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Executive Summary 
Background and Objectives

Veteran Affairs Canada (VAC) undertakes communication initiatives to honour and recognize the remarkable achievements, significant contribution and many sacrifices of Canadian Veterans and their families.  One such initiative is an advertising campaign that will be launched in the weeks leading up to Remembrance Day. This campaign is designed to demonstrate Canadians’ pride in, and appreciation for, our Veterans. It will also support VAC’s responsibility to ensure Canadians are aware of, and honour, the achievements and sacrifices of those who have served Canada in times of war and peace.  
The ad campaign consists of a television ad and will also include social media components.  In order to help ensure the success of the television ad, VAC undertook qualitative research with members of the Canadian public.  Their feedback was used to guide decisions in the final stages of the development of the ad.  The specific research objectives included the following:

· to identify the main messages communicated by the ad;

· to identify the emotions / feelings generated by the ad; and

· to determine what changes, if any, are needed prior to the launch of the ad with a particular focus on the images and script.  

Approach

The overall approach to the work included the conduct of 8 focus groups.  In total 73 members of the general public participated in the sessions.  Two groups were held in each of Moose Jaw (English), Toronto (English), Trois-Rivières (French), and Halifax (English).  The focus groups in Halifax and Toronto were conducted in professional focus group facilities.  As no professional facilities were available in Moose Jaw and Trois-Rivières, these sessions were conducted in meeting rooms with a direct video feed to nearby rooms so that observers could view the sessions as they occurred.
Readers are reminded that the results of qualitative research are not statistically representative. They therefore cannot be generalized to a wider population and represent only the perceptions and opinions of a select group.  However, this approach permitted a solid assessment of the concept relative to the research objectives.  Group discussions also allowed for deep probing and contextual feedback that enabled the researcher to fully explore the reasons why certain creative features were preferred over others, and seek and develop solutions to any issues raised.  They also permitted the researcher to view reactions and body language first hand and display high quality visual media which was required to assess and display the creative.
Conclusions 

The following presents key conclusions.  The reader should note that these findings are based on this research only.
Overall Reactions

The ad tested reasonably well with over half providing an overall positive rating and only 1 in 10 providing an overall negative rating.  

· Those who liked the ad, or elements of the ad, tended to refer to the feelings it generated and provided positive comments about the images used (e.g. they supported use of real images, the balance of old and new footage and how the images transitioned from old to new in chronological order).  They liked the ad’s inclusivity (e.g. gender, ethnicity and the different branches of the military).  They also supported the main messages of the ad i.e. to remember and appreciate Canada’s Veterans.  

· Those who had mixed feelings tended to focus on elements they would change - they were not likely to criticize the overall approach to the ad.  Suggested changes included the pace and length of the ad, the nature of some of the modern-day images, the tone and style of the English narration, the need to include more information related to how to get involved and what can be accessed through veterans.gc.ca/iremember.  

· Those who did not like the ad stated it looked ‘too routine’.  They commented that the images were too familiar and that the ad could be more powerful and have more substance.    

Main Messages Communicated

The most frequently mentioned messages communicated by the ad included ‘To remember Veterans’ and ‘To honour, respect, and appreciate Veterans’.  Other messages communicated by the ad included:

· to encourage viewers to get involved, learn more, and support Veterans;   

· a reminder that Veterans are people around us / people close to us; and   
· to show what Veterans have done, and continue to do, for Canadians.  

Emotions Generated

Most moved through a range of emotions while they were viewing the ad.  The most common emotions were pride, sadness, happiness / warmth and appreciation / gratefulness.  Some also mentioned uncertainty (not sure what behaviour / action the ad is seeking to encourage), teary-eyed and secure / protected.  Some indicated that they did not feel any emotions while viewing the ad.  Some attributed this to the pace at which the images were presented.  They indicated there was ‘not enough time to feel’ or ‘to sustain emotions’ as the images were presented too quickly.  

Script

Overall the script was very well received.  There were suggested changes, but in most cases these were minor adjustments.  They also liked the pace stating there was adequate time to absorb and reflect on the words.  They particularly liked the phrase ‘strong, proud and free’ as it captures critical core values.  They also liked the first statement - They are our grandfathers, brothers, mothers and sisters, neighbours - stating it brings it home by reinforcing that Veterans are people close to us - people we know.  

Suggestions

1. Maintain the general format and pace of the narration that appeared in the test version of the ad.

2. Assuming the content is available, encourage viewers to visit the website to learn more about Veterans (e.g. their history, contribution, stories) and how they can get involved in Remembrance Day.    

3. Revise the introductory sentence to ensure it encompasses both past and present-day Veterans.

4. Consider adding friends to the first sentence.

Images

Generally speaking the images were fairly well received.  Participants strongly supported the use of real footage and very few had a strongly negative reaction to any of the images shown.  However, most did have suggested changes.  They particularly liked:

· The images that portrayed strongly personal and happy moments (e.g. the reunion of the couple, the little girl hugging the Veteran):  These were regarded by most as warm, compassionate and touching.  

· The use of old footage from the First World War and the Second World War:  These images were viewed as interesting and powerful.  

· Images of front line action:  Images, whether old or new, that depict front line action / troops in the field were more attention grabbing and easier to related to than behind the scenes images.  

· The balance of old and new images:  The transition from historic to modern-day images worked well and ensured that ‘there was something for everyone’.  The use of chronological order made the ad realistic and provided context.

· The inclusivity:  Several supported the inclusion of men and women, cultural diversity and all branches of the military.  

Suggestions
5. Consider replacing some of the modern-day images that portray equipment and ceremonies with front line images that clearly demonstrate the contribution of Canada’s military around the world.  The ceremonial images should also depict the impact of service.  Generally speaking the modern-day images should be more personal and compassionate in nature and move away from the polished, commercial feel.  

6. Include an image of the poppy.  It is a popular and well recognized symbol across generations and immediately communicates the intent of the ad.

7. Improve or replace the image of the little girl hugging the Veteran.  The image should maintain the warm sentiment and include the face of an older Veteran.

8. Consider omitting the image of the soldier receiving the flag at the ceremony.  It is not well understood and could be replaced by a more powerful and meaningful image as described above. 

9. Ensure the modern-day images adequately capture Canada’s ethnic diversity and portray the role played by men and women.

The Narrator

There was a fairly strong negative reaction to the English narrator.  The narrator was described as too blunt, patronizing, not showing adequate emotion, and insincere.

Suggestion:  

10. Ensure the narration is a good fit for the nature of the ad – one who takes a serious, but soft, passionate and sincere approach to the ad.

