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Methodology

· Three focus groups were conducted in Ottawa. 

· Two groups were held with current Canada Savings Bond Payroll subscribers, one in English, one in French. 

· A third group was held with small savers-middle income Canadians who would prefer to save up for a large purchase rather than buy on credit, and who are not especially savvy when it comes to financial investments. This group included some participants whose employers currently offer CSB payroll, and included new Canadians-those who have lived in Canada for less than 5 years.

· Participants were presented with two different advertising concept families which included three executions of an interior transit ad. The ads were mounted on boards and presented to participants. Prior to viewing the executions, participants were explained that the ads were part of a larger ‘family’. 

· The order in which the concepts were presented was rotated in the groups.

Méthodologie

· Trois groupes de discussion ont eu lieu à Ottawa. 

· Deux groupes, un en anglais et l’autre en français, étaient composés de détenteurs d’obligations d’épargne du Canada achetées dans le cadre du programme d’épargne-salaire. 

· Le troisième groupe était composé de petits épargnants à revenu moyen qui préfèrent économiser pour un achat important plutôt que d’acheter à crédit et qui ne sont pas très chauds à l’idée d’investir. Ce groupe comprenait quelques participants dont l’employeur offre actuellement le programme d’épargne-salaire des OÉC et de nouveaux résidants canadiens, c’est-à-dire qui vivent au Canada depuis moins de 5 ans.

· Deux familles différentes de concepts publicitaires comprenant trois présentations pour l’intérieur des autobus ont été présentées aux participants. Les publicités ont été installées sur des tableaux pour être montrées aux participants. Avant les présentations, on a expliqué aux participants que les publicités font partie d’une plus grande « famille ». 

· L’ordre de présentation des concepts était différent d’un groupe à l’autre.

Key Findings

· Not surprisingly, attitudes expressed surrounding the out-of-home and internet ads are similar to those in the television ad testing focus groups.

· Participants generally liked both ads, however “What’s a Dream Worth” was the preferred add in all groups.

· The message that even saving a small amount can add up over time was clear to participants. 

· As was the case in the last round of focus groups, the lack of information surrounding interest rates was a concern. Participants were not receptive to the addition of “plus competitive interest rates”. Some suggested the use of a + sign as a possible alternative approach. 

· Current customers are satisfied with the program, while interest among small savers is low.

· The current strategy of running a television ad along with internet and out of home advertising is seen as a good way to reach most Canadians.

Faits saillants

· Comme il fallait s’y attendre, les opinions exprimées sur les publicités à l’extérieur de la maison et sur Internet sont semblables à celles exprimées lors des groupes de discussion portant sur les publicités télévisées.

· Dans l’ensemble, les participants aiment les deux publicités. Toutefois, tous les groupes préfèrent « La valeur d’un rêve ».

· Le message voulant que « même les petites économies peuvent s’additionner au fil du temps » est clair pour les participants. 

· Comme lors de la précédente série de groupes de discussion, les participants déplorent le manque de renseignements sur les taux d’intérêts. Ils ne sont pas réceptifs à l’ajout de « taux d’intérêts plus concurrentiels ». Certaines personnes suggèrent l’utilisation du signe d’addition (+) comme autre approche possible. 

· Les clients actuels sont satisfaits du programme, mais les petits épargnants y sont peu intéressés.

· La stratégie actuelle, qui consiste à diffuser simultanément une publicité à la télévision, sur Internet et à l’extérieur de la maison, est perçue comme un bon moyen de rejoindre le plus grand nombre de Canadiens.

Assessment of the Two Concepts

What's a Dream Worth
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What's a Dream Worth

Strengths

· The message is concrete- the dollar amounts drive home the message that saving can add up, even a small amount totals up to a good amount over the course of a year

· Shows that with different jobs and incomes that anyone can save

· Effective at communicating that CSBs are accessible to all

· Demonstrates that CSBs are not just about retirement savings by showing a yearly, shorter-term goal

· Connects work with saving

· Makes saving seem easy

· Encourages current customers to increase contribution

Weaknesses

· Confusion about the totals displayed (the total saved over the year is simply the weekly total multiplied by 52). Most participants did not notice the smaller print message “plus competitive interest”, and those who did thought this was off-putting

· Shows a weekly contribution amount, whereas most people are paid bi-weekly

· Not enough information about how to find out more

What's a Dream Worth

What participants said:

“I like it, it covers all the bases. You can be the president or the guy who cleans his office, it doesn’t matter. It’s straight to the point.”

