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Executive Summary  
 
Background 
 
The Canada Revenue Agency (CRA) is launching Phase VII of the Tax Relief Measures national 
advertising campaign which is scheduled to run from February 7th to March 31st, 2014.  The advertising 
campaign will feature two components – one related to the Children’s Fitness Tax Credit and the other 
to the First-time Donor’s Super Credit. Specific campaign objectives include encouraging Canadians: 
 

 to take advantage of the tax relief measures that they may be entitled to when they file their returns; 

 to file their returns online; and 

 to sign up for direct deposit to get their refunds. 
 
To ensure a successful campaign, the CRA undertook qualitative research in order to obtain feedback 
from the target audience. Three creative concepts were submitted by an advertising agency for each 
component. The campaign will involve a range of advertising media, but during the research a TV and a 
print ad were reviewed. As a result, for each component six ads were reviewed – a TV ad and a print 
ad for each of the three concepts. This feedback was used to assess the relative effectiveness of the 
creative concepts and to inform decisions related to the selection of the most effective creative concept 
and assist with the finalization of creative elements for the ads. The specific research objectives 
included: 
 

 assess the strengths and weaknesses of three creative approaches developed by the advertising 
firm; 

 determine which approach is strongest in terms of communicating the ad campaign’s intended 
messages; and  

 identify ways in which the various ads might be revised to improve their effectiveness. 
 
In October 2013, Phase 5 Consulting Group Inc. was engaged to conduct this research on behalf of the 
Canada Revenue Agency.   
 
Approach  
 

The overall approach to the work included conducting six focus groups. In total 49 members of the 
general public participated in the sessions. Two groups were held in each of Toronto (English), 
Winnipeg (English) and Montreal (French) and 8 to 9 participants attended each session. All focus 
groups were conducted in professional focus group facilities.  
 
Readers are reminded that the results of qualitative research are not statistically representative. 
They therefore cannot be generalized to a wider population and represent only the perceptions 
and opinions of a select group. However, this approach permitted a solid assessment of the 
concepts relative to the research objectives. The group discussions allowed for deep probing and 
contextual feedback that enabled the researcher to fully explore the reasons why certain creative 
approaches were preferred over others, and seek and develop solutions to any issues raised. This 
provided useful information for moving forward with the creative concepts for the proposed advertising 
campaign. 
 

The total (actual) cost of this research project was is $50,387.65 (HST included).   
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The Children’s Fitness Tax Credit Ads 
 
The three concepts tested related to the Children’s Fitness Tax Credit ads included Self Esteem, Nice 
to be Acknowledged, and Trophy Talk.     
 
Overall Reactions  

 
Self Esteem performed very strongly and was the most preferred concept overall. 

 Self Esteem was the most preferred concept. It was ranked first by over half of the participants and 
first or second by the vast majority. It was the most preferred concept in Toronto and Montreal and 
the second most preferred in Winnipeg. Nice to be Acknowledged ranked second overall. It was 
ranked first by one third of participants, and first or second by half, and was the most preferred in 
Winnipeg. Trophy Talk ranked third overall.     

 

 For each creative concept, participants were asked to rate seven creative elements. The Self 
Esteem concept was the most highly rated for all seven metrics. It received very strong ratings for 
overall effectiveness, having a good tone, ability to catch attention and clearly communicating key 
messages. Nice to be Acknowledged was rated second most highly overall, while Trophy Talk was 
rated lowest for six of the seven metrics.   

Specific Feedback on Each Concept 
 
Self Esteem:  This concept was very well received. The reason for its strong performance was, in large 
part, due to an overall approach that employed the following aspects that were supported by 
respondents. 

 The ads focused on a child / children involved in a realistic and familiar fitness activity. This 
encouraged fitness among youth and was strongly connected to the subject matter of the 
advertisement. 

 Parents were included in the ads, but in a listening or helping role. They were not the centre of 
attention. 

 The ads were upbeat, enthusiastic and depicted children having fun.   

 The loveable nature of the child in the TV ad, along with a touch of humour, effectively drew and 
maintained attention. 

Most were also touched emotionally by the ads. Both, but particularly the TV ad, generated a positive 
and warm feeling. 
 
Nice to be Acknowledged: This concept received a mixed reaction – generally speaking the TV ad 
was not well received and the print ad was well received.   

 The TV ad illustrated that for this campaign a scenario that focuses on parents (not children) and is 
‘too far-fetched’ is less likely to be well received and resonate with viewers. In contrast, as in the 
print ad, an ad that shows a child taking part in a familiar activity and involves a parent in a ‘helping’ 
and less prominent role is more likely to be well received.   

 The TV ad was not generally regarded as compelling, however, the print ad, particularly the phrase 
- You tied his skates 4,351 times. We give you credit - was more successful at drawing attention.   

 The print ad did touch some by generating a sense of belonging and fond memories.  However, few 
related strongly to the TV ad so it did not generate any consistent or significant positive emotion.   

 
Trophy Talk:  This concept was the least preferred. Although several liked the idea of using animated 
trophies, the presentation of the TV ad was regarded as too complicated and hard to follow. The 
image used in the print ad was also regarded as confusing and cluttered. The complexity of both ads 
had a negative impact on their ability to draw attention and generate an emotive response. 
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Participants did appreciate that both ads included a range of sports / activities thereby giving a better 
sense of the range of eligible activities.   
 

The First-time Donor’s Super Credit Ads 
 
The three concepts tested related to the First-time Donor’s Super Credit ads included Anonymous, 
Flight of the Ribbons, and Nice to be Acknowledged.     
 
Overall Reactions  

 
The Anonymous concept was ranked as the most preferred concept and was well received.  
Generally speaking, Flight of the Ribbons also received positive feedback, while Nice to be 
Acknowledged was clearly the least preferred. 

 Anonymous was the most preferred concept overall. It was ranked first by over half of the 
participants and first or second by the vast majority. It was the preferred concept in Montreal and 
Winnipeg but similar to Flight of the Ribbons in Toronto. Flight of the Ribbons ranked second 
overall. It was ranked first by almost one third of participants and first or second by a strong 
majority. It ranked similar to Anonymous in Toronto, was the second most preferred in Winnipeg 
and Montreal. Nice to be Acknowledged ranked third overall.     

 

 For each creative concept, participants were also asked to rate seven creative elements. In this 
case Anonymous and Flight of the Ribbons received very similar rankings across all metrics with 
Anonymous receiving a slightly higher ranking for motivating participants to learn more about tax 
credits and Flight of the Ribbons scoring slightly higher on being appealing and personally relatable. 
Nice to be Acknowledged ranked third on all metrics, receiving the lowest ratings for being 
personally relatable and appealing.   

 
Specific Feedback on Each Concept 
 
Anonymous: The overall approach to the Anonymous concept was the key reason for its appeal. The 
approach, which featured a range of charities (e.g. assistance for animals, children, the elderly and the 
homeless) and the results of making a charitable donation was easy to relate to and regarded as 
realistic. Many also liked the idea of the donations being anonymous, emphasizing that donating to 
charity is not about receiving praise or recognition, but about helping those in need. As such, this theme 
was regarded as an appropriate foundation for the ads.   
 
The Anonymous concept also appeared to generate the strongest emotional connection. In some cases 
the reaction was positive as respondents were warmed by the scenes of those receiving help. A few 
had a mixed reaction as they were warmed by those receiving help, but saddened by the reminder of 
the range of people and animals in need.   
 
Flight of the Ribbons: Generally speaking, this concept was well received. The depiction of the idea 
that ‘by doing something good, good will be returned to you’ was well received. Participants liked that 
the ads encouraged charitable donations, depicted a range of charities and focused on ‘doing good’. 
Several also found the ads visually appealing and creative. Those who quickly grasped the concept 
found the ad compelling and many commented that the use of colour, movement and images used in 
the TV ad effectively attracted attention. However, some found the concept unclear and confusing. For 
example, as the TV ad was playing some participants were not sure what was happening and what the 
ribbons were intended to imply. As a result, the overall reactions to the concept were polarized, i.e. 
some really liked it, while others did not relate to it. In addition, the concept appears harder to portray in 
a static print advertisement.    
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Those who related to the concept stated that it created a very upbeat and positive feeling that made 
them feel good. They did state that the print ad was less effective at generating the positive feeling. 
Those who did not relate to the ad, regarded it as merely informational. 
 
Nice to be Acknowledged: This concept was clearly the least preferred. Although the key message 
related to the tax credit is communicated, the exaggerated scenario that focused on acknowledging the 
donor was not deemed to be a strong or appropriate focus for the ad campaign. Although some stated 
the exaggerated scenario, the element of surprise and the use of humour drew their attention, most 
stated this concept did not resonate with them. Some who ranked it highly did so only because there 
was additional detail on the description of the tax credit. However, this could be easily inserted into a 
more preferred concept. Some of the elements that were liked included targeting young adults and the 
message that any donation, big or small, is valued.   
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Sommaire exécutif  
 
Contexte 
 
L’Agence du revenu du Canada (ARC) a lancé la phase 7 de sa campagne publicitaire nationale sur les 
mesures d’allègement fiscal, diffusée du 7 février au 31 mars 2014. La campagne vise deux thèmes : le 
crédit d’impôt pour la condition physique des enfants et le super crédit pour premier don de 
bienfaisance. Les principaux objectifs consistent à encourager les Canadiens à : 
 

 profiter des allègements fiscaux auxquels ils ont droit au moment de produire leurs déclarations de 
revenus; 

 produire leurs déclarations de revenus en ligne; 

 s’inscrire au dépôt direct afin d’obtenir leurs remboursements. 
 
Pour assurer le succès de sa campagne, l’ARC a entrepris une recherche qualitative dans le but de 
recueillir des commentaires de son public cible. Une agence de publicité a présenté trois (3) concepts 
publicitaires sur chacun des thèmes. Divers médias ont été utilisés, mais aux fins de la recherche, une 
publicité télévisée et une publicité imprimée ont été passées en revue. Au total, six (6) publicités ont été 
présentées, c.-à-d. une publicité télévisée et une publicité imprimée pour chacun des trois (3) concepts. 
Les commentaires recueillis ont permis de mesurer l’efficacité des concepts publicitaires, de 
sélectionner les meilleurs concepts et de finaliser les éléments créatifs. Les principaux objectifs de la 
recherche étaient les suivants :  
 

 évaluer les bons et les mauvais côtés des trois (3) concepts publicitaires élaborés par l’agence de 
publicité; 

 déterminer quelle est la meilleure approche pour transmettre les messages que la campagne tente 
de véhiculer;  

 déterminer quelles sont les méthodes à utiliser pour modifier les concepts de manière à accroître 
leur efficacité. 

 
En octobre 2013, Phase 5 Consulting Group Inc. a été retenue pour mener cette recherche au  nom de 
l’Agence de revenu du Canada.   
 
Méthode de recherche  
 

L’approche globale consistait à diriger six (6) groupes de discussion. Au total, 49 membres du grand 
public ont participé aux séances. Deux (2) groupes de 8 à 9 participants se sont réunis dans chacune 
de ces villes : Toronto (en anglais), Winnipeg (en anglais) et Montréal (en français). Toutes les séances 
se sont déroulées dans des installations de recherche professionnelles.   
 
Nous rappelons aux lecteurs que les résultats de la recherche qualitative ne sont pas 
représentatifs d’un point de vue statistique. Ils ne peuvent donc pas être généralisés pour 
inclure un plus vaste auditoire et représentent uniquement les perceptions et les opinions d’un 
groupe restreint d’individus. Cette approche a toutefois permis de bien évaluer les concepts en lien 
avec les objectifs de la recherche. Les discussions de groupes ont permis d’approfondir chacun des 
concepts et de recueillir des commentaires contextuels qui ont permis au chercheur d’examiner les 
raisons pour lesquelles certains concepts publicitaires ont eu plus de succès que d’autres, et de trouver 
des solutions aux problèmes mentionnés. De précieux renseignements ont ainsi pu être recueillis et 
permettront à l’Agence d’aller de l’avant avec la campagne publicitaire. 
 

Le coût total de la recherche est de 50,387.65 $ (TVH incluse).   
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Publicité sur le crédit d'impôt pour la condition physique des enfants 
 
Les trois (3) concepts relatifs au crédit d’impôt pour la condition physique des enfants qui ont été 

évalués sont les suivants : Estime de soi, Être apprécié, ça fait plaisir, et Les trophées parlent.     

 
Réactions globales  

 
Estime de soi s’est particulièrement distingué et est ressorti gagnant parmi tous les groupes. 

 Estime de soi a été le favori. Plus de la moitié des participants l’ont classé au premier rang, et la 
vaste majorité lui a décerné la première ou la deuxième place. À Toronto et Montréal, le concept 
s’est classé au premier rang. Il est arrivé bon deuxième à Winnipeg. Être apprécié, ça fait plaisir 
s’est classé au deuxième rang parmi tous les groupes. Un tiers des participants l’a préféré aux 
autres concepts, alors que la moitié lui a décerné la première ou la deuxième place. À Winnipeg, il 
a fait l’unanimité. Les trophées parlent a été relégué au troisième rang parmi tous les groupes.     

 

 Pour chacun des concepts publicitaires, les participants ont évalué sept (7) aspects créatifs. Le 
concept Estime de soi l’a remporté sur tous les aspects. Il a reçu une note très élevée pour son 
efficacité, le ton du message, sa capacité à attirer l’attention et la communication des messages 
clés. Être apprécié, ça fait plaisir s’est classé au deuxième rang, alors que Les trophées parlent 
s’est retrouvé au dernier rang pour six (6) des sept (7) aspects évalués.   

Commentaires sur chacun des concepts 
 
Estime de soi : Ce concept a suscité des réactions très favorables, en grande partie en raison de son 
approche globale et des aspects ci-dessous, qui ont plu aux participants.  

 Les publicités mettaient en vedette un ou plusieurs enfants pratiquant une activité physique de tous 
les jours, encourageant ainsi les jeunes à bouger, en plus d’avoir un lien direct avec le thème de la 
publicité. 

 Les parents étaient également présents dans les publicités. Plutôt que d’être le centre d’attention, 
ils étaient au second plan, à l’écoute ou donnant leur appui. 

 Les publicités étaient dynamiques et excitantes, et mettaient en vedette des enfants qui s’amusent.   

 Le caractère charmant de l’enfant dans la publicité, combiné à une touche d’humour, a capté 
l’attention et l’a maintenue.  

Les publicités ont également touché une corde sensible chez la majorité des participants. Les deux 
concepts, en particulier la publicité télévisée, ont suscité des réactions chaleureuses et favorables. 
 
Être apprécié, ça fait plaisir : Ce concept a suscité diverses réactions. De façon générale, les 
participants n’ont pas apprécié la publicité télévisée, mais ont bien aimé la version imprimée.   

 La publicité télévisée mettait à l’avant-plan les parents (plutôt que les enfants) et a été qualifiée 
d’exagérée. Elle n’a pas rejoint les auditeurs. À l’opposé, la publicité imprimée qui montre un enfant 
pratiquant une activité de tous les jours et le parent dans un rôle de soutien a été mieux accueillie.   

 De façon générale, la publicité télévisée n’a pas été jugée attrayante. Toutefois, la publicité 
imprimée, et en particulier la phrase « Vous avez attaché ses patins 4 351 fois. On vous en donne 
le crédit! » a attiré l’attention.   

 La publicité imprimée a touché les participants en faisant ressurgir un sentiment d’appartenance et 
de bons souvenirs. Peu de participants se sont reconnus dans la publicité télévisée, qui n’a suscité 
aucune émotion très positive ou partagée parmi les répondants.   