The Length and Pace of the Ad

Several stated the ad should be longer and the pace at which the images were shown should be slowed down.  Some would like to see a 60-second ad with more images.  Others wanted the pace slowed so that there is more time to absorb and reflect on the images.

Suggestion
11. Decrease the number of images so that average time per image is increased.  
References to Social Media
Some, particularly younger participants, voiced support for referencing social media in the ad indicating they are more likely to engage through these media versus visiting a website.  

Suggestion:

12. If content is available and adequate, reference links to the social media in the ad.

The total (actual) cost of this research project was $59,990.78 (HST included).
1.0
Background and Objectives 
1.1
Background

Veteran Affairs Canada (VAC) undertakes communication initiatives to honour and recognize the remarkable achievements, significant contribution and many sacrifices of Canadian Veterans and their families.  One such initiative is an advertising campaign that will be launched in the weeks leading up to Remembrance Day. This campaign is designed to demonstrate Canadians’ pride in, and appreciation for, our Veterans. It will also support VAC’s responsibility to ensure Canadians are aware of, and honour, the achievements and sacrifices of those who have served Canada in times of war and peace.  The specific communication objectives of the campaign as presented in the Statement of Work include:

· Engage Canadians in remembrance, drive participation in remembrance activities in communities across Canada.
· Increase the personal relevance and awareness among Canadians of the sacrifices and achievements of men and women in uniform in Canada and abroad, in times of war, armed conflict and peace, from the birth of our nation to modern times. 

· Instill a sense of pride, respect and gratitude among Canadians for Canada’s Veterans.

· Encourage people to share information and experiences via social media. 

· Drive traffic to the VAC website veterans.gc.ca.

· Along with other communication tools, encourage Canadians of all ages to engage in commemoration, with special attention to youth.  

The ad campaign consists of a television ad and will also include social media components.  In order to help ensure the success of the television ad, VAC undertook qualitative research with members of the Canadian public.  Their feedback was used to guide decisions in the final stages of the development of the ad.  The specific research objectives included the following:

· to identify the main messages communicated by the ad;

· to identify the emotions / feelings generated by the ad; and

· to determine what changes, if any, are needed prior to the launch of the ad with a particular focus on the images and script.  
The proposed research also addresses the Government of Canada Communications Policy which states that institutions must pre-test all major advertising initiatives to help ensure they will meet stated objectives.

2.0
Approach  
Overall Approach

Our overall approach to the work included the conduct of 8 focus groups.  This approach permitted a solid assessment of the concept relative to the research objectives.  Group discussions also allowed for deep probing and contextual feedback that enabled the researcher to fully explore the reasons why certain creative features were preferred over others, and seek and develop solutions to any issues raised.  They also permitted the researcher to view reactions and body language first hand and display high quality visual media which was required to assess and display the creative.
In total 73 members of the general public participated in the sessions.  Two groups were held in each of Moose Jaw (English), Toronto (English), Trois-Rivières (French), and Halifax (English).  The following table outlines the number of participants by location.

	
	Moose Jaw
	Toronto 
	Trois Rivieres
	Halifax

	Session 1
	10
	10
	8
	10

	Session 2
	10
	6
	10
	9

	
	20
	16
	18
	19


Recruiting 

All focus group participants were recruited by telephone and by means of a screener, developed by Phase 5, with input from the project authority.  The screener identified that the research was being conducted by the Government of Canada, informed participants of the general purpose of the study and ensured that participants met the agreed-upon recruiting criteria.  To ensure quality recruiting and maximum participation rates, we undertook several measures such as those described below.

· Over-recruitment for each focus group (i.e. recruited 10 to ensure an average of 8 – 9 participants per group).  
· Careful supervision of the recruiting process, requiring regular reports from recruiters based on matrix forms that tracked key criteria and quotas.

· Prior to the research, recruits were re-contacted to confirm their attendance.  

· All focus group participants were paid $75 for their time.

All focus group participants were recruited in accordance with the Market Research and Intelligence Association’s (MRIA) Code of Conduct related to recruitment specifications.  In addition, the following criteria were applied to the recruitment of participants for each of the 8 focus group sessions.  

· All participants were Canadian citizens.

· Due to the overall purpose of the campaign (i.e. to ensure Canadians are aware of, and honour, the achievements and sacrifices of those who have served Canada in times of war and peace), none of the participants were current or former members of the Canadian Forces, nor were their spouses / partners or parents.  
· The participants were also recruited in order to get a good cross section of current levels of interest in topics related to Canadian Veterans.

· The participants included a mix of those who had actively participated in activities related to Canadian Veterans (e.g. attending commemoration or historical events, choosing to watch or listen to special programming that focused on Canada’s military, sharing information on social media) and those who had not.

· The participants were between the ages of 18 and 66, with quotas to ensure a good mix of ages.

· The participants represented a mix of education and income levels.

· There was a balance of males and females in all sessions.
Conduct of the Focus Groups

The focus groups in Halifax and Toronto were conducted in professional focus group facilities.  The professional facilities allowed clients to observe the sessions via a one-way observation mirror.  As no professional facilities were available in Moose Jaw and Trois-Rivières, these sessions were conducted in meeting rooms with a direct video feed to nearby rooms so that observers could view the sessions as they occurred.  The sessions were held in the evening and were approximately 11/2 hours in length.
The moderator’s guide used in the sessions appears in Appendix A.

Notes for the Reader

When reviewing the notes from the focus group sessions we were careful to note any differences between cities and among those who participated in the sessions held in French and those held in English.  If no differences are identified in the report, the reader can assume no meaningful differences emerged in this research.   
Readers are reminded that the results of qualitative research are not statistically representative.  They therefore cannot be generalized to a wider population and represent only the perceptions and opinions of a select group.  
3.0
Findings   
3.1
Overall Reactions

The comments of participants indicate that the ad tested reasonably well.  Almost half had an overall positive response to the ad, about 4 in 10 had mixed feelings and a few had an overall negative reaction.  Key reactions are summarized below.

