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This creative research entailed focus groups in four cities with four target audiences:

· Mature Brand Loyalists (5k in CSBs, Over 55)

· Payroll CSB customers 

· Brand Alienated (lukewarm to negative toward CSBs)
Advertising objectives:

1. To continue to build the strength and relevance of the NSCB brand across a broader target audience (simplifying boomers).
2. To create an emotional connection, a feeling of security,  amongst consumers as a result of demonstrating the sharing of relevant Canadians values.
3. Continue to build/ensure that we are not alienating core brand values and core csb users (eg. is it consistent with past spots)
A. Main Findings

1. There was no clear “winner” out of the three ads tested, although one tested slightly better than the others overall.

2. There were clear differences of opinion between bondholders and brand alienated boomers on the advertising – bondholders were generally warmer to all of the concepts than the alienated

3. None of the ads strongly “break through” to people – most suggested that they were not sure the ads would stand out from others once produced – but the campaign is not necessarily intended to break new ground, and the prevailing brand image only allows a certain amount of latitude to break new ground in the advertising. Like mother and daughters last year, the effectiveness of the ad will be based on the creative execution – how well the director can convey the most compelling aspects of the ad.

4. The ad that most consistently worked best among bondholders (both cash and payroll) was the “Large family reunion” spot. The message was clearest in this ad, and the use of generations to convey solidity and security worked. The line “better to know where your going when you know where you are coming from” was widely appealing, although some respondents did not understand the line at all. 

5. The ad that most consistently worked best among brand alienated was the “promise” spot. However, among bondholders, “the promise” consistently rated much lower than the two family reunion spots. It should also be noted that among the brand alienated groups, ratings were generally lower for all of the spots. 

6. The image that was most powerful in the three concepts was the father & baby in the family reunion 1 spot. The image that was probably second was the grandfather sitting in his chair enjoying the reunion in Family reunion 2.

7. All of the ads feel very Canadian to people – the rocky mountains are a powerful image and resonate this brand attribute very strongly. This kind of imagery should be maintained as strongly as possible

8. The music that had been put to the ads was generally seen to be too melodromatic. Music that is more lighthearted and upbeat was seen to be more effective.

9. Participants in all of the groups sought more “information” in the ads. Even when it was expressed that detailed product information is outlined in print ads that run in parallel to the tv spots, people in almost all of the groups sought more product related information in the tv spots.

10. Our recommendation would be to go with the Large Family Reunion spot, with some modifications. 

· Ensure that we minimize the amount of clutter in the ad, focusing on some key images with the reunion events in the background. We might want to build in an image of the father/baby from family reunion 1 –  maybe not feeding the baby, but possibly the father/baby having a nap on a hammock, or father with baby asleep in a “snuggly” with the father sitting talking to his own father 

· Utilize the “a little old-fashioned” line instead of “corny”

· Employ happiness and lightheartedness in the ad, which is more compelling than contemplation. The ad should seek to feel lighthearted, with only a touch of contemplation.

· Find a way to integrate more product feature information into the spots. One way to do so would be to substitute the “more choices, more options” line with something more specific – “ask at your bank about the new Canada premium bond” or “available where you bank or through payroll deduction where you work” or “for the secure part of your portfolio”

· In the family shots, we may want to include one or two people that are of different cultural backgrounds, to ensure we guard against complaints that the ad is not diverse enough
