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EXECUTIVE SUMMARY 

Background 

The Public Health Agency of Canada (PHAC) is playing a leading role in the Government 
of Canada’s Federal Initiative to Address HIV/AIDS in Canada. As part of this Initiative 
and based on comprehensive research, PHAC has developed a Social Marketing Strategy 
to address HIV/AIDS related stigma and discrimination.  An important component of this 
Social Marketing Strategy is the development of a dedicated website targeted towards 
males aged 18-25.  This research initiative was conducted to test both the creative and 
design aspects of the website. 

Methodology 

This study involved the conduct of four focus groups; two each in Toronto, ON and 
Montreal, QC.  The key criterion for participation in these focus groups was that the 
participants are males aged 18 to 25.  In total, ten participants were recruited for 
each focus group, totalling 40 potential participants, through the use of a proprietary 
consumer panel.  In Toronto a total of 15 participants took place in the groups while in 
Montreal there were 11 participants, totalling 26 participants overall. 

Key Findings 

Concept One: Sympatico Video Host 
When prompted, very few participants suggested they would click on the PHAC 
advertisement in this concept even though participants indicated that the flash used in 
the ad effectively captured their attention, at least momentarily.  Some participants 
suggested that if the text was changed to read “Learn more about HIV and AIDS”, they 
would be somewhat more likely to click on the advertisement.  When shown where the 
link would take a user, participants did not expect that it would take them to a 
Government of Canada page.   
 
When shown the landing page, many participants indicated they would click on “The 
Facts” or “The Myths”.  When presented with the idea of having an interactive web host 
on the page, many participants felt this was a good idea; however, participants also 
want the option to turn it on rather than having the host begin speaking upon landing 
on the website.  Very few participants currently use the iTunes software package and 
even fewer subscribe to podcasts that are available through the software.  When asked 
if they would download the displayed podcast, very few participants that said they would 
be interested.  Those who do download podcasts indicated they would be more likely to 
download it directly from the website than through iTunes. 
 
Concept Two – Attack of the Drones 
The Attack of the Drones concept was well received by all groups with the exception of 
the more educated group in Montreal.  Those who liked the concept felt that this was a 
game that they would be interested in playing.  Furthermore, respondents indicated that 
this is the type of game that they would share with their friends.  The ‘Grunge’ Banner 
approach or design to the webpage was well received in Toronto as participants felt it 
did not look like a typical government website.  In Montreal however, reaction was 
somewhat different.  Participants in both groups there felt that the character font is 
similar to many other social marketing campaigns, such as MADD or anti-smoking 
campaigns. 
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The Facebook application in this concept was not well received by focus group 
participants in either Toronto or Montreal.  Many participants indicated that they are 
users of Facebook but they do not actively use it nor would they invite their friends to 
install or load this application on to their page.  Participants suggested that Facebook 
has become more of a tool to keep in touch with their friends, hence the lack of desire 
to install applications. 
 
Concept Three – Email Concept 
Participants indicated that they are only likely to click on the link in the email to take the 
quiz if they are sure that the email comes from a friend.  Even then, many participants 
indicated they would not click on the link as they weren’t sure where it would take them.  
Despite frequent reiteration by the moderator that this e-mail would only be received 
from a friend, they remain very concerned about spam and ‘pop-ups’ that take them to 
places on the Internet that they did not intend to go.  For this reason the concept did 
not tend to be well received overall.   
 
Participants liked the layout of the quiz in this concept, however, they did feel the 
questioning was somewhat easy and would prefer to be challenged.  Respondents also 
liked the “Smart-O-Meter” as a way to track their score and compare it against their 
friends.  Once again the Facebook approach didn’t resonate at all with participants.  
They indicated they would likely not post this quiz on their facebook page and would not 
be willing to pass it on to their friends. 
 
Concept Four – Mini Games 
Overall, with the exception of the older Montreal group, Concept Four was the one that 
participants felt was most effective at capturing their attention and reaching their group 
of friends.  Most participants were initially drawn to the “Smackdown” advertisement on 
the IGN site; however, some were interested in the PHAC banner on the page and even 
went as far as to say they would play the game in the banner.  Furthermore, those who 
would play the game in the banner indicated they would be likely click to find more 
games or play this one in its full version.  That said, there are many participants who 
indicated that they never click on banners as they do not want to have “seven pop-ups” 
on their screen.  Again, if there was a way to indicate in the banner that this was from 
the Government, it would add some legitimacy to the banner and participants would be 
more likely to click.   
 
The Bone Crusher game was well received, especially considering that participants could 
not try the game or even see how it works.  Respondents also liked the look of the 
outcome page that follows the game.  They liked that there was information available to 
read if they decided to take the time to read it.  That said, they were most likely to click 
on the next game link rather than the ‘learn more’ link on this page.   
 
The design of the Learn the Facts page in this concept was well received by participants 
in both cities.  They felt that it had an ‘underground’ feel to it and they liked the ‘paint 
splatter’ on the page, except where it interfered with the navigation bars.  The way this 
page is designed lead participants to initially indicate they would probably click on 
“watch the ad” first.  Participants also liked the disclosure of the length of the ad.  
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Knowing that it was only 30 seconds was important as they knew they weren’t about to 
download a large file.   
 
The Kontraband option as an entry point to Concept Four was not well received.  Most 
respondents were not even aware of the site and even more stated they would not click 
on the Extraordinarily Difficult Games image on the page.  The image gets lost in the 
page and furthermore participants indicated they wouldn’t know what to expect if they 
were to click on it. 

Conclusions and Recommendations 

The Extraordinarily Difficult Games concept appears to be the most effective method in 
which to reach the target audience, as three of the four groups prefer this concept.  
However, the older, more educated group in Montreal views this approach as too 
childish and immature, and there is some sentiment (but not predominant) that this 
approach is insulting and demeaning.  This group prefers the MSN/Sympatico concept, 
but also is clearly not the target audience, since it is tantamount to preaching to the 
converted. 
 
The graphics and layout of the website in Concept Four work better than red and black 
in Montreal.  Also red and black appears to be more common, and the font approach 
has a “déjà vu”, or overused impression.  White on blue is considered, new, fresh, and 
more on the edge. 
 