· Those who liked the ad, or elements of the ad, tended to refer to the feelings it generated (e.g. instilling a sense of pride, often making them feel sadness, but mixed with warmth and gratefulness).  Several provided positive comments related to the images.  They supported the use of real images, the balance of old and new footage and how the images transitioned from old to new in chronological order.  Some participants commented that the range of images provided ‘something for everyone’.  They also liked its inclusivity (e.g. the emphasis on men and women, the inclusion of different ethnic groups and that it featured all branches of the military).  They supported the main messages of the ad i.e. to remember and appreciate Canada’s Veterans.  They liked the first sentence as it made the ad relatable, personable and drew the viewer in.  
· Those who had mixed feelings tended to focus on elements they would change.  They were not likely to criticize the overall approach to the ad.  Suggested changes included features such as the pace and length of the ad, the nature of some of the modern-day images, the tone and style of the English narration, the need to include more information related to how to get involved and what can be accessed through the veterans.gc.ca/iremember website.  
· Those who did not like the ad were most likely to comment that the ad had ‘no hook’ / ‘did not draw them in’.  They stated it looked ‘too routine’ – similar to other commercials related to Veterans or the military.  They commented that the ad could be more powerful and have more substance.    
3.2
Detailed Findings 
At the outset of the session the moderator showed the 30-second television ad.  Participants were asked to watch the ad and, prior to discussing it as a group, were provided with a handout that asked them to answer two questions.  The first question asked them to identify the main messages of the ad and the second asked them to describe what emotions, if any, they felt during or after viewing the ad.  The following summarizes their comments.   
3.2.1
Main Messages Communicated

The following summarize the messages communicated by the ad in order of frequency of mention.
Most frequently mentioned

· To remember Veterans:  Several stated that a main message of the ad was to remember Veterans.  Some simply commented that the key message was to remember Veterans, but several elaborated on what the ad was encouraging viewers to remember.  Sample sub-messages include remembering… 

· Veterans on (their day) November 11;
· their sacrifices and contributions – both past and present and during times of war and peace;
· those who have served in the past and those who are serving today;
· what they do for our country (working hard to protect us and to make our country free and strong); 

· how families are impacted;  

· to come together and support Veterans; and 

· Veterans are an important part of our history. 

· To honour, respect, and appreciate Veterans:  Although the exact terms varied, a key message mentioned by several was related to honoring, thanking, paying tribute to, and being proud of Canada’s Veterans.
Moderate number of mentions

· To encourage viewers to get involved, learn more, and support Veterans:  The ad was viewed as a tool to encourage engagement.  Several stated the ad encouraged viewers to visit the website to access information related to Veterans.  Others stated the ad encouraged Canadians to come out and support Veterans - to participate in remembrance in some way.  
· A reminder that Veterans are people around us / people close to us:  The entry text that reminded viewers that Veterans are grandfathers, brothers, mothers and sisters, and neighbours reinforces that we are strongly connected to Veterans – they are members of our family, neighbourhood and community.

· To show what Veterans have done, and continue to do, for Canadians:  Some commented that a key message was to emphasize the important contribution and sacrifices, past and current-day, Veterans have made to ensure Canada’s freedom.

· To illustrate pride in being Canadian:  Some commented that a key message for them was ‘being proud to be Canadian’ and that Canadians are strong and proud of their country and history.   
· To communicate that Canada has a strong military history:  The ad illustrated that Canada has a strong and long military history and that there have been generations of Veterans.

Less frequently mentioned 

· A reminder of the impact that serving in the military has on families.

· A reminder to appreciate what we have as citizens of Canada.

· A reminder that Canada is involved in conflict.


3.2.2
Emotions Generated

As indicated above, participants were also asked to describe what emotions, if any, they felt during or after viewing the ad.  It is notable that many moved through a range of mix of emotions while they were viewing the ad – very few, who were touched by the ad, noted only a single feeling.  
It is also important to note that there were some who indicated they did not feel any emotions while viewing the ad.  Some attributed this to the pace at which the images were presented.  They indicated there was ‘not enough time to feel’ or ‘to sustain emotions’ as the images were presented too quickly.  For these viewers, the ad surfed across emotions and did not allow time for those emotions to develop or deepen in a meaningful way.        
When discussing the images later in the session, several participants stated that they would like to see stronger, more powerful images for the modern day footage.  Certain images (e.g. staff on the boat, planes over the snowy ground) did not create a strong connection.  They were looking for something more personal and emotionally charged.  A few stated they felt very little because the images / footage looked familiar.  Although not directly discussed at this point in the session, it is reasonable to assume that if the modern-day images are altered to include images viewed as more powerful, this would intensify the feelings / emotions generated by the ad.   

The following summarizes, in order of frequency of mention, the emotions felt during or after viewing the ad by those touched by the ad.    
Most frequently mentioned 

· Pride: Several referred to being proud to be Canadian – a feeling of patriotism.  Others stated they were proud of the Veterans – their accomplishments, past efforts and what they had achieved on the world stage.

· Sadness:  Several stated the ad made them feel sad – sad for those who have lost their lives or suffered illnesses and injuries and compassion for the sacrifice and suffering of families. 

· Happiness / warmth:  Several stated the ad left them feeling happy or warm.  This was typically due to the warm and personal scenes at the end of the ad when the little girl hugs the Veteran and when the couple is reunited.  Others commented that they were happy the Veterans were being recognized.
· Appreciation / thankful / grateful:  These participants felt thankful because the life they enjoy is partly due to the contribution of our Veterans and grateful that they are living in a free country.

Moderate number of mentions

· Unsure / uncertain:  Some stated the ad left them feeling uncertain as they were not sure what they were supposed to do as a result of seeing the ad e.g. what behavior or action is the ad seeking to encourage.  
· Chills / teary-eyed:  Some stated they were quite moved when they consider what Veterans have done for us and what those in service continue to do.
· Secure / protected:  These participants simply stated that the ad made them feel secure and protected.
Low number of mentions
· Reflective / thoughtful 

3.2.3
Script

They are our grandfathers, brothers, mothers and sisters, neighbours ... 
heroes.

Canada’s Veterans - their courage, service and sacrifice have kept us 
strong, proud and free.

On November 11, let’s remember them

Visit veterans.gc.ca/iremember
*******************

Ce sont nos grands-pères, nos frères, nos mères et nos sœurs, nos voisins…

des héros.

Les vétérans canadiens… leur courage, leur service et leurs sacrifices font de nous un peuple fort, fier et libre. 

Le 11 novembre, souvenons-nous d’eux

Visitez vétérans.gc.ca/mesouvenir

Following a discussion of the main messages and emotions generated by the ad, the participants viewed the ad for a second time.  While viewing the ad they were asked to identify any words or phrases in the script and any images that they particularly liked or disliked.  This section presents key findings related to the script.    
Overall the script was very well received.  In fact, some stated the script was fine as it stood.  There were suggested changes, but in most cases these were minor adjustments.  They also liked the pace.  In contrast to the images, for the most part, there was adequate time to absorb and reflect on the words. We also explored the extent to which participants felt the text was well aligned with the images.  Most stated this worked well, but a couple of issues were noted.  In two locations (i.e. Halifax and Toronto) several participants noted that the first sentence, which is in the present tense, does not seem aligned with the images of WW1 and WW2, nor does it seem to include Veterans who have died.  Some stated that word ‘courage’ was mentioned at a moment when the image did not reflect any specific courageous action.  They suggested the timing or image be adjusted so that the word ‘courage’ is lined up with a courageous act. A few commented that this also applies to the words ‘hero’ and ‘sacrifice’.  