« C’est la manière qu’on épargne, pas nécessairement tout d’un coup, c’est quelque chose de graduel, qui fait moins au budget, c’est plus facile a gérer dans un budget, plutôt que de trouver $1000 par année. »

“It’s kind of pointless. There is no interest included, there is no end gain.”

“If you buy CSB, you are not looking for interest, rather you are buying security.”

“The website is too small. If you want more info people won’t see it.”

« Pour moi, c’est accessible à tout le monde, c’est  juste un déclic pour nous faire réagir. »

“You almost don’t need the pictures- the money talks for itself.”

« C’est motivant de sauver de l’argent. »

“It’s easy- from a small amount to a lot.”

Live the Dream
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Live the Dream

Strengths

· Real goals, shows the payoff of saving

· Shows people saving at work

· Demonstrates long-term savings

· Starting at $10 is attractive to many-not a significant amount that would be missed

· Participants can relate- houses, cars, and trips are common dreams

· Shows that everyone can save with different outcomes in mind, different walks of life with different goals 

Weaknesses

· Lacks specific information

· The dreams are seen as somewhat unrealistic- it would take a long time to save for a house or car.

· Mixed messages: are people supposed to be saving or spending?

Live the Dream

What participants said:

“It’s almost like the lottery commercials, it has emotional appeal, it depends if you want the people who like math, or the emotional people.”

“This shows the rewards, it’s good to imagine what I would like to have, like a down payment on a house. It’s an alternative to using credit cards.”

“The concept is good, people in a work environment, you can save while working.”

“This is exactly what I use CSB for. The money is out of sight, out of mind. Once a year it’s a bonus, it’s exactly what I use it for, I can relate.”

« Pour moi, épargner c’est a long terme, ce n’est pas pour dépenser, acheter. »

“It makes me think about the goal down the line.”

« J’aime le fait qu’il pose une question, ça fait réfléchir. »

“The word flexibility is missing from the ad. You can have money in your bank account in five days.”

General Observations About the Concepts

· Participants, whether current customers or small savers, said that knowing that the Government of Canada is responsible for Canada Savings Bonds increased the credibility of the message.

· Current customers felt that neither ad promoted the ease of use and flexibility. 

· Current customers expressed the view that the ads did not properly explain how to get more information.

· Both ads are seen as targeting potential customers, although current customers were more likely to say that “What’s a Dream Worth” would encourage them to increase their contribution than would “Live the Dream”.

Conclusions

· Participants felt “What’s a Dream Worth” in conjunction with the television focused on the dream fulfillment as tested in the “live the dream” concept would work well.

· The idea of using the same characters as in the television ad might be a good idea to provide viewers with a consistent ‘story’ within the campaign. 

· One concern participants had was the small print mention of “plus competitive interest”. Some participants called this a ‘disclaimer’ and said that if you don’t want someone to see something you put it in small print. One participant suggested removing the small text and adding in a + beside the annual amount to demonstrate that the total they saved would include an additional amount without having to provide specific returns. When presented with this option others agreed.

· There was some confusion as to how one should go about getting more information. The addition of the phrase “Speak to your payroll representative” would go a long way in clarifying what step should be taken. That being said, when asked whether they themselves would speak to the payroll person in their company, nearly all said no, rather they would visit the website.

Views on Entire Execution

· Once participants selected “What’s a Dream Worth” as their preferred ad, they were shown the entire execution, including transit shelter ads, and internet banners. 

· Participants felt that along with the television campaign the advertising would reach most Canadians. 

· Suggestions as to where the web ad should run included Google, news websites, the Weather network, and TSN. A few people suggested that the ads run on internal intranet sites if the target audience is current customers or those whose employers already offer the program.

Current Customers

· Current customers are generally quite satisfied with the CSB Payroll Program. They think it is a good way of saving, and use their money in a variety of ways- from gifts, to helping pay for a wedding, to trips, or in case of an increase in monthly bills. It is important to note that most participants use their saving for short-term goals.

