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Executive Summary

Background
Culture.ca is a new website from the Department of Canadian Heritage that will become available in the near future.  In preparation for the official launch, the marketing team is designing outdoor advertisements for the website.  Before making a final decision on the creative, the department wanted to test the concept with two particular audiences.  

More specifically, they wanted to obtain feedback from “young” Canadians between the ages of 18 and 24.  As well, they wanted feedback from their target audience, consisting of older adults between the ages of 25 and 49 who are members of the general population, including parents and guardians.  

Participants were called and paid to attend a focus group where only one billboard concept was shown (i.e. they were not comparing different types).  It should be noted that when providing feedback, participants tend to focus on what they dislike (as opposed to what they like), particularly when not presented with alternate options, and notably when being paid for their input.  This is not a malicious intent on the part of participants, but rather a reflection of their desire to provide constructive feedback, and thereby (in their eyes) assist the team responsible in their production of the final product or service.

Summary of Findings
First Impressions

· A number of participants in the 18-24 age group were initially confused when first flashed one of the six billboards.  The purpose of the poster was unclear, as was its connection to Sympatico.ca.  In fact, some thought that it was an advertisement for the Sympatico website.

· The initial billboard flashed created divided interest among the adults, and only a lukewarm reception at best, among the youth.  Interest became more positive once participants were shown all six billboards (see ‘Overall Impressions’ below). 

Overall Impressions

· After seeing all six billboards, youth generally remained unimpressed, while most adults were receptive to the concept.  Youth tended to have a difficult time conceptualizing a website that could incorporate all the myriad facets of Canadian culture, and thus were skeptical as to the potential impact of the campaign.

· Many participants, particularly adults, felt that the message was much clearer when all six billboards were displayed, but emphasized that individuals would have to be exposed to all six posters in order to understand the campaign.

· Participants commented that the concept was very multicultural and representative of Canadians, implying a website geared to everyone.

· Participants did not find any aspect of the billboard concept to be controversial; in fact, the campaign was generally considered to be very “safe”.  Moreover, participants appreciated the diversity represented on the posters and did not feel any minority group was presented in a stereotypical manner.

Research Objectives
The objective of the research was to understand the impact of the concept on participants.  The idea was to evaluate the concept itself rather than the finer artistic or design elements such as color, size, etc.  Participants were informed that previous research had been conducted on this creative, and that based on that previous research, the following concept had been developed.  

More specifically, the research team identified the following key research objectives:

· Gauge opinions regarding the billboard concept;

· Obtain general feedback on the understanding and clarity of the message and information presented on the billboard;

· Gauge the “call to action” of the billboards;

· Determine preferred billboard;

· Determine whether any of the billboards were offensive/controversial.

Methodology

Participant Selection

The sessions were conducted with youth between 18 and 24 years of age and members of the general population between 25 and 49 years of age, including representation from those with parents of children between 5 and 17 years of age.  Further, a specific effort was made to try and recruit participants from cultural minorities.  A recruitment screener was developed in conjunction with the Department of Canadian Heritage to ensure that the participants reflected these two groups (see Appendix A).  

Number and Location of Focus Groups

A total of four one-hour sessions were conducted at Decima’s research facilities in Montreal and Toronto over two evenings (May 28 and 29, 2003).  The two focus groups in Montreal were conducted in French, while the two groups in Toronto were conducted in English.

Group Composition

A total of 34 individuals participated in the research.  The table below presents the breakdown of participants for each of the sessions.  

	Location and Number of Participants
	Target Market Segment

	Montreal, QC 
	9
	· French youth

	
	8
	· French adults

	Toronto, ON 
	7
	· English youth

	
	10
	· English Adults


Focus Group Visual Material

For all sessions, participants were shown hardcopy creatives of the billboards. 

Focus Group Result Interpretation

Qualitative research seeks to develop insight and direction rather than quantitatively projectable measures.

Due to the sample size, the special recruitment methods used, and the study objectives themselves, it is clearly understood that the work under discussion is exploratory in nature.  The findings are not, nor were they intended to be, projectable to a larger population.

