Stronger messaging with targeted content would help to reflect the brand and its promise.  

• The elements that could help to craft a stronger message and understanding of NRC’s brand promise include: 

• Including a prominent tagline and imagery to reflect innovation focus.  A few participants noted that there 
should be a more prominent tagline on the Homepage to set the context for the focus of the Website.  In 
addition, images that are more aligned with innovation will help to support the overall messaging.  For 
example, the graphic-style image used in the carousel was considered juvenile and not aligned with the 
topic.   

• Leveraging the carousel to include content on how NRC can help businesses innovate.  Currently, the 
carousel includes a random selection of content that confused some users.  The inclusion of a construction 
newsletter caused some to question if NRC focused specifically on construction (and, by extension, felt it 
was not relevant to their industry).   Including on-message content that focuses on how NRC can work with 
organizations to foster innovation will help to support the brand promise. 

• Frame content from a business issue / challenge perspective.  A consistent expectation from participants 
was language and structure that would  frame content to reflect the kinds of questions they have when 
looking to partners and the challenges that they are facing.  Framing content in this way would be more 
effective and directing users to relevant content – and help them to understand NRC’s alignment with their 
business issues. 

 

 



Total Expenditures 
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• The total expenditure for this project was $32,632.24 (including HST).   


