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Appendix – Research Instruments 

Introduction

The Environics Research Group is pleased to present the Department of Canadian Heritage with the following qualitative research report regarding the testing of slogans for International Art Days. This report is based on six mini focus group sessions with Canadian youth that were conducted on March 25th (Toronto) and 26th, 2002 (Halifax). Each session was held in a professional focus group facility. As well, each session was audiotaped for use in the analysis. 

Participants in each session were recruited according to criteria determined in consultation with the Department of Canadian Heritage project authority (a copy of the recruiting guide has been appended to this report).  Seven participants were recruited for each session for six to show. In general, focus group participants had to be between 12 and 18 years of age. As per industry standards, potential participants were excluded if anyone in their household worked for an advertising or market research firm, the media or an elected official. In addition, we excluded participants if anyone in their household worked in the arts. Participants in each session represented a mix of income backgrounds, levels of interest in artistic activities, and at least one person in each session was from an ethnic or racial group other than white. To help increase participants’ level of comfort, sessions were segmented based on age and gender. The table below outlines the composition of each of the groups. 

	Mini-Group Composition

	Location
	Primary Recruiting Criteria

	Toronto


	One session among males 12-15 years of age

One session among females 12-15 years of age

One session among males 16-18 years of age

	Halifax
	One session among females 12-15 years of age

One session among males 16-18 years of age

One session among females 16-18 years of age


All sessions were conducted in English. Each session was approximately one hour in length and was conducted according to a Moderator’s Guide designed in consultation with the client project team (a copy of which has been appended to this report).  Each participant received a $40 honorarium for his or her participation. 

It should be noted that the confidentiality of this process was stressed with each participant at the start and at the end of each session.

While the results of this qualitative research are not projectable to all young people in Canada, they do provide valuable insights into the reactions of young people to the slogans and a proposed poster for World Poetry Day. 

All research work undertaken by the Environics Research Group was conducted in accordance with the professional standards established by the Professional Marketing Research Society (PMRS) and the Canadian Association of Marketing Research Organizations (CAMRO).

Executive Summary

This report is based on six mini focus group sessions with Canadian youth that were conducted on March 25th (Toronto) and 26th, 2002 (Halifax). This research qualitatively assessed a number of slogans for International Art Days.    

Arts Participation and Attendance 

Overall, youth focus group participants made a number of different top-of-mind associations with the “arts” or “artistic events/activities” ranging from “fine arts” activities (e.g. painting, drawing) to performance-based activities (e.g. acting, singing) and those normally associated with the “high arts” (e.g. the theatre, musicals). 

Focus group participants tended to indicate that they are involved in various arts activities primarily because of personal interest or other reasons such as school requirements, encouragement from parents, or to socialize with their friends. In general, focus group participants suggested that young people do not participate or attend arts activities/events due to lack of interest in the arts or that they are involved in other activities. 

Reaction to Slogans

Focus group participants did not have an overwhelming favourite among the slogans. However, of the three slogans, focus group participants appear to have a slight preference for the “Dare to do it” slogan. Participants who preferred this slogan remarked that it was more interesting than the others, it suggests active involvement, it was appealing, it grabbed their attention and they liked that it seemed to be challenging them without being negative or too pushy. It is interesting to note that only one participant in the Toronto sessions and one participant in the Halifax sessions suggested that the “Dare to do it” slogan was their least favourite. In general, this slogan received the least amount of criticism.

Youth focus group participants had very mixed reactions to the “Go for it” slogan. Of note, Toronto participants tended to be more positive about this slogan, while those in Halifax were much more critical. Positive perceptions of this slogan related to the following themes: it seemed to be encouraging people to get involved in this area, it was straightforward, positive, and concise. Those participants that were critical of this slogan tended to criticize it as being too simple or plain, not that inspiring or attention grabbing, or over used.     


Reaction to the “Dare to risk it” slogan tended to be much more negative. Most participants were not clear what the “risk” was, especially when it related to poetry. They did not understand or see a connection between risk and the various arts activities. 

