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Discussion Materials

EXECUTIVE SUMMARY

The Canada Revenue Agency (CRA) intends to capitalize on its uniqueness and further position itself as a truly national institution serving all levels of government in the administration of tax and benefit programs.  The Agency has developed new long-term mission and vision statements to reflect this position:

· Mission:  To administer tax, benefits and related programs and ensure compliance on behalf of governments across Canada, thereby contributing to the ongoing economic and social well-being of Canadians

· Vision:  The Canada Revenue Agency will be the preferred provider to deliver tax, benefit and related programs for governments across Canada.

The Agency is now in the process of developing a comprehensive branding strategy.  The CRA has developed four brand positioning alternatives, built around the following themes:

Trust, Integrity, Stability (for ease of reference, this will be referred to in the report as the Values concept)

Effectiveness

Responsiveness/Presence (will refer to as Responsive)

Efficiency
The purpose of the research was to get employee input regarding these alternatives.  The specific objectives of the research were to:

(
Solicit input on which one best captures the desired brand characteristics, both from their perspective as CRA employees and the perspective of taxfilers.

(
Identify any gaps between their opinions and their thoughts on the Canadian public’s reactions.

(
Examine challenges the brand positionings might present to the CRA or the public.

(
Identify implications of adopting the desired brand positioning in terms of potential changes to operations, service delivery, and other factors.

Ten employee focus groups were conducted May 29 - June 7, 2006 in Halifax, Montréal, Toronto, Calgary and Vancouver.  Five of the focus groups were with managers, and five were with non-managers.

Among the four concepts, Values and Responsive were relatively more likely to be preferred, while Effectiveness and Efficiency were relatively less likely to be preferred:

(
The two concepts relatively more likely to be preferred:  Values and Responsive

Analysis of the reasons for preference suggests these two concepts were perceived to appeal to somewhat different target groups.  Values tends to be seen as more inwardly focused in the sense of appealing to employees, while Responsive tends to be seen as more outwardly focused in the sense of addressing the interests of taxfilers and clients.


Because of the perceived difference in target group, it is hard to say one is better overall than the other, because the choice would depend on target group.  From an employee perspective, Values was a bit stronger in the preference ratings than Responsive, but from a taxfiler perspective the reverse was true.


Notably, some participants suggested the best positioning concept might be a combination of these two concepts.


With regard to the Values positioning concept:

–
Perceived key positive elements included the incorporation of the CRA core values of integrity, professionalism and respect, the importance attributed to “earning confidence and respect for tax/benefit administration”, and the importance of privacy and security of taxfiler information.

–
A number of participants commented that in the above respects the Values positioning describes the CRA well right now.

–
One issue with the Values concept was a perception that while it is certainly relevant to service quality, taxfilers and clients may prefer a brand positioning that makes a more direct statement about the nature and quality of interaction they can expect to have with the CRA.  Another issue some participants had was that while this concept may describe the CRA well right now, it does not really state how the CRA will evolve in the future associated with the Agency 2010 initiative.


With regard to the Responsive positioning concept:

–
Many participants reacted relatively positively to the concept because they perceived it to be a service-oriented brand positioning, and they believed it describes what taxfilers and probably clients would want from the CRA.

–
A significant issue for this brand positioning concept is a perceived gap between the commitment to taxfiler service expressed in the concept and perceived trends in how the CRA provides taxfiler service.  The strong commitment to client service expressed in the Responsive brand positioning was what many participants liked about the concept, but a number of participants also said they feel that in some ways the CRA has been reducing the level and quality of service provided to segments of the population that are not comfortable using the Internet.  The recent change that particularly triggered the perceptions of reduction in client service was the elimination of walk-in counter service at CRA offices.

(
The two concepts relatively less likely to be preferred: Effectiveness and Efficiency
Of the two, Efficiency tended to be the least likely to be preferred as a brand positioning for the CRA.  

While Effectiveness and Efficiency ranked lower in preference from employee and taxfiler perspectives, a number of participants said these concepts might be appealing to clients.

With regard to the Effectiveness positioning concept:  

–
One issue was that most of the support statements appear to be directed more towards clients than to taxfilers.  

–
Another issue is that the support statement that does pertain to taxfilers through its reference to making a simpler, user-friendly tax/benefit system is only partially under the CRA’s control, because the CRA does not control tax legislation.

With regard to the Efficiency positioning concept:  While many participants felt that efficiency is a good thing up to a point:

–
Many felt taxfilers care more about service and their experience of dealing with the CRA than with “inner workings” at the CRA, or with the CRA’s level of operational efficiency.


A number of participants were also concerned adopting the Efficiency positioning could have negative implications for service:  a greater emphasis on efficiency could lead to reductions in quality of service, which is something many indicated they would not want to happen.

–
For employees, it is hard to get excited about efficiency as a central focus for the Agency.  


DETAILED FINDINGS

OVERALL BRAND POSITIONING CONCEPT PREFERENCE

There was quite a bit of variability across participants in preference for the different brand positioning concepts – for example, each of the four concepts was “most preferred” by at least some participants, and “least preferred” by at least some participants.  There was no single concept that was clearly perceived to be superior both from an employee and a taxfiler perspective.  However, among the four concepts, there were two which were relatively more likely to be preferred, and two that were relatively less likely to be preferred:

(
The two concepts relatively more likely to be preferred:  Values and Responsive

Analysis of the reasons for preference suggests these two concepts were perceived to appeal to somewhat different target groups.  Values tends to be seen as more inwardly focused in the sense of appealing to employees, while Responsive tends to be seen as more outwardly focused in the sense of addressing the interests of taxfilers and clients.


Because of the perceived difference in target group, it is hard to say one is better overall than the other, because the choice would depend on target group.  From an employee perspective, Values was a bit stronger in the preference ratings than Responsive, but from a taxfiler perspective the reverse was true.


Notably, some participants suggested the best positioning concept might be a combination of these two concepts.


Note that with regard to the observation about inward versus outward focus, Quebec is a bit of an exception:  participants in that province thought Values might have more “outward” relevance, because of the impact of the sponsorship scandal in Quebec.

(
The two concepts relatively less likely to be preferred: Effectiveness and Efficiency
Of the two, Efficiency tended to be the least likely to be preferred as a brand positioning for the CRA.

While participants were not asked specifically to comment on the relative appeal of the brand positioning concepts to other government clients, a number volunteered that they believed the Effectiveness and Efficiency concepts might be appealing to clients.