The following summarizes the words and phrases they particularly liked.

Most frequently mentioned

· Strong, proud and free:  This was viewed as a strong phrase that captures core values.  It was very well received.  It was typically remembered as a phrase i.e. most did not focus on individual words.
· They are our grandfathers, brothers, mothers and sisters, neighbours: Participants commented that this statement brings it home by reinforcing that Veterans are people close to us - people we know. Several liked the equal emphasis on men and women, while others like the emphasis on family.  The statement was regarded as ‘real’, ‘personable’, and one that underlines our ‘connectivity’.
Moderate number of mentions 

· Heroes 
· Sacrifice:  When considering the phrase - their courage, service and sacrifice - it was the word sacrifice that participants remembered and focused on.  

· On November 11, [let’s remember them]
· iremember 
Less frequently mentioned

· Courage 

· Courage, service and sacrifice

· Service 
· A few commented that they appreciate that the text does not emphasize war.
Participants were also asked to identify words or phrases they did not like or if there was anything they would change related to the script.  The following summarizes their suggested changes / enhancements.  
Most frequently mentioned

· Proactively encourage engagement:  Several stated the ad should let people know what they can do e.g. look for ceremonies in their community, wear a poppy, learn about the contribution of Veterans / what the military does.  The ad should give examples of what to do.

· Add information related to the website:  Currently the ad encourages viewers to ‘visit’ the website, but does not say why people should go there.  Several emphasized the importance of stating why people should go there and what they will find.  If no reason is provided, they are unlikely to visit the site.  
· Revisit the tense used in the introductory sentence:  Some suggested reworking the first sentence to ensure it clearly refers to both past and present Veterans.  In one session they suggested flipping the chronological order of the images so that it starts in modern day and goes back in time.  This would align the script with the images and showing the modern day images first may be more attention-grabbing for younger Canadians.
Moderate number of mentions
· Add categories of people to the first sentence:  No one suggested deleting words, but some would like to see additions.  The most frequent suggestion was to add ‘friends’.  This is close and personal, extends those mentioned beyond family and may resonate more with younger viewers who may not have direct family who are Veterans.  A few suggested adding ‘sons and daughters’, which reflects the changing age of our Veterans.  A few suggested adding spouse, while a couple suggested adding great grandparents in order to draw in younger viewers. 

· Do not focus solely on November 11:  Some commented that encouraging Canadians to remember Veterans on November 11 was too narrow.  They did not like the implication that remembering Veterans was limited to one day – they suggested extending it to the month of November or broader.  
· Ensure the text and images are well aligned:  As indicated above, some respondents suggested that the images associated with ‘courage’ and ‘sacrifice’ did not adequately reinforce the intent of the words.   
Less frequently mentioned 

· Shorten the name of the website:  A few pointed out that the website was too long to remember or try to capture within the timeframe of a 30-second ad.  They suggested it be shortened to something that is more memorable.  Others were not that concerned as they stated if interested, they could likely find the site through Google.  

· Add statistics:  A couple suggested that the addition of interesting statistics (e.g. lives lost) would make the ad more compelling.

· Describe what a Veteran is:  In a couple of sessions it became clear that participants were not quite sure who is included in the definition of a Veteran.  They indicated this should be clear.

· A few suggested adding a specific reference to wearing a poppy. 

3.2.4
Images 

The overall reactions to the images were varied.  Generally speaking they were fairly well received, participants supported the use of real images and very few had a strongly negative reaction to any of the images shown.  With the exception of a few people in one session in Halifax and one in Trois-Rivières, the remaining participants did suggest a range of changes.  
The following outlines what participants liked.
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Most frequently mentioned 

· The images that portrayed strongly personal and happy moments:  These included the reunion of the couple and the little girl hugging the Veteran.  These were regarded by most as warm, compassionate and touching.  Several liked that the ad ended on a positive / happy note.  Others added that it is important to include family images so that the ad underlines the impact on families.

· The use of old footage from WW1 and WW2:  These images were viewed as interesting and powerful.  They commented that showing actual events made it realistic and elicited stronger emotions.  They particularly liked the inclusion of front line action e.g. ship with all the soldiers, the marching women, soldiers in the trenches and the soldier who is assisting another soldier.
[image: image4.png]


[image: image5.png]


 
[image: image6.png]



· Images of front line action:  Several participants commented that images, whether old or new, that depicted front line action / troops in the field were more attention grabbing and easier to related to than behind the scenes images.  Several added that the older footage tended to include more front line action and as a result was more preferred and powerful.
· [image: image7.png]


The balance of old and new images:  Although a few stated they would like to see more modern images or more older images, most said there was a good balance of old and modern-day images.  They stated that the transition from historic to modern-day images worked well and ensured that ‘there is something for everyone’.

· The inclusivity:  Several commented on, and supported, the inclusion of men and women in the images.  Others stated the modern-day images were appropriately culturally diverse.  

Moderate number of mentions 

· The use of chronological order:  They liked the flow from deep in the past to present day.  This made the ad realistic and provided context.
· The inclusion of all branches of the military:  The effort to include all branches of the military was noted and appreciated.

Less frequently mentioned

· The use of black and white photos:  This helped to indicate the shift from past to modern-day images.

· The use of the Canadian flag:  This clearly situated the ad as Canadian.

· The fighter jets over the mountains.
Participants were also asked to identify images they did not like or if there was anything they would change related to the images.  The following summarizes their suggested changes / enhancements.  

Most frequently mentioned
· Include stronger images for the modern day footage:  Several would like to see modern-day images that show real action and the positive impact Veterans’ make around the world i.e. they would like to see images of men and women working in the field that depict the contribution they are making.  A frequent suggestion was to include more images related to our peacekeeping role e.g. ‘a modern-day soldier helping a child in another part of the world’, ‘images of soldiers helping overseas’.  A few also suggested including images of how Veterans have helped at home e.g. Manitoba flood. Others suggested including images that illustrate the hardship of war. Although some liked the images of the fighter jets, generally speaking, most would prefer images of military personnel working in the field and less footage of equipment.  In some sessions, participants stated the less powerful images related to modern day had a ‘commercial feel’ which gave the impression / tone of an ad focused on recruiting rather than remembrance.  A few added that these images should also be used to highlight what we have e.g. images that illustrate freedom and the lack of freedom.  
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· Add typical Remembrance Day imagery:  Several suggested adding, and were surprised not to see, typical Remembrance Day imagery.  The most noted omission was the poppy.  Others suggested adding ceremonies, crosses, and Flanders Field. In one session, where a few young adults had initially thought it was a recruitment ad, it was suggested that including the poppy at the outset would send the correct message sooner.    