Reaction to Poster 

Overall, most participants did not react positively to the poster. Most did not perceive a connection between an image of a man blowing bubbles and poetry. 

In addition to being critical of the poster image, a number of participants were critical of the text. They either felt that it was too small or that it should be more colourful. Participants had further criticisms of the image when they looked at the slogans on the posters. Once again, they did not see a connection between being “daring” or taking a risk and an image of bubbles being blown. 

Information Preferences and Other Channels of Distribution 

Most participants suggested that the content is the key to making any website interesting. Other attributes that were associated with an interesting website included having a lot of colour, pictures, good graphics, being updated frequently, possessing useful search functions, and helpful and useful links to other sites. 

Participants had a number of suggestions regarding the types of information that should be made available on a website that would be related to these various arts activities (i.e. poetry, dance, theatre, music) and International Art Days, including examples of artists’ work (e.g. examples of poems), event information (especially local events), tips on how to get involved in these arts activities, chat rooms, and contact information.    

In addition to placing the posters in schools, participants suggested placing them in subways or buses, shopping malls, movie theatres, recreation places, and in magazines. In addition, youth participants suggested that TV and radio commercials would be the most effective method to reach young people. 
Advice 
We ended each session by asking youth participants to offer any recommendations that they may have to make a campaign to encourage young people to become more involved in the arts as effective as possible. While most participants could not identify any advice, others were able to provide some interesting recommendations. Of note, a few participants noted that the key to any campaign would be to get the message out as much as possible to build interest. Some participants offered advice regarding possible vehicles to be used (mainly TV), while others suggested using a catchy theme song, using celebrities, or focussing on those young people who may already have an interest in the arts. A few participants suggested that, to be more successful, the campaign should ensure that any poster that is developed have an image that is clearly connected with the various arts activities and that the poster should be more colourful.  

1.0 Arts Participation and Attendance 

We asked the youths in the focus groups we conducted what their top-of-mind associations were with the “arts” or “artistic events/activities”. Overall, they identified a number of different types of activities. A number of participants made a top-of-mind connection with arts activities such as painting, drawing, or visiting arts shows or art galleries. Many participants associated other activities such as acting, dancing, or singing with the arts. Certain participants identified activities that are normally associated with the “high arts” such as the theatre, plays, musicals, and film festivals. It was also interesting to note that a few participants identified some activities that are not usually associated with the arts (e.g. figure skating, graffiti, martial arts, car shows). Furthermore, when asked to write down their top-of-mind associations with the arts, other participants offered descriptions or adjectives to describe the arts. Examples of these descriptors included expression, originality, and interpretation.     

It is interesting to note that for the young males who participated in the focus groups, the associations they made with “arts” or “artistic activities/events” tended to be mainly “top of mind”, while the young female participants’ associations (with the exception of the 12-15 year old group in Halifax) tended to be activities that they were personally involved, or interested, in. This difference can be mainly attributed to the fact that, in general, female participants had higher levels of interest in the arts than their male counterparts.

A similar pattern existed with respect to the focus group participants’ active involvement or observer status with respect to arts activities. In general, male participants were more likely to report that their involvement in the arts tended to be as an observer (except in cases where they played a musical instrument or were in a school performance). On the other hand, female participants were much more likely to suggest that they were actively involved in various arts activities and not just passive observers of these types of performances. 

Those participants that are involved in various arts activities suggested a number of different reasons for this involvement. Personal interest was the most frequently cited reason. Other focus group participants reported that they were involved in the arts because it was part of a school requirement, their parents had encouraged them to become involved, or their friends were involved in such activities. A couple of participants suggested that they liked performing in front of people. 

In general, focus group participants suggested that young people do not participate or attend arts activities/events due to lack of interest in the arts or they are involved in other activities (e.g. sports, hanging out with friends) that they enjoy more. Some participants noted that for some young people the arts are seen as boring or something that older people do.              