CONCEPT:  VALUES

This concept was presented to participants as follows:
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CRA is about earning confidence and respect

for tax/benefit administration

(
Our rigorous approach to privacy and security enhances confidence

(
We serve you with integrity, professionalism and respect

(
We have system integrity

(
Our stability leads to greater confidence over the long-term

(
Trust in the tax/benefit system fosters greater voluntary compliance

Overall appeal:  Many participants reacted positively to this concept, even though they may not have picked it as their most preferred concept overall.  Some participants commented that this concept “describes the type of organization I want to work for,” or that it would make them “feel proud.”

Perceived Positive Elements

Key perceived positive elements of this brand positioning concept included:

(
Many participants agreed with the heading.  They agreed that “confidence and respect” are an important foundation in order for the tax/benefit system to work.  They perceived the support statements as relevant to how the CRA can earn “confidence and respect” – particularly the reference to the CRA core values of integrity, professionalism and respect.

(
Many participants reacted positively to the statement about privacy and security.  They said that in their experience privacy and security are very important to taxfilers, and they believe the CRA already has a strong commitment to ensuring the privacy and security of taxfilers’ information.

(
Many participants liked the reference to the CRA core values of integrity, professionalism and respect.  It was evident from the participants’ comments that these values are widely known and widely supported.  These values are perceived to be an important link to what the CRA has stood for since it became an Agency, and some explicitly commented that the CRA has invested a lot of effort in publicizing and instilling these values.


Some participants noted that taxfilers want to be treated with integrity, professionalism and respect, and that these values are the foundation for quality service to taxfilers.

(
The reference to “trust” in the last support statement was perceived to be important in a few respects – taxfiler trust in the privacy and security of information, and trust that the CRA will collect tax from all who owe, and not allow the benefit system to be abused.

(
A number of participants commented that in some respects the Values positioning describes the CRA well right now – particularly the commitment to privacy and security, and the core values of integrity, professionalism and respect.

Perceived Issues

(
While many participants liked the positioning, some reacted as follows.  “The brand positioning is good, but:”

--
It should be a given, that is, it should be a given for example that the CRA should be committed to privacy and security of taxfiler information, and that CRA employees should act with integrity, professionalism and respect.

--
It is where the CRA is now;  it does not really state how the CRA will evolve in the future.


For example, several participants described this brand positioning as being the “status quo”, and said it is not clear how this brand positioning supports or drives the types of changes envisioned in the Agency 2010 initiative.  One participant observed, “Clients already see us this way, but what is going to motivate them to give us their business?”

--
It is good for employees, but boring for taxfilers.


These participants felt that what taxfilers (and clients) would want to hear about would be a more direct statement about the nature and quality of the interaction they can expect to have with the CRA.  They perceived the Values concept as describing what the CRA and its employees need to do to ensure taxfilers have an appropriate and high quality interaction with the CRA, but not as directly and concretely addressing what taxfilers are perceived to want most, which is “good service.”


In this context, some participants suggested combining the Values and Responsive concepts, because the latter would bring in the “good service” ideas that they believed would be appealing to taxfilers.  Some also commented that adding in the “service” message from the Responsive might also be important for clients.

(
Our rigorous approach to privacy and security enhances confidence:  The word “rigorous” prompted some participants to note that privacy/security requirements impose limits on taxfiler service – for example, a service representative may not be able to respond to a taxfiler question because of privacy regulations.  While these participants agreed that privacy and security are important, this potential trade-off between privacy and ability to provide information/service led them to question whether the word “rigorous” should be used.  

(
We have system integrity:

--
Some participants were unsure what this statement meant.

--
Some interpreted this as being about the state of the internal computer systems, and questioned its credibility.

(
Our stability leads to greater confidence over the long-term
--
Some participants were unsure what the word stability is referring to.

--
Some questioned the credibility of saying the CRA has “stability” because from their view the CRA has been making many changes to internal processes.  These participants were not looking at this support statement in a big picture sense of the CRA being well-established as an organization that will always continue to exist, but more at a micro level in terms of how work gets done within the Agency.

(
Earning confidence and respect:  Participants generally reacted positively to this phrase, but some commented that it could be interpreted as implying the CRA does not currently have taxfilers’ “confidence and respect.”

CONCEPT:  RESPONSIVE

This concept was presented to participants as follows:
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CRA is working with you

(
We are a responsive organization within our core capabilities

(
You are important to us and we listen to your needs.  This is recognized in our practices

(
We develop creative solutions to meet your needs

(
We are working to reduce the anxiety associated with dealing with the CRA

(
We are working for the well-being of the country

(
Regardless of where you are in Canada -- we are accessible for you

Overall appeal:  Many participants reacted relatively positively to the Responsive concept.  This concept was perceived to be a service-oriented brand positioning, and many believed it describes what taxfilers would want from the CRA.  A number of participants commented it probably would also address what other government clients would want from the CRA in terms of service.

Participants working in taxfiler services appeared to be the most positive towards this as a brand positioning suitable for both taxfilers and CRA employees.  It was our impression that participants in the Audit and Collections areas tended to react more cautiously to this positioning concept, because in their roles they have not only a service relationship with the taxfiler but also an obligation to identify and collect any taxes owing.  The latter participants were likely to rank this concept as first from a taxfiler perspective, but to choose another concept such as Values as first overall from an employee perspective.

Perceived Positive Elements

(
Several elements of the positioning concept were widely perceived to clearly and strongly convey a commitment to providing quality service:

--
The heading, CRA is working with you
--
The support statement, You are important to us and we listen to your needs

(
The use of the word working in the title and several of the support statements was perceived to imply that the CRA strives for continual improvement.  Some participants contrasted this tone with that of the original heading used in the Effectiveness concept profiled later in this report.  In particular, they contrast “working with” and “No one does it better”, saying that this Responsive concept comes across as less boastful than the Effectiveness concept.

(
Some participants, primarily those working in taxfiler services, liked the support statement, We are working to reduce the anxiety associated with dealing with the CRA.  They noted that some taxfilers do feel anxiety and that this can cause taxfilers to be reluctant to seek service from the CRA.


On the other hand, some participants working in the Audit and Collections areas noted that in their work some anxiety on the part of taxfilers can be helpful.

(
Some participants liked the support statement, We are working for the well-being of the country, because it points to the key roles of the CRA in collecting money to fund government programs and services, and in administering some benefit programs.

Perceived Issues

(
A significant issue for this brand positioning concept is a perceived gap between the commitment to taxfiler service expressed in the concept and perceived trends in how the CRA provides taxfiler service.  This issue is described in more detail in the next section, Gaps Relative to the CRA Right Now.

(
As noted above, some participants in Audit and Collections were cautious in their reactions to the Responsive concept.  They said that in their work they can only go so far in trying to meet the needs of the taxfiler, because they also have an obligation to enforce the rules and to collect taxes owing.