· Add images that show the sacrifice of Veterans:  Several commented that the ad does not adequately depict the impact of war – the loss of life, those injured and the impact on families.  They were not suggesting that the scenes be graphic, but did feel the sacrifice Veterans and their families make need to be addressed more directly.  Some suggested images included paying respects at a graveside, flag over a coffin, names on a wall of those who have died, wounded Veterans, and crosses. 
Moderate number of mentions
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· Improve the image of the little girl hugging the Veteran:  This concern was raised primarily in Moose Jaw where participants did not like the image or said it could be improved by making the story more complete.  They indicated they were not sure who the little girl was hugging (a Veteran? her father?).  Some stated the image of a child rushing to greet or hugging her father would have a stronger impact, but if an unrelated Veteran is used there is a need to tell more of a story e.g. she presents him with a poppy or a wreath and his face is visible.  Those with concerns described the image as awkward, insincere and disconnected.  However, these comments need to be viewed in light of the fact that several liked the personal and warm nature of the image.

· Add older Veterans to the modern-day images:  Some, particularly older participants, noted that older Veterans are not included in the modern-day images.  They stated there is a need to include older living Veterans.

· Feature iconic Canadian moments:  Some stated they would like to see images of Canadians being honored and recognized on foreign soil e.g. the national memorial at Vimy.  They would like to see more iconic Canadian references.

· Increase the diversity of the modern-day images:  Although generally speaking the images were regarded as inclusive, some respondents particularly in the Toronto sessions stated they would like to see more diversity in the modern-day photos.  They would like to see more women and a broader ethnic mix.

· Place a stronger emphasis on the Canadian flag:  Participants in Moose Jaw wanted to see a more prominent treatment of the Canadian flag.  They felt it should appear larger and a have a stronger role in the images where it does appear.  This is contrasted by participants in Halifax who liked the treatment of the flag.

Less frequently mentioned

[image: image11.png]



· Include a broader range of military roles e.g. medics, mechanics.
· Omit the image of the soldier receiving the flag at a ceremony (National Day of Honour):  Participants, particularly in Halifax, were not familiar with the ceremony and did not understand its relevance.  They felt this image should be replaced with an image that is more meaningful.  
· Include more family-oriented images.
· Some stated they did not like the image of soldiers with guns – they would prefer to see an image of the military in peacekeeping or humanitarian roles.
3.2.5
Including Dates with the Images
At the time of the research consideration was being given to including dates with the images.  For example, the first few seconds of the ad included images from WW1 with a date range from 1914 to 1918.  Participants were asked if they would like dates or a date range included with the different images.  After a discussion of the pros and cons, the moderator asked for a show of hands to indicate their preference.  Their response was mixed with roughly the same number wanting dates as those who did not want them.  
Those who supported the inclusion of dates provided the following reasons.

· It adds information, providing more meaning and context to the images.
· It emphasizes that Veterans are not just linked to WW1 and WW2.

· It makes the ad and images more ‘real’.
· It is a way of adding information without lengthening the script.
· It would make the ad feel less like a recruiting video.

Some qualified their response by stating they would only add dates to the older footage.  Others suggested replacing actual dates with language such as 100 years ago, 50 years ago, today.  A few suggested adding the conflict / location as well as the date.

Those who did not support the inclusion of dates provided the following reasons.
· It is not necessary.  These respondents stated that the chronological order gives enough context – they can figure it out.  Others added that the dates were not central to the core intent of an ad about remembering and honoring Veterans – “Whether they served 100 year ago or 10 years ago it does not matter”.

· The addition would make an ad that already moves at a fast pace too busy / confusing
· It could detract from the emotional impact of the images.  They would prefer that their thinking not be directed to the dates and to let the images speak for themselves.

· It would be better to be referred elsewhere (e.g. website) for this type of information.
3.2.6
Additional Suggested Changes 

Near the end of the session it was pointed out to participants that the campaign is being undertaken to ensure Canadians are aware of, and fully appreciate the contribution of Canadian Veterans and to engage Canadians by increasing and / or maintaining interest in Canada’s Veterans and by encouraging people to get involved e.g. to learn more about Veterans, to attend events, to share information and experiences.  They were then asked to use a handout to identify in what ways, if any, they would change the ad to make it more effective for them personally.  The suggested changes related to the script and images are described above.  Additional elements of the creative that they would change are highlighted below.

The Narrator
There was a fairly strong negative reaction to the English narrator in Moose Jaw, Toronto and Halifax.  A few liked the narrator, but several commented that the narrator did not have the qualities they would expect for an ad of this nature.  The narrator was described as too blunt, patronizing, not showing adequate passion or emotion, and insincere / not engaged in the material.  Several suggested searching for a narrator who would take a serious, but softer and more passionate and sincere approach to the ad. In contrast the narrator for the French version of the ad received an overall positive reaction.
The Length of the Ad
Several stated the ad should be longer.  These participants would like to see a 60-second ad with more images and a slower pace so it is easier to absorb what is being shown.  Some wanted to see a more gradual shift from the past to the present.  A few wanted more information on Canada’s Veterans and their history.  
The Speed / Pace of the Ad

Related to the above comment was strong support for slowing down the pace of the ad.  Several stated it was too rushed.  This applies to the pace at which the images were shown, not the pace and length of the script.  The pace was viewed as having a negative impact on the ability to absorb and reflect on the images which participants stated diminished the impact of the ad.  Several commented that there was not enough time for the ad to ‘stay with you’ and to develop a ‘connection’ / ‘empathy’ with what was being viewed.  Others suggested that key images receive longer viewing time as they felt the images that drew their attention were those with longer exposure.  Some emphasized that if the ad is intended to drive traffic to the website, that more time is needed to read the website.

References to Social Media
In a couple of sessions younger participants voiced strong support for extending an arm to, referencing social media, in the ad.  They were heavy users of Facebook, Twitter and, to a lesser extent, Instagram.  They stated they were more likely to engage through these media versus visiting a website.  They suggested that viewers should be encouraged to share and view videos on Facebook, tweet where local Remembrance Day services are and to know how to follow conversations on social media e.g. #iremember.   