 
Les trophées parlent : Ce concept s’est retrouvé au dernier rang. Bien que plusieurs aient apprécié 
l’idée d’utiliser des trophées animés, la présentation a été jugée trop compliquée et difficile à 
comprendre. Selon plusieurs, l’image comportait trop d’éléments et semait la confusion. La complexité 
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des deux publicités a eu un effet négatif puisque celles-ci n’ont pas su attirer l’attention ou émouvoir 
l’auditoire. Les participants ont cependant apprécié le fait que dans les deux cas, on présentait un 
éventail d’activités, sportives et autres. Ils ont ainsi pu en apprendre davantage sur la gamme des 
activités admissibles au crédit d’impôt.  
 

Publicités sur le super crédit pour premier don de bienfaisance 
 
Les trois concepts évalués relativement au super crédit pour premier don de bienfaisance étaient les 
suivantes : Anonyme, Parade de rubans, and Être apprécié, ça fait plaisir.     
 
Réactions globales  

 
Le concept Anonyme a été bien accueilli et s’est classé au premier rang. Dans l’ensemble, 
Parade de rubans a également suscité des réactions favorables, alors qu’Être apprécié, ça fait 
plaisir est arrivé dernier. 

 Anonyme a été choisi comme favori parmi tous les groupes. Plus de la moitié des participants l’ont 
classé au premier rang, alors que la vaste majorité l’a classé en première ou en deuxième position. 
Il a été le grand favori à Montréal et Winnipeg, et a obtenu des résultats semblables à Parade de 
rubans à Toronto. Partout, Parade de rubans s’est classé au deuxième rang. Près du tiers des 
participants l’ont choisi en premier, alors que la vaste majorité lui a accordé la première ou la 
deuxième place. Le concept a obtenu des résultats semblables à Anonyme à Toronto, et s’est 
classé deuxième à Winnipeg et Montréal. Être apprécié, ça fait plaisir a terminé au troisième rang 
partout.     

 

 Pour chaque concept, les participants ont évalué sept (7) aspects créatifs. Anonyme et Parade de 
rubans ont reçu des notes presqu’identiques pour tous les aspects. Anonyme a reçu une note 
légèrement plus élevée lorsqu’il s’agit d’encourager les participants à se renseigner sur les crédits 
d’impôt, alors que Parade de rubans a été jugé un peu plus attrayant et plus près de l’auditoire. 
Être apprécié, ça fait plaisir s’est classé au troisième rang pour tous les aspects, ayant été jugé 
moins attrayant et moins près de l’auditoire.   

 
 
Commentaires sur chacun des concepts 
 
Anonyme : L’attrait du concept Anonyme s’explique en grande partie par son approche globale. On y 
présente plusieurs organismes de bienfaisance (p. ex., refuge pour animaux, aide à l’enfance, aide aux 
personnes âgées et refuge pour sans abri) et l’auditoire a bien compris les avantages à faire un don et 
les a jugé réalistes. Bon nombre de participants ont apprécié l’aspect de l’anonymat et l’emphase mise 
sur l’aide aux personnes dans le besoin et non sur la reconnaissance des donateurs. Pour toutes ces 
raisons, il a été convenu que ce thème serait un bon élément de base pour les publicités.  
 
Le concept Anonyme a réussi à émouvoir un plus grand nombre de participants. Dans certains cas, les 
réactions ont été positives et les participants ont été touchés en voyant les personnes recevoir de 
l’aide. Certains ont eu des réactions mitigées. Ils étaient attendris de voir ces gens, mais attristés à la 
vue de toutes ces personnes et de ces animaux dans le besoin.  
 
Parade de rubans : Dans l’ensemble, ce concept a bien été accueilli. La phrase « quand on sème le 
bien autour de soi, on en retire parfois quelque chose » a suscité des réactions favorables. Les 
participants ont apprécié le fait que les publicités encouragent les dons de bienfaisance, qu’elles 
présentent un éventail d’organismes et qu’elles mettent l’emphase sur « faire le bien ». Plusieurs 
étaient également d’avis que les publicités étaient attrayantes et créatives. Ceux qui ont rapidement 
compris le concept ont jugé que la publicité était convaincante et bon nombre d’entre eux ont 
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mentionné que les couleurs, les mouvements et les images utilisés dans la publicité télévisée ont attiré 
l’attention. Toutefois, certains ont trouvé le concept flou et portant à confusion. À titre d’exemple, 
pendant la présentation de la publicité télévisée, certains participants ne comprenaient pas ce qui se 
passait, non plus que la signification des rubans. Par conséquent, les réactions envers le concept ont 
été mitigées : certains l’ont apprécié alors que d’autres n’ont pu s’identifier à celui-ci. Le concept 
semble aussi plus difficile à transposer dans une publicité imprimée, qui est plus statique.    
 
Les participants qui se sont identifiés à ce concept l’ont trouvé dynamique et créant un sentiment 
positif. Ils ont fait valoir que la publicité imprimée était moins efficace et ne suscitait pas les mêmes 
réactions favorables. Ceux qui ne sont pas reconnus dans la publicité imprimée l’ont jugée simplement 
d’informative. 
 
Être apprécié, ça fait plaisir : Ce concept s’est révélé nettement moins populaire, se classant au 
dernier rang. Bien qu’il communique le message clé sur le crédit d’impôt, le scénario, qui est exagéré et 
met l’emphase sur le donateur, n’a pas été considéré comme approprié, compte tenu des objectifs de 
la campagne publicitaire. Même si certains ont affirmé avoir été attirés par le scénario exagéré, 
l’élément de surprise et la touche d’humour, la plupart étaient d’avis que le concept ne les rejoignait 
pas. Certains participants lui ont donné une note élevée uniquement parce qu’il fournissait un détail de 
plus que les autres sur le crédit d’impôt. Cet aspect pourrait aisément être intégré à l’un des concepts 
favoris. Parmi les éléments qui ont été particulièrement appréciés, il y a le fait qu’on s’adresse aux 
jeunes adultes et le message selon lequel tous les dons, petits et gros, sont importants.   
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1.0 Background and Objectives  

 
Background 
 
The Canada Revenue Agency (CRA) is producing Phase VII of the Tax Relief Measures national 
advertising campaign which is scheduled to run from February 7th to March 31st, 2014.  This phase of 
the campaign reflects the purpose of previous campaigns which includes increasing awareness of new 
and existing tax relief measures that have been introduced by the Government of Canada, and of the 
CRA’s easy secure and convenient online services.  Specific campaign objectives include encouraging 
Canadians: 
 

 to take advantage of the tax relief measures that they may be entitled to when they file their returns; 

 to file their returns online; and 

 to sign up for direct deposit to get their refunds. 
 
The advertising campaign will have a television component, consisting of two 30-second ads – one 
promoting the Children’s Fitness Tax Credit and one the First-time Donor’s Super Credit. Both will 
promote filing online and direct deposit. The campaign will also include print, Internet and possibly other 
media such as social media. 
 
To ensure a successful campaign, the CRA undertook qualitative research in order to obtain feedback 
from the target audience.  This feedback was used to assess the relative effectiveness of three creative 
concepts for each of the two ads.  It was also used to test a range of creative elements (e.g. 
messaging, visual clarity and appeal) for each.  The results will in turn guide decisions related to the 
selection of the most effective creative concept and assist with the finalization of creative elements for 
the ads.  The specific research objectives included: 
 

 assess the strengths and weaknesses of three creative approaches developed by the advertising 
firm; 

 determine which approach is strongest in terms of communicating the ad campaign’s intended 
messages; and  

 identify ways in which the various ads might be revised to improve their effectiveness. 
 
The research also addressed the Government of Canada Communications Policy which states that 
institutions must pre-test all major advertising initiatives to help ensure they will meet stated objectives.   
 
In October 2013, Phase 5 Consulting Group Inc. was engaged to conduct this research on behalf of the 
Canada Revenue Agency.  This report presents the approach to the work, along with key findings.  The 
appendices contain the research tools used in the research and the print ads tested in the research.  
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2.0 Approach   

 
Overall Approach 
 

Our overall approach to the work included the conduct of 6 focus groups.  This approach permitted a 
solid assessment of the concepts relative to the research objectives.  Group discussions also allowed 
for deep probing and contextual feedback that enabled the researcher to fully explore the reasons why 
certain creative approaches were preferred over others, and seek and develop solutions to any issues 
raised.  They also permitted the researcher to view reactions and body language first hand and display 
high quality visual media which is required to assess and display the creative. 
 
In total 49 members of the general public participated in the sessions.  Two groups were held in each of 
Toronto (English), Winnipeg (English) and Montreal (French).  The following table outlines the number 
of participants by location. 
 

 Toronto  Montreal  Winnipeg 

Session 1 8 8 9 

Session 2 8 8 8 

 16 16 17 

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

 Over-recruitment for each focus group (i.e. recruited 12 to ensure 8 – 9 participants per group).  
Due to the amount of material to cover in each session, we limited most sessions to 8 respondents. 

 Careful supervision of the recruiting process, requiring regular reports from recruiters based on 
matrix forms that tracked key criteria and quotas. 

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

 All focus group participants were paid $75 for their time. 
 
All focus group participants were recruited in accordance with the Market Research and Intelligence 
Association’s (MRIA) Code of Conduct related to recruitment specifications.  In addition, the following 
criteria were applied to the recruitment of participants for each of the 6 focus group sessions.   
 

 All participants were directly involved in the preparation of their 2012 personal tax return.  They 
either prepared and filed the return themselves or collected the required information and provided 
the information to a third party who prepared the return on their behalf. 

 The participants were between the ages of 18 and 65, with quotas to ensure a good mix of ages. 

 The participants were also recruited to ensure a good cross section for key demographic variables 
such as education, income, occupation and ethnic origin. 

 Approximately half of the participants in each session had children under the age of 16 (the target 
audience for the Children’s Fitness Tax Credit). 

 There was a balance of males and females in all sessions. 
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Conduct of the Focus Groups 
 
All focus groups were conducted in professional focus group facilities.  The professional facilities 
allowed clients to observe the sessions via a one-way observation mirror.  The sessions were held in 
the evening and were two hours in length. 
 
The moderator’s guide used in the sessions appears in Appendix A. 
 
Notes for the Reader 
 

 When reviewing the notes from the focus group sessions we were careful to note any differences 
between cities and among those who participated in the sessions held in French and those held in 
English.  If no differences are identified in the report, the reader can assume no meaningful 
differences emerged in this research.    

 Readers are reminded that the results of qualitative research are not statistically 
representative.  They therefore cannot be generalized to a wider population and represent 
only the perceptions and opinions of a select group.   

 
The total (actual) cost of this research project was is $ 50,387.65 (HST included).  
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3.0 The Children’s Fitness Tax Credit Ads    

 
As indicated in the previous section, there are two components to the 2014 tax relief measure 
advertising campaign – one promoting the Children’s Fitness Tax Credit and one the First-time Donor’s 
Super Credit.  Both components will consist of a 30-second TV ad and will also include print, Internet 
and possibly other media such as social media.  In addition to the tax credit they will both promote filing 
online and direct deposit.  
 
For each component there were three concepts tested in the research.  As indicated, each component 
will involve a range of communication channels, but during the sessions a TV ad and a print ad were 
reviewed.  As a result, for each component six ads were reviewed – a TV ad and a print ad for each of 
the three concepts.  
 
During the sessions the moderator started by showing the three creative concepts for the first 
component.  Each concept was shown one at a time.  Participants were first shown the TV ad and then 
the print ad.  They were asked to record their independent thoughts after viewing each ad and then 
asked to respond to a series of questions related to the overall concept.  Once they had seen both ads 
and recorded independent feedback on the concept there was a group discussion.  Following this 
discussion, the moderator moved on to the next concept.  After each concept had been viewed and 
discussed, participants were asked to rank the concepts from their most to least preferred.  When this 
discussion was completed the moderator moved to the second component and followed a similar 
process.  The order of presentation of the components and their related concepts were rotated across 
the focus group sessions. 
 
As the two components were quite distinct, they are presented separately in this report.  This section 
presents overall reactions and detailed findings related to the Children’s Fitness Tax Credit ads.  
Section 4.0 presents similar information related to the First-Time Donor’s Super Credit ads.    
 

3.1 Overall Reactions   
 
Overall Preference 
 
The table on the following page presents the results of the ranking exercise that took place after 
participants had viewed and discussed each of the concepts related to the Children’s Fitness Tax 
Credit ads.  
 

 Self Esteem was the most preferred concept overall.  It was ranked first by 28 of the 49 participants 
and first or second by 45 of the 491.  It was the most preferred concept in Toronto and Montreal and 
the second most preferred in Winnipeg, and least likely to be ranked third (only four ranked it third). 

 

 Nice to be acknowledged ranked second overall.  It was ranked first by 15 of the 49 participants and 
first or second by 25 of the 49.  However, almost half did rank it third.  It was the most preferred in 
Winnipeg (primarily one session) and the second choice in Montreal and the last choice in Toronto. 

 

 Trophy Talk ranked third overall.  It was ranked first by 5 of the 49 participants and first or second 
by 26 of the 49 with 23 ranking it third.  It was the third choice in Montreal and Winnipeg, but the 
second strongest in Toronto. 

                                                 
1 Readers are reminded that the results of qualitative research are not statistically representative.  They therefore cannot be 

generalized to a wider population and represent only the perceptions and opinions of a select group 
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Ranking:  Overall Results 
(# of respondents = 49) 

 First Second Third 

Self Esteem  28 17 4 

Nice to be Acknowledged  15 10 24 

Trophy Talk  5 21 23 

Ranking of Key Metrics  

For each creative concept, participants were asked to rate a range of creative elements.  The table that 
follows shows an average based on a 5-point scale, where ‘1’ is strongly disagree and ‘5’ is strongly 
agree.  The results show that the Self Esteem concept was the most highly rated for all of the seven 
metrics.  It received very strong ratings for overall effectiveness, having a good tone, ability to catch 
attention and clearly communicating key messages.  Nice to be Acknowledged was rated second most 
highly overall, while Trophy Talk was rated lowest for six of the seven metrics, but scored similar to 
Nice to be Acknowledged for overall effectiveness. 

I think this concept… 
Self Esteem 

 
(n = 48 to 49) 

Nice to be 
Acknowledged 
(n = 48 to 49) 

Trophy Talk 
 

(n= 46 to 48) 

 would catch my attention. 4.0 3.6 3.0 

 would motivate me to learn more about 
tax credits that might apply to me   3.9 3.3 2.8 

 has a good tone. 4.1 3.4 3.0 

 is appealing. 3.9 3.3 2.9 

 clearly communicates key messages. 4.0 3.4 2.9 

 is something I personally relate to. 3.3 2.9 2.6 

 will be effective overall. 4.1 3.0 3.1 
There were many (1/2) in each session who did not have children under the age of 16 and a few who stated that $75 was 
not that significant when you consider the cost of some sports (e.g. hockey) for children. This would impact some of the 
above ratings e.g. something I personally related to.   

  

3.2 Detailed Feedback on Each Concept 

 
The following pages present the reactions to each concept.  For each, we provide overall reactions to 
the concept and then feedback on the TV ad and the print ad.  As stated above, participants were first 
asked to record their reactions independently on a handout and then the concept and ads were 
discussed in a general forum.  The following summary draws on both the written comments of 
participants and the plenary discussion.    
 

Concept:  Self Esteem 
 
Overall reactions to the concept 
 
Overall the Self Esteem concept was very well received.  It was successful at encouraging parents to 
take advantage of the Children’s Fitness Tax Credit.  The overall approach that focused on children 
enjoying themselves in a familiar fitness activity and included parents in a listening or helping role 
worked well. 
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Compelling  
 
As indicated in the rating of key metrics, the ads appeared to be effective at attracting attention.  The 
focus on a child and the use of a familiar and relatable fitness activity effectively attracted the attention 
of the viewer, particularly those who are parents.  The lovable nature of the child in the TV ad, along 
with a touch of humour, seemed particularly effective for drawing and maintaining attention. 
 