It was our impression these participants were sometimes more comfortable with characterizing their relation with taxfilers using the core values expressed in the Values concept – i.e., integrity, professionalism, and respect.  They viewed these values as consistent both with providing quality service and with meeting their obligations to enforce rules.

(
We are a responsive organization within our core capabilities:  “Responsive” was perceived to be a good concept with respect to providing service, but some participants were not sure what the “within our core capabilities” is about.  Several suggested the latter almost negates the message about responsiveness, because it implies that while the CRA is responsive in some areas it is not responsive in other areas.

(
We develop creative solutions to meet your needs:  A number of participants said that while this could apply to clients, it generally does not apply to individual taxfilers.  When dealing with individual taxfilers, the CRA generally cannot get “creative,” but rather must enforce the regulations.

Gaps Relative to the CRA Right Now

The strong commitment to client service expressed in the Responsive brand positioning was what many participants liked about the concept, but a number of participants also said they feel that in some ways the CRA has been reducing the level and quality of service provided to segments of the population that are not comfortable using the Internet.  Therefore, they perceive a mismatch between what the Responsive concept appears to promise and what the CRA has been doing in the recent past.

The recent change that particularly triggered the perceptions of reduction in client service was the elimination of walk-in counter service at CRA offices.  A number of participants felt this move particularly disadvantages taxfilers who are not able to use the CRA’s Internet-based services – for example, some seniors and some lower-income people.  

CONCEPT:  EFFECTIVENESS

This concept was presented to participants as follows:


Tax and benefits is our focus -- we live and breathe it.

No one does it better

(
Our knowledge of what works helps support tax and finance policy decisions

(
We help our clients get better results

(
We are working hard to reduce the burden and expense of tax/benefit administration

(
By making a simpler, user-friendly tax/benefit system, we foster greater voluntary compliance

Note:  in the Calgary and Vancouver focus groups, participants were also shown the following alternate heading:  CRA is about more than running a good tax/benefit administration . . . it’s about making it better

Overall appeal:  Overall, reactions to the Effectiveness concept were quite variable, often because participants interpreted different elements in different ways.  Participants tended to perceive this as a potentially good brand positioning with respect to clients, but were more variable in their opinion of it as a positioning for employees or taxfilers.  For example, some participants commented that the first three support statements could be appealing to clients, but are more problematic in the context of taxfilers.

Perceived Positive Elements

(
It was our impression that those who reacted positively to the positioning tended to be from the taxfiler services area.  And, it was our impression these participants tended to respond to key words in the four support statements:

--
“Knowledge” – implies CRA employees are knowledgeable;  this idea is also present in both versions of the heading.

--
“Help” – implies CRA employees are helpful.  More broadly, this – together with the “knowledge” element – is perceived to be a positive statement about the quality of service provided to taxfilers.

--
“Reduce burden” – the CRA is trying to make things easier for taxfilers.

--
“Simpler, user-friendly” – again, the CRA is trying to make things easier for the taxfiler.

It was our impression that participants who read the support statements more closely tended to be less positive about the appeal of the Effectiveness concept for taxfilers and employees, as can be seen in the issues with the concept described in the next section.

(
Participants tended to react positively to the alternate heading, CRA is about more than running a good tax/benefit administration . . . it’s about making it better:

--
This heading conveys the message that the CRA and its employees are good at what they do.

--
Unlike the original heading, the alternate heading is not perceived to be boastful.

--
Some participants liked the reference to tax/benefit administration in the heading of the concept because they perceive this as describing the core business of the CRA.


Note, though, that one participant suggested that associated with the Agency 2010 initiative the CRA may be moving into other areas – Canada Student Loan repayment being an example – that are neither tax nor benefit, and so questioned whether the phrase tax/benefit administration is the way the CRA should describe its business.

It should be noted that some participants liked the original heading, but they were in a minority.  Those who liked it said it conveys that the CRA and its employees are good at what they do, and it does so in a way they found “refreshingly non-government,” and appropriate in a context where the CRA will be trying to sell its services.

Perceived Issues

(
Many participants did not like the original heading for the concept, Tax and benefits is our focus -- we live and breathe it.  No one does it better.
--
We live and breathe it:  A number of participants were not comfortable with this describing them as employees – they felt it is excessive.  


Note that the idea of commitment was expressed in a different way in the French version of the heading, and did not elicit a perception of being excessive:  L’impôt et les prestations sont notre point de mire – c’est notre pain quotidian.  Personne ne nous égale.

--
No one does it better:
(
A number of participants did not like the perceived boastful tone of this statement.

(
A number of participants said that from the perspective of a taxfiler this does not look like a meaningful statement in the context of federal taxes, because “who else is there?”

(
Some participants suggested a client might take offense at this statement, because it could be seen as implying criticism of what the client is doing currently.

(
Our knowledge of what works helps support tax and finance policy decisions
Participants liked the knowledge of what works, but a number questioned whether the CRA helps support tax and finance policy decisions:  policy is not the mandate of the CRA, and in their view the CRA has only limited impact on what the Department of Finance does in the area of policy.

(
We help our clients get better results
--
Some participants lapsed into interpreting “client” to mean “taxfiler,” and questioned whether this statement is true.

--
Some participants who interpreted “client” as intended asked what data or metric is being used to support the claim of better results.

(
By making a simpler, user-friendly tax/benefit system, we foster greater voluntary compliance
--
Some participants said this can be true only up to a point, because the CRA does not control the legislation, and it is the legislation that tends to make the tax/benefit system inherently complex.  They were not comfortable incorporating a claim in the brand positioning over which the CRA has only limited control.

--
Some participants – particularly those working in the areas of Audit and Collections – questioned whether there really is any strong connection between “simpler, user-friendly” and greater voluntary compliance.  In their view, non-compliance is quite often driven by a desire to avoid paying tax, and is not a reaction to the complexity of compliance.

CONCEPT:  EFFICIENCY

This concept was presented to participants as follows:


CRA strives for efficiency

to maximize the value of your tax dollar
(
The scale and efficiency of our operations leads to cost savings

(
We help reduce duplication

(
We invest in the appropriate electronic processes

(
We minimize the burden

Overall appeal:  The majority of participants did not believe the Efficiency brand positioning concept would be appealing either for employees or taxfilers.  However, a number felt it might have appeal to other government clients to whom the CRA might try to market its services.

Perceived Positive Elements

(
Efficiency was widely perceived to be a good thing for an organization to strive for, up to a point.  A small number of participants ranked this concept high in terms of preference because they believed that taxfilers would like assurances of cost efficiency or because as employees they feel that efficiency and reducing duplication are very important.  However, for reasons described in the next section, the majority of participants felt that while efficiency is a good thing, it is not appropriate as the focus of the CRA’s brand positioning.