4.0
Conclusions 
The following presents key conclusions.  The reader should note that these findings are based on this research only.
Overall Reactions

The ad tested reasonably well with over half providing an overall positive rating and only 1 in 10 providing an overall negative rating.  
· Those who liked the ad, or elements of the ad, tended to refer to the feelings it generated and provided positive comments about the images used (e.g. they supported  use of real images, the balance of old and new footage and how the images transitioned from old to new in chronological order).  They liked the ad’s inclusivity (e.g. gender, ethnicity and the different branches of the military).  They also supported the main messages of the ad i.e. to remember and appreciate Canada’s Veterans.  
· Those who had mixed feelings tended to focus on elements they would change - they were not likely to criticize the overall approach to the ad.  Suggested changes included the pace and length of the ad, the nature of some of the modern-day images, the tone and style of the English narration, the need to include more information related to how to get involved and what can be accessed through veterans.gc.ca/iremember.  
· Those who did not like the ad stated it looked ‘too routine’.  They commented that the images were too familiar and that the ad could be more powerful and have more substance.    

Main Messages Communicated

The most frequently mentioned messages communicated by the ad included ‘To remember Veterans’ and ‘To honour, respect, and appreciate Veterans’.  Other messages communicated by the ad included:

· to encourage viewers to get involved, learn more, and support Veterans;   

· a reminder that Veterans are people around us / people close to us; and   
· to show what Veterans have done, and continue to do, for Canadians.  

Emotions Generated

Most moved through a range of emotions while they were viewing the ad.  The most common emotions were pride, sadness, happiness / warmth and appreciation / gratefulness.  Some also mentioned uncertainty (not sure what behaviour / action the ad is seeking to encourage), teary-eyed and secure / protected.  Some indicated that they did not feel any emotions while viewing the ad.  Some attributed this to the pace at which the images were presented.  They indicated there was ‘not enough time to feel’ or ‘to sustain emotions’ as the images were presented too quickly.  

Script

Overall the script was very well received.  There were suggested changes, but in most cases these were minor adjustments.  They also liked the pace stating there was adequate time to absorb and reflect on the words.  They particularly liked the phrase ‘strong, proud and free’ as it captures critical core values.  They also liked the first statement - They are our grandfathers, brothers, mothers and sisters, neighbours - stating it brings it home by reinforcing that Veterans are people close to us - people we know.  Suggested changes to the script are described below.

· Proactively encourage engagement - let people know what they can do.

· Add information related to what is on the website and why people should go there.

· Revisit the tense used in the introductory sentence – to ensure it clearly refers to both past and present Veterans.

· Add categories of people to the first sentence – the most frequent suggestion was to add ‘friends’, while a few suggested adding ‘sons and daughters’.  Both help to reflect the changing age of our Veterans.  

· Do not focus solely on November 11 – they suggested extending the focus to the month of November or broader.  

· Ensure the text and images are well aligned:  Some stated the images associated with ‘courage’ and ‘sacrifice’ did not adequately reinforce the intent of the words.   

Suggestions

13. Maintain the general format and pace of the narration that appeared in the test version of the ad.

14. Assuming the content is available, encourage viewers to visit the website to learn more about Veterans (e.g. their history, contribution, stories) and how they can get involved in Remembrance Day.    

15. Revise the introductory sentence to ensure it encompasses both past and present-day Veterans.

16. Consider adding friends to the first sentence.

Images
Generally speaking the images were fairly well received.  Participants strongly supported the use of real footage and very few had a strongly negative reaction to any of the images shown.  However, most did have suggested changes.  They particularly liked:

· The images that portrayed strongly personal and happy moments (e.g. the reunion of the couple, the little girl hugging the Veteran).  These were regarded by most as warm, compassionate and touching.  

· The use of old footage from WW1 and WW2:  These images were viewed as interesting and powerful.  

· Images of front line action:  Images, whether old or new, that depict front line action / troops in the field were more attention grabbing and easier to related to than behind the scenes images.  

· The balance of old and new images:  The transition from historic to modern-day images worked well and ensured that ‘there was something for everyone’.  The use of chronological order made the ad realistic and provided context.

· The inclusivity:  Several supported the inclusion of men and women, cultural diversity and all branches of the military.  
Participants’ suggested changes include the following.

· Include stronger images for the modern-day footage:  Several would like to see more images that show military personnel working in the field and the positive impact Veterans’ make around the world.  They would prefer images of military personnel to images of equipment.  A frequent suggestion was to include more images related to our peacekeeping and humanitarian role and to include images that illustrate the hardship of war. Participants indicated that the less powerful images related to modern day had a ‘commercial feel’ which gave the impression of an ad focused on recruiting rather than remembrance.  

· Add typical Remembrance Day imagery:  Several suggested adding the poppy.  
· Add images that show the sacrifice of Veterans:  Several commented that the ad does not adequately depict the impact of war – the loss of life, injuries, and the impact on families.  

· Improve the image of the little girl hugging the Veteran:  Those with concerns described the image as awkward, insincere and disconnected.  
· Add older Veterans to the modern-day images:  Some, particularly older participants, noted that older Veterans are not included in the modern-day images.  

· Increase the diversity of the modern-day images:  Although generally speaking the images were regarded as inclusive, some respondents stated they would like to see more diversity (i.e. women and a broader ethnic mix) in the modern-day photos.  
· Omit the image of the soldier receiving the flag at a ceremony:  Some participants were not familiar with the ceremony and did not understand its relevance.  
Suggestions
17. Consider replacing some of the modern-day images that portray equipment and ceremonies with front line images that clearly demonstrate the contribution of Canada’s military around the world.  The ceremonial images should also depict the impact of service.  Generally speaking the modern-day images should be more personal and compassionate in nature and move away from the polished, commercial feel.  
18. Include an image of the poppy.  It is a popular and well recognized symbol across generations and immediately communicates the intent of the ad.

19. Improve or replace the image of the little girl hugging the Veteran.  The image should maintain the warm sentiment and include the face of an older Veteran.

20. Consider omitting the image of the soldier receiving the flag at the ceremony.  It is not well understood and could be replaced by a more powerful and meaningful image as described above. 
21. Ensure the modern-day images adequately capture Canada’s ethnic diversity and portray the role played by men and women.

The Narrator

There was a fairly strong negative reaction to the English narrator.  The narrator was described as too blunt, patronizing, not showing adequate emotion, and insincere.

Suggestion:  

22. Ensure the narration is a good fit for the nature of the ad – one who takes a serious, but soft, passionate and sincere approach to the ad.