· A couple of participants mentioned the difficulty of changing one’s name; that one cannot do so on the website

· Some customers were also curious as to why the campaign is limited to one month, as they would like to have the option to change their contribution amount more than one month a year.

· Most, if not all participants have recommended the program to a family member, friend, or colleague as a good way to save (especially for those who have difficulty doing so). 

Small Savers

· The small savers were generally unfamiliar with the CSB Payroll Program. One participant had participated in the program in the past and felt it was a good way to save.

· Participants were read a description of the program and were impressed that there were currently one million customers. That being said, most were not interested in participating and would not ask their employer about the program. 

· When asked how they would go about finding more information most mentioned the website as the most likely route. 

Appendix I – Screeners

Small Savers

Good morning/afternoon/evening, my name is __________________________ and I am calling from Ipsos-Reid, a national marketing research organization.  We are a professional public opinion research firm that gathers opinions from people.  From time to time, we solicit opinions by sitting down and talking with a group of people. We are having one of these discussion sessions in _________________ and are calling to see if you would be willing to participate.  This discussion session will take about one and a half hours and those who qualify and attend will receive $60 as a token of our appreciation.

1)
Are you or is anyone in your household a current Canadian Savings Bond customer?

NO- (SKIP TO Q 3)

YES -SPEAKING WITH- (SKIP TO SCREENER 2 Q2)

YES ANOTHER MEMBER OF HOUSEHOLD- ASK TO SPEAK WITH THAT PERSON AND SKIP TO SCREENER 2 Q2

2)
Are you currently employed?

 YES –CONTINUE

  NO- (THANK AND TERMINATE)

3)
Does your current employer offer Canada Saving Bond Payroll Savings?

YES –CONTINUE (Ensure at least THREE OR FOUR participants say yes)

NO - CONTINUE

4)
How old are you, are you

Under 25 years of age- (THANK AND TERMINATE).

25 to 35 -CONTINUE

36 to 54- CONTINUE

55 or older (THANK AND TERMINATE)

[ENSURE HALF ARE BETWEEN 25 and 35 years of age]

5)
How many adults live in your household?

i.
1 (ASK Q A)

ii.
2 or more (ASK B)

A. Is your current household income:

Under $25,000 – (THANK AND TERMINATE)

$25,000 to $49,000- (CONTINUE)

$50,000 or more- (THANK AND TERMINATE)

 B. Is your current household income:

Under $50,000 (THANK AND TERMINATE)

$50,00 to $75,000 (CONTINUE)

$76,000 or more (THANK AND TERMINATE)

6)
In which industry are you employed? (READ LIST)

Public Sector

Manufacturing industry sector

Resource industry sector

Service industry sector

Technology industry sector

Other- (SPECIFY)

[ENSURE GOOD MIX]

7)
Thinking of your job, would you say you are entry-level, mid-level, or senior-level?

Entry level

Mid-level

Senior level

[ENSURE GOOD MIX]

8)
Using a scale of strongly agree, somewhat agree, somewhat disagree, or strongly disagree, please tell me whether you agree or disagree with this statement:

I would rather save up over time for a big purchase than buy it immediately on credit

Strongly agree - (CONTINUE)

Somewhat agree (CONTINUE)

Somewhat disagree (CONTINUE)

Strongly disagree (THANK AND TERMINATE)

9)
Using a scale of strongly agree, somewhat agree, somewhat disagree, or strongly disagree, please tell me whether you agree or disagree with this statement:

I am very knowledgeable about the topic of financial investments

Strongly agree - (THANK AND TERMINATE)

Somewhat agree (CONTINUE)

Somewhat disagree (CONTINUE)

Strongly disagree (CONTINUE)

10)
Using a scale of strongly agree, somewhat agree, somewhat disagree, or strongly disagree, please tell me whether you agree or disagree with this statement:

I am currently thinking about saving but have not necessarily taken that first step

Strongly agree - (CONTINUE)

Somewhat agree (CONTINUE)

Somewhat disagree (CONTINUE)

Strongly disagree (THANK AND TERMINATE)

11)
How long have you lived in Canada?

[ENSURE AT LEAST THREE OR FOUR HAVE BEEN HERE FIVE YEARS OR LESS]

12)
Including yourself, is there someone in your household who works for…?