(
Several participants suggested the Efficiency concept might appeal more to business taxfilers than to individual taxfilers, on the grounds that efficiency and reduced duplication are more important to business.

Perceived Issues

(
As noted, many participants felt that efficiency is a good thing up to a point, but:

--
Many felt taxfilers care more about service and their experience of dealing with the CRA than with “inner workings” at the CRA, or with the CRA’s level of operational efficiency.

--
For employees, it is hard to get excited about efficiency as a central focus for the Agency.  

(
With regard to the phrase in the heading, maximize the value of your tax dollar, a number of participants essentially questioned whose tax dollar is being referred to.


If it is referring to the client’s tax dollar, the statement has credibility:  for example, by operating efficiently, the CRA can deliver services to clients in a more cost-efficient way.


However, if it is referring to the taxfiler’s tax dollar, a number of participants questioned the credibility of such a claim.  The CRA has no control over how the government spends tax dollars, and therefore is not in a position to control taxfiler perceptions of whether the value of their tax dollars is being maximized.

(
The Efficiency concept is not perceived to talk about quality of service to the taxfiler, but rather is all about efficiency and saving money.


Indeed a number of participants saw this positioning as having negative implications for service:  a greater emphasis on efficiency could lead to reductions in quality of service – which many indicated they would not want to happen.  For example, several participants referred to this as a “Wal-Mart” positioning, and one referred to it as a “discount airline” positioning.

(
We help reduce duplication
--
Some participants felt this support statement is too vague.

--
Some found the statement to be ambiguous because of lack of clarity over who is the intended target audience:  is this reduction of duplication for the taxfiler, or is it reduction of duplication for a client?

--
Participants in Montréal felt this statement is not appropriate for Quebec, because of the role of Revenu Quebec has played and will probably continue to play in the province.

(
We minimize the burden
--
Some participants felt this support statement is too vague.

--
Some suggested this statement may apply more to clients or to business taxfilers than to individual taxfilers.

--
Some participants questioned whether a reference to “burden” should be in a brand positioning, as they perceived it to state something negative about the CRA – that is, the CRA puts a “burden” on people.

Gaps Relative to the CRA Right Now

(
In response to the general theme of efficiency, and particularly in response to the support statement We invest in appropriate electronic processes, a number of participants made critical comments about the current state of the CRA’s internal computer systems.  These systems are perceived to be out-of-date, to be not sufficiently integrated, and to be slow to change.


Some participants did acknowledge that there are initiatives underway to improve the internal systems, but this is seen to be a long-term process.


APPENDIX

METHOD

Number/Location of Focus Groups

A total of ten 2-hour focus groups were conducted – five with management personnel, and five with non-management staff.

With regard to location, two focus groups were conducted in each of the following cities:  Halifax, Montréal, Toronto, Calgary and Vancouver.  In each city, one focus group was with management personnel, and one focus group was with non-management staff.

Recruiting and Incentives 

(
All recruiting and confirmations was done by the CRA.

(
There were 7 to 10 participants in each focus group.

(
Participants were not paid any honorarium, as all were Government of Canada employees, and all of the group discussions were held during the work day.

Participant Qualifications

As noted above, five of the groups were with management personnel, and five with non-management staff.

For each group, the CRA aimed for the following targets in its recruiting:

(
For each focus group with non-managers, participants were recruited from the following areas:  three from audit, three from client services, three from collections, and one other. 

(
Participants in the managers focus groups were team leaders and above, with representation from client services, audit, collections and one Tax Service Office Director per region.  

(
In all groups, there was a cross-section in terms of length of time in service and gender, and participants were recruited from both major and minor urban centres


ENGLISH DISCUSSION MATERIALS

CRA Brand Positioning Discussion Guide

1)
Introduction (10 minutes)

a)
Introduce self, and explain purpose of research:
The discussion today will be about seeking your input on issues associated with the CRA’s branding initiative that is being developed and implemented to support the Agency 2010 initiative.

You may think of branding as something that’s only for consumer-oriented companies like Nike and Coke.  But, more and more service organizations -- and public sector agencies -- are taking a branding approach in their business planning and marketing.  At its simplest, branding is about making a promise to your clients or consumers and then keeping it – everyday.  A good brand involves both functional promises and emotional ones.  You expect Tim Hortons’ to serve the coffee hot and the donuts fresh -- that’s the functional part.  But, you also expect a certain warmth, community spirit and down-to-earth quality.  You will never feel out of place in your schleppy clothes at Tim’s and no one will ever offer you a triple skinny latte there either.

The organizers of this project know that the CRA already has a brand -- that people already have an image of the CRA in their minds, or Revenue Canada as they keep calling it.  In most cases, it is a pretty good image.  Every year, the CRA’s annual survey shows that Canadians think the organization is honest, respectful and fair, and that its staff is professional.  So, the branding project is not starting from scratch, but rather with this pretty good image the CRA already has, and it will build from there.

Four alternative brand positionings have been developed for the CRA.  The four alternatives differ on the particular benefits, or promises, being emphasized.  

I’m going to show you the four alternative brand positionings for the CRA, and ask you for your opinions, and which of the four you think would be best for the CRA.

b)
Review group discussion procedures:
--
Role of moderator

--
No right or wrong answers

--
Confidentiality:  names will not appear in reports
--
Audio-taping (for use by moderator only)

--
Presence of observers from the CRA:  The people observing are from Communications, and are involved in developing and implementing the branding initiative.  I want to assure you that your managers are not observing.

--
Please turn off cell phones, pagers

c)
Participant self-introductions:  first name only, and general functional area

2)
Review CRA brand positioning concepts and complete questionnaires (25 minutes)

a)
Explain process:
Before we begin the discussion, I want to give you a chance to read the four alternative brand positioning concepts for the CRA, and to think about them for a bit.

I have each positioning concept printed on a page, together with some questions for you to answer to help you get your thoughts together.

After everyone has read the concepts and filled in the questionnaires, then we will start the group discussion.

b)
Self-completion questionnaire:

Pass out the questionnaires, and review the questions on the positioning concept questionnaire, and the rank order preference questionnaire.

With regard to the “appeal” question, explain:  When rating and ranking appeal of a particular brand positioning concept, please answer based on the brand positioning you would want the CRA to have as the CRA “moves into the future”.  It is possible there might be a concept that you rate as highly appealing, but which you do not feel describes the CRA very well right now.  That is OK, and there is a place on the questionnaire for you to rate how well it currently describes the CRA, and a place for you to note what sorts of internal changes the CRA would need to make to better support the positioning.