Emotions generated  
 
Most were touched by the storyline in the TV ad stating the ad made them ‘feel good’.  Similarly the 
confident look of the little girl, with an adult in a helping role, in the print ad was well received.  Both 
generated a positive and warm feeling.   
 

 
TV Ad 
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Messages communicated 
 
Main message  

 There is / take advantage of the tax credit for children’s fitness:  This was clearly communicated by 
the ad and the most frequently mentioned message. 

 The importance of / promotion of children’s fitness:  Several noted the emphasis the ad placed on 
children’s fitness.  This was a strong and clear message that appeared in the written comments and 
surfaced in the discussion. 

 
Secondary messages 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 
What they liked 
 
Most frequently mentioned 

 They liked the overall approach / storyline about the boy playing hockey.  There were several 
elements of the story they liked. 

o Several regarded it as positive and described the boy and /or the vignette as ‘heartfelt’, 
‘sweet’, ‘cute’, and ‘adorable’.  They also liked how the child relayed his story.  

o They liked that the ad focused on a child rather than the parents.  
o They liked the little boy’s enthusiasm, the emphasis on having fun, and the fact that ‘he was 

not that good’ but still really enjoyed himself and was engaged / motivated.  This also 
implied that the tax credits applies to a range of levels (i.e. does not just apply to elite 
sports).  

 The focus on an activity - Using a realistic / actual activity was viewed as effective for encouraging 
fitness among youth and making a strong connection with the subject matter of the ad, i.e. a tax 
credit related to children’s fitness activities. 

 Parents related to the ad – it appealed to those with children and had a personal touch. A few 
added that this feeling carried through to the second part of the ad as it continued to show the 
family with mom at the computer with her son’s picture on the desk and the father and son on the 
couch in the background.   

 
Other mentions 

 They liked the use of hockey – it is a national sport and many parents can relate to the scenario. 

 They stated the message was clearly communicated. 

 They liked that there is a tax credit that encourages parents to enroll their children in fitness 
activities and that this is being continued.  This comment applies to all the ads. 

 They stated it is a ‘win-win’ – the child was shown having fun and being active and the parents 
received a credit. 

 They liked the phrase – ‘Kids love the game, you’ll love the credit’. 

 The use of humour was noted by a few. 
 
What they did not like 
 
Most frequently mentioned: 

 In the written comments several wrote that there was nothing they did not like about the ad. 
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Other mentions 

 It took too long to get to the point. Some commented that you were well into the ad before you 
realize it is about tax credits. Some assumed the core message was to encourage physical activity. 
They would prefer the core message be presented sooner.   

 It was gender specific.  They would like to see both boys and girls represented and a few suggested 
using a co-ed hockey team. 

 In one session in Winnipeg several were concerned that the ad made ‘fun of the child’.  In most 
locations participants found the scenario heartwarming, fun and humourous.  However, several in 
this one session stated concerns related to how the boy was depicted. They stated the ad draws 
attention at the expense of the child and they did not view the storyline as positive. 

 Some would like to see the ad focus on a broader range of sports.  Some also felt hockey was used 
too frequently.  

 The amount of the tax credit was viewed as demotivating for many.  They pointed out that in 
comparison to the expense of having a child involved in a sport such as hockey a $75 tax credit is 
not viewed as a meaningful amount.  This comment applies to all the ads. 

 A couple pointed out that the emphasis should not be about scoring and individual performance.  
They preferred that the emphasis be on team performance or, as in the print ad, portray a non-
competitive activity. 
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Print Ad 
 

Messages Communicated 
 
Main message  

 There is / take advantage of the 
tax credit for children’s fitness:  
This was clearly communicated by 
the ad and the most frequently 
mentioned message. 

 The importance of / promotion of 
children’s fitness:  Several noted 
the emphasis the ad placed on 
children’s fitness.  This was a 
strong and clear message that 
appeared in the written comments 
and surfaced in the discussion. 

 
Secondary messages 

 There is a break / reward for 
parents who have their children in 
fitness programs:  This was more 
likely to be noted in the written 
comments. 

 File online:  This was noted 
primarily in the written comments, 
but significantly less frequently 
than the overall message related 
to the tax credit.  

 Use direct deposit: Similar to filing 
online, this was more likely to be 
noted in the written comments, but 
not as frequently as the overall 
message related to the tax credit. 
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What they liked 
 
Most frequently mentioned 

 Several stated they liked the phrase – ‘For all the ways you keep them active, we give you credit’. 
Several positive elements were mentioned. 

o It was viewed as clear and they liked the play on words. 
o It clearly linked the idea of active kids and rewarding parents with a tax credit. 
o They liked that it spoke directly to parents and ‘touches what they do’. 
o They liked the use of the phrase ‘all the ways’ as it implies there are many way of getting the 

credit.  
o They stated the placement of the headline on the image and the size of the font worked well.   

 The overall approach to the ad e.g. showing an actual activity, kids having fun, encouraging fitness 
for children. 

 The scenario involved a parent in a helping role.  This was something parents could easily relate to 
 ‘makes me think of my kids’. 

 Participants liked the image.  It was viewed as clean and uncluttered and applicable to a broad 
audience. It promoted / encouraged children’s fitness.  Others mentioned that it depicted self 
confidence and portrayed a non-competitive setting.   

 The ad was regarded as to the point and clear. 

 There was a good explanation of the tax credit at the bottom of the page.  Several pointed out that it 
provided more information than the TV ad.  This comment applies to all the ads. 

 
Other mentions 

 A few mentioned that they liked the phrase ‘take advantage’ in the subheading below the image.    

 A couple mentioned that they appreciated that the sport featured was not hockey. 

 A few noted the reference to the CRA website. 
 
What they did not like 
 
Most frequently mentioned: 

 Several noted there was nothing they did not like about the ad. 

 Several made suggested changes to the text at the bottom of the page that applies to all the ads. 
o The print at the bottom that contained the key information is too small. 
o The file online and direct deposit messages were not prominent.  If the font were larger and 

the text that starts with ‘What’s more”, were separated from the rest of the text, these 
messages would be more visible. 

o The text should provide more information.  Suggestions included giving a better sense of 
what is ‘eligible’ (i.e. what range of activities qualify for the tax credit) and include the 
applicable age range.   

 Some stated that the image should display / imply a broader range of eligible activities.  
 
Other mentions 

 A few stated it should be clear that there are boys and girls in the image. 

 A couple suggested that the girl not be dressed in pink. 

 The following comments were made and apply to all the ads. 
o Some stated the last two sentences in the text at the bottom were not necessary, i.e. 

Millions of Canadians are doing it.  Find out how online.  A few pointed out that just because 
millions of Canadians are doing it does not make it right for them – they did not like the tone.  
Other said the sentence ‘Find out how online’ is followed by Learn more at: 
cra.gc.ca/taxsavings.  This was viewed as redundant. 

o The term ‘reduce your federal tax payable’ was confusing to a few. 
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o Most were aware of this tax credit. They felt the ads should feature less well known tax 
credits. 

 
Concept:  Nice to be Acknowledged  

 
Overall reactions to the concept 
 
This concept received a mixed reaction – generally speaking the TV ad was not well received and the 
print ad was well received so it was difficult for some participants to provide an overall ranking.  The TV 
ad illustrated that a scenario that focuses on parents (not children) and is ‘too far-fetched’ is less likely 
to be well received and resonate with the viewer.  In contrast, as in the print ad, an ad that shows a 
child taking part in an activity and involves a parent in a ‘helping’ role is more likely to be well regarded.   
 
Compelling  
 
The TV ad was not generally regarded as compelling, although a few did state that the element of 
surprise did draw their attention.  The print ad, particularly the phrase - You tied his skates 4,351 times. 
We give you credit - was more successful at drawing attention.  

Emotions generated 

Some stated the print ad did touch them generating a sense of belonging and fond memories.  
However, few related strongly to the TV ad so it did not generate any consistent or significant positive 
emotion.   

TV Ad 

 
Messages communicated 
 
Main message  

 There is / take advantage of the tax credit for children’s fitness:  This was clearly communicated by 
the ad and the most frequently mentioned message. 
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Secondary messages 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 Promotion of children’s fitness: Some noted the emphasis the ad placed on children’s fitness, but 
when compared to the Self Esteem concept, this was mentioned less frequently.   

 
What they liked 
 
Most frequently mentioned 

 They liked that parents were ‘being acknowledged’, ‘being thanked’, ‘given credit for’ all they do. 
Others liked that the ad depicts parents’ involvement in their children’s activities.  As one participant 
stated, ‘It appreciates the time and energy I spend with my kids’.      

 They liked the use of the girl’s hockey team as it normalized girls playing hockey.  Others simply 
liked the use of hockey as the featured activity. 

 
Other mentions 

 The use of an actual activity was viewed as a good fit for the ad and more directly encouraged and 
promoted children’s fitness.  

 They liked the phrase – ‘For all you do, a little credit’. 

 They liked the use of humour.  A few stated they found the ad ‘funny’. 

 A few pointed out that they liked the use of a team versus an individual sport. 

 A few stated the ‘unexpected’ element did draw attention.  However, a couple of these respondents 
pointed out that they still did not like the overall concept. 

 
What they did not like 
 
Most frequently mentioned 

 The overall approach to the ad did not resonate with many for several reasons.   
o Several stated they did not like the focus on parents e.g. acknowledging what they do for 

their children, the tax break they will receive.  It should not be about ‘personal gain’ for 
parents, rather the focus should be on the children.  

o They also stated the scenario is too unrealistic describing it as too ‘farfetched’ and ‘silly’.  
Some suggested a more down-to-earth approach such as acknowledging parents in the 
dressing room.  

o Some stated they were uncomfortable as the event would be ‘embarrassing’ for the 
Mom’ and it maked her look ‘silly’. 

o Others found it odd that the ad focused on one parent, wondering why this Mom is being 
singled out among others for simply signing her child up in a sport (e.g. what about other 
parents, coaches, volunteers).  

In short, the storyline was viewed as flawed. 
 
Other mentions 

 Some stated that there was too much dialogue / too much happening before you get to the purpose 
of the ad. Others added they were not sure what the ad was about until it got to the end. This 
combined with a storyline that did not resonate, and was confusing to some, hindered clear 
communication of the core messages. 

 Some simply stated the ad did not resonate with them e.g. they did not connect with the Mom, they 
did not have an interest in hockey, etc.  There was little to draw them in. 

 Some would have liked to see a broader range of eligible sports adding that the ads seemed too 
hockey oriented. 
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 It was gender specific – why focus on Mom? 

 Some would have liked to see more information provided on the tax credit e.g. the range of eligible 
activities, age range. 

 The ad was not viewed as having a good flow.  A few commented that there was not a strong 
connection between the surprised Mom and the tax credit. 

 
Print Ad 

 M 
Messages Communicated 
 
Main message  

 There is / take advantage of 
the tax credit for children’s 
fitness:  This was clearly 
communicated by the ad and 
the most frequently 
mentioned message. 

 
Secondary messages 

 File online:  This was noted 
primarily in the written 
comments, but significantly 
less frequently than the 
overall message related to 
the tax credit.  

 Use direct deposit: Similar to 
filing online, this was more 
likely to be noted in the 
written comments, but not as 
frequently as the overall 
message related to the tax 
credit. 

 Rewarding and thanking 
parents for what they do. 
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What they liked 
 
Most frequently mentioned 

 They liked seeing parental involvement and that the ad encouraged parents to get involved.  
Several stated this worked better than the TV ad in the same concept as the parent was in ‘a 
helping role’ versus being the centre of attention.  The ‘helping role’ was regarded as more personal 
and engaging.  They also stated this shift, appropriately, placed a stronger emphasis on fitness and 
getting involved and less on recognition for parents.   

 They liked the phrase – You tied his skates 4,351 times. We give you credit.  Parents related to the 
day-to-day activity of tying skates, many found the phrase humourous and they liked that parents 
were being recognized.  They also liked the play on words.  A couple added that it made you want 
to read further. 

 The scenario and image of tying skates was also viewed as more realistic and relatable than the 
setting in the TV ad.  Most parents had done this, or something similar, and it generated fond 
memories.  Others commented that the image is simple, a good visual and some added that they 
liked the use of hockey. 

Other mentions 

 The information at the bottom of the page was regarded as informative and clear.  A few added that 
it was at the right level of detail. 

 Although the gender of the people can be assumed, some noted that it was fairly gender-neutral as 
the focus was on the activity. 

 
What they did not like 
 
Most frequently mentioned: 

 Several stated there was nothing they did not like about the print ad. 
Other mentions 

 Some stated they would prefer to see a broader range of and / or different sports e.g. gymnastics.  
The ads seemed to focus too much on hockey. 

 A few stated the phrase - You tied his skates 4,351 times. We give you credit - focused too much 
on the parent and a few said they viewed the tone in a negative manner using descriptors such as 
‘snarky’, ‘flippant’, ‘annoyed’.     

 
 

Concept:  Trophy Talk 
 
Overall reactions to the concept 
 
This concept was the least preferred concept.  Although several liked the idea of using animated 
trophies, the presentation of the TV ad was regarded as too complicated and hard to follow. The image 
used in the print ad was also regarded as confusing and cluttered.  They did appreciate that both 
included a range of sports / activities thereby giving a better sense of the range of eligible activities. 
 
Compelling  
 
The complexity of both ads had a negative impact on their ability to draw attention.   
 
Emotions generated  
 
Most indicated that the ads in this concept did not generate an emotive response.  
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TV Ad 

 
 
Messages communicated 
 
Main message  

 There is / take advantage of the tax credit for children’s fitness:  This was clearly communicated by 
the ad and the most frequently mentioned message. 

 
Secondary messages 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 
What they liked 
 
Most frequently mentioned 

 Several commented that they appreciated that this ad showed a range of programs / activities e.g. 
did not focus exclusively on sports involving skating.  It also featured the notion of ‘participation’ in 
sports / activities, clearly communicating that non-competitive sports qualify for the tax credit.  They 
stated this gave a better sense of the range of eligible activities.  

 Some liked the idea of using talking trophies – it was described as ‘catchy’, and ‘memorable’.  A few 
added that although the idea was interesting, they did not think it had been well executed. 

 They liked the use of humour in the ad – some regarded the ad as ‘playful’ and ‘fun’. 

 Some stated the main message of the ad was very clear and liked that the ad gets to the point 
sooner.  This is due to the fact that tax credits are mentioned earlier in the ad, i.e. they are 
integrated into the story about the trophies rather than being mentioned at the end.  This also 
clearly connected sports to getting a tax break. 

 
Other mentions 

 Some stated that the flow was good and better than some of the other concepts as it all took place 
in the home and in the same room, i.e. the transition from the shelf to Mom at the desk with the 
shelf in the background ties it all together. 

 There was a good gender mix. 
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 The trophies, for a few, were symbols of the sense of accomplishment that can come from 
participating in sports. 

 The ad placed the focus on kids, not parents. 
 
What they did not like 
 
Most frequently mentioned 

 Several found the storyline and / or dialogue too complicated, confusing and hard to follow.  
o Some did not understand the humour or felt they were missing something.  As one 

respondent stated, ‘It lost me on the horse joke – I did not get it’.  Others did not 
understand the purpose or role of the bookend.   

o A few commented that the concept may have been fine, but they got lost in the 
conversation. A few added that the complicated storyline drew attention away from the 
core messages.  