Legitimacy of the banner ad requires some indication that the source is the Government 
of Canada, although the risk to this approach is that it could be perceived as “another 
government information campaign.”  The association of a Government of Canada 
symbol on a banner ad game may also introduce an element of curiosity. 
 
Our overall recommendation is to proceed with the Extraordinarily Difficult Games 
concept, with a subtle but evident Government of Canada symbol. 
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RÉSUMÉ 

Historique 

L’Agence de la santé publique du Canada (ASPC) joue un rôle de premier plan dans 
l’Initiative fédérale de lutte contre le VIH/sida au Canada. Dans le cadre de cette 
initiative et en se fondant sur une recherche exhaustive, l’ASPC a mis au point une 
stratégie en matière de marketing social afin de contrer la stigmatisation et la 
discrimination associées au VIH/sida. Un des éléments importants de cette stratégie 
consiste à créer un site Web dédié qui ciblerait les hommes âgés de 18 à 25 ans. La 
présente recherche avait pour but de tester les aspects liés à la créativité et à la 
conception du site Web. 

Méthodologie 

Pour effectuer la présente étude, nous avons mené quatre groupes de discussion : deux 
à Toronto, en Ontario, et deux à Montréal, au Québec. Le critère principal utilisé pour 
participer à cette étude était le suivant : être un homme âgé de 18 à 25 ans. Au 
total, dix participants ont été recrutés pour chacun des groupes – soit 40 participants 
possibles – par l’intermédiaire d’un groupe de consommateurs confidentiel. À Toronto, 
15 personnes ont participé aux groupes, et à Montréal 11, pour un total de 
26 participants. 

Principaux résultats 

Premier concept – Hôte sur vidéo de la page Sympatico 
Lorsque nous les avons sondés, très peu de participants ont suggéré qu’ils cliqueraient 
sur la publicité de l’ASPC dans ce concept, même si les participants ont indiqué que le 
flash utilisé dans la publicité avait réussi à attirer leur attention, du moins pendant un 
instant. Quelques participants ont mentionné que si le texte était modifié ainsi : 
« Apprenez-en davantage sur le VIH et le SIDA », ils seraient passablement plus enclins 
à cliquer sur la publicité. Lorsque nous leur avons montré où le lien mènerait l’utilisateur, 
les participants ne s’attendaient pas à ce qu’il mène à une page du gouvernement du 
Canada.  
 
Quand nous leur avons montré la page de renvoi, de nombreux participants ont indiqué 
qu’ils cliqueraient sur « Les faits » ou « Les mythes ». Lorsque nous leur avons présenté 
l’idée d’un hôte Web interactif sur la page, bon nombre de participants ont trouvé que 
c’était une bonne idée, mais ils voudraient également avoir la possibilité de l’actionner 
plutôt que l’hôte commence à parler dès qu’on arrive dans le site Web. Très peu de 
participants utilisent actuellement le logiciel iTunes, et ils sont encore moins nombreux à 
s’inscrire aux fichiers de baladodiffusion qui sont offerts par le logiciel. Lorsque nous leur 
avons demandé s’ils téléchargeraient le fichier balado affiché, très peu de participants 
ont mentionné qu’ils seraient intéressés. Ceux qui téléchargent des fichiers balados ont 
indiqué qu’ils seraient plus enclins à le télécharger directement du site Web plutôt que 
par l’intermédiaire du logiciel iTunes. 
 
Deuxième concept – Attaque des caves 
Le concept « Attaque des caves » a été bien accueilli par tous les groupes à l’exception 
du groupe plus scolarisé, à Montréal. Ceux qui ont aimé le concept ont précisé que ce 
serait un jeu auquel ils seraient intéressés à jouer. De plus, les participants ont souligné 
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que ce serait le genre de jeu qu’ils aimeraient partager avec leurs amis. L’approche ou la 
conception du bandeau « grunge » de la page Web a été bien accueillie à Toronto où les 
participants ont trouvé que cela ne ressemblait pas à un site Web habituel du 
gouvernement. À Montréal, toutefois, la réaction a été quelque peu différente. Les 
participants des deux groupes ont indiqué que la police de caractères était semblable à 
celle utilisée dans bien d’autres campagnes de marketing social, telles que la campagne 
MADD ou la campagne antitabac. 
 
L’application Facebook dans ce concept n’a pas été bien accueillie par les participants de 
Toronto ni par ceux de Montréal. De nombreux participants ont indiqué qu’ils étaient des 
usagers de Facebook mais qu’ils ne l’utilisaient pas activement et qu’ils n’inviteraient pas 
leurs amis à installer ou télécharger cette application dans leur page. Les participants 
ont mentionné que l’application Facebook était devenue davantage un outil servant à 
garder contact avec leurs amis, d’où le manque d’intérêt pour l’installation d’applications. 
 
Troisième concept – Courrier électronique 
Les participants ont indiqué qu’ils seraient enclins à cliquer sur le lien du questionnaire 
dans le courriel seulement s’ils étaient certains que le message provenait d’un ami, et 
même que bon nombre de participants ont souligné qu’ils ne cliqueraient pas sur le lien, 
étant donné qu’ils n’étaient pas certains où le lien les mènerait. Malgré les répétitions 
fréquentes du facilitateur selon lesquelles ce courriel ne serait envoyé que par un ami, 
ils sont demeurés très préoccupés par les pourriels et les fenêtres publicitaires qui les 
amènent à des endroits sur Internet où ils ne veulent pas aller. C’est pour cette raison 
que le concept n’a pas semblé être bien accueilli dans l’ensemble. 
 
Les participants ont aimé la présentation du questionnaire dans ce concept, mais ils ont 
trouvé que les questions étaient plutôt faciles et ont souligné qu’ils préféreraient être 
mis davantage au défi. Les participants ont également aimé l’« intelligomètre » comme 
façon d’obtenir leur score et de le comparer avec ceux de leurs amis. Une fois de plus, 
l’approche Facebook n’a pas du tout remporté de succès auprès des participants. Ces 
derniers ont précisé qu’ils n’afficheraient probablement pas ce questionnaire dans leur 
page Facebook et qu’ils ne seraient pas prêts à le transmettre à leurs amis.   
 