Reaction to Slogans

We investigated focus group participants’ reactions to variations of three slogans (the slogans are presented below). Not only did we assess their initial thoughts and opinions of the slogans, but we also asked participants to identify the slogans that they liked the most and least. 

Slogan #1: 
Dare to do it 



(Poetry, Dance, Theatre, Music)

Slogan #2
(Poetry, Dance, Theatre, Music)



Go for it

Slogan #3
(Poetry, Dance, Theatre, Music)



Dare to risk it

Slogan Ideas

We began the discussion of the slogans by asking participants to develop a possible slogan that they thought might appeal to young people and might encourage them to participate in various arts activities such as theatre, music, poetry, and dance. Overall, this proved to be a challenging task to most participants. However, a few youth participants did offer some suggestions. In general, the suggested slogans touched on themes of encouraging people to participate or the expressive nature of the arts. Below, we highlight some of the suggested slogans:  


“Watch it, do it”


“Art will make you smart”


“Play it/see it/hear it/music”


“Dancing, let your body show what is in your heart”


“Express your thoughts through art”


“Art: it’s who you are”


“Take an active part in art”


“Give art respect, art respects you”


“Express yourself through art”


“Take part, art is in all of us”

Reaction to Proposed Slogans

Dare to do it 

Overall, most participants reacted quite positively to this slogan. Most of the discussion around this slogan related to the notion of daring someone to get involved. A number of participants saw this as a challenge and suggested that it might either pique the interest of some young people or it might cause them to adjust their behaviour because of this challenge. The feeling on the part of some participants was that some young people like doing things that others say you can’t. Therefore, when presented with a dare, these people may respond rather than just ignore the message.  

On the other hand, a few participants felt that the reference to daring people was a bit childish, that they did not understand the connection between a dare and the various arts activities or they felt that it would not be effective in altering anyone’s behaviour. In addition, a few participants felt that this slogan was too similar to the Nike slogan

Certain participants suggested that this slogan was intriguing or exciting, while others felt that it was a positive message and encouraging..     

The comments below highlight participants’ thoughts on this slogan:

“Very good because it is challenging you to do something that you might not normally do.”

“Best one – it suggests some hidden talents/benefits.”

“Challenges you – it makes you think.”

“I think this one is better and may end with people actually considering it rather than ignoring it.”

“Exciting, mysterious – makes it sound like a sort of challenge.”

“Too plain, not interesting, childish.”

“A dare, what are we six years old, we don’t need a dare, if we want to, we will do it.”

“I think it states that you should be courageous enough to try the arts.”

“It expresses some of the effects that dance and poetry deliver – you “dare” to express yourself.”  

“It is more appealing because in today’s society a kid is more into what he/she can’t do than what he/she can.”


“It doesn’t seem like something you need to dare to do.”

“It makes sense – it is daring people so it gets people interested then they want to try it.”

“It makes me think of something exciting.”

“This one says to me that poetry is a form of expression and you should be brave enough to express yourself and at least try.”

“This makes me feel like I should try. This would be great for someone interested but shy.”


“Poetry and dare don’t seem to fit.”


“This is trying to challenge you into arts.” 

Go for it

Youth focus group participants had very mixed reactions to this slogan. While a number of participants reacted favourably to this slogan, a number of other participants reacted negatively. There appeared to be two distinct camps on this slogan. Of note, Toronto participants tended to be more positive about this slogan, while those in Halifax were much more critical. 

Positive perceptions of this slogan related to the following themes: it seemed to be encouraging people to get involved in this area, it was straightforward, positive, and concise. 

Those participants that were critical of this slogan tended to criticize it as being too simple or plain, not that inspiring or attention grabbing, or over used.     
 

In addition, a few participants felt that this slogan was similar to the Nike slogan. Opinion was mixed whether this was good or bad association.   

Some examples of participants’ reactions to this slogan included the following:


“Not enthusiastic enough. It is too “every-day” like.



“It’s alright but it doesn’t grab my attention and make me think.”


“It encourages you to try.”


“Plain, shallow, not descriptive.”

“Stimulating, more emotion, more encouraging. It doesn’t have the negative connotation of risk it.”