 
Other mentions 

 Some did not like the emphasis on winning trophies.  Even though most noted the participation 
trophy, trophies made them think of competition and winning and losing rather than being physically 
active. Others added that the dialogue created a competitive atmosphere as it had a ‘sport against 
sport’ and ‘better than you’ feel.  They felt that simply being physically active should be the 
emphasis of the ad.    

 A few stated the overall concept is ‘too cheesy’. In their opinion the humour did not work well. 

 A few did not like the term ‘gold plated trophies’.  

 A couple wondered how their salary bracket would impact the tax credit they might receive. 

 They suggested that the ad should refer viewers to a website for more information. 
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Print Ad 
 

Messages 
Communicated 
 
Main message  

 There is / take 
advantage of the tax 
credit for children’s 
fitness:  This was 
clearly communicated 
by the ad and the most 
frequently mentioned 
message. 

 
Secondary messages 

 File online:  This was 
noted primarily in the 
written comments, but 
significantly less 
frequently than the 
overall message 
related to the tax credit.  

 Use direct deposit: 
Similar to filing online, 
this was more likely to 
be noted in the written 
comments, but 
considerably less 
frequently than the 
overall message 
related to the tax credit. 
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What they liked 
 
Most frequently mentioned 

 Several liked that it showed a number of trophies therefore implying the tax credit applied to a broad 
range of activities / sports.    

Other mentions 

 The text under the image provided good information on the tax credit e.g. clear messages, 
maximum credit. 

 The ad, although not well liked, did convey the main message. 
 
What they did not like 
 
Most frequently mentioned: 

 Several did not like the image on the print ad describing is as ‘confusing’, ‘busy’, and ‘cluttered’.  
They did not understand what it was trying to imply. Some thought the trophies were ‘tumbling 
down’ or ‘competing with each other’ or that there were so many that the shelf was breaking. They 
also did not understand what was happening to the girl at the bottom of the image. They 
commented that the link between the image and the phrase – Do your kids like fitness activities? - 
was also weaker than the print ads linked to the other concepts.  All these factors impeded the ad 
from efficiently communicating the core messages. 

 Some stated that they preferred the treatment of the headline on the other ads, i.e. placed higher on 
the ad, larger, and over the image. They added that it is lost at the bottom and some said many are 
not likely to move past the image so would miss the key information provided at the bottom. 

 
Other mentions 

 This ad did not encourage participation as well as the other ads. 

 A few stated they did not like the use of trophies – they preferred the ads that show children 
involved in an activity. 

 A few commented that they did not like the colours used. 

 

3.3  Conclusions  

 
This section presents overall conclusions related to the Children’s Fitness Tax Credit concepts.  The 
reader should note that these findings are based on this research only. 
 

 Self Esteem performed very strongly and was the most preferred concept overall.  It was ranked 
first by 28 of the 49 participants, with only four ranking it third.  In contrast, Nice to be 
Acknowledged was ranked first by 15 respondents and third by 24 and TrophyTalk was ranked first 
by only 5 respondents and third by 23.  Self Esteem was also rated higher across all seven creative 
elements included in the research receiving very strong ratings for overall effectiveness, clearly 
communicating key messages, having a good tone, and the ability to catch attention.   

 The reason for its strong performance was, in large part, due to an overall approach that employed 
the following aspects that were supported by respondents. 

o The ads focused on a child / children involved in a realistic and familiar fitness activity.  This 
encouraged fitness among youth and was strongly connected to the subject matter of the 
ad. 

o Parents were included in the ads, but in a listening or helping role.  They were not the centre 
of attention. 

o The ads were upbeat, enthusiastic and depicted children having fun.   
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o The loveable nature of the child in the TV ad, along with a touch of humour, effectively drew 
and maintained attention. 

  Most were also touched emotionally by the ads.  Both, but particularly the TV ad, generated a 
positive and warm feeling. 
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4.0 The First-time Donor’s Super Credit Ads     

 
This section presents overall reactions, detailed findings and conclusions suggestions related to the 
First-time Donor’s Super Credit ads.    

4.1 Overall Reactions   

 
The following presents the results of the ranking exercise that took place after participants had viewed 
and discussed each of the concepts related to the First-Time Super Donor Tax Credit ads.  
 
Overall Preference  
 

 Anonymous was the most preferred concept overall.  It was ranked first by 28 of the 49 participants 
and first or second by 45 of the 49 participants2.  It was a strong preference in Montreal, a moderate 
preference in Winnipeg, and similar to Flight of the Ribbons in Toronto.  It was the least likely to be 
ranked third (only four ranked it third).   

 

 Flight of the Ribbons ranked second overall.  It was ranked first by 15 of the 49 participants and first 
or second by 39 of the 49.  It ranked similar to Anonymous in Toronto, was a strong second in 
Winnipeg and a weak second in Montreal.  Only 10 ranked it third overall.   

 

 Nice to be Acknowledged ranked third overall.  It was ranked first by only six of the 49 participants 
and first or second by 14 of the 49 with 35 ranking it third.  It was the clear third choice in Toronto 
and Winnipeg and slightly less preferred to Flight of the Ribbons in Montreal, where Anonymous 
performed very strongly.   

 
 

Ranking:  Overall Results 
(# of respondents = 49) 

 First Second Third 

Anonymous 28 17 4 

Flight of the Ribbons  15 24 10 

Nice to be Acknowledged 6 8 35 

 

                                                 
2  Readers are reminded that the results of qualitative research are not statistically representative.  They therefore cannot be 

generalized to a wider population and represent only the perceptions and opinions of a select group 
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Ranking of Key Metrics  

For each creative concept, participants were asked to rate a range of creative elements.  The table that 
follows shows an average based on a 5-point scale, where ‘1’ is strongly disagree and ‘5’ is strongly 
agree.  The results show that Anonymous and Flight of the Ribbons received very similar rankings 
across all metrics with Anonymous receiving a slightly higher ranking for motivating participants to learn 
more about tax credits and Flight of the Ribbons scoring slightly higher on being appealing and 
personally relatable.  Nice to be Acknowledged ranked third on all metrics, receiving the lowest ratings 
for being personally relatable and appealing.   

I think this concept… 
Anonymous 

 
(n = 47 to 48) 

Flight of the 
Ribbons 

(n = 47 to 48) 

Nice to be 
Acknowledged 
(n = 47 to 48) 

 would catch my attention. 3.5 3.6 3.1 

 would motivate me to learn more about 
tax credits that might apply to me   3.5 3.2 3.1 

 has a good tone. 3.7 3.8 3.2 

 is appealing. 3.4 3.6 3.0 

 clearly communicates key messages. 3.6 3.5 3.3 

 is something I personally relate to. 3.0 3.2 2.7 

 will be effective overall. 3.5 3.6 3.1 
There were many in each session who did not qualify for the first-time donor super credit.  This may impact some of the 
above ratings e.g. something I personally related to.  
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4.2 Detailed Feedback on Each Concept 

 
The following sections present the reactions to each of the three concepts tested in the research.  For 
each, we provide overall reactions to the concept and then feedback on the TV ad and the print ad.  As 
stated above, participants were first asked to record their reactions independently on a handout and 
then the concept and ads were discussed in a general forum.  The following summary draws on both 
the written comments of participants and the plenary discussion.    
 

Concept:  Anonymous 
 
Overall reactions to the concept 
 
Overall this concept was well received and regarded as effective.  They found the approach that 
showed a range of charities (e.g. assistance for animals, children, the elderly and the homeless) and 
the results of making a charitable donation realistic and relatable.  Many also liked the idea of the 
donations being anonymous.  They emphasized that donating to charity is not about receiving praise or 
recognition, but about helping those in need.  This was regarded as an appropriate focus for the ads.  
There were suggested improvements for both the TV and print ad, but both were generally well 
received.   
 
Compelling  
 
Most participants related to the scenes of those receiving assistance.  As a result, many stated it was 
‘relatable’ and would ‘catch their attention’. 
 
 Emotions generated  
 
The concept did touch most emotionally – in some cases the reaction was positive as they were 
warmed by the scenes of those receiving help.  Some had a mixed reaction as they were warmed by 
those receiving help, but saddened by the reminder of the range of people and animals in need.  A few 
commented that when considering the three concepts, this ad generated the strongest emotional 
connection.   
 

TV Ad 
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Messages communicated 
 
Main message  

 There is a tax credit for first-time donors:  This was clearly communicated by the ad and the most 
frequently mentioned message. 

 
Secondary messages 

 Encourages donating to charity (you will benefit / be recognized). 

 Charitable donations do make a difference and help a wide variety of those in need. 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 
What they liked 
 
Most frequently mentioned 

 Several liked the overall approach that showed a range of charities (e.g. assistance for animals, 
children, the elderly and the homeless) and the results of making a charitable donation.  They found 
this approach easy to relate to as most felt a strong connection with one or more of the charitable 
scenarios presented in the ad.  The demonstration of donations ‘getting into the hands of those in 
need’ and showing ‘why we donate’ created a ‘good feeling’ – an emotional connection. 

 Many also liked the idea of the donations being anonymous.  They emphasized that donating to 
charity is not about receiving praise or recognition, but about helping those in need.  This was 
regarded as an appropriate focus for the ads. 

 Some liked the use of the word ‘anonymous’ that is repeated in the ad.  They stated it reflects the 
spirit of the intent of the ad (i.e. a name is not important).  Others commented that repetition of the 
word anonymous created interest.  See below for a further discussion of the word ‘anonymous’. 

 
Other mentions 

 Some liked the focus on giving.  It encouraged them to give and help those in need.  This also 
added to the emotional attachment of the ad. 

 The core messages were clearly communicated and the ad was viewed as easy to follow.    

 A few commented that the ad appeared to have a good representation of different ethnic groups. 

 
What they did not like 
 
Most frequently mentioned: 

 Several indicated that generally speaking they liked the ad – there was nothing specific they 
disliked. 

 The word anonymous received some attention in most sessions.  While most liked the idea of not 
praising or focusing on the donor, some struggled with the word anonymous stating it is not 
engaging describing it as ‘impersonal’, ‘cold’, ‘disconnected’, and ‘mysterious’.  Most who raised the 
issue, were not sure what word or term to suggest. With the exception of a few respondents in one 
Montreal session, most agreed that linking it to an actual name was not the solution.  A few 
suggested varying the word, i.e. using other words with a similar meaning.  One group suggested 
using ‘from you’ / ‘the ones you helped’.  The topic was explored in more detail in a session in 
Winnipeg.  After a discussion they were asked if they would prefer using the word anonymous, 
‘from you’ or inserting an actual name.  No one selected the latter, while others were split evenly 
between the term ‘anonymous’ and ‘from you’.  Of these half had no strong feeling. 

 Some provided specific comments on the images used in the TV ads. 



32 

 

 

o A few stated that a child eating food with anonymous on it generated an uneasy feeling.  
Although they understood the setting, they did not like the feeling created by an image of 
children eating food from an anonymous source. 

o Others pointed out that the dog should not be in a crate or cage.  The image should depict a 
happier situation e.g. a dog in a shelter but playing with kids, receiving help. 

o A couple commented on the setting that showed an elderly man receiving a pillow in a 
hospice.  They were not sure that bedding was the best choice considering the range of help 
the elderly can receive. 

  The following applies to all the TV ads related to the First-Time Donor Super Credit. 
o Several seemed confused about the implications of the ad e.g. how the First-Time Donor 

Super Credit works.  It was clear to most that it was for first-time donors, but not clear what 
impact it has on those who have claimed a donation tax credit since 2007.  Common 
questions included… 
 ‘What does it mean if you have given before?’ 
 ‘I am not sure what this implies for those who have made a donation since 2007.’ 
 ‘Is this for a first time donation and then it is over?’ 

It needs to be clearer that this is a tax credit that is in ‘addition’ to the current donation tax 
credit and does not replace it.  Although this was said in the TV ads, it was missed by many.  
This was more clearly communicated in the print ad, i.e. reading it had a stronger impact 
than hearing it. 

 
Other mentions 

 Some stated the ad made them sad or left them with a mixed feeling.  The emphasis on giving and 
providing assistance was positive, but the ad was a reminder of the broad range of people and 
animals in need.  A few who had viewed the Flight of the Ribbons prior to Anonymous commented 
that Flight of the Ribbons created a more ‘uplifting’ or ‘positive’ feeling. 

 The messages related to the tax credit, filing online and direct deposit were placed prior to the last 
scene which featured a homeless man in a church.  Some stated this interrupted the flow as it 
moved from emotional scenes to informational content and then back to an emotional scene.   

 A few stated ‘anonymous’ was used too much. They found it too repetitive and distracting.  This 
was likely in part due to the fact that it was read out loud as the announcer described the ad in 
addition to reading the script.  In a fully produced ad the word ‘anonymous’ would be seen, but not 
read. 

 A few commented that they did not like the use of the term ‘may be eligible’ when explaining the tax 
credit. This gave the impression that it may be difficult to receive e.g. there are conditions to be met 
that prevent many / most from receiving the credit.  They were concerned they would spend time 
and effort looking into it only to learn they do not qualify.    
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Print Ad 
 

Messages Communicated 
 
Main message  

 There is a tax credit for first-
time donors:  This was 
clearly communicated by the 
ad and the most frequently 
mentioned message. 

 
Secondary messages 

 File online:  This was noted 
primarily in the written 
comments, but significantly 
less frequently than the 
overall message related to 
the tax credit.  

 Use direct deposit: Similar to 
filing online, this was more 
likely to be noted in the 
written comments, but 
considerably less frequently 
than the overall message 
related to the tax credit. 

 Be recognized for making 
charitable donations. 
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What they liked 
 
Most frequently mentioned 

 Several liked the phrase – ‘The ones you helped don’t know your name. But we would like to 
recognize you’. It created a positive, warm feeling and was good fit with the purpose of the ad. 

 Several liked the image of a dog.  They related well to pets, it drew their attention and was a 
positive image that made them happy. 

 The overall feeling the ad created.  It is based on ‘a sense of giving that comes from the heart’.  It 
was regarded as warm and human. 

Other mentions  

 The text at the bottom provided good information answering questions that were not clearly 
communicated through the TV ad – e.g. that it is an additional credit, the applicable time period.  It 
provided a clear message that was easy to read.   

 Most liked the overall approach to the layout of the print ads, i.e. the use of a large image and 
minimal text.   

 
What they did not like 
 
Most frequently mentioned: 

 The word anonymous.  (See discussion under the TV ad above). 

 Several did not like the image of the dog in the cage as the featured scene.  Some commented that 
they would like to see more scenes depicted (e.g. 2 or 4 squares).  While others stated they are not 
pet lovers or do not relate to an animal as strongly as they would a person in need.  Some 
suggested using the scene from the nursing home, while others suggested the scene with children.  
As discussed above, others commented that, if used, the image with the dog should be more 
positive.  

 The placement of the headline could be improved.  They suggested that it be moved up and placed 
on the image so that it will stand out, i.e. similar to the Self Esteem concept.  They emphasized that 
some may focus on the image and miss the intent of the ad.  As a few stated it could be confused 
for an ad related to ‘dog food’ or ‘asking for a donation for a pet shelter’ or the ‘humane society’.     

 
Other mentions 

 The following applies to all the print ads for the First-Time Donor Super Credit. 
o The font on the text at the bottom of the page was good, but needed to be enlarged.  It 

contained key information that had a strong risk of being ignored.  Increasing the size of the 
font at the bottom of the ad and using a different layout to make the file online and direct 
deposit messages more distinct would make all key communication messages more visible.  
This combined with visible placement of the tagline would help to ensure that the viewer 
would make a faster connection with the intent of the ad. 

o The last two sentences were not seen as necessary, i.e. Millions of Canadians are doing it. 
So what goes around comes around faster.   