Quatrième concept – Mini-jeux 
Dans l’ensemble, sauf pour le groupe un peu plus âgé de Montréal, le quatrième concept 
s’est avéré celui que les participants ont trouvé le plus efficace pour attirer leur attention 
et atteindre leur groupe d’amis. La plupart des participants ont été attirés en premier 
par la publicité du jeu « Smackdown » dans le site IGN; toutefois, certains ont été 
intéressés par le bandeau de l’ASPC sur la page et ont même dit qu’ils joueraient au jeu 
qui est affiché dans le bandeau. De plus, ceux qui joueraient au jeu affiché dans le 
bandeau ont indiqué qu’ils seraient enclins à cliquer pour trouver d’autres jeux ou pour 
jouer à ce jeu dans sa version complète. Cela dit, il y a un bon nombre de participants 
qui ont signalé qu’ils ne cliquaient jamais sur les bandeaux, étant donné qu’ils ne 
veulent pas se retrouver avec « sept fenêtres » dans leur écran. De nouveau, s’il y avait 
une façon d’indiquer dans le bandeau qu’il provient du gouvernement, cela ajouterait 
une certaine pertinence au bandeau, et les participants seraient plus enclins à cliquer 
sur celui-ci. 
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Le jeu « Bras de fer à tout casser » a été bien accueilli, en particulier si nous tenons 
compte du fait que les participants ne pouvaient essayer le jeu ou même voir comment 
il fonctionnait. Les participants ont également aimé l’aspect visuel de la page des 
résultats qui suit le jeu. Ils ont aimé le fait qu’il y ait de l’information accessible si jamais 
ils décidaient de prendre le temps de lire cette information. Cela dit, ils étaient plus 
enclins à cliquer sur le lien du prochain jeu plutôt que sur le lien « Apprenez plus » dans 
cette page. 
 
La conception de la page « Examinez les faits » dans ce concept a été bien accueillie par 
les participants des deux villes. Ils ont trouvé qu’elle avait un petit côté « clandestin », 
et ils ont aimé l’« éclaboussure de peinture » sur la page, sauf le fait que celle-ci brouille 
les barres de navigation. La façon dont la page est conçue a incité les participants à 
indiquer a priori qu’ils cliqueraient probablement sur « Jetez un coup d’œil » en premier. 
Les participants ont également aimé que la durée de la publicité soit indiquée. Le fait de 
savoir que la publicité ne dure que 30 secondes était important, étant donné que cela 
voulait dire qu’ils ne téléchargeraient pas un fichier volumineux.  
 
L’option « Miniclip » comme point d’entrée pour le quatrième concept n’a pas été bien 
accueillie. La plupart des participants ne connaissaient même pas le site, et ils étaient 
encore plus nombreux à dire qu’ils ne cliqueraient pas sur l’image « Jeux 
extraordinairement difficiles » de la page. L’image se perd dans la page, et en plus les 
participants ont mentionné qu’ils ne sauraient pas à quoi s’attendre s’ils cliquaient sur 
cette image. 
 

Conclusions et recommandations 

Le concept « Jeux extraordinairement difficiles » semble être la méthode la plus efficace 
pour atteindre le public cible, étant donné que trois des quatre groupes de discussion 
ont préféré ce concept. Cependant, le groupe plus âgé et plus scolarisé, à Montréal, a vu 
cette approche comme étant trop enfantine et immature, et même qu’il y a un certain 
sentiment (sans être prédominant) que cette approche est insultante et avilissante. Ce 
groupe préfère le concept MSN/Sympatico, mais il ne représente certainement pas le 
public cible puisque cela équivaut à prêcher à des convertis. 
 
Les graphiques et la disposition du site Web dans le quatrième concept fonctionnent 
mieux que le rouge et le noir à Montréal. De plus, le rouge et le noir semblent être plus 
communs, et la police de caractères donne une impression de « déjà vu » ou de 
surutilisation. Le blanc sur bleu est perçu comme nouveau, frais et plus avancé et 
original. 
 
La pertinence du bandeau publicitaire requiert qu’on indique qu’il provient du 
gouvernement du Canada, bien qu’il y ait un risque associé à cette approche : il pourrait 
être perçu comme une « autre campagne d’information du gouvernement ». Le fait 
d’associer un symbole du gouvernement du Canada à un jeu du bandeau publicitaire 
peut également se transformer en élément de curiosité. 
 
Notre recommandation générale est la suivante : aller de l’avant avec le concept des 
« Jeux extraordinairement difficiles », en y ajoutant un symbole subtil mais explicite du 
gouvernement du Canada. 
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1. BACKGROUND 

The Public Health Agency of Canada (PHAC) is playing a leading role in the Government 
of Canada’s Federal Initiative to Address HIV/AIDS in Canada. As part of this Initiative 
and based on comprehensive research, PHAC has developed a Social Marketing Strategy 
to address HIV/AIDS related stigma and discrimination.  An important component of this 
Social Marketing Strategy is the development of a dedicated website targeted towards 
males aged 18-25.  This segment of the population has been specifically targeted 
because previous research shows that, compared to the population at large; they are 
disproportionately more likely to hold stigmatizing or discriminating views towards those 
living with HIV/AIDS. 
 

RESEARCH OBJECTIVES 

This research initiative has been designed to test both the creative and design and some 
functionality aspects of the website.  The research utilized an iterative approach and was 
to be conducted over two phases1.  
 
The main objectives of this study were: 
  

• To evaluate and determine if the creative concepts associated with the HIV/AIDS 
website were: 

a. clear, credible and relevant with the segmented audiences;  
b. appealing and appropriate to the cultural and emotional sensitivities 

of the audience;  
c. memorable in the minds of the audience. 

• To explore in more detail the appeal of the design elements of the website to 
current users and to provide recommendations for improving the basic content 
and format. 

• To investigate how potential users of the website felt about the look and feel and 
their recommendations for improvements. 