“It is saying to me just go straight for it without thinking twice.”


“It uses an imperative which is better.”


“Encourages young people.”

“They seem kind of boring and not something that would make you deeply take it into consideration.”


“Forward, loud, tells you in a positive way. Short, simple, fun.”

 
“It is too plain and wouldn’t grab people’s attention.”

“To me this says that if it is something you want then you should suck it up and do it.”


“This one is a bit more positive and encouraging.”

“This one is okay, but a little too sports-related. It reminds me of Nike with the three simple words. Too simple for the arts.”

“This makes me feel like giving poetry or theatre a try just to see if I would like it.”


“It was too weak.”


“Too plain and cheesy.”

Dare to risk it

Reaction to this slogan tended to be much more negative. Most participants were not clear what the “risk” was, especially when it related to poetry. They did not understand or see a connection between risk and the various arts activities. A few participants suggested that they thought the slogan was negative or would deter people because if they took a risk and failed it would not be a good thing. It was suggested that certain people (especially some shy young people) tend to try to avoid risks and for these people this slogan would not work at all. Others felt that the combination of dare and risk together was too much. 

Some participants did react positively to this slogan. These participants suggested that this slogan might be appealing to people that like a challenge or that it might appeal to those people that are more risk-takers. This slogan was also seen as a bit edgier than the others as it seems to suggest that you should do it even if it might involve taking a risk (i.e. what others might think, etc.). For a couple of participants this was an appealing message, while as we noted above, for others it was a turn-off. 

The comments below illustrate participants’ reactions to this slogan    


“Doesn’t get any emotion out of me.”


“Trying to tell young people to take a chance, try something new.”


“Risk what?”


“Sounds a bit negative.”


“It doesn’t really relate to poetry.”


“Risk meaning what? Less clear.”


“It doesn’t really make much sense.”


“It makes sense because a lot of people are scared of poetry.”


“It is challenging you.”


“Not clear, what does it mean?”

“It makes me think that by pursuing this I would be taking a chance and doing something exciting.”

   
“Makes it sound difficult.”


“The arts should not be a risk.”

“I think that this trying too hard to be edgy and hip. The risk and dare together is too much.” 

“It doesn’t appeal to me because there doesn’t seem like much risk in poetry.”

“I like it because I think it is saying if you want to do it, just do it and don’t care what others think.”

Preferred Slogan

Focus group participants did not have an overwhelming favourite among the slogans. However, of the three slogans, focus group participants appear to have a slight preference for the “Dare to do it” slogan. Participants who preferred this slogan remarked that it was more interesting than the others, it suggests active involvement, it was appealing, it grabbed their attention and they liked that it seemed to be challenging them without being negative or too pushy.  In addition, a few participants liked the fact that the slogan “Dare to do it” followed the art activity (i.e. poetry, dance, etc.) as it attracted attention to the slogan first then the activity. As one participant suggested, some people may be turned off immediately by the slogan if they see the word poetry and they have no interest in it, but with the other part of the slogan first, it may keep their attention a bit longer.  

A number of focus group participants suggested that the “Go for it” slogan was their favourite. This slogan tended to be preferred for its simplicity, and what was identified as its “encouraging” tone. 

Fewer participants identified the “Dare to risk it” slogan as their preferred choice among the three slogans. Those that did prefer this slogan felt that it was more challenging than the others or they liked the “risk” component of the slogan.  A couple of participants noted that none of these three slogans appealed to them and they could not pick a favourite.    

Participants were split with respect to the slogan that they preferred the least. Toronto focus group participants tended to say that they preferred the “Dare to risk it” slogan the least, while the youth in the Halifax sessions were more inclined to mention that they felt the least positive about the “Go for it” slogan. Among those that disliked the “Dare to risk it” slogan, it was felt that “risk” component of the slogan did not make sense or was confusing for the associated arts activities, especially poetry, or that the association with risk may scare off some people. Participants that suggested that they did not like the “Go for it” slogan very much tended to feel that it was too plain, too simple, boring, bland, too typical or not very inspiring.     