 
 

Concept:  Flying Ribbons 
 
Overall reactions to the concept 
 
This concept ranked a strong second overall and the rating of creative metrics were slightly stronger or 
comparable to the Anonymous concept.  The depiction of the idea that ‘by doing something good, good 
will be returned to you’ was well received. They liked that the ads encouraged charitable donations, 
depicted a range of charities and focused on ‘doing good’.  Several also found the ads visually 
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appealing and creative.  However, some found the concept unclear and confusing. For example, as the 
TV ad was playing some participants were not sure what was happening and what the ribbons were 
intended to imply.  As a result, the overall reactions were polarized, i.e. some really liked it, while others 
did not relate to it.  In addition, the concept appeared harder to portray in a static print ad.    
 
Compelling  
 
Those who quickly grasped the concept found the ad compelling and many commented that the use of 
colour, movement and images used in the TV ad effectively attracted attention.   
 
Emotions generated  
 
Those who related to the concept stated that it created a very upbeat and positive feeling that made 
them feel good.  They did state that the print ad was less effective at generating the positive feeling. 
Those who did not relate to the ad, regarded it as merely informational. 
 

 
 

TV Ad 
 

 
 
Messages communicated 
 
Main message  

 There is a tax credit for first-time donors:  This was clearly communicated by the ad and the most 
frequently mentioned message.   

 
Secondary messages 

 Do something good and good will be returned to you / you will be rewarded. 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 Encourages donating to charity. 
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What they liked 
 
Most frequently mentioned 

 Several stated they liked the depiction of the idea ‘that good grows from doing something good’ and 
by ‘doing something good, good will be returned to you’.  They talked about the notion of what ‘goes 
around comes around’ and a few referred to the concept of karma.  They stated the ad is positive 
and they liked that it encouraged charitable donations and focused on ‘doing good’.  Many liked the 
complimentary message - When you put something good out in the world, sometimes it comes 
back.  Others liked that the emphasis was first on ‘putting something good out’ and then the tax 
credit, i.e. in their opinion the most important message came first. 

 Several commented on the overall visual appeal. They stated the use of colour, the flying ribbons 
and the scenery created images that were clear and pleasant to watch.  Some added that the visual 
appeal effectively captured their attention. 

 Some liked the use of the many different coloured ribbons as they draw your attention, convey the 
concept of giving / support and portray a range of charities.  For some it was strong and clear 
symbol for charitable donations to a range of causes and the lack of direct reference to specific 
causes (in contrast to Anonymous) was viewed as more inclusive.  A few added that the symbol of 
the ribbon is significantly preferable to the use of the statue in the Nice to be Acknowledged 
concept. 

 Some stated the ad was creative, particularly when compared to Anonymous. 
 
Other mentions 

 The ad had an overall feeling of joy and was regarded as ‘fun’, ‘upbeat’ and ‘positive’. 

 A few commented that the ad held your attention as it was visually appealing, but the purpose was 
not revealed at the outset, i.e. you are left wondering what it is about.    

 Some stated that the level of information provided was about right. 
 
What they did not like 
 
Most frequently mentioned 

 Although many liked the use of ribbons as a symbol in the ads, several concerns were noted.  
Some assumed the ad was referring to a narrow range of charities.  Many presumed the ad was 
referring to cancer foundations / charities.  A few focused on single causes e.g. breast cancer.  A 
few made the assumption that the ads were referring to the charities associated with the different 
coloured ribbons included in the ad.  Others found themselves distracted from the core messages 
as they were focused on trying to identify what the different colours referred to e.g. What does a 
lavender ribbon stand for?  A few simply stated there were too many ribbons flying around and they 
found this disorienting.  In most sessions participants were asked what comes to mind when they 
see a ribbon such as those depicted in the ad.  Typical responses included: 

o charity / donations;  
o support (not restricted to financial support but, also including general support for a cause 

or volunteer time); 
o cancer foundations / charities; 
o good causes; and 
o charitable organizations / foundations. 

 Some found the concept unclear and confusing – they were not sure what was happening and what 
the ribbons were intended to imply.  They stated the flying ribbons ‘threw them off’ and they 
‘confused about the intent of the ad’ / ‘where it was headed’.  They did not understand what the 
ribbons were referring to until the end.  They would have preferred to receive clearer messages 
earlier in the ad.  As one respondent stated, ‘There is not enough information.  All you see is 
ribbons and you are confused until the end’. 
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 Some described the concept as ‘unrealistic’, ‘cheesy’ and ‘silly’.  This comment was mentioned 
more frequently in Winnipeg.  These, and other, respondents tended to prefer the more realistic 
approach presented in the Anonymous concept. 

 
Other mentions 

 In Montreal, a few commented that the ads appeared feminine.  They assumed that men were not 
the target audience.   

 Some stated the concept is less personal than Anonymous. 
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Print Ad 
 

Messages Communicated 
 
Main message  

 There is a tax credit for 
first-time donors:  This 
was clearly 
communicated by the 
ad and the most 
frequently mentioned 
message.   

 
Secondary messages 

 Do something good and 
good will be returned to 
you (you will be 
rewarded / feel good). 

 File online:  This was 
noted primarily in the 
written comments, but 
significantly less 
frequently than the 
overall message related 
to the tax credit.  

 Use direct deposit: 
Similar to filing online, 
this was more likely to 
be noted in the written 
comments, but 
considerably less 
frequently than the 
overall message related 
to the tax credit. 
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What they liked 
 
Most frequently mentioned 

 Several liked the overall concept, particularly the message in the phrase - When you put something 
good out in the world, sometimes it comes back. It effectively drew attention. 

 Several commented on the visual appeal – the image was colourful and bright and they liked the 
feeling of movement. 

 
Other mentions 

 The text under the image provided good information answering questions that were not clearly 
communicated through the TV ad e.g. that it is an ‘additional credit’, the applicable time period. 

 The multi-coloured ribbons were inclusive as they represented a range of different charities. 

 They liked the reference to the website. 
 
What they did not like 
 
Most frequently mentioned 

 The image of the ribbons. Several stated the image was too busy and confusing – ‘It is too much 
and needs to be toned down’.   

 They did not like the presentation of the phrase – When you put something good out in the world, 
sometimes it comes back. They stated the font was too large and the white lettering superimposed 
on the colourful background made the font hard to read / hard to focus on. 

 Some commented that the concept did not work as well in print.  The notion that something comes 
back and the sense of movement was harder to portray.   

 As identified above, there was not a consistent interpretation of the ribbon symbol.   
 
Other mentions 

 As with the TV ad, some preferred a more realistic approach. 

 A couple of respondents were interested in knowing if one’s salary bracket has an impact on the 
amount of, or ability to claim, the tax credit. 

 Again, a few respondents in Montreal, commented that the ads appeared feminine.  This was due 
to the colours used and the overall design / treatment.  

 A few did not like the ambiguity implied by ‘sometimes’ it comes back 
 
 

Concept:  Nice to be Acknowledged 
 
Overall reactions to the concept 
 
This concept ranked third overall.  Although the key message related to the tax credit was 
communicated, the focus on acknowledging the donor was not deemed to be a strong or appropriate 
focus for the ad campaign.  Some who ranked it highly did so only because of the additional information 
included in the TV ad.  Some of the elements that were liked included targeting young adults and the 
message that any donation, big or small, was valued. 
 
Compelling  
 
Although some stated the exaggerated scenario, the element of surprise and the use of humour drew 
their attention, many stated this concept did not resonate with them.   
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Emotions generated  
 
Those who liked the concept found it humourous and lighthearted, but stated it did not generate an 
emotional connection.   
 

TV Ad 
 

 
 
Messages communicated 
 
Main message  

 There is a tax credit for first-time donors:  This was clearly communicated by the ad and the most 
frequently mentioned message.   

 
Secondary messages 

 File online:  This was noted primarily in the written comments, but significantly less frequently than 
the overall message related to the tax credit.  

 Even a little goes a long way / it does not matter how much you donate. 

 Use direct deposit: Similar to filing online, this was more likely to be noted in the written comments, 
but considerably less frequently than the overall message related to the tax credit. 

 
What they liked 
 

 Several commented that they liked the additional detail on the description of the tax credit, i.e. this 
year first time charity donors may be eligible for an additional 25% credit on donations of up to 
$1,000.  This information, which was not provided in the other concepts, provided a clearer sense of 
how the tax credit would be applied. 

 Some liked the message implied in the ad that you do not need to donate a lot – that every little bit, 
big or small, helps.   

 
Other mentions 

 Some appreciated that the ad acknowledged ‘regular people’ for good deeds.   

 Some liked the idea of using a public statue as a sign of appreciation.  They found the exaggeration 
lighthearted and comical, and stated it was more original than the Anonymous concept.  This 
combined with the element of surprise helped to grab attention.    
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 A few liked how the ad targeted a young man.  They either related to the age category or 
commented that it could inspire young people to donate. 

 A couple noted the modesty of the man being honoured.  They stated this was needed to introduce 
the right tone, i.e. to balance the emphasis on public recognition. 

 
What they did not like 
 
Most frequently mentioned 

 Several did not like the overall approach that placed the emphasis on the donor. They preferred an 
approach that was more selfless and emphasized ‘the spirit of giving’ and the ‘results’ of charitable 
donations, not acknowledgement.  Respondents commented that most do not donate to be 
acknowledged, so an ad that places someone on a pedestal for donating to charity does not 
resonate.  Those with a more literal frame-of-mind viewed the ad as ‘self-serving. 

 Some simply described the idea of receiving a statue for simply making a charitable donation as 
‘too exaggerated / ‘too far from reality’.  They did not find it humorous, but rather ‘dumb’ and ‘a little 
over the top’.  A couple added that there is a disconnect between acknowledging past 
accomplishments with a statue and being a first-time donor.  As one respondent stated, ‘It would be 
different if he had donated a wing at a hospital’.   

  A few also felt sympathy for the surprised / embarrassed donor.  
 
Other mentions 

 Some focused on the reference to a donation of $1,000.  They assumed that you had to donate 
$1,000 to qualify for the tax credit and quickly noted that this was ‘a bit steep for most’.  It was not 
clear to them that it was 25% of what first-time donors donated and that this was included to denote 
the maximum tax credit. 

 Some commented on elements they liked in other concepts that were not included or emphasized 
in Nice to be Acknowledged such as actively encouraging charitable donations and / or covering a 
range of causes.  
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Print Ad 
 

Messages Communicated 
 
Main message  

 There is a tax credit for 
first-time donors:  This 
was clearly 
communicated by the ad 
and the most frequently 
mentioned message.   

 
Secondary messages 

 Donate and be 
acknowledged / First-
time donors are 
acknowledged. 

 File online:  This was 
noted primarily in the 
written comments, but 
significantly less 
frequently than the 
overall message related 
to the tax credit.  

 Use direct deposit: 
Similar to filing online, 
this was more likely to be 
noted in the written 
comments, but 
considerably less 
frequently than the 
overall message related 
to the tax credit. 
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What they liked 
 
Most frequently mentioned 

 The first three sentences in the paragraph at the bottom of the ad were regarded as easy to 
understand and informative.  They gave a good sense of how the tax credit works. 

 Some liked the positive nature of the ad.  They found the idea of the statue lighthearted and comical 
and stated it did not grab attention.  Others noted the smiling faces.  A few commented that this ad 
was more positive than the Anonymous concept.  

 
Other mentions 

 It acknowledged, and showed appreciation for, those who give to charity. 

 A few liked the phrase – It is nice to be acknowledged. They stated it was powerful and clear.   

 The presentation was clear – not too busy.   
 
What they did not like 
 
Most frequently mentioned: 

 Similar to the TV ad, several did not like the overall approach.  They felt it should not be about the 
donor, but should focus on the good that was being done. 

 Again they found the idea of receiving a statue for simply making a charitable donation as too 
exaggerated describing the idea as ‘dumb’ or ‘silly’.  Again they noted that it was a big step from 
being a first-time donor to receiving a statue. 

 Some commented that the concept did not transfer well to print.  They stated the storyline or intent 
was less clear – it was harder to figure out exactly what was happening.  The tone also changed as 
the surprised and humble nature of the ‘hero’ did not come through in the print ad so there was 
nothing to soften the emphasis on public recognition.  In addition, a few stated that the phrase – It’s 
nice to be acknowledged - takes on a ‘oh look at me’ connotation when placed with the image.     

 
Other mentions 

 A few did not like phrase – It is nice to be acknowledged - as it focused solely on 
acknowledgement.  They felt this should not be the focus of the ad. 

 

Comments that apply to all First-Time Donor’s Super Credit ads 
 
The following bullets summarize comments that apply to ads across the three concepts. 
 

 Some, particularly those who regularly make charitable donations, commented that providing a tax 
credit for first-time donors was unfair / inequitable. They felt that either the new first-time donor 
credit should not exist or there should be a similar tax credit for long-term donors.   

 Some commented on the word ‘donor’ as they immediately thought of someone who makes a blood 
or organ donation and not a charitable donation.  It is not a significant problem as the intent became 
clear, but the term was distracting for some. 

 Some commented that the ads contained too many messages – information on a new tax credit, 
encouraging online filing and promoting direct deposit.  They questioned the effectiveness of 
including three messages in one ad. They stated that if all messages were important to the CRA 
they likely needed ads that focused more directly on online filing and direct deposit. 

 A few stated the intent of the ad (i.e. if you are a first-time donor you can receive a tax credit) 
should be placed closer to the front of the ad to ensure the message was not missed. 
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4.3  Conclusions  

 
This section presents overall conclusions related to the First-Time Donor’s Super Credit.  The reader 
should note that these findings are based on this research only. 
 

 Anonymous was ranked as the most preferred concept and was well received.  Generally speaking, 
Flight of the Ribbons also received positive feedback, while Nice to be Acknowledged was clearly 
the least preferred.   

o Anonymous was ranked first by 28 of the 49 participants, with only four ranking it third.  
Flight of the Ribbons was ranked first by 15 respondents and 10 ranked it third.  Nice to be 
Acknowledged was clearly the least preferred with only six ranking it first and 35 identifying 
it as their least preferred concept.   

o Anonymous  and Flight of the Ribbons received very similar ratings across the seven 
creative elements rated in the research with Anonymous receiving a slightly higher rating for 
motivating participants to learn more about tax credits and Flight of the Ribbons scoring 
slightly higher for being appealing and personally relatable.  Nice to be Acknowledged was 
rated lowest across all metrics, receiving the lowest ratings for being personally relatable 
and appealing.   

o Of note is that reactions to Flight of the Ribbons were more polarized, i.e. some really liked 
it, while others did not relate to the ad.  In contrast, the reactions to the Anonymous concept 
were more consistent.  As a result, the Anonymous concept does appear to have more 
general appeal. 

 

 The overall approach to the Anonymous concept was the key reason for its appeal.  The approach, 
which featured a range of charities (e.g. assistance for animals, children, the elderly and the 
homeless) and showed the results of making a charitable donation was easy to relate to and 
regarded as realistic.  Many also liked the idea of the donations being anonymous, emphasizing 
that donating to charity is not about receiving praise or recognition, but about helping those in need.  
As such, this theme was regarded as an appropriate foundation for the ads.   

 

 The Anonymous concept did touch most emotionally, and this concept appeared to generate the 
strongest emotional connection.  In some cases the reaction was positive as respondents were 
warmed by the scenes of those receiving help.  A few had a mixed reaction as they were warmed 
by those receiving help, but saddened by the reminder of the range of people and animals in need.   
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5.0 Comments Related to the Expected Impact on Campaign Objectives      

 
As stated at the outset the specific campaign objectives include encouraging Canadians: 
 

 to take advantage of the tax relief measures that they may be entitled to when they file their returns; 

 to file their returns online; and 

 to sign up for direct deposit to get their refunds. 
 