 

APPROACH AND METHODOLOGY 

This study involved the conduct of four focus groups; two each in Toronto, ON and 
Montreal, QC.  Participant recruitment was conducted between November 9, 2007 and 
November 16, 2007 using a recruiting screener (attached as Appendix A) that was 
reviewed and approved by PHAC.  The key criterion for participation in these focus 
groups was that the participants are males aged 18 to 25.2  Additionally, 30% of 
recruited participants spend less than 10 hours a week on the Internet while the 
remaining 70% spend 10 hours or more on the internet per week.  Finally, one group in 
each city was conducted with those how have achieved a high school diploma or less 
while the other group was made up of those who have at least some college or 
university or more.  In total, ten participants were recruited for each focus group, 

                                           
1 Phase two of the study which was intended to be a more detailed usability test did not proceed. 
2 Given that this is qualitative research, participants were not selected using random or 
probability sampling methods.  For this reason, as described in our interpretive note, results 
cannot be deemed representative of any wider population. 
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totalling 40 potential participants, through the use of a proprietary consumer panel.  In 
Toronto, a total of 15 participants took part in the groups while in Montreal there were 
11 participants, totalling 26 participants overall. 
 
During the course of the focus groups, the moderators ensured that the order in which 
the website concepts were presented was rotated to account for potential order bias.  
The following chart depicts the order in which the concepts were tested in each location. 
 

Toronto  (Nov 19, 2007) Montreal (Nov 26, 2007) 
5:30 Group 7:30 Group 5:30 Group 7:30 Group 
Concept One Concept Four Concept Two Concept Three 
Concept Two Concept Three Concept Three Concept Four 
Concept Three Concept Two Concept Four Concept One 
Concept Four Concept One Concept One Concept Two 

 
All focus groups were conducted at specialized facilities that allowed for client 
observation of the sessions, as well as video and audio taping.  In addition, consistent 
with standard industry practice, all participants who attended were provided with a cash 
incentive of $60.  Each session lasted approximately two hours with the groups in 
Toronto being conducted in English and those in Montreal being conducted in French.  A 
moderator’s guide, which was developed with client input and approval, was used in all 
sessions to direct the flow of discussions.  The moderator’s guide is attached as 
Appendix B. 
 

 
  

Interpretive Note: Although qualitative research in general, and focus groups in particular, 
are highly valuable for providing insight into the needs, attitudes and opinions of an 
organization’s customers and prospects, the results cannot be deemed to be representative 
of any wider group of individuals than those who participated. 
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2.  CONCEPT ONE – SYMPATICO VIDEO HOST 

When asked where users would click when shown the images below, most indicated 
they would be most likely to click on the Led Zeppelin/Jessica Alba ads or even on the 
hotmail link.  Even when prompted, very few participants suggested they would click on 
the PHAC ad, even though participants indicated that the flash used in the ad effectively 
captured their attention, at least momentarily.   
 
Part of the reason they 
indicated they would not 
click on the ad was due to 
the text.  The “Don’t wear 
a blindfold” confused 
participants (in Toronto).  
Some participants 
suggested that if the text 
was changed to read 
“Learn more about HIV and 
AIDS” they would be 
somewhat more likely to 
click.  Once aware that the 
ad was from the 
government, Toronto 
participants felt that if the 
ad indicated it was from the GoC, they 
would be more likely to click. 
 
In Montreal, the two focus groups provided polar opposite responses to this concept.  In 
the first group, which was younger and less educated, participants discounted this 
concept immediately, indicating that it 
would be “just more government 
information on AIDS which we already 
know about from school”.   
 
However, the older, more 
educated group was 
considerably more drawn 
to the seriousness of this 
concept, but in direct 
contrast to Concepts Three 
and Four, which they had 
seen previously, and which 
they felt was, by and large, 
too immature and targeted 
to “12 and 13 year olds” 
 
 
 

“If it said government there, I would click it, it 
would look more legitimate.” 

Younger Montreal group: « c’est une autre pub du 
gouvernement avec un fond de sensibilisation.  On en voit 
ben trop » (It’s another government information ad.  We 
see far too much of these) 
 
Older Montreal group:   « je cliquerais sur Jessica, mais, 
c’est mieux que ce qu’on a vu jusqu’ici, ça fait plus 
crédible.  Je vais avoir l’impression que je vais apprendre 
quelque chose.  Ça fait plus sérieux » (I would click on 
Jessica, but it’s better than what we seen till now.  It’s 
more credible.  I get the impression I would learn 
something.  It’s more serious) 
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• “A resource for people living with HIV/AIDS.” 
• « C’est des témoignages, c’est une personne réelle qui va me 

dire je peux pas faire ça. » (It’s testimonials.  Real people 
who will tell me how they live with it) 

The landing page for the website was not what most participants expected; especially 
those who saw this concept first (group one in Toronto).  Participants did not expect 
that the link would take them to a Government of Canada page. 
 
 
 
 
Many participants said 
they would click on “The 
Facts” or “The Myths” 
when shown this page, 
and this is true of groups 
in both Toronto and 
Montreal. 
 
When presented with the 
idea of having an 
interactive web host on 
the page many 
participants felt this was 
a good idea; however, 
participants also want the 
option to turn it on rather than having the host begin speaking upon landing on the 
website. 
 
Why Care? – when asked what they would expect to find under the Why Care? link, 
participants felt they would find information related to the disease and how it can affect 
people. 
 
 
 
 
 
The Facts – this link was considered to be straight forward as participants in both 
Montreal and Toronto expected to find facts about HIV/AIDS such as statistics and facts 
related to contracting the disease. 
 
The Myths – this link was also considered to be straight forward.  Participants felt they 
would find some of the misconceptions regarding the disease in this link such as not 
being able to contract the disease by shaking hands with someone living with HIV/AIDS. 
 
Living with HIV/AIDS – participants felt the information contained in this link would 
be aimed at those people who have HIV/AIDS.  Some participants in the older Montreal 
group indicated that they felt that this link would present media or stories about what it 
is like to live with HIV/AIDS. 
 
 
 
 

“I didn’t expect to find a government website.” 

• “How it would affect you, how it would affect 
people around you.” 

• “How it can do harm to you, what to avoid.” 
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Find out more – this link caused a bit of confusion among participants.  They felt some 
of the information contained here would already exist elsewhere on the site.   
 
Need help? – Participants were unsure of what information would be available through 
this link in addition to what had been described previously. 
 