It is interesting to note that only one participant in the Toronto sessions and one participant in the Halifax sessions suggested that the “Dare to do it” slogan was their least favourite. In general, this slogan received the least amount of criticism.    

Effects of Slogans

Participants overwhelmingly suggested that none of these slogans would encourage them to get involved in arts-related activities. This reaction may be due in part to a desire on behalf of youth participants to be seen as independent, able to make up their own minds and not influenced by advertising or slogans. Some participants suggested that these slogans may be effective for those young people who are already interested in the arts or those who have been thinking about participating and this may give them that final necessary push. 

2.0 Reaction to Poster

Overall, most participants did not react positively to the poster. Most did not perceive a connection between an image of a man blowing bubbles and poetry. In fact, for a number of people the image caused them to chuckle or snicker.  While certain participants were able to put forward a theory of what the possible connection might be (e.g. free spirit, calming, inspirational), participants thought this took too much work and if the connection is not immediately clear it will detract people from the message and ultimately would be ignored.

While a few participants were intrigued with the circles on the right side of the poster, most participants, once again, did not see how it related to the theme and wondered what it was supposed to be representing.  

In addition to being critical of the poster image, a number of participants were critical of the text. They either felt that it was too small or that it should be more colourful. It was suggested that the image tended to overpower the slogan and the other text. In particular, some participants argued that “World Poetry Day” and the 1-800 number and website address needed to be larger, as a number of them missed this information in their quick review of the poster.  Other participants felt that the picture was too dark or that brighter colours were needed to better attract people’s attention. 

Participants had further criticisms of the image when they looked at the slogans on the posters. A number of participants remarked that they did not see a connection between being “daring” or taking a risk and an image of bubbles being blown. In fact, this perceived lack of connection convinced a number of participants who preferred the “Dare to do it” slogan to suggest that the “Go for it” slogan fit better with this particular image. However, it should be noted that most participants would like to see a different, more relevant image on the poster. 

Not all of the comments about the poster were negative. Some participants liked the bubbles (even if the connection to poetry was not clear), while a few others liked the blue background.      

Virtually all of the participants said that they would not call the 1-800 number or visit the website after seeing a poster such as this. However, a couple of participants suggested that they might follow-up this poster by utilizing at least one of these two services. It should be noted that participants remarked that if they did see a poster they liked, they would be much more likely to access the website than call the 1-800 number. The website was seen as easier to use, quicker, and would allow young people to look for any type of information that may be of interest. Focus group participants feared that the 1-800 number would take too long and that they would not even be sure what to ask that person, while the website would offer them an opportunity to explore and find something of interest.     

3.0 Information Preferences and Other Channels of Distribution

Most participants suggested that the content is the key to making any website interesting. Other attributes that were associated with an interesting website included having a lot of colour, pictures, good graphics, being updated frequently, possessing useful search functions, helpful and useful links to other sites, and video or audio capabilities, if possible.

Participants had a number of suggestions regarding the types of information that should be made available on a website that would be related to these various arts activities (i.e. poetry, dance, theatre, music) and International Art Days. A number of focus group participants said that examples of artists’ work (e.g. examples of poems) would be interesting. Information on particular events that were associated with the particular Art Days was also seen as valuable information. Certain participants suggested that local event information would be of particular interest to people interested in these activities. A few other participants indicated that these types of sites should also provide tips on how to get involved in these arts activities (e.g. poetry writing tips). Other information ideas put forward for these International Art Days websites included chat rooms, examples of young people’s work, and contact information.    

While no focus group participants spontaneously mentioned the inclusion of games on arts websites, this idea was met with some positive reaction. However, some participants thought it might be difficult to develop games that would be associated or related to the arts and it was suggested that if games were to be included in these sites they should be related to the particular arts activity highlighted on the site. Reaction was mixed to the idea of including bios on these sites. While some participants thought this was good idea, others were not so sure.