Explain about the positioning statements:  Please base your reactions on the ideas expressed in each positioning statement, and not so much on the particular words used.  The precise words used in any particular situation would vary based on the context, such as the communication medium, and the target group.  So, please react to the positioning concept, and not so much to the specific wording used.

Explanation of “client”:  The word “client” is used once in the positioning concepts, and the word is used to refer to other governments, such as a provincial government, or another government department to which the CRA might provide services.

Explanation of “taxfiler”:  “Taxfiler” refers both to taxfilers and benefit recipients.

Explain:

(
Do not worry about spelling and grammar;  these are just notes for yourself

(
No talking

(
You will have about 15 minutes

3)
Do preference vote (5 minutes)


Do votes on rank order preference:  for each CRA brand positioning concept ask how many ranked it 1st, and how many ranked it 4th
--
“Your order of preference, as a CRA employee”

-
“What you think taxfilers’ order of preference would be”


Use the voting pattern to decide on order of discussion;  the rule is to start the discussion with the less favoured concepts.

4)
Discuss each CRA brand positioning concept (75 minutes)

For each positioning concept:
(
Appeal

--
Among participants who ranked it 1st:  Why did you most prefer this of the four alternative CRA brand positioning concepts?


Everyone else:  What, if anything, appeals to you about this as a brand positioning for the CRA?

--
How do you think taxfilers would respond to this positioning for the CRA?  Do you think this positioning says things about the CRA that are important to taxfilers?  If you ranked this positioning #1 for taxfilers, why is that?


On the questionnaire for this concept, was your rating of the appeal to taxfilers the same as the rating of appeal to you?  If not, why not?

(
Issues

--
Is anything about this positioning option unclear?

--
Do you have any concerns with this as a positioning for the CRA?

Probes:
If ranked 4th overall from your perspective, why?


If ranked 4th overall from a taxfiler perspective, why?

(
How well describes the CRA now/changes required

--
Refer to the questionnaire for the concept, and do votes on the two ratings of “how well it describes the CRA right now” (“from your point of view”, “from the point of view of taxfilers”)


If the two ratings are different, why is that?

--
If ratings are less than “5” (“very well right now”):

In what ways/why does the CRA not completely fit this brand positioning right now:  from your perspective as a CRA employee?  from the perspective of taxfilers?

If the CRA were to adopt this positioning, will there need to be any changes in the CRA to better support the positioning?

5)
Wrap-up (5 minutes)

Refer participants to the rank order preference questionnaire:  Has anyone changed your rank ordering of the four alternative positioning concepts?  If yes, how and why?

Thank participants for their help and input.

Note:  If participants ask about availability of the report on this project:  The final report will be available to employees after it has been finalized.  To request a copy, send the request to your regional Director of Communications.

Concept F


CRA is about earning confidence and respect

for tax/benefit administration

(
Our rigorous approach to privacy and security enhances confidence

(
We serve you with integrity, professionalism and respect

(
We have system integrity

(
Our stability leads to greater confidence over the long-term

(
Trust in the tax/benefit system fosters greater voluntary compliance

APPEAL

(
Appeal to you:  that is, it describes key qualities that you, as a CRA employee, believe will be very important for the CRA to have as it moves into the future

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

(
Appeal to taxfilers:  that is, it describes key qualities that taxfilers want the CRA to have

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

HOW WELL IT DESCRIBES THE CRA RIGHT NOW

(
From your point of view -- that is, based on your knowledge as a CRA employee

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

(
From the point of view of taxfilers -- that is, based on their perceptions of the CRA

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

ISSUES

Is there anything unclear about this positioning?  Do you have any concerns with this as a positioning for the CRA?

POTENTIAL CHANGES REQUIRED TO SUPPORT THIS POSITIONING

If the CRA were to adopt this positioning, will there need to be any changes in the CRA to better support the positioning?  (e.g., changes to operations, service delivery, human resource practices, etc.)

Concept H


Tax and benefits is our focus -- we live and breathe it.

No one does it better

(
Our knowledge of what works helps support tax and finance policy decisions

(
We help our clients get better results

(
We are working hard to reduce the burden and expense of tax/benefit administration

(
By making a simpler, user-friendly tax/benefit system, we foster greater voluntary compliance

APPEAL

(
Appeal to you:  that is, it describes key qualities that you, as a CRA employee, believe will be very important for the CRA to have as it moves into the future

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

(
Appeal to taxfilers:  that is, it describes key qualities that taxfilers want the CRA to have

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

HOW WELL IT DESCRIBES THE CRA RIGHT NOW

(
From your point of view -- that is, based on your knowledge as a CRA employee

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

(
From the point of view of taxfilers -- that is, based on their perceptions of the CRA

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

ISSUES

Is there anything unclear about this positioning?  Do you have any concerns with this as a positioning for the CRA?

POTENTIAL CHANGES REQUIRED TO SUPPORT THIS POSITIONING

If the CRA were to adopt this positioning, will there need to be any changes in the CRA to better support the positioning?  (e.g., changes to operations, service delivery, human resource practices, etc.)

Concept M


CRA is working with you

(
We are a responsive organization within our core capabilities

(
You are important to us and we listen to your needs.  This is recognized in our practices

(
We develop creative solutions to meet your needs

(
We are working to reduce the anxiety associated with dealing with the CRA

(
We are working for the well-being of the country

(
Regardless of where you are in Canada -- we are accessible for you

APPEAL

(
Appeal to you:  that is, it describes key qualities that you, as a CRA employee, believe will be very important for the CRA to have as it moves into the future

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

(
Appeal to taxfilers:  that is, it describes key qualities that taxfilers want the CRA to have

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

HOW WELL IT DESCRIBES THE CRA RIGHT NOW

(
From your point of view -- that is, based on your knowledge as a CRA employee

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

(
From the point of view of taxfilers -- that is, based on their perceptions of the CRA

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

ISSUES

Is there anything unclear about this positioning?  Do you have any concerns with this as a positioning for the CRA?

POTENTIAL CHANGES REQUIRED TO SUPPORT THIS POSITIONING

If the CRA were to adopt this positioning, will there need to be any changes in the CRA to better support the positioning?  (e.g., changes to operations, service delivery, human resource practices, etc.)