The ITunes Software Package 
Very few participants use the 
iTunes software package and 
even fewer subscribe to 
podcasts that are available 
through the software.  There 
were very few participants that 
said they would download the 
podcast shown in this image.  
Those who do download 
podcasts indicated they would 
be more likely to download it 
directly from the website than 
through iTunes. 
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3. CONCEPT TWO – ATTACK OF THE DRONES 

The Attack of the Drones concept was well received by all groups, with the exception of 
the more educated group in Montreal.  Those who liked the concept felt that this was a 
game that they would be interested in playing.  When this concept was shown third in 
the rotation during the second group in Toronto, respondents indicated this without 
prompting.  Furthermore, respondents indicated that this is the type of game that they 
would share with their friends. 

 
 
 
 
 
 
 

• “Pretty cool.” 
• “I would play it.” 
• « Je joue sauf que si le email vient pas d’un de 

mes amis. » (I’d play except if the e-mail didn’t come 
from a friend.) 

• « C’est un divertissement plus qu’autre chose, je 
vois pas le lien avec un truc aussi grave que le 
SIDA. » (It’s a distraction more than anything. I don’t see 
the link with something as serious as AIDS.) 

• “I don’t know what the site is about and I 
don’t know how I got there but I would 
keep playing the game.” 

• “I like it, it’s eye catching.” 
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‘Grunge’ Banner – this approach or design to the webpage was well received in 
Toronto as participants felt it did not look like a typical government website.  In 
Montreal, reaction was somewhat different as they felt this look has already been done.  
Participants in both groups felt that the character font is similar to many other social 
marketing campaigns, such as MADD or anti-smoking campaigns. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
The three images as links at the bottom of the page were well received by the 
participants in both Toronto and Montreal.  They felt this type of imagery makes the site 
more interactive and would ultimately lead them to click on the links, far more so than 
plain text.  Even participants in the older group in Montreal who had tended to dismiss 
the games approach felt that this image captured the anonymity of the people.  For 
most participants, it communicated that “it could be anyone”. 
 
 
 
 
 

• “It’s for young people, not so square.” 
• “This is definitely eye catching.” 
• « C’est toujours le même lettrage…on voit ça souvent du 

gouvernement. » (It’s always the same lettering.  You often see that from 
government.) 

• “They have a man and a woman and a 
minority and you get can AIDS from 
anywhere.” 

• « Ça c’est intéressant.  Ça peut être 
n’importe qui. » (That’s interesting.  It could be 
anyone.) 
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The Facebook application was not well received by focus group participants in either 
Toronto or Montreal.  Many indicated that they are on Facebook but they do not actively 
use it, nor would they invite their friends to install or load this application on to their 
page.  Participants suggested that Facebook has become more of a tool to keep in touch 
with their friends, hence the lack of desire to install applications. 

 
 
 
 
 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

• “I don’t install aps in 
Facebook.” 

• I wouldn’t put it on my 
Facebook.” 
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4. CONCEPT THREE – EMAIL CONCEPT 

Participants are only likely to click on the link to take the quiz if they are sure that this 
email came from a friend.  Even then, many participants indicated they would not click 
on the link as they weren’t sure where it would take them.  Despite frequent reiteration 
by the moderator that 
this e-mail would only 
be received from a 
friend, they remain very 
concerned about spam 
and ‘pop-ups’ that take 
them to places on the 
Internet that they did 
not intend to go.  For 
this reason the concept 
did not tend to be well  
received overall.  In 
some cases participants 
indicated they would 
not even see the image 
as they have turned 
images off in their email software.   
 
Participants liked the layout of the quiz in this format, however, they did feel the 
questioning was somewhat easy and would prefer to be challenged.  Respondents also 

liked the “Smart-O-Meter” 
as a way to track their 
score and compare it 
against their friends.  

Montreal participants in the 
younger group tended to 

be somewhat less enthusiastic; the main issue being their dislike/disinterest in 
“questionnaires”, but they were still intrigued.  The older group tended to dismiss the 
questionnaire portion, but did show some interest in the right hand column offering the 
media links. 
 

• “This is catchy, it grabs your 
attention.” 

• “This is a lot more striking 
than the other quiz.” 

• “The questions are very 
simple.” 

• “Make it harder as you go 
along through the quiz.” 

• « C’est un autre 
questionnaire.  On fait pas 
ça. » (Another questionnaire. We 
don’t do those ) 
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Once again the Facebook approach didn’t resonate at all with participants.  They 
indicated they would likely not post this quiz on their Facebook page and would not be 
willing to pass it on to their friends.  There were of course some participants that would 
do the quiz, however, they didn’t see the point of having it in Facebook.   
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5. CONCEPT FOUR – MINI GAMES 

Overall, with the exception of the older Montreal group, Concept Four was the one that 
participants felt was most effective at capturing their attention and reaching 
their group of friends.  Most participants were initially drawn to the “Smackdown” 
advertisement; however, some were interested in the banner on the page and even 
went as far as to say they 
would play the game in 
the banner.  
Furthermore, those who 
would play the game in 
the banner indicated they 
would be likely click to 
find more games or play 
this one in its full version.  
That said, there are many 
participants who 
indicated that they never 
click on banners as they 
do not want to have 
“seven pop-ups” on their screen.  Again, if there was a way to indicate in the banner 
that this was from the Government, it would add some legitimacy to the banner and 
participants would be more likely to click. 

 
When participants were shown this concept first, they did not expect to find what they 
saw when the web page for Extraordinary Difficult Games was displayed.    

 

• “I would play that game in the banner.” 
• “Me too.” 
• “If I clicked on the link I’d expect more pop-ups.” 
• « Ça serait plus crédible si on voyait que ça venait du gouvernement. » (It would be 

more credible if we saw it came from the Government.) 

• “I would never ever 
expect it would link to an 
HIV page.” 

• “I wouldn’t expect to find 
that, not at all.” 

• “I like this, the other page 
only had that one loser 
guy.” 

• « Le visuel est beaucoup 
mieux.  Les couleurs et les 
graphiques marchent 
mieux. » (The visuals are a lot 
better. The colour and graphics 
are better.) 
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Participants liked the layout of this page, including the images of four people in the 
background.  They felt it made the message more real.   
The good news is that even though the participants didn’t expect the Government of 
Canada web page, they did indicate they would click on a game to play.   