An advertising firm [IF yes THANK and TERMINATE]

A market research firm [IF yes THANK and TERMINATE]

A public relations firm [IF yes THANK and TERMINATE]

13)
Would you be interested in participating in a focus group that will be about 1 and a half hours in length and will be held:

Ottawa
Marc Beaudoin orMike Colledge 
July 18th 8:30
Small Savers

[RECRUIT 10 for 8 to SHOW FOR EACH GROUP]

NOTE GENDER and ENSURE GOOD MIX 

Thank you - as part of the discussion you may need to read some printed materials if you wear glasses for reading can you please remember to bring them to the group so that you can read the materials. 


At the facility, you may be asked to produce photo identification, so please remember to bring something with you.  (INTERVIEWER NOTE: If respondent says they do not have photo ID, then any other form of ID will do).

We are reserving a special place for you at this session.  There will only be 8 people attending, so if for any reason you cannot attend, please call (READ FIELD SUPERVISOR NUMBER, XXX PHONE NUMBER) as soon as possible so that we can select someone else to take your place.

Also, someone from our office will be calling you back to confirm these arrangements.  Could I please have your name and phone number where we can reach you during the evening and during the day?

NAME:
___________________________________________________________

DAYTIME PHONE NUMBER:__________________________________________

EVENING PHONE NUMBER:__________________________________________

THANK YOU VERY MUCH!

RECRUITED BY:
_________________________________________________

CONFIRMED BY:
_________________________________________________

Current Customers

Good morning/afternoon/evening, my name is __________________________ and I am calling from Ipsos-Reid, a national marketing research organization.  We are a professional public opinion research firm that gathers opinions from people.  From time to time, we solicit opinions by sitting down and talking with a group of people. We are having one of these discussion sessions in _________________ and are calling to see if you would be willing to participate.  This discussion session will take about one and a half hours and those who qualify and attend will receive $60 as a token of our appreciation.

1)
Are you or is anyone in your household a current Canadian Savings Bond customer?

NO- (SKIP TO Q SCREENER 1)

YES -SPEAKING WITH- (CONTINUE- SKIP TO Q2)

YES ANOTHER MEMBER OF HOUSEHOLD- ASK TO SPEAK WITH THAT PERSON 

Good morning/afternoon/evening, my name is __________________________ and I am calling from Ipsos-Reid, a national marketing research organization.  We are a professional public opinion research firm that gathers opinions from people.  From time to time, we solicit opinions by sitting down and talking with a group of people. We are having one of these discussion sessions in _________________ and are calling to see if you would be willing to participate.  This discussion session will take about one and a half hours and those who qualify and attend will receive $60 as a token of our appreciation.

2)
How do you purchase your Canada Savings Bonds?

a)
Payroll: CONTINUE  for possible recruit

b)
OTHER: THANK AND TERMINATE

3)
How old are you, are you

Under 25 years of age

25 to 35

36 to 54

55 or older

4)
How many adults live in your household?

iii.
1 (ASK Q  A)

iv.
2 or more (ASK  B)

A. Is your current household income:

Under $25,000 

$25,000 to $49,000

$50,000 or more

B. Is your current household income:

Under $50,000 

$50,000 to $75,000 

$76,000 or more 

5)
In which industry are you employed? (READ LIST)

Manufacturing industry sector

Resource industry sector

Service industry sector

Technology industry sector

Other- (SPECIFY)

6)
Thinking of your job, would you say you are entry-level, mid-level, or senior-level?

Entry level

Mid-level

Senior level

7)
Including yourself, is there someone in your household who works for…?

An advertising firm [IF yes THANK and TERMINATE]

A market research firm [IF yes THANK and TERMINATE]

A public relations firm [IF yes THANK and TERMINATE]

8)
Would you be interested in participating in a focus group that will be about 1 and a half hours in length and will be held:

Ottawa
Marc Beaudoin 
July 18th 5:30
Small Savers [FRENCH]

Ottawa
Marc Beaudoin 
July 18th 7:00
Small Savers [ENGLISH]

[RECRUIT 10 for 8 to SHOW FOR EACH GROUP]

NOTE GENDER 

Thank you - as part of the discussion you may need to read some printed materials if you wear glasses for reading can you please remember to bring them to the group so that you can read the materials. 