Concept R


CRA strives for efficiency

to maximize the value of your tax dollar
(
The scale and efficiency of our operations leads to cost savings

(
We help reduce duplication

(
We invest in the appropriate electronic processes

(
We minimize the burden

APPEAL

(
Appeal to you:  that is, it describes key qualities that you, as a CRA employee, believe will be very important for the CRA to have as it moves into the future

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

(
Appeal to taxfilers:  that is, it describes key qualities that taxfilers want the CRA to have

	1
	2
	3
	4
	5



Not very
Very


appealing
appealing

HOW WELL IT DESCRIBES THE CRA RIGHT NOW

(
From your point of view -- that is, based on your knowledge as a CRA employee

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

(
From the point of view of taxfilers -- that is, based on their perceptions of the CRA

	1
	2
	3
	4
	5



Not very well
Very well


right now
right now

ISSUES

Is there anything unclear about this positioning?  Do you have any concerns with this as a positioning for the CRA?

POTENTIAL CHANGES REQUIRED TO SUPPORT THIS POSITIONING

If the CRA were to adopt this positioning, will there need to be any changes in the CRA to better support the positioning?  (e.g., changes to operations, service delivery, human resource practices, etc.)

RANK ORDER PREFERENCE FOR CRA POSITIONING

Concept F:
CRA is about earning confidence and respect for tax/benefit administration

Concept H:
Tax and benefits is our focus -- we live and breathe it.  No one does it better

Concept M:
CRA is working with you
Concept R:
CRA strives for efficiency to maximize the value of your tax dollar

Please rank the concepts in order of preference, from 1st to 4th (please write in concept letters)
(
Your order of preference, as a CRA employee:

1st:
_____

2nd:
_____

3rd:
_____

4th:
_____

(
What you think taxfilers’ order of preference would be:

1st:
_____

2nd:
_____

3rd:
_____

4th:
_____


FRENCH DISCUSSION MATERIALS

Guide de discussion

Positionnement de la marque ARC 

(Agence du Revenu du Canada) 

1)
Introduction (10 minutes)

a)
Présentez-vous et expliquez le but de ce projet de recherche :
Au cours de la discussion d’aujourd’hui, nous tenterons de connaître vos commentaires sur des questions reliées au projet d’image de marque de l’ARC qui est présentement élaborée et  implantée pour appuyer l’Agence 2010.

Vous pourriez penser que l’image de marque  est quelque chose qui n’est destiné qu’aux entreprises axées sur les consommateurs, comme Nike et Coke.   Cependant, de plus en plus d’entreprises de service, et d’organismes du secteur public, adoptent une approche d’image de marque dans  leurs plans d’affaire et leur mise en marché.  Dans sa plus  simple expression, l’image de marque  consiste à faire une promesse à vos clients ou consommateurs, puis à la tenir…jour après jour..  Une bonne marque englobe à la fois des promesses fonctionnelles et des promesses émotionnelles.  Vous vous attendez à ce que Tim Horton serve du café chaud et des beignes frais; il s’agit là de la partie fonctionnelle.   Vous vous attendez également à une certaine chaleur, à un esprit communautaire et à une qualité terre-à-terre.  Vous ne vous sentirez jamais au mauvais endroit vêtu de vos vêtements décontractés chez Tim et personne ne vous offrira non plus un triple café latte minuscule.

Les organisateurs de ce projet savent que l’ARC a déjà une marque – que les gens ont déjà une image de l’ARC dans leur esprit ou une image de Revenu Canada, comme on continue de l’appeler. Dans la plupart des cas, c’est une assez bonne image.  Chaque année, le sondage annuel de l’ARC démontre que, d’après les Canadiens, l’organisme est honnête, respectueux et équitable et que son personnel est professionnel. Donc, le projet  d’image de marque ne débute pas à zéro, mais plutôt avec  l’assez bonne image dont l’ARC jouit déjà.   C’est donc le point de départ à partir duquel l’image de marque sera édifiée.

Quatre énoncés de positionnement ont été conçus pour l’ARC. Ces quatre choix de positionnement se distinguent en mettant l’emphase sur des bénéfices spécifiques ou sur des promesses distinctes. 

Je vais vous montrer les quatre choix de positionnement pour l’ARC et vous demander votre opinion et discuter lequel des quatre est le meilleur pour l’ARC selon vous. 

b)
Passez les procédures de la discussion de groupe en revue :
--
rôle  de l’animatrice

--
pas de bonnes ni de mauvaises réponses

--
confidentialité :  pas de noms dans les rapports
--
enregistrement sur cassette audio (pour usage par l’animatrice seulement)

--
 présence des observateurs de l’ARC : les observateurs sont des gens du service des Communications qui travaillent au développement et à la mise en application du projet d’image de la marque. Je veux vous assurer que vos directeurs ne vous observent pas.

--
Veuillez éteindre les téléphones cellulaires et les télé-avertisseurs SVP.

c)
Les participants se présentent eux-mêmes :  prénom seulement et fonctions générales/secteur d’activité 

2) Revoir les concepts de positionnement de l’ARC et completer le questionnaire

 
(25 minutes)

a)
Expliquer la marche à suivre:
Avant de commencer la discussion, je veux vous donner la chance de lire les quatre choix de positionnements et d’y penser pendant un moment. 

Chaque positionnement est imprimé sur une page avec des questions auxquelles j’aimerais que vous répondiez afin de bien cerner votre pensée. 

Nous commencerons la discussion de groupe lorsque tout le monde aura lu les concepts et rempli les questionnaires.

b)
Questionnaire individuel/auto-administré:

Distribuer les questionnaires et passer en revue les questions sur les concepts de positionnement et le questionnaire sur l’ordre de préférence. 

Pour ce qui attrait aux questions sur l’attrait, expliquer : lorsque vous évaluez et classez par ordre d’importance l’attrait de chaque concept de positionnement, veuillez vous baser sur le positionnement de marque que vous voudriez que l’ARC ait alors qu’elle s’engage dans l’avenir. En ce sens, il est possible que vous donniez une cote d’attrait élevée à un concept même si vous croyez qu’il ne décrit pas très bien ce qu’est l’ARC présentement. C’est correct, puisqu’il y a aussi un endroit dans le questionnaire où vous inscrirez jusqu’à quel point vous trouvez que l’énoncé décrit l’ARC comme elle est présentement et un autre endroit où vous indiquerez quels types de changements l’ARC devrait faire à l’interne pour mieux supporter cet énoncé de positionnement. 

Explication au sujet des énoncés de positionnement: SVP baser vos réactions sur les idées exprimées dans chaque énoncé de positionnement plutôt que sur le choix de mots utilisés. Les mots précis qui seraient utilisés dans chaque situation spécifique varieraient selon le contexte, par exemple, selon le média de communication utilisé ou l’auditoire ciblé. Donc, SVP, veuillez réagir au concept ou à l’idée exprimée dans chaque positionnement plutôt qu’au choix de mots utilisés pour l’exprimer. 