The Length and Pace of the Ad

Several stated the ad should be longer and the pace at which the images were shown should be slowed down.  Some would like to see a 60-second ad with more images.  Others wanted the pace slowed so that there is more time to absorb and reflect on the images.

Suggestions

23. Decrease the number of images so that average time per image is increased.  

References to Social Media
Some, particularly younger participants, voiced support for referencing social media in the ad indicating they are more likely to engage through these media versus visiting a website.  

Suggestion:

24. If content is available and adequate, reference links to the social media in the ad.
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NOTE TO RECRUITERS:  INSTRUCTIONS APPEAR IN BOLD – DO NOT READ TO PARTICIPANTS.

Hello, my name is ____________ and I am calling from Phase 5, an independent research and consulting firm.  

Our firm has been engaged by the Government of Canada to conduct a series of discussion groups with Canadians to help with the development of an advertising campaign.  The results of the research will be used to ensure the campaign communicates the desired messages and is well received.  

Participation in the group discussions will last approximately 1.5 hours and you would receive a cash honorarium as a thank you for attending the session.  Your participation in the research is completely voluntary and your decision to participate or not will not affect any dealings that you may have with the Government of Canada.  All information we collect will be treated confidentially and will be used for research purposes only.  Before inviting you to attend, we need to ask you a few questions to ensure we get a good mix of people. 

1. Would you be willing to participate in our study?

· Yes  
· No   ( Thank and terminatE
2. Do you, or does any member of your immediate family or household, work in or work for…

	
	Yes
	No

	The Government of Canada 
	(
	(

	A provincial or municipal ministry / department that offers services or support to Canada’s Veterans
	(
	(

	A marketing research firm / marketing research department
	(
	(

	A marketing department
	(
	(

	An advertising or public relations firm or department
	(
	(

	The media (e.g. magazine, newspaper, radio, TV, film or video)
	(
	(


IF YES TO ANY OF THE ABOVE ( Thank and terminate
3. Are you a Canadian citizen?

· Yes  
· No   ( Thank and terminatE 
4. Are you, or have you ever been, a member of the Canadian Forces? 
· Yes , I am currently a member of the Canadian Forces ( Thank and terminatE
· Yes, I am a former member of the Canadian Forces  ( Thank and terminatE
· No, I have never been a member of the Canadian Forces

5. Are any of the following members of your immediate family a current member or a veteran of the Canadian Forces? 
	
	Yes
	No

	Spouse / partner 
	(
	(

	Parents 
	(
	(


IF YES TO EITHER OF THE OF THE ABOVE ( Thank and terminate
6. You will be asked to fill in a brief questionnaire in [English / French] during the session.  Are you comfortable doing this?  

· Yes

· No  ( THANK AND TERMINATE
7. Have you ever participated in either a marketing research interview or discussion group for research purposes?

· Yes

· No  ( GO TO Q11
WATCH QUOTAS 

8. When was the last time you participated in such a discussion? 

· Within the past 6 months - THANK AND TERMINATE 

· Within the past two years – GO TO Q9 

· More than two years ago – GO TO Q10
9. What was the topic of discussion?  _________________
IF TOPIC WAS RELATED TO PROVIDING FEEDBACK ON GOVERNMENT COMMUNICATIONS AND / OR TOPICS RELATED TO CANADA’S VETERANS ( THANK AND TERMINATE.  
10. How many marketing research focus groups or in-depth interviews have you participated in within the past 5 years?

· Less than 5

· 5 or more ( THANK AND TERMINATE
11. To what extent are you interested in current or historical topics related to Canadian Veterans?  Would you say …

· Not at all ( THANK AND TERMINATE
· A little

· Somewhat 

· A great deal

WATCH QUOTAS 

12. In the past 3 years have you actively participated in any activities related to Canadian Veterans?  This could include activities such as attending commemoration or historical events, choosing to watch or listen to special programming that focuses on Canada’s military, or sharing information on social media.

· Yes – Can you estimate the number of events?  ___

· No  

WATCH QUOTAS 

13. DO NOT READ:  Record gender of respondent.
· Male

· Female 

WATCH QUOTAS

14. What is your age?

· Under 18( THANK AND TERMINATE
· 18 - 34

· 35 – 49

· Over 50

WATCH QUOTAS

15. What is the highest level of formal education you have completed?  CHECK ONE ONLY.  

· High school diploma or below 

· College/technical school/CEGEP certificate or diploma

· Undergraduate university degree

· Graduate university degree / post graduate studies

WATCH QUOTAS

16. We would like to talk to a cross-section of people from different income levels. What was your total household income in 2013 before taxes? 

· Under $40,000 

· $40,000 - $79,999

· $80,000 - $124,999

· $124,000 or more

· Don’t know

BOOKING THE PARTICIPANT 

Based on your responses to the questions, I’d like to book you for a group discussion.  This discussion will be held on DATE at TIME at VENUE.  The duration of the session is two hours, but we would like you to arrive 15 minutes early.   You will receive a cash payment of $75 in appreciation for your time upon conclusion of the session.  The facility hosts will be checking respondents’ identification prior to the session, so please be sure to bring some personal identification with you (e.g. driver’s licence).  

This group discussion will be video-taped. The sessions will be observed by members of the research team from another room. This is a normal practice within the marketing research industry, and these measures are being undertaken for research purposes only.   Everything you say will be kept confidential.  We will also ask that you provide your written consent with regards to being video-taped prior to the session. 

NOTE TO RECRUITER:  PLEASE DO NOT KNOWINGLY RECRUIT RESPONDENTS FOR THE SAME GROUP WHO KNOW EACH OTHER. 

	Location
	Venue
	Date
	Time

	Moose Jaw
	TBD
	September 22
	5:30 – 7:00

	
	
	
	7:30 – 9:00

	Trois-Rivières
	TBD
	September 23
	5:30 – 7:00

	
	
	
	7:30 – 9:00

	Toronto
	TBD
	September 24
	5:30 – 7:00

	
	
	
	7:30 – 9:00

	Halifax
	TBD
	September 25
	5:30 – 7:00

	
	
	
	7:30 – 9:00


CONTACT INFORMATION:
Now I just need to collect your contact information:

	Name:
	

	Phone number:
	

	Email address:
	


We will also call you the day before the discussion group to confirm all of the details.  Thank you very much for agreeing to participate in our study.  If you have any questions or if something unexpected arises and you need to cancel please call Tamara Hudon at 1-613-241-7555, ext. 123.  Only a small number of people are invited to the session so if you are unable to attend we would like to make arrangements to invite another person.
QUOTAS

Recruit a total of:

· 2 groups of 10 participants in each of Moose Jaw, Toronto, Trois-Rivières and Halifax
***QUOTAS ARE PER GROUP

	Q7 – Participation in past research 
	· A minimum of 3 who have never participated in a marketing research interview or discussion group

	Q11 – Level of interest
	· 3 – 4 for each category

	Q12 – Level of participation 
	· 4 – 6 for each category

	Q13 – Gender  


	· Females: 4 - 6

· Males: 4 - 6  

	Q14 – Age 


	· 18-34: 4-5 participants

· 35-49: 3-4 participants 

· Over 50:  2-3 participants  

	Q15 – Education  
	· 2 – 4 per category

	Q16 – Household income
	· 2 – 4 per category (may vary somewhat by location)
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Veterans Affairs Canada

Research Related to the 2014 Remembrance Advertising Campaign

Final Moderator’s Guide

[Notes to the moderator are in bold, italics.]