At the facility, you may be asked to produce photo identification, so please remember to bring something with you.  (INTERVIEWER NOTE: If respondent says they do not have photo ID, then any other form of ID will do).

We are reserving a special place for you at this session.  There will only be 8 people attending, so if for any reason you cannot attend, please call (READ FIELD SUPERVISOR NUMBER, XXX PHONE NUMBER) as soon as possible so that we can select someone else to take your place.

Also, someone from our office will be calling you back to confirm these arrangements.  Could I please have your name and phone number where we can reach you during the evening and during the day?

NAME:
___________________________________________________________

DAYTIME PHONE NUMBER:__________________________________________

EVENING PHONE NUMBER:__________________________________________

THANK YOU VERY MUCH!

RECRUITED BY:
_________________________________________________

CONFIRMED BY:
_________________________________________________

Appendix I – Screeners (French)

Bonjour/Bonsoir, ici __________________________ d'Ipsos-Reid, une firme nationale d'études de marché.  Nous sommes une maison professionnelle de sondages d'opinion publique qui recueille l'opinion des gens.  De temps à autre, nous le faisons en organisant des rencontres de groupe pour discuter de différents sujets. Nous tiendrons sous peu une de ces rencontres à _________________ et nous voulons savoir si vous accepteriez d'y participer.  La rencontre durera environ une heure et demie et les personnes admissibles qui y prendront part recevront 60 $ en guise de remerciement.

1) Est-ce que vous ou une personne de votre foyer détenez présentement des obligations d'épargne du Canada?

NON - (PASSER AU QUESTIONNAIRE DE RECRUTEMENT 1)

OUI - À L'APPAREIL - (CONTINUER - PASSER À LA Q2)

OUI UNE AUTRE PERSONNE DU FOYER - DEMANDER DE LUI PARLER 

Bonjour/Bonsoir, ici __________________________ d'Ipsos-Reid, une firme nationale d'études de marché.  Nous sommes une maison professionnelle de sondages d'opinion publique qui recueille l'opinion des gens.  De temps à autre, nous le faisons en organisant des rencontres de groupe pour discuter de différents sujets. Nous tiendrons sous peu une de ces rencontres à _________________ et nous voulons savoir si vous accepteriez d'y participer.  La rencontre durera environ une heure et demie et les personnes admissibles qui y prendront part recevront 60 $ en guise de remerciement.

2) Comment achetez-vous vos obligations d'épargne du Canada?

a) Épargne salariale : CONTINUER pour un recrutement possible

b) AUTRE : REMERCIER ET CONCLURE

3) Quel âge avez-vous? Est-ce

Moins de 25 ans

25 à 35 ans

36 à 54 ans

55 ou plus

4) Combien d'adultes vivent dans votre foyer?

i. 1 (POSER LA Q A)

ii. 2 ou plus (POSER LA Q B)

A. Est-ce que le revenu actuel de votre foyer s'élève à  :

Moins de 25 000 $ 

25 000 $ à 49 000 $

50 000 $ ou plus

B. Est-ce que le revenu actuel de votre foyer s'élève à  :

Moins de 50 000 $ 

50 000 $ à 75 000 $ 

76 000 $ ou plus 

5) Dans quel secteur travaillez-vous? (LIRE LA LISTE)

Secteur manufacturier

Secteur primaire

Secteur des services

Secteur technologique

Autre - (PRÉCISER)

6) En ce qui concerne votre emploi, diriez-vous que vous êtes au niveau d'entrée, au niveau intermédiaire ou au niveau supérieur?

Niveau d'entrée

Niveau intermédiaire

Niveau supérieur

7) Y compris vous-même, y a-t-il un membre de votre foyer qui travaille pour…?

Une agence de publicité [SI oui REMERCIER et CONCLURE]

Une firme d'études de marché [SI oui REMERCIER et CONCLURE]

Une firme de relations publiques [SI oui REMERCIER et CONCLURE]

8) Seriez-vous intéressé à prendre part à un groupe de discussion d'une durée d'environ une heure et demie qui aura lieu à :

	Ottawa
	Marc Beaudoin 
	Le 18 juillet  

à 17 h 30
	Petits épargnants [FRANÇAIS]

	
	
	
	


[RECRUTER 10 PERSONNES PAR GROUPE pour que HUIT SE PRÉSENTENT]

INSCRIRE LE SEXE 

Merci – Dans le cadre de la discussion, vous devrez peut-être lire de la documentation. Si vous devez porter des lunettes de lecture, n'oubliez pas de les apporter à la rencontre. 