Explication de “client” : le mot « client » est utilisé une fois dans les concepts de positionnement et le mot se refère alors à d’autres gouvernements tels des gouvernements provinciaux ou d’autres ministères auxquels l’ARC pourrait fournir des services. 

Explication de « contribuables » : le mot contribuable fait à la fois référence aux contribuables et aux bénéficiaires des programmes de prestation que vous administrez. 

Expliquer:

(
Ne vous préoccupez pas de l’orthographe et de la grammaire, ce sont simplement des notes pour vous-même

(
SVP, ne parlez pas entre vous 

(
Vous avez environ 15 minutes 

3)
Vote de préférence (5 minutes)


Prendre le vote sur l’ordre de préférence: pour chaque concept de positionnement de l’ARC demander combien l’ont classé 1er et combien l’ont classé 4ème 

--
“Votre ordre de préférence comme employé de l’ARC”

-
“Ce que vous croyez que sera l’ordre de préférence des contribuables”


Utiliser les résultats du vote pour decider de l’ordre à suivre dans la discussion : la règle consiste à démarrer la discussion par le concept le moins aimé. 

4)
Discuter chaque concept de positionnement de l’ARC (75 minutes)

Pour chaque concept:
(
Attrait

--
Aux participants qui le classent 1er : Pourquoi préférez-vous ce concept-ci parmi les quatre choix de positionnements pour l’ARC?


A tous les autres participants : Qu’est-ce qui vous attire dans ce positionnement de marque pour l’ARC, s’il y a quelque chose qui vous attire?

--
Comment croyez-vous que les contribuables réagiraient à ce positionnement pour l’ARC? Croyez-vous que ce positionnement dit quelque chose d’important à propos de l’ARC pour les contribuables? Si vous avez retenu cet énoncé comme premier choix pour les contribuables, pourquoi l’avez-vous choisi? 


Sur le questionnaire concernant ce concept, est-ce que vous avez donné le même ordre de préférence pour l’attrait de ce concept pour les contribuables et pour vous-même? Si non, pourquoi pas?

(
Problématiques 

--
Est-ce qu’il y a quoique ce soit qui n’est pas clair au sujet de cet énoncé de positionnement?

--
Est-ce que vous avez quelque crainte ou inquiétude que ce soit au sujet de cet énoncé de positionnement pour l’ARC?

Sonder:
Si vous l’avez personnellement classé 4ème globalement, pourquoi?


Si vous l’avez classé 4ème du point de vue des contribuables, pourquoi?

(
Jusqu’à quel point décrit-il bien l’ARC actuel/changements requis 

--
En se référant au questionnaire de ce concept, prendre le vote sur les évaluations de : « jusqu’à quel point est-ce que ça décrit bien l’ARC actuel » (« à votre avis personnel »,  « du point de vue des contribuables ») 


Si les deux classements sont différents, pourquoi?

--
Si les cotes sont inférieures à 5 (très bien présentement) 

De quelle façon/comment est-ce que l’ARC ne correspond pas totalement à cet énoncé de positionnement en ce moment : à votre avis, en tant qu’employé de l’ARC? du point de vue des contribuables?

Si l’ARC adoptait ce positionnement, est-ce qu’il devrait y avoir des changements à faire à l’ARC afin de pouvoir mieux soutenir ce positionnement?

5)
Conclusion (5 minutes)

En vous référant au questionnaire sur l’ordre de préférence: Est-ce que quelqu’un changerait son ordre de classement initial des quatre choix de concepts de positionnement? Si oui, comment et pourquoi?

Remercier les participants de leur aide et de leur contribution. 

Note:  Si les participants s’enquierrent au sujet de la disponibilité du rapport de ce projet. Le rapport sera disponible lorsque final. Pour en obtenir une copie, veuillez envoyer une demande à votre directeur régional des communications. 

Concept F


L’ARC vise à gagner la confiance et le respect aux fins 

de l’administration de l’impôt et des prestations 

(
Notre approche rigoureuse en matière de protection des renseignements personnels et de sécurité accroît la confiance à notre égard. 

(
Notre vous servons avec intégrité, professionalisme et respect.  

(
Notre système est intègre. 

(
Notre stabilité suscite une plus grande confiance à long terme. 

(
La confiance en notre régime fiscal et de prestations favorise un plus grand taux d’observation volontaire. 

ATTRAIT

(
Attrait pour vous:  c’est-à-dire que ça décrit des qualités clef que vous croyez, en tant qu’employé de l’ARC, qu’il sera très important que l’ARC ait alors qu’elle s’engage dans l’avenir

	1
	2
	3
	4
	5



Pas très attrayant                                                                                           Très attrayant 

(
Attrait pour les contribuables:  c’est-à-dire que ça décrit des qualités clef que les contribuables veulent que l’ARC ait

	1
	2
	3
	4
	5



Pas très attrayant
Très attrayant 

JUSQU’À QUEL POINT EST-CE UNE BONNE DESCRIPTION DE L’ARC EN CE MOMENT 

(
À votre avis personnel -- c’est-à-dire en vous basant sur ce que vous savez de l’ARC en tant qu’employé 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

(
Du point de vue des contribuables – c’est-à-dire en vous basant sur leurs perceptions de l’ARC en ce moment 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

PROBLÉMATIQUES 

Y a-t-il quelque chose qui n’est pas clair à propos de cet énoncé de positionnement? Avez-vous des craintes ou inquiétudes à propos de cet énoncé comme positionnement de marque pour l’ARC?

CHANGEMENTS POTENTIELS REQUIS POUR SOUTENIR CE POSITIONNEMENT 

Si l’ARC adoptait ce positionnement, devra-t-il y avoir des changements à l’ARC afin de mieux soutenir ce positionnement? (Par exemple des changements dans le fonctionnement/les opérations, dans la façon de donner les services, dans les pratiques en matière de ressources humaines, etc.)

Concept H


L’impôt et les prestations sont notre point de mire – 

c’est notre pain quotidien. Personne ne nous égale.

(
Nous savons ce qui fonctionne et cela nous aide à appuyer les décisions prises à l’égard des politiques fiscales et financières. 

(
Nous aidons nos clients à obtenir de meilleurs résultats. 

(
Nous déployons de grands efforts en vue de réduire le fardeau administratif et les dépenses touchant l’administration de l’impôt et des prestations.  

(
En réalisant un régime fiscal et de prestations plus simple et plus convivial, nous favorisons un plus grand taux d’observation volontaire. 