 
The Bone Crusher game was well received, especially considering the participants could 
not try the game or even see how it works.   
 
 
 
 

 
 
 
 
 
 
 
 
Respondents liked the look of the outcome page that follows the game.  They liked that 
there was information available to read if they decided to take the time to read it.  That 
said, they were most likely to click on the next game link rather than the ‘learn more’ 
link on this page.  

• “I would play one of the games.” 
• “Says extremely difficult games, then you might be able to learn something, I 

would play.” 
• “J’irais voir ça.  Je jouerais si ce n’était pas un jeux niaseux” (I would check it out.  

I’d play if the game isn’t stupid ) 
• « C’est pour les ados.  Ça pas l’air difficile. » (It’s for kids.  It doesn’t look hard.) 

• “That’s cool.” 
• “How is that difficult? – 

That’s the point.” 
• “Yes, it’s harmless.” 



HIV/AIDS Website Concept Testing – Final Report 
                

13 

 
  
Participants in the 
younger Montreal group 
were intrigued by the 
hamburger; so much so 
that it made them take 
the time to read the 
“Did you know” fact.   

 
 
Some indicated they would play the next game; others said they would click on “learn 
more”.  The older Montreal group, as has been the trend, dismissed the game as 
childish and somewhat demeaning to those with HIV/AIDS.  In Toronto, some 
participants liked the games approach because they felt the Government of Canada was 
‘rewarding’ them for their attention by giving them something fun in return. 
 
The design of this page was well received by participants in both cities.  They felt that it 
had an ‘underground’ feel to it and they liked the ‘paint splatter’ on the page, expect 
where it interfered with the navigation bars.  The way this page is designed lead 
participants to initially indicate they would probably click on “watch the ad” first.  
Participants also liked the disclosure of the length of the ad.  Knowing that it was only 
30 seconds was important as they knew they weren’t about to download a large file. 

 
 
 
 

 
 
 
 
 
 

• “This is a good method 
of educating people, 
play the game then get 
the fact.” 

• “Once we got through 
them all then I would go 
to learn more.” 

• “I would actually watch the ad.” 
• “I would check it out.” 
• “It says 30 seconds so I might 

actually watch it.” 
• “I like how the two girls and two 

guys are lined up, that catches my 
eye.” 
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The Kontraband option as an entry point to Concept Four was not well received.  Most 
respondents were not even aware of the site and even more stated they would not click 
on the Extraordinary Difficult Games image on the page.  The image gets lost in the 
page and furthermore participants indicated they wouldn’t know what to expect if they 
were to click on it. 
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6. CONCLUSIONS AND RECOMMENDATIONS 

The following conclusions and recommendations are based on the findings presented 
above. 
 

• The Extraordinarily Difficult Games concept appears to be the most effective 
method in which to reach the target audience as three of the four groups 
preferred this concept. 

 
• However, the older, more educated group in Montreal views this approach as too 

childish and immature, and there is some sentiment (but not predominant) that 
this approach is insulting and demeaning.  This group prefers the 
MSN/Sympatico concept, but also is clearly not the target audience, since it is 
tantamount to preaching to the converted. 

 
• The graphics and layout of the website in Concept Four work better than red and 

black in Montreal.  Also red and black appears to be more common, and the font 
approach has a “déjà vu”, or overused impression.  White on blue is considered, 
new, fresh, and more on the edge. 

 
• Legitimacy of the banner ad requires some indication that the source is the 

Government of Canada, although the risk to this approach is that it could be 
perceived as “another government information campaign.”  The association of a 
Government of Canada symbol on a banner ad game may also introduce an 
element of curiosity. 

 
• Our overall recommendation is to proceed with the Extraordinarily Difficult 

Games concept, with a subtle but evident Government of Canada symbol. 
 
The Antima Group is pleased to have had this opportunity to contribute to the evaluation 
of the four concepts for the Public Health Agency of Canada’s HIV/AIDS website.  We 
are confident that by moving forward with the Extraordinarily Difficult Games concept 
that you will have a greater chance at successfully reaching the target audience (males 
ages 18-25).  However, there may be opportunities to implement other approaches over 
the long term, such as the Attack of the Drones concept, but at this time we feel that 
additional feedback relating to the concept may be required. 
 
T H E   A N T I M A   G R O U P  
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APPENDIX ONE: RECRUITING SCREENER 
Testing HIV/AID Website Concepts – Focus Groups, Public Health Agency of Canada 

 

Hello, my name is ________________ and I am calling from Research House Inc.  We are 

currently conducting research to determine the effectiveness and appeal of a website that is 

currently under development.  We are calling today to invite you to a focus group discussion 

scheduled for the week of November 19
th
.  Your participation in the research is completely 

voluntary.  All information collected, used and/or disclosed will be used for research purposes 

only and administered as per the requirements of the Privacy Act.  You will also be asked to sign 

a waiver to acknowledge that you may be audio and/or video taped during the session.  The 

session will last a maximum of 2 hours and you will receive a cash honorarium as a thank you for 

attending the session.  May we have your permission to ask you some further questions to see if 

you fit in our study? 

 
1. Record Gender? (DO NOT ASK)  

 Male 1 – CONTINUE 
 Female 2 – ASK TO SPEAK TO MALE IN 

HOUSEHOLD (if none, thank and 
terminate) 

 

2. Are you or is any member of your household or immediate family currently or previously 
employed in: 

 
             Currently              Ever  
     No   Yes   No   Yes  
 Market Research   (   )  (   )  (   )  (   ) 
 Marketing   (   )  (   )  (   )  (   ) 
 Public Relations   (   )  (   )  (   )  (   ) 
 Any media (Print, Radio, TV) (   )  (   )  (   )  (   )  
 An web design company or  

    graphic design firm  (   )  (   )  (   )  (   ) 
 Health Canada   (   )  (   )  (   )  (   )  

Public Health Agency of Canada (   )  (   )  (   )  (   ) 
  

IF YES TO ANY OF THE ABOVE – THANK AND TERMINATE 

 
3. Can you please tell me your age? Are you4? 

   
 18 to 25 1  
 26 or older 2 – THANK AND TERMINATE 
 Refuse (DO NOT READ) 3 – THANK AND TERMINATE 
 

4. How many hours a week do you spend on the internet for personal or professional purposes? 
 
 None 1 – THANK AND TERMINATE 
 Less than 10 hours 2 – 30% 
 Ten hours or more 3 – 70% 
 Don’t know 4 – THANK AND TERMINATE 
 

5. What is the highest level of education you have achieved? 
   

 High school or less 1 – RECRUIT FOR GROUP ONE 
 College (or some college) 2 – RECRUIT FOR GROUP TWO 
 University (or some university) 3 – RECRUIT FOR GROUP TWO 
 Post graduate 4 – RECRUIT FOR GROUP TWO 
 Refuse (DO NOT READ) 5 – THANK AND TERMINATE 
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6. Participants in group discussions are asked to voice their opinions and thoughts, how 
comfortable are you, in voicing your opinions in front of others?  Are you4. 