Participants were told that the proposed posters would be placed in schools but we also asked them to identify other places that they thought these posters could be placed to attract young people’s attention. A number of participants in the Toronto sessions suggested placing them in subways or buses as many of them use these forms of transportation to get to school. Participants in both the Toronto and Halifax sessions suggested putting the posters in shopping malls, movie theatres, recreation places (e.g. sportsplex, community centres), and in magazines.

Youth focus group participants were generally positive about the idea of using bookmarks to reach young people. Those that were in favour of such an approach noted that young people like to receive free stuff and that they could keep the bookmark as a handy reference. On the other hand, other participants suggested that a lot of young people do not read very much and, as such, the bookmark may not be that effective.

When we asked youth participants to identify other communications vehicles that would be effective in reaching young people with this campaign, they overwhelmingly indicated that TV and radio commercials would be the most effective. Others suggested communications vehicles or approaches included contests, appearances at schools, and newspapers.           

Appendix – Research Instruments
Department of Canadian Heritage Youth Mini-Group Recruiting Guide 

	Note: Please recruit seven people (six to show) for each session according to the recruiting criteria attached to this guide. WATCH QUOTAS.  There is a need to obtain parental consent for participants under 16 years of age.


Good afternoon/evening. My name is (______________) of  ______________, a professional public opinion research firm. From time to time, we get opinions by sitting down and talking with a group of people. We are having a discussion session among Canadian youth and we are calling to find out if someone in your household can participate. These sessions take about one hour and those who qualify and attend will receive $40.00 as a token of our appreciation. I would like to ask you a few questions to see if you or someone in your household qualifies to attend. 

1. Could I please speak to the person in your household over the age of 18/between the age of 16 and 18 who has had the most recent birthday? Would you be that person?

Yes (CONTINUE)

No (ARRANGE TO SPEAK TO THAT PERSON OR ARRANGE A TIME WHEN THAT PERSON WOULD BE AT HOME.)

IF PERSON IS BETWEEN 16-18 YEARS OF AGE, CONTINUE – IF PERSON IS OVER 18 EXPLAIN THAT GROUPS ARE AMONG 12-15 AND 16-18 YEAR OLDS AND THEY WILL BE LOOKING AT SLOGANS TO BE USED FOR PROMOTIONAL MATERIALS. ASK IF ANYONE IN HOUSEHOLD IS WITHIN THESE AGE GROUPS AND WOULD BE INTERESTED IN PARTICIPATING – IF YES, CONTINUE, IF NO, THANK AND TERMINATE.

2. Do you or does anyone in your household work for any of the following organizations: an advertising or market research firm, the media, or an elected official, or the arts (museum, gallery, musical, etc.)?

IF YES, THANK AND TERMINATE

IF NO, CONTINUE

3. As we need to speak with people from all walks of life, could you please tell me into which category I may place your total annual household income? Would that be . . . ? (OBTAIN A MIX)

Under $30,000


$30,000 - $39,999

$40,000 - $49,999

$50,000 - $69,999

$70,000 - $84,999

$85,000 and over 

DK/Refuse

TERMINATE
4. Could you please tell me, what is your family’s racial or cultural background? Is it . . . ? (READ) NOTE: AT LEAST ONE PARTICIPANT IN EACH SESSION MUST BE FROM AN ETHNIC OR RACIAL GROUP OTHER THAN WHITE 

White


Asian, South Asian, Chinese
 

African American/Black

Middle Eastern/Arabic

South/Central or Latin American


Aboriginal


Other - SPECIFY:_________________________


	Note: If speaking with parent or guardian, ask if you can now speak with youth in household between 12-15 or 16-18 to see if they qualify for group. If more than one youth in household ask to speak with the one who has had the most recent birthday. 