ATTRAIT

(
Attrait pour vous:  c’est-à-dire que ça décrit des qualités clef que vous croyez, en tant qu’employé de l’ARC, qu’il sera très important que l’ARC ait alors qu’elle s’engage dans l’avenir

	1
	2
	3
	4
	5



Pas très attrayant                                                                                           Très attrayant 

(
Attrait pour les contribuables:  c’est-à-dire que ça décrit des qualités clef que les contribuables veulent que l’ARC ait

	1
	2
	3
	4
	5



Pas très attrayant
Très attrayant 

JUSQU’À QUEL POINT EST-CE UNE BONNE DESCRIPTION DE L’ARC EN CE MOMENT 

(
À votre avis personnel -- c’est-à-dire en vous basant sur ce que vous savez de l’ARC en tant qu’employé 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

(
Du point de vue des contribuables – c’est-à-dire en vous basant sur leurs perceptions de l’ARC en ce moment 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

PROBLÉMATIQUES 

Y a-t-il quelque chose qui n’est pas clair à propos de cet énoncé de positionnement? Avez-vous des craintes ou inquiétudes à propos de cet énoncé comme positionnement de marque pour l’ARC?

CHANGEMENTS POTENTIELS REQUIS POUR SOUTENIR CE POSITIONNEMENT 

Si l’ARC adoptait ce positionnement, devra-t-il y avoir des changements à l’ARC afin de mieux soutenir ce positionnement? (Par exemple des changements dans le fonctionnement/les opérations, dans la façon de donner les services, dans les pratiques en matière de ressources humaines, etc.)

Concept M


L’ARC travaille avec vous 
(
Nous sommes une organisation réceptive en fonction de nos capacités de base. 

(
Vous êtes important pour nous et nous sommes à l’écoute de vos besoins. Nos pratiques le prouvent. 

(
Nous élaborons des solutions créatives afin de répondre à vos besoins. 

(
Nous tâchons de réduire l’anxiété associée au fait de traiter avec l’Agence du revenu du Canada (ARC). 

(
Nous travaillons pour le bien-être du pays. 

(
Peu importe où vous vous trouvez au Canada – nous sommes à votre disposition. 

ATTRAIT

(
Attrait pour vous:  c’est-à-dire que ça décrit des qualités clef que vous croyez, en tant qu’employé de l’ARC, qu’il sera très important que l’ARC ait alors qu’elle s’engage dans l’avenir

	1
	2
	3
	4
	5



Pas très attrayant                                                                                           Très attrayant 

(
Attrait pour les contribuables:  c’est-à-dire que ça décrit des qualités clef que les contribuables veulent que l’ARC ait

	1
	2
	3
	4
	5



Pas très attrayant
Très attrayant 

JUSQU’À QUEL POINT EST-CE UNE BONNE DESCRIPTION DE L’ARC EN CE MOMENT 

(
À votre avis personnel -- c’est-à-dire en vous basant sur ce que vous savez de l’ARC en tant qu’employé 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

(
Du point de vue des contribuables – c’est-à-dire en vous basant sur leurs perceptions de l’ARC en ce moment 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

PROBLÉMATIQUES 

Y a-t-il quelque chose qui n’est pas clair à propos de cet énoncé de positionnement? Avez-vous des craintes ou inquiétudes à propos de cet énoncé comme positionnement de marque pour l’ARC?

CHANGEMENTS POTENTIELS REQUIS POUR SOUTENIR CE POSITIONNEMENT 

Si l’ARC adoptait ce positionnement, devra-t-il y avoir des changements à l’ARC afin de mieux soutenir ce positionnement? (Par exemple des changements dans le fonctionnement/les opérations, dans la façon de donner les services, dans les pratiques en matière de ressources humaines, etc.)

Concept R


L’ARC s’efforce d’être efficace afin d’optimiser la valeur 

de votre dollar fiscal. 
(
La portée et l’efficacité de nos opérations entraînent des économies. 

(
Nous contribuons à réduire le chevauchement des tâches. 

(
Nous investissons dans les processus électroniques appropriés. 

(
Nous allégeons le fardeau administratif. 

ATTRAIT

(
Attrait pour vous:  c’est-à-dire que ça décrit des qualités clef que vous croyez, en tant qu’employé de l’ARC, qu’il sera très important que l’ARC ait alors qu’elle s’engage dans l’avenir

	1
	2
	3
	4
	5



Pas très attrayant                                                                                           Très attrayant 

(
Attrait pour les contribuables:  c’est-à-dire que ça décrit des qualités clef que les contribuables veulent que l’ARC ait

	1
	2
	3
	4
	5



Pas très attrayant
Très attrayant 

JUSQU’À QUEL POINT EST-CE UNE BONNE DESCRIPTION DE L’ARC EN CE MOMENT 

(
À votre avis personnel -- c’est-à-dire en vous basant sur ce que vous savez de l’ARC en tant qu’employé 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

(
Du point de vue des contribuables – c’est-à-dire en vous basant sur leurs perceptions de l’ARC en ce moment 

	1
	2
	3
	4
	5



Pas tellement bien en ce moment 
Très bien en ce moment 

PROBLÉMATIQUES 

Y a-t-il quelque chose qui n’est pas clair à propos de cet énoncé de positionnement? Avez-vous des craintes ou inquiétudes à propos de cet énoncé comme positionnement de marque pour l’ARC?

CHANGEMENTS POTENTIELS REQUIS POUR SOUTENIR CE POSITIONNEMENT 

Si l’ARC adoptait ce positionnement, devra-t-il y avoir des changements à l’ARC afin de mieux soutenir ce positionnement? (Par exemple des changements dans le fonctionnement/les opérations, dans la façon de donner les services, dans les pratiques en matière de ressources humaines, etc.)

ORDRE DE PRÉFÉRENCE DES ÉNONCÉS DE POSITIONNEMENT POUR L’ARC

Concept F:
L’ARC vise à gagner la confiance et le respect aux fins de l’administration de l’impôt et des prestations 

Concept H:
L’impôt et les prestations sont notre point de mire – c’est notre pain quotidien. Personne ne nous égale.
Concept M:
L’ARC travaille avec vous 

Concept R:
L’ARC s’efforce d’être efficace afin d’optimiser la valeur de votre dollar fiscal
Veuillez classer les concepts par ordre de préférences du premier au quatrième 

(SVP, inscrire la lettre qui correspond au concept)
(
Votre  ordre de préférence en tant qu’employé de l’ARC:

1st:
_____

2nd:
_____

3rd:
_____

4th:
_____

(
Ce que vous croyez être l’ordre de préférence des contribuables:

1st:
_____

2nd:
_____

3rd:
_____

4th:
_____
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