 
 Very Comfortable  1– MIN 50%  

 Somewhat Comfortable 2 
 Not Very Comfortable 3 – THANK AND TERMINATE  
 Very Uncomfortable 4 – THANK AND TERMINATE  
  

7. Have you ever attended a focus group or one-to-one discussion for which you have received a 
sum of money, here or elsewhere? 

 
  Yes 1 – MAX (50%)  
  No 2 – SKIP TO Q. 11 
 

8. When did you last attend one of these discussions? 
 
  ___________________________________________________________ 
  TERMINATE IF IN THE PAST 6 MONTHS  
 
 

9. How many focus groups or one–to-one discussions have you attended in the past 5 years? 

 

  __________________________________ 
  (SPECIFY) IF MORE THAN 5 – THANK AND TERMINATE  
 

10. Would you please tell me the topics discussed? 

 
___________________________________________________________________________
___________________________________________________________________________
____________________________________________________ 

  IF RELATED TO WEBSITE DESIGN – THANK AND TERMINATE  

 

11. Have you been invited to another of these focus groups or interviews in the near future? 

 
 Yes 1 – THANK AND TERMINATE 

 No 2 

 

12. We would like to invite you to participate in this focus group.  The focus group will last 

no longer than 2 hours and will take place at <INSERT LOCATION>.  As appreciation 

for your participation in this research, you will be offered an honorarium of $60.  

Would you be interested in participating in the focus group? 

  

  Yes   1  � INVITE 

  No   2  � THANK AND TERMINATE 

  Don’t know / need to confirm  3  � SCHEDULE CALL BACK 

 



HIV/AIDS Website Concept Testing – Final Report 
                

18 

IMPORTANT: 

The session is 2 hours in length, but we are asking that all participants arrive 10 minutes prior to the start 

time of the session.  Are you able to be at the research facility 10 minutes prior to the session time?   

 

 Yes.......1               

               No........2 – TERMINATE 

 

All participants in this study are asked to bring to the group PICTURE IDENTIFICATION.  If you do not bring 

your personal identification then you will not be able to participate in the session and you will not receive the 

incentive. Are you going to bring along your ID 

 

Yes.......1               

               No........2 – TERMINATE 

 

The group discussion will last approximately 2 hours and we offer each participant a $60 cash gift as a token 

of our appreciation.  I should also tell you that the groups will be audio and video taped for research 

purposes and members of the research team will be observing the discussion from an adjoining room.  

Everything you say will be kept confidential.  

[   ] CHECK TO INDICATE YOU HAVE READ THE STATEMENT TO THE RESPONDENT. 

 

The focus groups will be held on: 

English Group 1: November 19
th
 at 5:30 pm. 

English Group 2: November 19
th
 at 7:30 pm. 

French Group 1: November 20
th
 at 5:30 pm. 

French Group 2: November 20
th
 at 7:30 pm. 

 
 



HIV/AIDS Website Concept Testing – Final Report 
                

19 

APPENDIX TWO: DISCUSSION GUIDE 

Public Health Agency of Canada  

HIV/AIDS Website Concept Testing 
Discussion Guide 

 

 

1. I!TRODUCTIO! (10 minutes) 

 

• Welcome participants 

• Description of focus groups 

• Specialized facilities (videotaping, one-way mirror and observers, etc.) 

• No wrong answer – different opinions are what counts  

• Independence of moderator 

• Objectives of the focus group  

� To evaluate four concepts that are currently being considered as an entry point 

to a main website; 

� To explore in detail the appeal of the design and to provide recommendations 

for improving the basic content and format; and 

� To determine how you feel about the look and feel of the website and how it 

might be improved. 

 

• Roundtable introduction (first name only, top 3 favourite websites) 

 

2. WARM-UP: I!TER!ET USE (10 minutes) 

�ote to observers:  purpose of this section is to get participants comfortable with 

their surroundings and expressing themselves, not necessarily to probe for 

information.  Moderator will avoid deep probing at this stage. 

 

• How often would you say you’re online in an average week?  What the main reasons 

you spend time on the internet? (social networking, chatting, gaming) 

 

• What are some of the sites you visit most regularly to <I!SERT SOME REASO!S 

FROM ABOVE>? 

 

• Do you subscribe to any RSS feeds? Which ones? 

 

• Do you subscribe to or regularly download podcasts? Any favourites? 

 

N.B.  This document serves as a guide for Moderator and Client to ensure a common 
understanding of the nature of information to be gathered through the focus group 
session.  This is not a questionnaire and questions will not necessarily be asked 
verbatim by the Moderator.   At the end of the focus groups, all of the questions 
posed in this guide will have been answered satisfactorily. 
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3. EVALUATIO! OF CO!CEPT 1 – SYMPATICO VIDEO HOST (20 minutes) 

 

Moderator instructions to group:  I’m going to show you on the screen some different 

web pages.  Once you’ve had a chance to look at it, we will talk about the page to 

determine if you like it or if you would change anything on it. 

 

First Page 

• On the note pad in front of you, I’d like you to write down where you would most 

likely click first if you came across this Sympatico page. (Roundtable debrief) 

o What is it that would lead you to click on your choice? 
o Is there anywhere else you’d likely click? 
o If not mentioned, would anyone click on the flash image? Why or why 

not?  

o What do you notice most about the flash image?  Can you tell me what it’s 
talking about? 