The focus groups sessions did receive some feedback on the extent to which the ads are likely to 
encourage the desired response.  There was not time to explore this topic in detail, nor is the setting 
ideal as participants viewed several ads where the same core messages were repeated.  However, the 
research indicates that the ads do a very good job of informing Canadians about the two tax credits (i.e. 
Children’s Fitness Tax Credit and First-Time Donor’s Super Credit) and encouraging those who are 
entitled to them to take advantage of these tax credits.  It appears reasonable to assume that many 
who hear the ads, and are in a position to take advantage of the tax credit, will look into it further or 
mention it to the third party who prepares their return.  However, only a couple in each session 
indicated that hearing the ad is an adequate prompt / reminder to encourage them to look into other tax 
credits that might apply to them.  Less, but a few, did state that they may mention the credits to others.  
This was noted more frequently for the First-Time Donor’s Super Credit as it is new and can be a more 
significant credit. 
 
It was also generally agreed that the core message of the ads is related to the tax credits and that 
encouraging filing online and signing up for direct deposit are secondary messages.  They were viewed 
as add-ons or reminders and not strong enough to cause behavioural change. 
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Appendix A:  Research Tools 
 

 Recruiting Screener 

 Moderator’s guide  
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CANADA REVENUE AGENCY 
PHASE VII TAX RELIEF MEASURES ADVERTISING CAMPAIGN – CREATIVE TESTING  

 
NOTE TO RECRUITERS:  INSTRUCTIONS APPEAR IN BOLD – DO NOT READ TO 
PARTICIPANTS. 
 
Hello, my name is ____________ and I am calling from Phase 5, an independent research and consulting firm.   

 

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

Participation in the group discussions will last approximately 2 hours and you would receive a cash 
honorarium as a thank you for attending the session.  Your participation in the research is completely 
voluntary and your decision to participate or not will not affect any dealings that you may have with the 
Government of Canada.  All information we collect will be treated confidentially and will be used for 
research purposes only.  Before inviting you to attend, we need to ask you a few questions to ensure 
we get a good mix of people.  
 
1. Would you be willing to participate in our study? 
 

o Yes   
o No   → THANK AND TERMINATE 

 
2. Do you, or does any member of your immediate family or household, work in or work for… 
 

 Yes No 

The Government of Canada    

A provincial or municipal ministry / department that 
deals with finance, revenue and / or taxation 

  

A marketing research firm / marketing research 
department 

  

A marketing department   

An advertising or public relations firm or department   

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

  

 
IF YES TO ANY OF THE ABOVE → THANK AND TERMINATE 
 
3. You will be asked to read and comment on written material in [English / French] during the session.  

You will also be asked to fill in a brief questionnaire in [English / French].  Are you comfortable 
doing this?   

 Yes 

 No   THANK AND TERMINATE 
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4. Have you ever participated in either a marketing research interview or discussion group for 

research purposes? 

 Yes 

 No   GO TO Q8 
 

WATCH QUOTAS  
5. When was the last time you participated in such a discussion?  

 Within the past 6 months - THANK AND TERMINATE  

 Within the past two years – GO TO Q6  

 More than two years ago – GO TO Q7 
 
6. ASK IF Q5=WITHIN PAST TWO YEARS: What was the topic of discussion?  _________________ 
IF TOPIC WAS RELATED TO PROVIDING FEEDBACK ON GOVERNMENT COMMUNICATIONS 
AND / OR TAXATION  THANK AND TERMINATE.   
 
7. How many marketing research focus groups or in-depth interviews have you participated in within the past 5 years? 

 Less than 5 

 5 or more  THANK AND TERMINATE 
 

8. What best describes the nature of your involvement in the preparation of your 2012 personal tax 
return – that is, the return that was due in April 2013?     

 

 You prepared and filed the return yourself. 

 You collected the required information (e.g. forms, receipts) and provided the information to a 
professional or someone else (e.g. family member, friend) who prepared the 2012 tax return on 
your behalf. 

 You were not directly involved in collecting the required information or preparing or filing a 2012 

tax return  THANK AND TERMINATE 

NOTE:  THIS MEANS SOMEONE ELSE (RELATIVE/FRIEND) COLLECTED THE REQUIRED 
INFORMATION AND SOMEONE ELSE (RELATIVE/FRIEND/PROFESSIONAL) PREPARED 
THE RETURN ON THEIR BEHALF  

 You did not file a tax return in 2013  THANK AND TERMINATE 

 Other, please specify ______________________________________  DISCUSS WITH 
PHASE 5  

 

9. DO NOT READ:  Record gender of respondent. 
 

 Male 

 Female  
 
WATCH QUOTAS 
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10. What is your age? 
 

 Under 18 THANK AND TERMINATE 

 18 - 34 

 35 – 49 

 50 – 65 

 Over 65 THANK AND TERMINATE 
 

WATCH QUOTAS 

 
11. What is the highest level of formal education you have completed?  Check one only.   

 High school diploma or below  
 College/technical school/CEGEP certificate or diploma 
 Undergraduate university degree 
 Graduate university degree / post graduate studies 
 

WATCH QUOTAS 

 
12. We would like to talk to a cross-section of people from different income levels. What was your total 

household income in 2012 before taxes?  
 Under $30,000  
 $30,000 - $69,999 
 $70,000 - $124,999 
 $125,000 or more 
 Don’t know 

 
13. What is your main occupation or activity?  DO NOT READ LIST. 

 Full-time student  
 Administrative, secretarial or clerical 
 Business professions (finance, human resources) 
 Emergency response (police, fire, ambulance) 
 Farming / Fisherman / Forester / Mining 
 Healthcare services or professional   
 Journalist / writer  
 Labourer / production (assembly, manufacturing, machine operator) 
 Professional services / designation e.g. accountant, engineer, lawyer, architect 
 Military 
 Retired  
 Systems analysts or computer programmer 
 Sales occupation 
 Social services professional  
 Teacher / educator 
 Technical occupations related to natural and applied sciences 
 Tradesperson (carpenter, plumber, electrician) 

  Working in the home / Looking for work / on disability  
 Other  please specify ______________________ 

 
WATCH QUOTAS  
14. What best describes the make-up or your household? 
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 Single / live alone  

 Live with roommates 

 Couple / Single parent / guardian living with children  How many children living with you are under 

the age of 16?  _______ 

 Couple with no children 

 Live with adult relatives e.g. parents, siblings 

 Other  please describe ____________________ 

 
WATCH QUOTAS  
15. We are interested in speaking to people of different backgrounds.  What is your ethnic origin? DO 

NOT READ LIST.  
 Canadian 

 Aboriginal 

 African (South Africa, Ethiopian, Somalian, etc.) 

 Asian (Japanese, Chinese, Vietnamese, Korean, etc.) 

 Caribbean (Barbados, Jamaica) 

 European (British, German, Italian etc.) 

 Pacific (Taiwan, Philippines, Indonesia, etc.) 

 Latin/Central/South America (Mexico, Venezuela, etc.) 

 Other  specify ____________________________________ 
 
WATCH QUOTAS 
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BOOKING THE PARTICIPANT  
 
Based on your responses to the questions, I’d like to book you for a group discussion.  This discussion 
will be held on DATE at TIME at VENUE.  The duration of the session is two hours, but we would like 
you to arrive 15 minutes early.   You will receive a cash payment of $75 in appreciation for your time 
upon conclusion of the session.  The facility hosts will be checking respondents’ identification prior to 
the session, so please be sure to bring some personal identification with you (e.g. driver’s licence).   
 
This group discussion will be audio taped. The sessions will be observed by members of the research 
team from another room. This is a normal practice within the marketing research industry, and these 
measures are being undertaken for research purposes only.   Everything you say will be kept 
confidential. 
 

Location Venue Date Time 

Toronto  
Consumer Vision 

2 Bloor St. West, 3rd 
Floor 

November 4th 
5:30 – 7:30 

8:00 – 10:00 

Montreal 
CRC Research 

1250 Guy Street, 
Suite 802  

November 5th  
5:30 – 7:30 

8:00 – 10:00 

Winnipeg 

NRG Research 
Group 

213 Notre Dame 
Ave., Suite 804  

November 7th  

5:30 – 7:30 

8:00 – 10:00 

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

Name: 
 
 
 

Phone number: 
 
 
 

Email address: 
 
 
 

 
We will also call you the day before the discussion group to confirm all of the details.  Thank you very 
much for agreeing to participate in our study.  If you have any questions before the session, please call 
Tamara Hudon at 1 (613) 241-7555, ext. 123. 
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QUOTAS 
 
Recruit a total of: 

 2 groups of 12 participants in each of Toronto, Winnipeg and Montreal 

***QUOTAS ARE PER GROUP 

Q4 – Participation in past research   A minimum of 4 who have never participated in 
a marketing research interview or discussion 
group 

Q9 – Gender   
 

 Females: 5 - 7 

 Males: 5 – 7   

Q10 – Age  
 

 3 – 5 per category  

Q11 – Education   
 

 2 – 5 per category  

Q12 – Household income  2 – 5 per category  

Q13 – Main activity   No more than 2 from any category per 
group (i.e. coverage of at least 6 
categories per group) 

Q14 – Household makeup  6 participants with children under the 
age of 16 

 Coverage of at least 3 categories  

Q15 – Ethnicity   No more than 3 from any category per 
group (i.e. coverage of at least 4 
categories per group) 
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CANADA REVENUE AGENCY 
PHASE VII TAX RELIEF MEASURES ADVERTISING CAMPAIGN – CREATIVE TESTING  

 
NOTE TO RECRUITERS:  INSTRUCTIONS APPEAR IN BOLD – DO NOT READ TO 
PARTICIPANTS. 
 
Bonjour. Je m’appelle ____________ et je téléphone de Phase 5, une firme indépendante de recherche et d’experts-
conseils.   

 

Le gouvernement du Canada a fait appel à nous pour mener des discussions de 
groupes avec des Canadiennes et des Canadiens pour l’aider à concevoir une 
campagne publicitaire. Les résultats de la recherche seront utilisés de manière à ce que 
la campagne véhicule bien les messages souhaités et qu’elle soit bien accueillie.   
 

Vous devrez consacrer environ deux (2) heures aux discussions de groupe. En guise de 
remerciement, nous vous remettrons une prime en argent. Votre participation à la recherche est 
entièrement volontaire et votre décision de participer ou non n’influencera d’aucune façon vos rapports 
avec le gouvernement du Canada. Tous les renseignements recueillis seront traités de manière 
confidentielle et serviront uniquement aux fins de la recherche. Avant de vous inviter, nous aimerions 
vous poser quelques questions afin de recruter un groupe représentatif de participants.  
 
8. Accepteriez-vous de participer à notre étude? 
 

o Oui   
o Non   → THANK AND TERMINATE 

 
9. Est-ce que vous ou l’un des membres de votre foyer ou de votre famille immédiate travaillez 

pour…?  
 

 Oui Non 

le gouvernement du Canada    

un ministère provincial ou municipal responsable des 
finances, du revenu ou de la fiscalité 

  

une firme ou un service d’études de marché   

un service de marketing    

une firme de publicité ou de relations publiques   

les médias (p. ex., un magazine, un journal, une station de 
radio, une station de télévision ou une entreprise de 
cinéma ou de vidéo) 

  

 
IF YES TO ANY OF THE ABOVE → THANK AND TERMINATE 
 
10. Durant la séance, vous devrez lire du matériel écrit en [anglais/français]. Vous serez également 

invité à remplir un bref questionnaire en [anglais/français].Êtes-vous à l’aise de fonctionner ainsi?   

 Oui 

 Non THANK AND TERMINATE 
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11. Avez-vous déjà participé à une entrevue pour une étude de marché ou à une discussion de groupe 

pour une recherche? 

 Oui 

 Non GO TO Q8 
 

WATCH QUOTAS  
12. À quand remonte cette dernière entrevue ou discussion?  

 Au cours des six (6) derniers mois - THANK AND TERMINATE  

 Au cours des deux (2) dernières années – GO TO Q6  

 Il y a plus de deux (2) ans – GO TO Q7 
 
13. ASK IF Q5=WITHIN PAST TWO YEARS: Quel était le sujet de la discussion?  

_________________ 
IF TOPIC WAS RELATED TO PROVIDING FEEDBACK ON GOVERNMENT COMMUNICATIONS 
AND / OR TAXATION  THANK AND TERMINATE.   
 
14. À combien de discussions de groupe pour étude de marché ou d’entrevues en profondeur avez-vous participé au cours 

des cinq (5) dernières années? 

 Moins de cinq (5) 

 Cinq ou plus (5) THANK AND TERMINATE 
 

9. Parmi les affirmations que je vais vous lire, laquelle décrit le mieux votre implication dans la 
préparation de votre déclaration de revenus des particuliers en 2012, soit celle qui était due en avril 
2013?     

 

 Vous avez préparé et produit vous-même votre déclaration. 

 Vous avez réuni les renseignements nécessaires (p. ex., formulaires et reçus) et les avez remis 
à un professionnel ou quelqu’un d’autre (p. ex., un membre de la famille ou un ami) qui s’est 
chargé de préparer votre déclaration de revenus de 2012 pour vous. 

 Vous n’avez pas directement participé à la collecte des renseignements, ni à la préparation ou 
la production de votre déclaration de revenus de 2012. (THANK AND TERMINATE 
NOTE:  THIS MEANS SOMEONE ELSE (RELATIVE/FRIEND) COLLECTED THE REQUIRED 
INFORMATION AND SOMEONE ELSE (RELATIVE/FRIEND/PROFESSIONAL) PREPARED 
THE RETURN ON THEIR BEHALF  

 Vous n’avez produit aucune déclaration de revenus en 2013. THANK AND TERMINATE 

 Autre – veuillez préciser : ______________________________________ DISCUSS WITH 
PHASE 5  

 
16. DO NOT READ:  Record gender of respondent. 
 

 Male 

 Female  
 
WATCH QUOTAS 
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17. Quel âge avez-vous? 
 

 Moins de 18 ans  THANK AND TERMINATE 

 18 – 34 ans 

 35 – 49 ans 

 50 – 65 ans 

 Plus de 65 ans  THANK AND TERMINATE 
 

WATCH QUOTAS 

 
18. Quel est le plus haut niveau de scolarité que vous avez atteint? Check one only.   

 Diplôme d’études secondaires ou moins  
 Certificat ou diplôme d’un collège/d’une école technique/d’un CÉGEP 
 Diplôme d’études universitaires de premier cycle 
 Diplôme d’études supérieures 
 

WATCH QUOTAS 

 
19. Nous souhaitons nous entretenir avec des personnes avec différents niveaux de revenu. Quel a été 

le revenu total de votre ménage en 2012, avant impôts?  
 Moins de 30 000 $  
 30 000 $ - 69 999 $ 
 70 000 $ - 124 999 $ 
 125 000 $ et plus 
 Ne sait pas 

 
20. Quelle est votre principal emploi du temps ou activité? DO NOT READ LIST. 

 Étudiant à temps plein  
 Adjoint administratif, secrétaire ou commis de bureau 
 Professionnel des finances ou des ressources humaines 
 Employé des services d’urgence (policier, pompier, ambulancier) 
 Agriculteur/pêcheur/forestier/mineur 
 Professionnel de la santé   
 Journaliste/écrivain  
 Ouvrier/employé de production (assembleur, travailleur manufacturier, opérateur de machinerie) 
 Professionnel agréé (comptable, ingénieur, avocat, architecte) 
 Militaire 
 Retraité   
 Analyste des systèmes ou programmeur d’ordinateurs 
 Représentant commercial 
 Professionnel des services sociaux  
 Enseignant ou professeur 
 Technicien en sciences naturelles et appliquées 
 Personne de métier (charpentier, plombier, électricien) 

 Travailleur à domicile/à la recherche d’un emploi/en invalidité  
 Autre  veuillez préciser : ______________________ 

 
WATCH QUOTAS  
21. Laquelle de ces descriptions correspond le mieux à la composition de votre ménage? 
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 Vous êtes un(e) célibataire qui habite seul(e).  