5. NOTE SEX...DO NOT ASK (WATCH QUOTAS AND ASSIGN TO APPROPRIATE GROUP)


Male

Female

6. Can you please tell me your exact age? __________ (WATCH QUOTAS AND ASSIGN TO APPROPRIATE GROUP, IF UNDER 12 OR OVER 18 YEARS OF AGE – TERMINATE)

7. Would you say you are very interested, somewhat interested, not very interested or not at all interested in participating or attending activities such as plays, poetry readings, dance performances or various types of musical activities such as playing or listening to music or attending music concerts? (OBTAIN A MIX)


Very interested 
MAXIMUM 2 PER GROUP


Somewhat interested          

Not very interested 


Not at all interested 

MAXIMUM 2 PER GROUP

8. What is your favourite television show and why? 

__________________________________________________________________________________________________________________________________________________________________________________________

9. If you could invite anyone you wanted to your house for dinner, who would you choose and why? 

__________________________________________________________________________________________________________________________________________________________________________________________
	Note: Pay extra attention to respondents’ answers. Look for respondents who answer without much delay, are enthusiastic, and seem likely to be comfortable to carry on a good conversation. 


10. Have you ever attended a group discussion or a one-to-one discussion for which you have received a sum of money?

Yes


No
(SKIP TO Q.14)

IF YES ASK:
11. When did you last attend one of these discussions?

____________________________________________________

(TERMINATE IF IN THE PAST 6 MONTHS)

12. How many group or one-to-one discussions have you attended in the past 5 years?

_____________
IF MORE THAN 5, TERMINATE

  (SPECIFY)

13. Would you please tell me the topics discussed?

_____________________________________________________                    IF THE ARTS - TERMINATE

14. Sometimes participants in these group discussions are asked to write out their answers or watch a TV commercial or look at posters during the discussion.  Is there any reason why you could not do any of these things? 

          

Yes 

TERMINATE
                      No. 

NOTE:  TERMINATE IF RESPONDENT OFFERS ANY REASON SUCH AS SIGHT, HEARING, WRITTEN OR VERBAL LANGUAGE PROBLEM, A CONCERN WITH NOT BEING ABLE TO COMMUNICATE EFFECTIVELY.  

15. Would you be available to attend a session at (TIME) on (DATE)? 

IF YES, ASSIGN TO GROUP AND CONFIRM CONTACT INFORMATION 

IF NO, THANK AND TERMINATE

	Mini-Group Schedule

	Date
	Location
	Time
	Primary Recruiting Criteria

	March 25/02 
	Toronto

Metroline Research

110 Eglinton Avenue East 

Suite 704

Toronto, Ontario
	17:00 – 18:00

18:30 – 19:30

20:00 – 21:00
	Males 12-15 years of age

Females 12-15 years of age

Males 16-18 years of age

	March 26/02 
	Halifax

Sterling Research

42-404 Portland Street

Dartmouth, Nova Scotia
	17:00 – 18:00

18:30 – 19:30

20:00 – 21:00
	Females 12-15 years of age

Males 16-18 years of age

Females 16-18 years of age


Participant’s (Parent’s/Guardian’s) Name: __________________________                                                                

Phone Number: _____________________           
We ask that you arrive ten to fifteen minutes early to register.  

As we are only inviting a small number of people to attend, your involvement is very important to us.  If for some reason you are unable to attend, please call so that we may get someone to replace you.   You can reach us at xxx-xxx at our office, please ask for (name of supervisor).   Someone will give you a call the day before to remind you about the discussion.  We look forward to seeing you!


THANK AND DISCONTINUE
Recruiter's Name:  ____________________________     

Department of Canadian Heritage – Youth Mini-Groups  

MODERATOR'S GUIDE

Introduction
10 Minutes
0:00

Hello, my name is _______________. I work for the Environics Research Group Ltd, a national public opinion research firm.

· We do telephone surveys - from time to time, we do focus groups. Focus groups allow us to get more detail on topics and issues (thoughts, feelings and opinions) we are investigating.

· We are not here to reach a consensus. Everyone will have the opportunity to participate. There are no right or wrong answers - you help me by giving me your opinions, thoughts and ideas. It is important to respect the views of others in the room. 

· This meeting will be audio taped in order to help us capture all of the ideas that will be discussed this evening to help us prepare a report of the sessions findings. Indicate observers – they are here to observe the session. 