Il se peut également qu'on vous demande de présenter une pièce d'identité avec photo. Nous vous prions donc d'en apporter une avec vous.  (NOTE À L'INTERVIEWER : Si le répondant dit qu'il n'a pas de carte d'identité avec photo, lui dire que n'importe quelle pièce d'identité fera l'affaire).

Nous vous réservons une place à cette rencontre.  Comme le groupe ne sera composé que de huit personnes, si, pour quelque raison que ce soit, vous ne pouvez vous présenter, veuillez appeler au (LIRE LE NUMÉRO DU SUPERVISEUR DE TERRAIN, XXX NUMÉRO DE TÉLÉPHONE) le plus tôt possible pour que nous puissions vous trouver un remplaçant.

Un membre de notre personnel vous rappellera afin de confirmer le rendez-vous.  Pourriez-vous me donner votre nom et les numéros de téléphone où il est possible de vous joindre en soirée et durant la journée?

NOM :
___________________________________________________________

NUMÉRO DE TÉLÉPHONE - JOUR :__________________________________________

NUMÉRO DE TÉLÉPHONE - SOIR :__________________________________________

MERCI BEAUCOUP!
RECRUTÉ PAR :
_________________________________________________

CONFIRMÉ PAR :
_________________________________________________

Location:  Opinion Search; 160 Elgin Street, Suite 1800

Appendix II – Moderator’s Guides

Introduction (5 Minutes)

Explain to participants:

●
Ipsos-Reid

●
the length of session (1 ½ hours)

●
taping of the discussion

●
one-way mirror and colleagues viewing in back room

●
results are confidential and reported in aggregate/individuals are not identified/participation is voluntary/

●
the role of moderator is to ask questions, timekeeper, objective/no vested interest

●
role of participants: not expected to be experts, no need to reach consensus, speak openly and frankly about opinions, no right/wrong answers

Warm Up

●
Get participants to introduce themselves and their occupation/hobbies etc.

I am going to show you a possible advertisement that we would like your views on.  You’ll have to use your imagination since this is still in the concept stage. 

After you have seen the advertisement concept I’d like you to fill in the short questionnaire I’ve handed out.  Once you’ve done this we’ll discuss your answers and discuss as a group how you feel about the concept

AD ONE/TWO (ROTATE) [20 Minutes each]

(Show concept, explain that it is a bus interior and allow time to complete the questionnaire).

Before we go through the questionnaire, what are your overall views regarding this concept?  

●
Likes? What is the most positive thing you would say about this ad?

●
Dislikes? What is the most negative thing you would say about this ad?

What would you say is the main message of this ad? Are there any other messages?

●
What leads you to this?

What information do you recall? 

●
Is this information important? 

●
Interesting/relevant to you?

What do you think is the main objective of this ad campaign?

●
Why?

(Review responses to questionnaire)

●
How did you answer re: appealing (on the 1 to 10 scale)? 

●
Why? 

●
How did you answer re: credibility (on the 1 to 10 scale)? 

●
Why? 

●
Is this ad consistent with your understanding of the Canada Savings Bond Payroll 

Savings Program?

●
Why/why not?

●
Is this aimed at you? 

●
Why? 

●
If not, who is it aimed at?

●
Did you learn anything from this ad?

●
What did you learn?

●
Does this ad encourage you to do anything? 

●
What would you do as a result of seeing this ad?

●
Is it clear how to follow up?

●
Contact info

●
What does this advertising say about the Government? 

●
Is it important for the government to advertise these topics?

●
Why/why not?

●
What do you think about the wording and images used?

PREFERRED AD [15 Minutes]

So now you have seen two ad concepts. Which do you prefer? 

●
Why?

(Once a preferred ad has been selected show entire execution)

The ad will be run in a campaign that will include several executions, such as what I am showing you now.

●
What do you think about these ads?

●
Do you like them?

●
Why/why not?

●
The ads are designed for bus shelters, inside the bus, and online

●
Are these effective ways to get the message across?