Specifically, it is inappropriate to suggest or to infer that few (or many) real-world users would behave in one way simply because few (or many) participants behaved in this way during the sessions.  This kind of projection is strictly the prerogative of quantitative research.

Participant Profile 

A series of profiling questions was asked upon recruiting the focus group participants. The tables below provide insights regarding age, education, gender, parenthood and ethnicity across all participants.

	Basic Demographic Profile

	Age
	# of participants

	18-24
	16

	25-39
	10

	40-49
	8

	

	Education 
	

	Completed High School or Less
	12

	Some University or College
	6

	Completed University/ College/ CEGEP
	11

	Graduate Studies
	5

	

	Gender
	

	Male
	17

	Female
	17

	

	Children between 5 and 17 years old
	

	Yes
	8

	No
	26

	

	Ethnic or Cultural Group
	

	British
	5

	Quebecois  
	5

	Other European
	5

	French
	4

	Jewish
	3

	African
	2

	Aboriginal / Native American
	1

	Brazilian
	1

	Canadian
	1

	Canadian / Indian
	1

	Chinese
	1

	Indian / Pakistani (Tamil)
	1

	Lebanese
	1

	Middle-Eastern
	1

	Other – Visible Minority
	1

	South American / Antilles
	1


Summary of Results

First Impressions 

One of the exercises that participants in each group undertook involved a written first impression of billboard content.  At the beginning of each session, a billboard was shown for no more than approximately 5 seconds in an attempt to simulate a billboard drive-by scenario.  Participants were then asked to write down their impressions of the billboard.  During this exercise, the actual billboard flashed was not shown and the participants could not refer to any hand-out material.  Each group was flashed a different billboard.  Since there were four groups and six different billboards, two billboards were not flashed to participants.  

Music

Montreal youth were shown the billboard representing music:

· Overall:  For the most part, the billboard elicited tepid initial impressions at best.  Having said that, some participants stated that the billboard piqued their curiosity, causing them to want to know more.

· Image:  A couple of participants found the image attractive, and one considered the poster in general to be cheerful.

· Clarity:  At first glance, participants were confused as to the purpose of the billboard, and what it was trying to advertize.  Some guessed that it was promoting cultural activities or a festival.

· Logo:  Some participants referred to the Sympatico logo, and questioned its connection to the poster.  Only one participant referred to the Government of Canada logo.

Tourism

Montreal adults were shown the billboard representing tourism:

· Overall:  Participants were divided as to the appeal of the billboard.  Some said it attracted their attention, or commented on the happy disposition of the person on the billboard, while others said that the poster did not incite interest.

· Image:  Some participants commented that the image was of an older woman, with one individual surmizing that the poster was trying to appeal to women over the age of forty.  Some noted that the woman was smiling or seemed happy.  A couple of participants referred to her very white teeth.

· Clarity:  At first glance, participants were confused as to the purpose of the billboard, and what it was trying to advertize.  Some guessed that it was promoting cultural activities, including a couple of individuals who connected the billboard to tourism or travel.

· Logo:  Some participants referred to the Sympatico logo, and/or the Government of Canada logo, with one individual recollecting that the focus group was for Heritage Canada, and thus could make the connection with .CA.

Sports and Leisure

Toronto youth were shown the billboard representing sports and leisure:

· Overall:  For the most part, participants did not find the billboard interesting or appealing.  A few commented that the colours were dull.

· Image:  Most participants associated the image with a hockey player, and one stated that the player had a “weird facial expression”.  One individual liked the idea of the billboard because it made him/her want to play hockey.

· Clarity:  At first glance, participants were confused as to the purpose of the billboard, and what it was trying to advertize.  A few noted that the connection between hockey and culture was difficult to make.

· Logo:  None referred to either the Sympatico or Government of Canada logo.

Arts and Heritage

Toronto adults were shown the billboard representing Arts and Heritage:

· Overall:  Participants were divided as to the appeal of the billboard.  Some said it attracted their attention, and/or commented that the woman was smiling, while others did not find the poster interesting.

· Image:  As noted, some commented that the woman was smiling or was pretty.  One participant noted a resemblance to the actress Susan Sarandon.  