 Vous habitez avec des colocataires. 

 Vous êtes en couple, vous êtes un monoparental ou un tuteur et avez des enfants à la maison. 

(Combien d’enfants de moins de 16 ans avez-vous à la maison? _______ 

 Vous êtes en couple et vous n’avez pas d’enfants. 

 Vous habitez avec des membres adultes de votre famille (p. ex., vos parents ou des frères et 

sœurs). 

 Autre (veuillez préciser : ____________________ 

 
WATCH QUOTAS  
22. Nous souhaitons nous entretenir avec des personnes de différentes origines. Quelle est votre 

origine ethnique? DO NOT READ LIST.  
 Canadienne 

 Autochtone 

 Africaine (sud-africaine, éthiopienne, somalienne, etc.) 

 Asiatique (japonais, chinoise, vietnamienne, coréenne, etc.) 

 Antillaise (barbadienne, jamaïcaine) 

 Européenne (anglaise, allemande, italienne, etc.) 

 Du Pacifique (taïwanaise, philippine, indonésienne, etc.) 

 Latino-américaine ou d’Amérique centrale (mexicaine, vénézuélienne, etc.) 

 Autre (veuillez préciser : ____________________________________ 
 
WATCH QUOTAS 
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BOOKING THE PARTICIPANT  
 
En fonction de vos réponses, j’aimerais vous inviter à participer à une discussion de groupe le DATE à 
HEURE à ENDROIT. La séance durera deux (2) heures, mais nous vous demandons d’arriver 15 
minutes à l’avance. Pour votre participation, vous recevrez une prime en argent de 75 $ à la fin de la 
séance. Nos hôtes vérifieront votre identité avant la séance. Vous devez donc apporter une pièce 
d’identité avec vous (p. ex. un permis de conduire).   
 
La discussion de groupe sera enregistrée sur bande audio. Des membres de l’équipe de recherche 
observeront la discussion à partir d’une autre salle. Il s’agit d’une pratique courante dans l’industrie des 
études de marché et ces mesures serviront uniquement aux fins de la recherche. Tout ce que vous 
direz demeurera confidentiel.   
 

Location Venue Date Time 

Toronto  
Consumer Vision 

2 Bloor St. West, 3rd 
Floor 

November 4th 
5:30 – 7:30 

8:00 – 10:00 

Montreal 
CRC Research 

1250 Guy Street, 
Suite 802 

November 5th  
5:30 – 7:30 

8:00 – 10:00 

Winnipeg 

NRG Research 
Group 

213 Notre Dame 
Ave., Suite 804 

November 7th  

5:30 – 7:30 

8:00 – 10:00 

 
 
CONTACT INFORMATION: 
 
En terminant, j’aimerais obtenir vos coordonnées :  
 

Nom : 
 
 
 

Numéro de téléphone : 
 
 
 

Adresse de courriel : 
 
 
 

 
Nous vous téléphonerons la veille pour confirmer les détails. Je vous remercie d’avoir accepté de 
participer à notre étude. Si vous avez des questions avant le jour de la séance, vous pouvez 
communiquer avec Tamara Hudon au 1 613 241-7555, poste 123. 
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QUOTAS 
 
Recruit a total of: 

 2 groups of 12 participants in each of Toronto, Winnipeg and Montreal 

***QUOTAS ARE PER GROUP 

Q4 – Participation in past research   A minimum of 4 who have never participated in 
a marketing research interview or discussion group 

Q9 – Gender   
 

 Females: 5 - 7 

 Males: 5 – 7   

Q10 – Age  
 

 3 – 5 per category  

Q11 – Education   
 

 2 – 5 per category  

Q12 – Household income  2 – 5 per category  

Q13 – Main activity   No more than 2 from any category per 
group (i.e. coverage of at least 6 categories 
per group) 

Q14 – Household makeup  6 participants with children under the age of 
16 

 Coverage of at least 3 categories  

Q15 – Ethnicity   No more than 3 from any category per 
group (i.e. coverage of at least 4 categories 
per group) 
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Canada Revenue Agency 

 
Phase VII Tax Relief Measure Advertising Campaign – Creative Testing 

 

Moderator’s Guide 
 

[Notes to the moderator are in bold, italics.] 
 
 
1.0 Introductions (5 min) 
 

Hi, my name is _________________.  I am with Phase 5, an independent market research company.  I 

would like to thank you for participating in this session.  As you know from our phone call to you, our 

company has been hired by the Government of Canada to conduct group discussions with Canadians to 

help with the design of an advertising campaign related to tax relief measures. The research will be used 

to help ensure the ads will be noticed by and effective for Canadians like you.     

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

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

 

 As you may have guessed there are people behind the mirror. They are representatives 
from the Government of Canada who are directly involved in making decisions related to 
the proposed campaign. They are here to learn from you and are very interested in what 
you have to say. 

 

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

 

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

 

 Please turn off your cell phones, iphones, ipods.   
 

Do you have any questions before we begin? 
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1. I would like to begin by having everyone tell us their first name and tell us a little about 
themselves.  Probe: 

 

 Tell us what you currently do – are you employed, working in the home, going to school, 
looking for work, retired?   

 Tell us about your household – Do you live alone or with others?  How many people live 
at home with you? If you have children at home how many are under the age of 16? 

 
2.0 Detailed Review of the Concepts: First Ad (50 minutes for each of the two ads)  
 
Now, I would now like to get your feedback on different concepts for the proposed campaign. 
We will be looking at two different ads and for each ad there are three concepts or 
approaches. Each concept will use different communication channels – tonight we will be 
reviewing a TV ad and a print ad for each concept.  
 
For the purposes of our discussion the concepts have been called a different [colour / letter]. 
 

 Children’s Fitness Tax Credit 
 

First Time Donor’s Super Credit  

Red: Trophy Talk A: Nice to be Acknowledged  

Blue: Self Esteem B: Flight of the Ribbons 

Green: Nice to be Acknowledged  C: Anonymous 

 
I’ll start by showing you three creative concepts / approaches for the first ad.   
 
I’ll show you each concept one at a time and give you time to review the TV ad and then the 
print ad.  After you have seen each ad, please record your initial impressions on the handout 
provided.  At this point I want you to keep your thoughts to yourself and write them down.  
 
After you have provided comments on both ads, please answer the questions at the bottom of 
the page related to the overall concept. 
 
Once you have seen both ads and everyone has recorded their independent thoughts we will 
discuss the concept as a group.  Following this discussion we will move on to the next concept. 
 
TV Ad:  We are using something called animatics to present the idea or concept for the TV 
ads. These concepts are at the early stages of development and currently consist of a script 
and images. They have not been produced so they do not look like TV ads at this time, but the 
final product will look like a regular TV ad.  When I show it to you an announcer will describe 
the ad and read the script. When the announcer has finished, please answer the questions on 
the handout.  
Print ad: The print ads will appear in newspapers and magazines. 
Hand out the recording forms and a set of the print ads for the first ad.  The set of print 
ads will be in an envelope and have a cover with clear instructions that they are not to 
look at the ads until instructed to do so. 
 
The order of presentation of the ads and the concepts will be rotated.   
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Present each concept separately using the following steps. 
a) Show the TV ad first and play it twice and have them record their thoughts.  
b) Have them look at the appropriate print ad and record their thoughts. 
c) Ask participants to answer the question related to the overall concept.  
d) Reinforce throughout that they are not to talk about the ads until both ads have been 

viewed and all participants have recorded their thoughts 
e) Depending on the ad, ask questions in 2.1 and 2.2 or 2.3 and 2.4. 
 
2.1 Children’s Fitness Tax Credit Ad  
 
Ask for both the TV and the print ads 
 
2. What are your overall reactions to this ad?  What do you like?  What do you not like?  
 
3. What is it trying to tell you?  What key messages are communicated? Are the messages 

clear?    
 

4. Does it have the right amount of information?  
 

5. Imagine you are [watching TV / reading the newspaper] - how likely is this to get your 
attention?  Why do you say that?   

 

6. What emotions, if any, did you feel as you were [watching / reading] the ad? 

 
7. Do you have any comments on the images?  To what extent are they appropriate? Catch 

your attention?  Compelling?  
 

8. What do you think of the words used?  Are there any words or phrases that you particularly 
like?  Dislike?  Do the words work well with the images used?  Anything you would add, 
change or delete?   

 

9. In what way, if any, would you change this ad to make it more effective? 
 

Now let’s step back and consider the overall concept.   

 

10. What do think of the overall idea or approach?  Is it appealing? Effective? What impression 
does it leave you with?   

 

11. Do you relate to these ads?  Are they relevant to you personally? 
 

12. What would you / might you do as a result of seeing these ads?  Probe if necessary:  take 
the time to look for more information about available tax cuts, more likely to take advantage 
of tax cuts) 
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13. Do you have any comments on the tone?  Is it appropriate? Compelling?   
 

14. Ask only for the Blue Concept TV ad:  This TV ad shows a boy playing hockey and a girl 
figure skating.  Do you have any comments on this approach? To what extent are these 
scenarios effective?   

 
The moderator will repeat the questions 2 to 13/14 for the second and third concept.  
 
2.2  Ranking the Concepts - Children’s Fitness Tax Credit Ad 
 
Now that you have seen all the concepts, I’d like you to use the last page of the handout to 
rank the concepts.  Please rank them from ‘1’ to ‘3’ with ‘1’ being your most preferred and ‘3’ 
being your least preferred.  I would also like you to explain the reason for ranking your 
preferred concept as number ‘1’.   
 
Remember to focus on the overall approach when ranking, keeping in mind that changes can 
be made to specific elements e.g. images, emphasis, wording.   
Please rank the concepts without talking and then we will discuss as a group. 
 
The moderator will use the flip chart to quickly record the ranking. 
 
For each concept:   
15. How many selected concept [insert colour] as their first choice?  How many ranked it 

second?  Third?  
 
16. Those selected this as their most preferred – why is that?  Is this a strong favourite or about 

the same as the others?  Do you think this is a good basis for an ad campaign? 
 
17. Those who did not select this as their most preferred - why not?   
 
18. Do you have any suggestions about how this concept could be improved? 
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2.3 First Time Donor’s Super Credit Ad 
 
Ask for both the TV and the print ads 
 
19. What are your overall reactions to this ad?  What do you like?  What do you not like?  
 
20. What is it trying to tell you?  What key messages are communicated? Are the messages 

clear?    
 

21. Does it have the right amount of information?  
 

22. Imagine you are [watching TV / reading the newspaper] - how likely is this to get your 
attention?  Why do you say that?   

 

23. What emotions, if any, did you feel as you were [watching / reading] the ad? 

 
24. Do you have any comments on the images?  To what extent are they appropriate? Catch 

your attention?  Compelling?  
 

 For Concept ‘B’ only:  We are interested in what comes to mind when you see a 
ribbon like those used in this ad. If you were to complete the following sentence what 
would you say…  When I see a ribbon, like this I think of…   

 

25. What do you think of the words used?  Are there any words or phrases that you particularly 
like?  Dislike?  Do the words work well with the images used?  Anything you would add, 
change or delete?   

 

26. In what way, if any, would you change this ad to make it more effective? 
 

Now let’s step back and consider the overall concept.   

 

27. What do think of the overall idea or approach?  Is it appealing? Effective? What impression 
does it leave you with?   

 

28. Do you relate to these ads?  Are they relevant to you personally? 
 

29. What would you / might you do as a result of seeing these ads?  Probe if necessary:  take 
the time to look for more information about available tax cuts, more likely to take advantage 
of tax cuts) 

 
30. Do you have any comments on the tone?  Is it appropriate? Compelling?   

 
The moderator will repeat the questions 19 to 30 for the second and third concept.  
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2.4 Ranking the Concepts - First Time Donor’s Super Credit Ad 
 
Now that you have seen all the concepts, I’d like you to use the last page of the handout to 
rank the concepts.  Please rank them from ‘1’ to ‘3’ with ‘1’ being your most preferred and ‘3’ 
being your least preferred.  I would also like you to explain the reason for ranking your 
preferred concept as number ‘1’.   
 
Remember to focus on the overall approach when ranking, keeping in mind that changes can 
be made to specific elements e.g. images, emphasis, wording.   
Please rank the concepts without talking and then we will discuss as a group. 
 
The moderator will use the flip chart to quickly record the ranking. 
 
For each concept:   
31. How many selected concept [letter] as their first choice?  How many ranked it second?  

Third?  
 
32. Those selected this as their most preferred – why is that?  Is this a strong favourite or about 

the same as the others?  Do you think this is a good basis for an ad campaign? 
 
33. Those who did not select this as their most preferred - why not?   
 
34. Do you have any suggestions about how this concept could be improved? 

 
 
4.0    Communication Objectives (10 minutes) 
 
I would now like to consider the communication objectives.   
 
35. A core communication objective is to “Encourage Canadians to learn about and take 

advantage of tax credits that they are entitled to’.  
 

 For Children’s Fitness Tax Credit ad:  Please indicate if you are in a position to take 
advantage of the children’s fitness tax credit and then indicate which concept you think 
is most effective at ensuring you / others take advantage of this credit. Does this differ 
from your first choice overall – why is that?   

 

 For First Time Donor’s Super Credit ad:  Please indicate if you are in a position to 
take advantage of the first time donor’s super credit and then indicate which concept 
you think is most effective at ensuring you / others take advantage of this credit. Does 
this differ from your first choice overall – why is that?   
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Another communication objective is ‘to encourage Canadians to file their returns online’. 
 
36. How many currently file their return online?  What are the main reasons you file online?  

What are the main reasons you do not?  
 
37. Which concept for the Children’s Fitness Tax Credit ad is the most effective at encouraging 

you to file your return online? Why do you say this? 
 
38. Which concept from the For First Time Donor’s Super Credit ad is the most effective at 

encouraging you to file your return online? Why do you say this? 
 
A third communication objective is ‘to encourage Canadians to sign up for direct deposit to get 
their refunds’.   
 
39. If you expected to receive a refund, how many have or would sign up for direct deposit to 

get these refunds?  What are the main reasons you do / would?  What are the main 
reasons you do not / would not?  

 
40. Which concept for the Children’s Fitness Tax Credit ad is the most effective at encouraging 

you to sign up for direct deposit to get refunds? Why do you say this? 
 
41. Which concept from the For First Time Donor’s Super Credit ad is the most effective at 

encouraging you to sign up for direct deposit to get refunds? Why do you say this? 
 
5.0    Conclusion (5 minutes) 
 
The moderator will check the backroom for questions / points of clarification. 
 
42. Do you have any final comments for me? 
 

THANK YOU VERY MUCH FOR YOUR TIME AND COMMENTS. 
IT HAS BEEN VERY HELPFUL.  
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Canada Revenue Agency 

 
Phase VII Tax Relief Measure Advertising Campaign – Creative Testing 

 

Moderator’s Guide 
 

[Notes to the moderator are in bold, italics.] 
 