●
Why/why not?

●
Which is most effective to reach you?

VIEWS ON THE PROGRAM [10 Minutes]

Current Customers:

●
How long have you been a CSB payroll customer?

●
How has your experience been?

●
Is this a good way to save?

●
Have you recommended CSB payroll?

Small Savers:

How familiar would you say you were with the Canada Savings Bonds Payroll Savings Program before tonight?

●
What do you know about it?

I will read you a description of the program:

The Canada Savings Bonds Payroll Savings Program is one of the largest savings plans in the country with 12,000 public and private sector companies and organizations sponsoring the program for one million employee bond buyers annually. Canada Savings Bonds are fully backed by the Government of Canada. You don't need to be concerned about market volatility because both your principal and your interest are guaranteed. It’s perfect for the secure portion of your financial portfolio.

●
What is your impression of the CSB payroll program?

●
Are you interested in enrolling in this type of program?

●
For those of you whose employers offer this, why have you not signed up?

●
Are you currently saving?

●
How do you save?

CONCLUSION [5 Minutes]

Is there anything else you would like to say about the Canada Savings Bonds payroll program, or about the ads?

	

	


ADVERTISEMENT CONCEPT # ________

What are your overall impressions of the advertisement?

	

	


What do you remember from the advertisement? 

	

	


What do you think is the key message in the advertisement?

	

	


Using a scale of 1 to 10 please mark each ad (circle your response) on the following:

	Not very appealing
	Very appealing

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Not consistent with my understanding CSB payroll program
	Consistent with my understanding of CSB payroll program

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	This ad is not credible
	This ad is very credible

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	This ad is not aimed at me
	This ad is aimed at me

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10


Appendix II – Moderator’s Guides (French)

Introduction (5 minutes
Expliquer aux participants :

●
Ipsos-Reid

●
Durée de la rencontre (1 1/2 heure)

●
Enregistrement de la rencontre

●
Miroir d’observation et collègues dans la salle attenante

●
Les résultats sont confidentiels et seront compilés sous forme statistique/les participants ne sont pas identifiés/la participation est volontaire

●
Le rôle du modérateur consiste à poser des questions et à veiller au bon déroulement de la rencontre; il est objectif/n’a aucun intérêt direct

●
Le rôle des participants : pas besoin d’être un expert, aucun consensus n’est requis, exprimer leur opinion ouvertement et en toute franchise, pas de bonnes/de mauvaises réponses

Mise en train

●
Demander aux participants de se présenter et de parler de leur profession/de leurs loisirs, etc.

Je vais vous présenter le concept d’une publicité possible, et j’aimerais savoir ce que vous en pensez. Je vous invite à faire appel à votre imagination puisque la publicité en est encore au stade de concept. 

Après avoir vu le concept publicitaire, vous aurez à répondre au court questionnaire que je vous ai remis. Lorsque vous aurez terminé, nous parlerons tous ensemble de vos réponses et de ce que vous pensez du concept.

 PREMIÈRE/DEUXIÈME PUBLICITÉ (FAIRE LA ROTATION) [20 minutes chacune]
(Présenter le concept, expliquer que c’est pour l’intérieur des autobus et accorder du temps pour remplir le questionnaire.)

Avant de passer le questionnaire en revue, j’aimerais savoir ce que vous pensez de ce concept en général. 

●
Qu’est-ce qui vous plaît? Quel est votre commentaire le plus positif sur cette publicité?

●
Qu’est-ce qui vous déplaît? Quel est votre commentaire le plus négatif sur cette publicité?

Quel est selon vous le principal message véhiculé par cette publicité? Y a-t-il d’autres messages?

●
Qu’est-ce qui vous incite à dire cela?
Quel renseignement avez-vous retenu? 

●
S’agit-il d’un renseignement important? 

●
Intéressant/pertinent pour vous?

Quel est selon vous le principal objectif de cette campagne de publicité?

●
Pourquoi?

(Revenir sur les réponses du questionnaire)

●
Quelle réponse avez-vous donnée à la question sur le caractère attrayant (sur l’échelle de 1 à 10)? 

●
Pourquoi? 

●
Quelle réponse avez-vous donnée à la question sur la crédibilité (sur l’échelle de 1 à 10)? 