 

Landing Page 

• This person on the page could be an interactive host.  How would you prefer to hear 

from him, have a video including audio when you land on the page or after you click 

on the image? 

• Again on the note pad in front of you, I’d like to you write down where you would 

most likely click first and I’d also like you to write down what you like most about 

this page and what you dislike most about this page. (Roundtable debrief) 

o Would you be interested in watching the ad? 
o Do the names of the links all make sense? 
o What do you think about the use of colours and the images on this page, 

specifically the interactive host?  Is that something you like to see on 

websites to guide you through its content? 

 

iTunes Page 

Before we discuss this page, who here uses iTunes? 

• Do you like the image in the iTunes software? 

The reason they are considering a podcast is to provide a way for individuals to share 

their stories around HIV/AIDS, the types of stories that are aimed at opening peoples 

eyes to the facts about HIV/AIDS. <May provide an example> 

• Would you trust information that comes from this source? 

• Would you subscribe to the podcast to hear the stories?  Would you pass it on to your 

friends? 

  

 

4. EVALUATIO! OF CO!CEPT 2 – ATTACK OF THE DRO!ES (20 minutes) 

 

Attach of the Drones – this is a game that would find on a game site such as 

Kontraband.com or Heavy.com.  During the course of this game you’re asked a series of 

questions as you proceed through the office.  If you get a good number of questions right 

you escape the office but if you get wrong answers you slowly turn into an office drone, 
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and if you get too many wrong your vision turns to black and you are stuck in the drone 

office forever. 

 

Landing Page 

• If someone sent you a link to this game, would you play it? 

• Do you like the images on this page?  Why or why not? 

• Would you still play this game knowing that it’s related to information about 

HIV/AIDS or would you stop? 

• Would you send this off to a friend? PROBE 

• Would you click on the learn more about HIV/AIDS button?  If you did, what would 

you expect to find? 

• Would you be more likely to click on the link if it were named something else?  What 

would that be? 

 

Open Your Eyes Page – Grunge Banner (Note – this will be a flash banner rotating 

images to features of the website) 

 

• What do you think the link is between this page and the game? 

• What stands out on this page to you?   

• What would you expect to find information on or learn about on this site? 

• Where are you most likely to click?  Would you click to find out more information?   

• What do you think about the use of colours and the images on this page, specifically 

the Don’t Wear a Blindfold heading? 

 

Facebook Page 

• How many of you are on facebook? Are you on any other social network sites such as 

myspace?  Which ones?  (can include dating sites – DO NOT READ) 

 

The next page we are going to look at is a facebook plug-in.  This would be similar to 

existing plug-ins as Vampire or Pirates.  Does anyone use these? <DISPLAY PAGE> 

This is the Attack of the Drones app.  Like Vampire or Pirate you can get points for 

turning your friends into drones. 

 

• Does this app look interesting?  Why or why not? Would you use it? 

• Would you send this to your friends online?  Why or why not? Does it say something 

about the person sending it on?  

• Is there anything you would change? Images, text? 

 

5. EVALUATIO! OF CO!CEPT 3 – EMAIL (20 minutes) 

 

• What do you think the intent is of this email? 

• Have you sent these types of quizzes to your friends? 

• If you were to receive this email from a friend, would you click on the image to take 

the quiz? 

• What would make you want to take the quiz? (Competition, etc) 
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Landing Page 

• What stands out on this page to you?  Where are you most likely to click?  Would you 

take the quiz? 

• What do you think about the use of colours and the images on this page, specifically 

the Open Your Eyes heading  

• Do the headings and links all make sense? 

• Is there anything you’d change to this page? 

Ask after responding to questions: 

• Did you find the information presented here interesting? Was it new information to 

you? 

• Is this something you’d share with your friends? 

 

Answer Page 

• What do you think of the Smart-o-Meter?  Is that a good way to compare your score 

to your friends? 

• Would you click on any of the links on this page?  Which ones? Why? 

 

Facebook Page <ask social networking questions if presented before Concept Two) 

• Would you take the time to complete the quiz? 

• Would you send this to your friends? 

• Would you click on the banner at the top to visit the website? 

 

 

5. EVALUATIO! OF CO!CEPT 4 – GAMES (20 minutes) 

 

• Has anyone ever visited this site or any similar gaming sites? Which ones? 

• Let’s focus on the banner now.  Would you play the game on the banner?? 

• Would you click on this banner to see what the Extraordinarily Difficult Games are? 

Why or why not? 

 

Games Page 

• Is this what you would have expected to see when you clicked on the banner? If not, 

what were you expecting?  Would you still go on to play the games even though the 

content may not have been what you were expecting? 

• Would you be willing to look around the site before playing the games? 

• What stands out on this page to you?  Where are you most likely to click?  

• What do you think about the use of colours and the images on this page, specifically 

the Learn the Facts heading? 

 

Bone Crusher 

• Do you like the flash screen introduction?  Why or why not? 

• What do you think of the graphics shown? 

 

Fact page 

• Do you like the images displayed on this page? What would you change if anything? 

• Would you click on the learn more link? Why or why not? 



HIV/AIDS Website Concept Testing – Final Report 
                

23 

• Did you understand the connection between “Extraordinarily Difficult Games” and 

how easy the game was – i.e. the lesson learned? 

 

Landing Page 

• What stands out on this page to you?  Where are you most likely to click?  Would you 

click to find out more information or just go to the games?   

• Do the headings and links all make sense? 

 

Kontraband Page 

• Has anyone visited this site before?  Do you play micro or mini games?  Which sites 

do you usually go to for these types of games? 

 

6. COMPARISO!S A!D GROUP CO!CLUSIO! (5 minutes) 

 

I’d like you to write down which of the four concepts we’ve seen here today that 

you are most likely to use or participate in.   

Are you likely to pass that on to your friends?  Do you usually click on videos on 

sites if you come across them?  How about games? 

  

POLL ROOM A!D PROBE RESPO!SES. 

 

7. OBSERVERS’ QUESTIO!S (5 minutes) 

 Observers will have the opportunity to have the moderator ask any remaining 

 questions prior to the close of the group. 

 

Thank and Close Group 

 

Total duration:  Approx. 110 minutes. 

 
 