 
2.0 Introductions (5 min) 
 

Bonjour, je m’appelle _________________ et je suis de Phase 5, une firme indépendante d’études de 

marché. Je tiens à vous remercier de participer à cette séance. Comme nous vous l’avons mentionné au 

téléphone, le gouvernement du Canada a fait appel à nous pour mener des discussions de groupes avec 

des Canadiennes et des Canadiens en vue de concevoir une campagne publicitaire sur le thème de 

l’allégement fiscal. Les résultats serviront à concevoir des publicités efficaces qui capteront l’attention 

des Canadiennes et des Canadiens comme vous.     

 
Avant de commencer, j’aimerais attirer votre attention sur certains points.   
 

 Nous aimerions enregistrer la séance de deux heures sur bande audio. Nous conserverons 
les enregistrements et personne d’autre n’y aura accès. Ils nous aideront à rédiger notre 
rapport. Tout ce que vous direz demeurera confidentiel et aucun nom ne sera associé aux 
commentaires obtenus.  
 

 Comme vous l’avez peut-être deviné, des personnes se trouvent de l’autre côté du 
miroir. Ce sont des représentants du gouvernement du Canada qui participent directement 
aux décisions concernant la campagne. Ils tenaient à être ici et ont hâte d’entendre vos 
commentaires. 

 

 Comme vous le savez, votre participation est volontaire et vos commentaires 
demeureront confidentiels. Dans notre rapport, nous présenterons les résultats sous 
forme de synthèse. Aucun nom ne sera associé aux commentaires. Les renseignements 
que nous obtiendrons aujourd’hui seront recueillis et gérés conformément à la Loi sur la 
protection des renseignements personnels et des autres lois applicables.  

 

 Nous voulons que la discussion soit ouverte et franche. Nous voulons avoir vos plus 
sincères opinions et suggestions. Si votre opinion est différente des autres, ne la gardez 
pas pour vous. Il est important que nous l’entendions. D’autre part, si vous partagez l’avis 
ou appréciez les propos d’un autre participant, ajoutez-y vos commentaires.  

 

 Veuillez éteindre vos cellulaires, iphones et ipods.   
 

Avez-vous des questions avant de commencer? 
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Tout d’abord, je vous demanderais de vous présenter à tour de rôle. Donnez-nous votre 
prénom et parlez-nous un peu de vous. Probe: 
 

 Que faites-vous présentement? Êtes-vous un employé, un travailleur à domicile, un 
étudiant, un chercheur d’emploi ou une personne retraitée?   

 Parlez-nous de votre ménage. Habitez-vous seul ou avec d’autres personnes? 
Combien de personnes habitent avec vous? Si vous avez des enfants à la maison, 
combien d’entre eux ont moins de 16 ans?  

 
2.0 Detailed Review of the Concepts: First Ad (50 minutes for each of the two ads)  
 
J’aimerais maintenant obtenir vos commentaires sur différents concepts pour la campagne. 
Nous regarderons deux différentes publicités qui comportent chacune trois concepts ou 
approches. Chaque concept utilisera différents modes de communication. Ce soir, nous 
regarderons une publicité télévisée et une publicité imprimée pour chacun des concepts. 
 
Pour les fins de la discussion, une [couleur/lettre] différente a été attribuée à chaque concept. 
 

 Crédit d’impôt pour la condition 
physique des enfants 

Super crédit pour premier don de 
bienfaisance 

Rouge : Trophy Talk A : Nice to be Acknowledged  

Bleu : Self Estime B : Flight of the Ribbons 

Vert : Nice to be Acknowledged  C : Anonymous 

 
Je vous présenterai d’abord trois concepts ou approches créatives pour la première publicité.   
 
Je vous présenterai les concepts un par un et vous aurez le temps qu’il fait pour regarder la 
publicité télévisée, puis la publicité imprimée. Une fois que vous aurez vu les deux publicités, 
vous devrez noter vos premières impressions sur la feuille devant vous. À cette étape, je vous 
demande de garder vos commentaires pour vous et de les écrire.  
 
Une fois que vous aurez noté vos commentaires sur les deux publicités, vous devrez répondre 
aux questions concernant le concept global, au bas de la page. 
 
Une fois que vous aurez vu les deux publicités et que vous aurez tous noté vos commentaires 
individuellement, nous en discuterons en groupe. Une fois la discussion terminée, nous 
passerons au concept suivant. 
 
Publicité télévisée : Nous utilisons l’animation par ordinateur pour présenter le concept de 
chaque publicité télévisée. Ces concepts sont encore aux premiers stades de développement 
et consistent présentement en un script et des images. Ils n’ont pas encore été produits, ce qui 
explique pourquoi ils ne ressemblent pas encore à de la publicité télévisée, contrairement au 
produit final. Pour chaque concept présenté, un annonceur décrira la publicité et lira le script. 
Une fois qu’il aura terminé, vous devrez répondre aux questions sur la feuille devant vous.   
Publicité imprimée : Les publicités imprimées apparaîtront dans les journaux et les 
magazines.  
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Hand out the recording forms and a set of the print ads for the first ad.  The set of print 
ads will be in an envelope and have a cover with clear instructions that they are not to 
look at the ads until instructed to do so. 
 
The order of presentation of the ads and the concepts will be rotated.   
 
Present each concept separately using the following steps. 
f) Show the TV ad first and play it twice and have them record their thoughts.  
g) Have them look at the appropriate print ad and record their thoughts. 
h) Ask participants to answer the question related to the overall concept.  
i) Reinforce throughout that they are not to talk about the ads until both ads have been 

viewed and all participants have recorded their thoughts 
j) Depending on the ad, ask questions in 2.1 and 2.2 or 2.3 and 2.4. 
 
2.1 Children’s Fitness Tax Credit Ad  
 
Ask for both the TV and the print ads 
 
43. Quelles sont vos impressions générales de cette publicité? Quels sont les éléments que 

vous aimez? Quels sont ceux que vous n’aimez pas?  
 
44. Qu’essaie-t-on de vous dire? Quels sont les  principaux messages véhiculés? Ces 

messages sont-ils clairs?  
 

45. La publicité contient-elle suffisamment d’information?  
 

46. Supposons que vous [regardiez la télévision/lisiez le journal] – est-il probable qu’elle 
attirerait votre attention? Pourquoi dites-vous cela?    

 

47. Quelles émotions ressentez-vous, s’il y a lieu, en [regardant/lisant] la publicité? 

 
48. Avez-vous des commentaires sur les images? Sont-elles appropriées? Attirent-elles votre 

attention? Sont-elles convaincantes?  
 

49. Que pensez-vous des mots utilisés? Y a-t-il des mots ou des phrases que vous aimez 
particulièrement? Y en a-t-il que vous n’aimez pas? Les mots conviennent-ils aux images 
utilisées? Y a-t-il quoi que ce soit que vous ajouteriez, changeriez ou supprimeriez?    

 

50. Quels sont les changements que vous apporteriez à la publicité pour la rendre plus 
efficace? 

 
Revenez en arrière et pensez au concept global.   

 

51. Que pensez-vous de ce concept? Est-il attrayant? Est-il efficace? Quelle impression vous 
laisse-t-il?   
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52. Vous sentez-vous concerné par ces publicités? Sont-ils pertinents à votre situation? 
 

53. Que feriez-vous ou que songeriez-vous faire après avoir vu ces publicités?  Probe if 
necessary: Prenez le temps pour obtenir des renseignements supplémentaires sur les 
mesures d’allégement fiscal offertes et les personnes qui profiteraient davantage de ces 
mesures). 

 
54. Que pensez-vous du ton de la publicité? Est-il approprié? Est-il convaincant?   

 
55. Ask only for the Blue Concept TV ad: Dans cette publicité, on voit un garçon qui joue au 

hockey et une jeune fille qui pratique le patinage artistique. Avez-vous des commentaires 
sur cette approche? Est-ce que ces mises en situation sont efficaces?    

 
The moderator will repeat the questions 2 to 13/14 for the second and third concept.  
 
2.2  Ranking the Concepts - Children’s Fitness Tax Credit Ad 
 
Maintenant que vous avez vu tous les concepts, je vous demanderais d’utiliser la dernière 
page du document devant vous pour les classer de 1 à 3, « 1 » étant celui que vous préférez 
et «3» celui que vous aimez le moins. Donnez aussi les raisons pour expliquer votre premier 
choix.  
 
En effectuant le classement, pensez uniquement à l’approche globale et rappelez-vous que 
certains éléments pourraient éventuellement être modifiés (p. ex., les images, l’emphase ou le 
texte). Veuillez classer les concepts en silence et nous en discuterons en groupe par la suite. 
 
The moderator will use the flip chart to quickly record the ranking. 
 
For each concept:   
56. Combien parmi vous ont choisi le concept [insert colour] comme premier choix? Combien 

l’ont classé en deuxième? Combien l’ont classé en troisième?  
 
57. Pour ceux qui l’ont classé au premier rang, veuillez m’en expliquer les raisons. Est-ce qu’il 

se démarque clairement des autres ou s’il est sensiblement le même? Croyez-vous qu’il 
s’agit d’une base solide pour la campagne publicitaire? 

 
58. Si vous ne l’avez pas classé au premier rang, veuillez m’en expliquer les raisons.    
 
59. Avez-vous des suggestions pour améliorer ce concept? 
 
2.3 First Time Donor’s Super Credit Ad 
 
Ask for both the TV and the print ads 
 
60. Quelles sont vos impressions générales de cette publicité? Quels sont les éléments que 

vous aimez? Quels sont ceux que vous n’aimez pas?  
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61. Qu’essaie-t-on de vous dire? Quels sont les  principaux messages véhiculés? Ces 
messages sont-ils clairs?  

 
62. La publicité contient-elle suffisamment d’information?  

 
63. Supposons que vous [regardiez la télévision/lisiez le journal] – est-il probable qu’elle 

attirerait votre attention? Pourquoi dites-vous cela?    
 

64. Quelles émotions ressentez-vous, s’il y a lieu, en [regardant/lisant] la publicité? 

 
65. Avez-vous des commentaires sur les images? Sont-elles appropriées? Attirent-elles votre 

attention? Sont-elles convaincantes?  
 

 For Concept ‘B’ only: Nous voulons savoir ce qui vous vient en tête en voyant un 
ruban comme celui utilisé dans cette publicité. Veuillez compléter la phrase suivante 
: « Quand je vois un ruban comme celui-là, je pense à … »   

 

66. Que pensez-vous des mots utilisés? Y a-t-il des mots ou des phrases que vous aimez 
particulièrement? Y en a-t-il que vous n’aimez pas? Les mots conviennent-ils aux images 
utilisées? Y a-t-il quoi que ce soit que vous ajouteriez, changeriez ou supprimeriez?    

 

67. Quels sont les changements que vous apporteriez à la publicité pour la rendre plus 
efficace? 

 
Retournez en arrière et pensez au concept global.   

 

68. Que pensez-vous de ce concept? Est-il attrayant? Est-il efficace? Quelle impression vous 
laisse-t-il?   

 

69. Vous sentez-vous concerné par ces publicités? Sont-ils pertinents à votre situation? 
 

70. Que feriez-vous ou que songeriez-vous faire après avoir vu ces publicités?  Probe if 
necessary: Prenez le temps pour obtenir des renseignements supplémentaires sur les 
mesures d’allégement fiscal offertes et les personnes qui profiteraient davantage de ces 
mesures). 

 
71. Que pensez-vous du ton de la publicité? Est-il approprié? Est-il convaincant 

 
The moderator will repeat the questions 19 to 30 for the second and third concept.  
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2.4 Ranking the Concepts - First Time Donor’s Super Credit Ad 
 
Maintenant que vous avez vu tous les concepts, je vous demanderais d’utiliser la dernière 
page du document devant vous pour les classer de 1 à 3, « 1 » étant celui que vous préférez 
et «3» celui que vous aimez le moins. Donnez aussi les raisons pour expliquer votre premier 
choix.  
  
 
En effectuant le classement, pensez uniquement à l’approche globale et rappelez-vous que 
certains éléments pourraient éventuellement être modifiés (p. ex., les images, l’emphase ou le 
texte). Veuillez classer les concepts en silence et nous en discuterons en groupe par la suite. 
 
The moderator will use the flip chart to quickly record the ranking. 
 
For each concept:   
72. Combien parmi vous ont choisi le concept [insert letter] comme premier choix? Combien 

l’ont classé en deuxième? Combien l’ont classé en troisième?  
 

73. Pour ceux qui l’ont classé au premier rang, veuillez m’en expliquer les raisons. Est-ce qu’il 
se démarque clairement des autres ou s’il est sensiblement le même? Croyez-vous qu’il 
s’agit d’une base solide pour la campagne publicitaire? 

 
74. Si vous ne l’avez pas classé au premier rang, veuillez m’en expliquer les raisons 
 
75. Avez-vous des suggestions pour améliorer ce concept? 

 
 
4.0    Communication Objectives (10 minutes) 
 
J’aimerais discuter des objectifs en matière de communication.   
 
76. Un des principaux objectifs de la communication consiste à « encourager les Canadiens à 

mieux se renseigner sur les crédits d’impôt auxquels ils ont droit et à en profiter ».  
 

 For Children’s Fitness Tax Credit ad: Veuillez nous dire si vous êtes en mesure de 
profiter du crédit d’impôt pour la condition physique des enfants et nous indiquer le 
concept qui réussit le mieux à vous convaincre et à convaincre les autres de profiter de 
ce crédit d’impôt. Est-ce que ce choix est différent de votre premier choix global? 
Pourquoi?   

 

 For First Time Donor’s Super Credit ad: Veuillez nous dire si vous êtes en mesure de 
profiter du super crédit pour premier don de bienfaisance et nous indiquer le concept 
qui réussit le mieux à vous convaincre et à convaincre les autres de profiter de ce crédit 
d’impôt. Est-ce que ce choix est différent de votre premier choix global? Pourquoi?   
 

Un deuxième objectif de la communication consiste à « encourager les Canadiens à produire 
leurs déclarations de revenu en ligne ». 
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77. Combien parmi vous produisent présentement leur déclaration de revenu en ligne? Quelles 
sont vos principales raisons de le faire? Quelles sont vos principales raisons de ne pas le 
faire?  

 
78. Quel concept de la publicité sur le crédit d’impôt pour la condition physique des enfants 

réussit le mieux à vous convaincre de produire votre déclaration de revenu en ligne? 
Pourquoi dites-vous cela?   

 
79. Quel concept de la publicité sur le super crédit pour premier don de bienfaisance réussit le 

mieux à vous convaincre de produire votre déclaration de revenu en ligne? Pourquoi dites-
vous cela?   
 

Un troisième objectif de la communication consiste à « encourager les Canadiens à s’inscrire 
au service de dépôt direct pour obtenir leur remboursement ».   
 
80. Si vous attendiez un remboursement, combien parmi vous se sont inscrits ou s’inscriraient 

au service de dépôt direct pour obtenir ces montants? Pour quelles raisons l’avez-vous fait 
ou le feriez-vous? Pour quelles raisons ne l’avez-vous pas fait ou ne le feriez-vous pas?  

 
81. Quel concept de la publicité sur le crédit d’impôt pour la condition physique des enfants 

réussit le mieux à vous convaincre de vous inscrire au service de dépôt direct pour obtenir 
votre remboursement? Pourquoi dites-vous cela?  

 
82. Quel concept de la publicité sur le super crédit pour premier don de bienfaisance réussit le 

mieux à vous convaincre de vous inscrire au service de dépôt direct pour obtenir votre 
remboursement? Pourquoi dites-vous cela?  

 
5.0    Conclusion (5 minutes) 
 
The moderator will check the backroom for questions / points of clarification. 
 
83. En terminant, avez-vous d’autres commentaires? 
 

MERCI INFINIMENT DE VOTRE TEMPS ET DE VOS COMMENTAIRES. ILS NOUS ONT 
ÉTÉ FORT UTILES.  
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