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Executive Summary 
Harris/Decima is pleased to present this report of research findings to Natural 
Resources Canada. This project involved research among the Canadian general 
public to evaluate the effectiveness of the Responsible Resource Development 
advertising campaign.  

Background and Objectives 
The purpose of this research was to measure through qualitative research the 
extent to which the target audience is impacted by the language, content and 
context of the advertising concepts, and to inform ad improvement, as required. 

This research assisted in the development of quality advertising designed to 
reach the maximum number of Canadians with the most effective messaging to 
demonstrate how Canada’s energy resource endowments play a critical role in 
growing our economy, creating jobs, and sustaining our quality of life while 
protecting our environment by taking concrete action to ensure responsible 
resource development benefits all Canadians. 

The research involved focus groups in seven cities across Canada in two rounds: 

Round  1: Victoria, BC, North Vancouver, BC, Toronto, ON, Quebec City, QC, and 
Moncton, NB. 

Round 2: Mississauga, ON, Quebec City, QC, Nanaimo, BC and North Vancouver, 
BC. 

Harris/Decima organized all aspects of, and conducted, the focus groups. This 
report includes a detailed summary and analysis of the findings from the focus 
groups. Appended to this report are the recruitment screeners, discussion 
guides, handouts and all advertisements tested.   

The total amount invoiced was $100,155.88 (including HST). 

Methodology 
Harris/Decima conducted a qualitative study consisting of two rounds of focus 
groups with Canadian general public to assess television advertising creatives.   

The public opinion research consisted of eighteen qualitative focus groups with 
adults 21 years of age and over.  In total, nine were conducted with lower 
income individuals (defined as a single person household with income less than 
$75K or a multiple person household with income less than $100K) and nine with 
higher income individuals (defined as a single person household with income 
greater than $75K or a multiple person household with income greater than 
$100K). 

The first round of focus groups was conducted between September 14 and 19, 
2013 and the second round between October 15 and 17, 2013. The focus groups 
were standard groups, two hours in length, with six to eight participants. 
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Participants were asked for written consent for all sessions to be videotaped and 
audio taped.  

For rounds one and two, participants were given an honorarium of $75 in 
appreciation of their time and to encourage full attendance.  

Appended to this report are the recruitment screeners and discussion guides in 
both official languages. 

 

NOTE: For the purposes of this report, it is important to note that focus group research is 
a form of scientific, social, policy and public opinion research.  As structured, restricted, 
group interviews that proceed according to a careful research design and attention to the 
principles of group dynamics, focus groups should be distinguished from “discussion 
groups”, “problem-solving groups”, “buzz groups”, or “brainstorming groups”.  They are 
not designed to help a group reach a consensus or to make decisions, but rather to elicit 
the full range of ideas, attitudes, experiences and opinions of a selected sample of 
participants on a defined topic.  Because of the small numbers involved, however, the 
participants cannot be expected to be thoroughly representative in a statistical sense of 
the larger population from which they are drawn and findings cannot reliably be 
generalized beyond their number.  
 

Main Findings 
The groups explored the extent to which the target audience was impacted by 
the language, content and context of the advertising concepts, to inform ad 
improvement, as required. The ads were refined after the first round of focus 
group testing.  

The findings outlined in this report are based on feedback and recommendations 
from participants. 

The main findings specific to each of the two rounds of groups are outlined, 
below. 

Round 1 
• While participants welcome messages suggesting pipelines are being 

strictly regulated, they indicate a desire for more precision on current 
and proposed measures as some, for example, were under the 
impression that double-hulled tankers were already mandated. 
Participants in BC groups were generally more aware of the topics 
discussed and therefore more likely to question why certain measures 
were new and what they really meant for the economy and the 
environment. 

• For some participants, the ads could better demonstrate why it is 
important to communicate these messages to the public at this time. 



NRCan – Pre-testing of the Responsible Resource Development Advertising Campaign 2013-2014 – Executive Summary 

 

© Harris/Decima    |    harrisdecima.com 4 

• Participants’ comments suggest messaging that would further clarify 
how the resource sector benefits all Canadians may be of particular 
interest. 

Round 2 
• Participants seemed to desire more facts about positive actions in place 

to both prevent and respond to oil and gas spills and leaks. 

• While participants regularly demanded facts, they were also quick to ask 
for clarity and context. For example, when advised that there will be 50% 
more inspections, a common question was “50% more of how many?” 

• Some participants who were not familiar with the issues prior to the 
groups found that the ads caused them to develop concerns where none 
existed before. 

• Participants in Toronto and Quebec City were less likely to see how the 
ads presented applied to them personally, seeing these as messages 
focused more on the Western provinces. 

• While Concept 3 was generally well received because of its dual focus on 
the environment and the economy, Concept 1B tended to elicit from 
some participants a sense that they had received valuable insight into 
what is being done to protect the environment. 
 

Research Firm: Harris/Decima Inc. 

Contract Number: 23483-140176/001/CY 

Contract award date: August 16, 2013 

 

Harris/Decima Inc. certifies that the final deliverables comply with the political 
neutrality requirement in section 6.2.4 of the Procedures for Planning and 
Contracting Public Opinion Research in the Government of Canada. 

 

Doug Anderson, Senior Vice President 

Harris/Decima Inc. 
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