1.0
Introductions (5 – 10 min)

Hi, my name is _________________.  I am with Phase 5, an independent market research company.  I would like to thank you for participating in this session.  As you know from our phone call to you, our company has been hired by the Government of Canada to conduct group discussions with Canadians to help with the design of an advertising campaign.  The research will be used to help ensure the ads will be effective for Canadians like you.    

Before we begin, there are a couple of things I would like to point out about the session.

· We would like to video tape the session. The recording will be kept by our firm and shared with no one else.  We will use the recording to help us write the report.  Anything you say will be treated in confidence. When we prepare our report, no comment will be linked to a specific person.

· There are people viewing the session.  They are representatives from the Government of Canada.  

· As you know your participation is voluntary and your comments will be kept confidential.  When we prepare our report, we report aggregate findings only – no comments are linked to an individual.  The information we gather today is being collected and administered in accordance with the Privacy Act and other applicable privacy laws.

· We want this session to be open and frank.  We want to hear your honest views and suggestions.  If you have an opinion that is different from others, please don’t hold back.  It is important that we hear it.  On the other hand, if you agree or like someone else’s idea, please add to it.

· The session will not exceed 1 ½ hours.

· Please turn off your cell phones, iphones, ipods.  

Do you have any questions before we begin?

I would like to begin by having everyone tell us their first name and a little about themselves.  

2.0
Demo and Written Comments on the Ad (10 min)

Now, I would now like to get your feedback on a 30 – second TV ad that the Government of Canada is planning to air this fall.  The ad is still under development so what you will be viewing is not the final version.  This is where you can help us – by providing your feedback.  

I will start by showing you the 30-second TV ad.  After you have viewed the ad I would like you to use Handout 1 to jot down your overall reactions.  At this point I want you to keep your thoughts to yourself and just write them down.  Later in the session we will discuss the ad as a group.

Moderator distributes Handout 1 and plays the ad.
3.0
Detailed Feedback on the Ad (30 minutes)

The moderator will probe for a full understanding of any issues / concerns raised.

1. What is the main message communicated in this ad?  Any others? 

2. What emotions, if any, did you feel as you were watching the ad?  How did the ad make you feel?

Now I would like to play the ad again.  This time I would like you to focus on the script and images used in the ad.  I would like you to identify any words or phrases that you particularly like or dislike and any images that you particularly like or dislike. Again, I would like you to use a handout to record your ideas and not to share your reactions until everyone has recorded their independent thoughts.  Once this is completed we will discuss the ad as a group.  

Moderator distributes Handout 2 and plays the ad one more time

3. Do you have any comments on the images used?  Are there any images you particularly like?  Dislike?  To what extent are they appropriate? Catch your attention?  Compelling? Do the images work well with the words used? 

4. Does the ad have the right amount of information? 

5. Consideration is also being given to including dates with the images.  For example, the first few seconds of the ad include images from the First World War with a date range from 1914 to 1918.  To what extent do you think it would be a good idea to include dates or a date range with the different images?  Why do you say that?  Moderator will ask also get a show of hands related to preferences.  

6. Are there any words or phrases that you particularly liked?  Are there any words or phrases you would add or change?

Moderator distributes Handout 3 
7. The campaign is being undertaken to ensure Canadians are aware of, and fully appreciate the contribution of Canadians Veterans.  It has also been designed with the objective of engaging Canadians - to increase and / or maintain interest in Canada’s Veterans and to encourage people to get involved e.g. to learn more about our Veterans, to attend events, to share information and experiences.  Please use Handout #3 to identify in what ways, if any, you would change this ad to make it more effective for you personally? Please record suggested changes on the handout – if you feel the ad is fine as is, please indicate this.       

The moderator will go around the table asking each participant to share their suggested improvements and where applicable determining if the suggestions receive general support.    

5.0    Conclusion (5 minutes)

The moderator will check with the observers for questions / points of clarification.

8. Do you have any final comments for me?

THANK YOU VERY MUCH FOR YOUR TIME AND COMMENTS.

IT HAS BEEN VERY HELPFUL. 

The final report will be deposited at LAC
Handout #1

	What are the main messages?  What is this ad telling you?

	

	What emotions, if any, did you feel during or after viewing this ad?  

	


Handout #2 

Are there any images that you particularly liked?  Are there any images you would change?
Handout #3 

In what ways, if any, would you change this ad to make it more effective for you personally?

Methodological Notes
Dawn Smith Field Management Service was engaged to conduct recruiting.  All focus group participants were over the age of 18 and recruited by telephone using an extensive custom database of more than 500,000 contacts.  Advertising was not used to recruit respondents.  A screener (included in this appendices), developed by Phase 5, with input from the project authority was administered to all potential respondents. In addition to ensuring that the participants met the agreed-upon recruiting criteria, recruiters carried out the following during recruiting.

· Informed respondents that the research was being conducted by the Government of Canada 

· Informed respondents of the general purpose of the study 

· Informed respondents that the sessions would be video recorded, explained the intended use of the video recordings, that their written consent would be obtained prior to the session and that observers would be present
· Ensured participants were recruited in accordance with the Marketing Research and Intelligence Association’s (MRIA’s) Code of Conduct related to recruitment specifications.  
In total 73 member of the general public were recruited for this research.
Political Neutrality Certification

I hereby certify as Senior Officer of Phase 5 Consulting Group Inc. that the deliverables fully comply with the Government of Canada political neutrality requirements outlined in the Communications Policy of the Government of Canada and Procedures for Planning and Contracting Public Opinion Research.  Specifically, the deliverables do not include information on electoral voting intentions, political party preferences, standings with the electorate, or ratings of the performance of a political party or its leaders.
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(Carol Blackie, Partner, Phase 5)

