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Over the past two weeks, 15 focus groups were conducted to test the appeal of three potential new television advertising concepts for CI&S. The three concepts included:

· You know

· Great saves

· A day in the life

The creative research focused on three target groups:

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

· Payroll CSB customers 

· Conservative investors, savers, age 25-55, not averse to CSBs
· An additional night of focus groups were conducted, with an emphasis younger non-buyers (age 20-40) that have conservative attitudes toward investing
The investigation focused on a number of issues:

· The overall appeal of the concept

· How interesting/memorable the concept was

· The main message it delivered

· Impact on the respondent’s willingness to purchase bonds

Key findings were as follows:

1. Overall, You Know tested best among the three concepts. Key findings about this concept were:

· It consistently garnered good ratings, in the range of 5-6 on a 7 point scale

· Very few people reacted negatively to the concept, or did not understand it

· The message of empowerment was strongly evident, and strongly resonant, almost all respondents took the empowerment message away, and it was an appealing message.

· It made the clearest connection to savings bonds, and the benefits that bonds can provide people (without overstating the benefit of bonds or what they can do).

· It had a short term savings time horizon, which was appealing to people, particularly those people who don’t only want to think about saving for retirement.

· The message was very appealing to people aged 30 and older. Boomers connected to it because they remembered the things that the ad reminded them of; mature brand loyalists were aware that the concept wasn’t directly targeting them, but liked this ad because it delivered a message that they want to tell young people.

· Those aged 20-30 found this ad less appealing, because they couldn’t connect to the idea of “looking back” as the other audiences could. This group also generally did not find the concept interesting enough to captivate their attention.

· The music used in the you know spot was appealing to a few people, but a sizeable number others didn’t like it or were indifferent to it, either when the Moby track was being used (for the first groups) or when the more generic “electronic” music was being used (for the final groups). When people were asked about what music would be more appealing, upbeat, catchy music was the preference – obviously, it will be important to ensure that the music still fits with the mood of the ad, but finding the right tone (positive, upbeat, but not too fast or dance-club oriented) will be important to ensuring that the ad gets peoples’ attention once it is produced, and based on the focus groups, that tone hasn’t quite been found yet.

· All of the images in the spot worked well, but the images that worked best were the woman on the bridge at the end, and the man recalling when he purchased his first car. As always, people were interested in ensuring that the images in the ad were Canadian, and that they reflected images of different regions of the country. 

2. Great saves was a strong concept, and in many groups it garnered top ratings, but there were some elements within it that made it slightly less appealing or workable than the “you know” concept.

· Great saves frequently polarized respondents. While it received more “7s” than any other concept, those more literal in their thinking were unable to understand what saving money has to do with planting trees, or playing records – they didn’t get it. 

· Universally, people found the music in this spot very appealing – the rhythm was catchy and upbeat, and worked very well with the tone of the concept.

· More creative people, as well as those in the younger cohort (20-30) tended to find this concept significantly more appealing than the others, because it did get their attention, and did ask them to do a little bit of thinking, as well as encouraging them to wait for the “payoff” at the end.

· However, the message that the ad that was getting through tended to be about the virtue of saving, rather than about savings bonds in particular. The concept delivered a strong savings message, but many people had trouble making the direct connection between the concept and bonds.

· Moreover, in Quebec the translation of saving does not work as well, because it doesn’t express those multiple meanings the way it does in English. The result was that most there people had difficulty understanding what the ad was trying to say. In all three Quebec groups, it was a distant third out of the three tested concepts.

· In the end, this is probably an ideal working model for a “savings” campaign ad. With some revisions and some flexibility in terms of language for the Quebec market, this could be a very strong ad. However, because of the limitations it demonstrated in terms of getting across to more literal thinkers, as well as Quebec residents (given the language differences described above), this concept was felt to be less workable, and less appealing, than the “you know” concept. 

3. A day in the life was not as strong as the two other concepts. Some key findings about this concept:
· Overall, this ad received lukewarm results in most of the groups, usually garnering ratings between 3-5 of 7.

· The imagery of the concept tended not to work all that well, which often set the tone for evaluation and discussion of the concept. Some (usually younger people) liked the busy city scenery and connected with the idea of going fast and not having time to slow down. Most others tended to not connect to it or did not want to be reminded of it, because it did not connote positive things for them. 

· It tended to work better in the larger urban centers (Toronto, Montreal) than it did in Halifax, because of the city scenery at the beginning, and the speed at which the ad goes. It is definitely a “urban-oriented” spot.
· Because people often disliked the beginning of the ad, many missed the fact that the ad slows down at the end, so the message about taking time for yourself didn’t always get through. For those who the message did get through to, it was generally felt to be an appealing message which did connect to bonds, but wasn’t nearly as strong or as appealing as the messages in either You know or Great saves.
· Several of the older respondents found the ad very unappealing, especially the imaged of the older couple at the end – some suggested that the image implied “putting people out to pasture”, or “they were going over the cliff”. 

Overall, with the right production and the right music, we believe that “you know” has the potential to be a very appealing, strong advertisement for Canada Investment and Savings. 