· Everything discussed here will be kept in complete confidentiality - no names will be attached to the results in any way. Feel free to use your first name only.

· Today, we are going to talk about some activities that young people are involved in and then we are going to look at some slogans and posters and get your view on them. 

· Round‑table introductions. Let’s go around the table so that each of you can tell us your name and a little bit about yourself, such as your favourite subject in school and what you like to do in your spare time for fun and entertainment.  

Arts Participation and Attendance  10 Minutes 0:10
· On the paper in front of you, I would like you to write down the type of activities that  you think of when you hear the word “arts” or “artistic events/activities”

· What types of arts activities, if any, are you personally involved or interested in? 

· Probe dance, music, theatre, poetry if not specifically mentioned 

· Do you generally like to participate in these activities (i.e. play music, act in plays, write poetry, perform in dance performances, etc.) or do you tend to like to watch others do them? 

· Why are you involved in arts activities?

· Probe: enjoyment, socialize with friends/family, parents encourages them, personal interest, opportunity to learn new things 

· Some young people don’t participate or attend arts activities for a variety of reasons, why do you think that is?    

· Probe: lack of interest, not cool, no time, enjoy other activities more 

Reaction to Slogans 20 minutes 0:20
The Federal Government is developing some promotional materials for International Art Days to encourage young people to be become involved in various arts activities. As part of this campaign, they will be developing some slogans and posters that might be put up in schools across the country. Before they do that, they would like to get opinions from young people such as yourselves about these slogans and posters. 

· Thinking about encouraging young people to become more involved in various arts activities such as theatre, music, poetry and dance I would like you to write down on the paper provided a slogan that you think would appeal to young people and might encourage them to participate in such activities.    

Now, I am going to show you some slogans that have been developed. Each slogan could appear on a poster. Please jot down your first impressions of the slogans on the paper provided. Remember, there are no right or wrong answers, only your impressions. Later we will discuss what you thought of each of the slogans. 

(ROTATE ORDER OF SLOGANS IN EACH SESSION - IN EACH SESSION USE POETRY AND ONE OF DANCE, THEATRE OR MUSIC) 

Slogan #1:
Dare to do it



(Poetry, Dance, Theatre, Music)

Slogan #2
(Poetry, Dance, Theatre, Music)



Go for it

Slogan #3
(Poetry, Dance, Theatre, Music)



Dare to risk it

· What did you think about each of these slogans? 

· Probe: Was it clear? Did it make sense? What is the message that is being conveyed in each of the slogans? Did any of these slogans remind you of any other slogans you might be familiar with?

· Which slogan did you like the best? Why?

· Probe: Did the art activity (poetry, theatre, dance, music) have any effect on your view of the slogan? 

· Which slogan did you like the least?  Why?

· Probe: Did the art activity (poetry, theatre, dance, music) have any effect on your view of the slogan? 

· Would any of these slogans encourage you to become involved in these activities? Why/Why not?

Reaction to Poster 10 minutes 0:40
Now I going to present you with a poster with each of these different slogans. The poster we will be looking at is for World Poetry Day. 

· What do you like most about the poster?

· What do you not like so much about the poster?

· Thinking about the slogan you preferred does it work with this poster or does one of the other two slogans work better? Which combination do you like the most/least? 

· How likely would you be to call the 1-800 number or to visit the website after seeing a poster and slogan such as this? Would you talk about it with your friends?

Information Preferences and Other Channels of Distribution  5 minutes 0:50 

· In general, what do you think makes a web site interesting?

· What type of information would you like to see on a website about International Art Days?

· Probe: games, bios, stories, links to other sites

· Other than putting posters in schools and the website how else could the government effectively reach young people with this campaign?

· Probe: bookmarks, posters in community centres

Wrap-up
5 Minutes
0:55

· If you were to advise the government on a campaign to encourage young people to become more involved in the arts, what one recommendation would you make? 

· Thank panelists for participating and remind them to pick up their honorarium from receptionist 
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