●
Pourquoi? 

●
Est-ce que cette publicité est cohérente avec ce que vous savez du programme d’épargne-salaire des Obligations d’épargne du Canada?

●
Pourquoi/Pourquoi non?

●
Est-ce qu’elle s’adresse à vous? 

●
Pourquoi? 

●
Si non, à qui s’adresse-t-elle?

●
Cette publicité vous a-t-elle appris quoi que ce soit?

●
Qu’est-ce qu’elle vous a appris?

●
Est-ce que cette publicité vous incite à faire quoi que ce soit? 

●
Que feriez-vous après avoir vu cette publicité?

●
La façon d’y donner suite est-elle claire?

●
Coordonnées

●
Que dit cette publicité sur le gouvernement? 

●
Est-il important que le gouvernement fasse de la publicité sur ces sujets?

●
Pourquoi/Pourquoi non?

●
Que pensez-vous du choix des mots et des images utilisées?

PUBLICITÉ PRÉFÉRÉE (15 MINUTES)

Maintenant que vous avez vu les deux concepts publicitaires, lequel préférez-vous? 

●
Pourquoi?

(Lorsque la publicité préférée a été choisie, montrer tous les modes d’exécution.)

La publicité sera diffusée dans le cadre d’une campagne qui comprendra plusieurs modes d’exécution comme ceux que voici.

●
Que pensez-vous de ces publicités?

●
Est-ce qu’elles vous plaisent?

●
Pourquoi/Pourquoi non?

●
Les publicités sont conçues pour les abribus et l’intérieur des autobus, ainsi que pour la diffusion en ligne.

●
Est-ce que ce sont des façons efficaces de communiquer le message?

●
Pourquoi/Pourquoi non?

●
Laquelle est la plus efficace pour vous rejoindre?

OPINIONS SUR LE PROGRAMME [10 minutes]

Clients actuels : 

●
Depuis combien de temps êtes-vous client de l’épargne salariale des Obligations d’épargne du Canada?

●
Comment trouvez-vous votre expérience?

●
Est-ce un bon moyen d’épargner?

●
Avez-vous déjà recommandé l’épargne salariale des OÉC?

Petits épargnants :

Avant ce soir, dans quelle mesure connaissiez-vous le programme d’épargne-salaire des Obligations d’épargne du Canada?

●
Que savez-vous de ce programme?

Je vais vous lire une description du programme : 

Le programme d’épargne-salaire des Obligations d’épargne du Canada est l’un des plus importants régimes d’épargne au pays. Quelque 12 000 entreprises et organisations des secteurs public et privé commanditent le programme, ce qui représente un million d’employés qui achètent des obligations chaque année. Les Obligations d’épargne du Canada jouissent de l’entière caution du gouvernement du Canada. Inutile de vous faire du souci à propos de l’instabilité des marchés puisque tant le principal que les intérêts sont garantis. Les Obligations d’épargne du Canada représentent un placement idéal pour la portion sans risque de votre portefeuille.

●
Quelle est votre impression du programme d’épargne-salaire des OÉC?

●
Êtes-vous intéressé à adhérer à ce type de programme?

●
Pour ceux et celles dont l’employeur offre ce programme, pourquoi n’y avez-vous pas adhéré?

●
Est-ce que vous épargnez en ce moment?

●
De quelle façon?

CONCLUSION [5 minutes]

Aimeriez-vous ajouter autre chose sur le programme d’épargne-salaire des Obligations d’épargne du Canada ou sur les publicités?

CONCEPT PUBLICITAIRE no ________

Quelles sont vos impressions générales de la publicité?

	

	


Qu’est-ce que vous avez retenu de la publicité? 

	

	


Quel est selon vous le principal message véhiculé par la publicité?

	

	


Sur une échelle de 1 à 10, veuillez évaluer chacune des publicités (en encerclant vos réponses) en fonction des critères suivants :

	Pas très attrayante
	Très attrayante

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Pas cohérente avec ce que je sais du programme d’épargne-salaire des OÉC
	Cohérente avec ce que je sais du programme d’épargne-salaire des OÉC

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Cette publicité n’est pas crédible
	Cette publicité est très crédible

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10

	Cette publicité ne s’adresse pas à moi
	Cette publicité s’adresse à moi

	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
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