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Executive Summary

Background

As part of their ongoing efforts to make travellers and importers aware of the instrumental role they play in protecting Canada from foreign diseases, pests and other threats, which they may unintentionally bring into the country, the Canadian Food Inspection Agency (CFIA) is planning a Travellers’ Biosecurity Campaign which will begin in the fall of 2007.


Prior to this campaign, two waves of focus groups were conducted to pre-test a number of CFIA Communications products with the public to gauge their effectiveness. The products included posters/print ads, television ads (in an “animatics” format and subsequently in a final cut), and web banners. A copy of the print materials tested in included as Appendix A to this report.
Methodology

Two separate waves of focus groups were conducted for this study:

· Wave I consisted of four focus groups on September 20 (2 English language groups in Toronto) and September 21 (2 French language groups in Montreal); and 

· Wave II consisted of four focus groups on October 29 — two English language groups in Toronto and two French language groups in Montreal. 

Wave I Findings

a)
TV Ad


The television ad concept was received positively in the Toronto groups but left most in Montreal unmoved. Toronto participants in particular highlighted the ad’s brevity (“I thought it was good because it was brief… it kept my attention the whole time”) and its broad appeal (”I liked the ad… it seemed to be aimed at everyone”). Montreal participants were generally less engaged with the ad and while drawing out the key message, they seemed less clear on the creative concept. A small number also felt the ad took either an overly dramatic tone or communicated an excessive focus on a security ethic (“It makes me think of an ad you would see in the U.S.”).

There was a desire voiced by many for more detailed information to be included in the ad, although this was coupled with a general acknowledgement that this could quickly become unworkable for a 30-second spot. Most participants did note the contact information on the end title screen.


b)
Print Ads


Participants were presented with either print ad A (featuring an image of a bird wearing an ice-pack and using a digital thermometer) or print ad B (featured the same bird without the ice pack and using a more traditional mercury thermometer). In each city, Print ad A was presented to the first group and print ad B to the second. Following a thorough review of the print ad presented, participants were asked to examine variations on different elements by looking at versions of the other treatments mounted on foam core boards. Each individual element tested is discussed separately below.

Image: With the exception of the second Toronto group (where roughly two-thirds dissented), there was a decisive preference for the bird image from ad A (with the ice pack and digital thermometer). 

Headline: The headline “One Bird is All it Takes / Il ne suffit que d’un oiseau” was generally preferred over “Don’t Let Disease Take Flight / Empechez la maladie de prendre son envol”, although either headline is likely workable. 

Main Message: While participants were generally clear on the message of the ad, it had a far greater degree of personal relevance for Toronto participants than was the case in Montreal. 

Banner Ads: Two different iterations of banner ads were presented to participants. Version 1 was structured to rotate the screens in the following order: “One Bird is All it Takes / Be Aware and Declare, A single infected bird could introduce harmful animal diseases into Canada / Click to learn more (with Bird and Logo images)”. Version 2 rotated the screens in the following order: “Don’t Let Disease Take Flight / Be Aware and Declare, One bird is all it takes / Click to Learn More (with Bird and Logo images)”. While there was no strong consensus on which banner ad to use, version 2 is likely text heavy in the second panel. Regardless of which version was being discussed, the point was made that the image of the bird was the element that would catch most people’s attention and participants felt they would like to see it on all screen or earlier in the rotation.

Wave II Findings

The ads resoundingly passed the final check. Most participants clearly received some version of the key messages, taking away themes such as: “Be responsible and declare”, “Get informed about what you’re not allowed to bring into the country”, “It’s possible to unknowingly bring in products that are risky” and “There can be legal consequences to breaking import laws”.

Several participants noted that they were clearer on the ad’s information after several viewings, describing it as “an ad you would probably watch a few times to really get”. 


Overall positive aspects of the ad were:

· The tone. While a small number of participants felt the tone was “over the top” or “too somber”, the dominant view was that it was “appropriate” and “attention grabbing” — “this is a serious issue and it deserves a serious tone”. 

· The pacing. A number of participants felt the ad was brief and moved along quickly — “it moves along at a good clip…you wouldn’t get bored watching it”.

· The concept itself. Most participants allowed that they were initially unsure what the ad was about and felt that this would pique and hold their interest — “I thought it might be about health issues or even luggage…I like ads like that, ones where you need to watch all the way through to know what they’re about”.

· Ability to relate to the ad. The use of the father and his son towards the end of the ad was seen by a number of participants as effectively communicating the notion that “any of us could inadvertently bring in products that pose a risk”.

Conclusions

· All materials should be considered as having passed a final check, albeit with some possible modifications and with varying degrees of effectiveness.
· At the Animatics phase, the television ad was received notably better in Toronto than in Montreal. The final cut was well received across the board.
· The bird image with the digital thermometer and icepack is preferable to the image with the mercury thermometer.
· There are few problems with the text used.
· The print materials held a stronger personal resonance in Toronto than in Montreal.
· There was no clear consensus on which banner ad was preferred.