· Clarity:  Participants felt that the purpose of the billboard was not clear.  Some thought it was an advertisement for the Sympatico website, or for a website that sold merchandise.  A few noted that the billboard was “culture-oriented”, with one specifically referring to a website about culture. 

· Logo:  A few participants referred to the Sympatico logo, and assumed that the billboard was promoting this site.  None mentioned the Government of Canada logo.

One-Word Description

Having detailed their first impressions from the flash exercise, participants were then shown each of the other five billboards.  It was explained that when the campaign begins, several billboards will be displayed simultaneously in different locations across Canada.   After they had seen all six billboards, participants were given a one-page questionnaire, which asked them to provide one adjective or descriptive word to express the billboard concept.  As well, they were asked to indicate their level of agreement with a series of attributes, and to rank order the billboards.  For this exercise, participants were shown all billboards while completing the exercise, and were asked to evaluate the billboards based on the concept as a whole (i.e. all six billboards together).  

Participants were asked to withhold all comments until all participants had completed the written evaluation.  (Please refer to Appendix C for the hand-outs provided to participants.)

Youth

Youth tended to apply negative descriptions to the billboard concept, such as “confusing” or “boring” (notably English youth).  

A few described the concept as “simple” or “easy”.

It should be emphasized that the campaign is not directed towards youth, and thus their muted enthusiasm is to be somewhat expected.  Having said that, the fact that the concept was viewed as being simple is a positive endorsement, since outdoor advertisements by their nature, should not be complicated.

Adults

Adults were generally much more positive in their one-word synopsis of the concept.  

A few described it as being multicultural.  One individual referred to a “culture oriented website”, while another listed “fun hobbies”.

Attribute Evaluation

· Most of the adults agreed that the images were appealing. 

· Youth were somewhat divided on this issue, though more agreed than disagreed that the images were appealing.

· Those who found the images unappealing stated that they only liked a few of them, or felt the images should be more explanatory (for example, show a band instead of a man with a trumpet).

	“I find the images used appealing”
	Youth
	Adults

	Agree
	2
	5

	Somewhat Agree
	8
	10

	Somewhat Disagree
	5
	3

	Disagree
	1
	-


· Participants were divided as to whether the billboards would catch their eye if they were driving down the highway.  

	“These billboards would catch my eye if I were driving down the highway”
	Youth
	Adults

	Agree
	4
	4

	Somewhat Agree
	6
	4

	Somewhat Disagree
	5
	7

	Disagree
	1
	3


· The majority of participants did not feel that the message is clear.

· It should be noted that participants were simply shown an image and a URL.  Despite this, during the open discussion, many concluded that the billboards were advertising a cultural website that would be very broad in nature and would appeal to a wide Canadian audience.  Thus, even if the kinds of specific content that would appear on the website was not clear, the general message of the billboard concept was apparent.

	“The message is clear”
	Youth
	Adults

	Agree
	2
	1

	Somewhat Agree
	3
	4

	Somewhat Disagree
	4
	6

	Disagree
	7
	7


· More often than not, participants considered the images used appropriate, though youth tended to be more divided on this issue.

· When asked, those who did not consider the images appropriate felt that making the connection between the images and culture was too difficult, and that these images were not necessarily what came to mind when visualizing Canadian culture.

	“I consider the images used appropriate”
	Youth
	Adults

	Agree
	2
	3

	Somewhat Agree
	7
	10

	Somewhat Disagree
	3
	5

	Disagree
	3
	-


· The majority of participants agreed that they could identify with (at least one of) the people on the billboards.

· During the open discussion, different participants listed different people with whom they could identify, usually dependent on their particular interests or hobbies.   One Native Canadian identified with the billboard representing Arts and Heritage, specifically because of the Aboriginal mask in the image.

	“I can identify with (at least one of) the people on the billboards”
	Youth
	Adults

	Agree
	4
	7

	Somewhat Agree
	7
	6

	Somewhat Disagree
	3
	4

	Disagree
	2
	1


· Participants were divided as to whether the billboards would encourage them to explore the website, though adults more often agreed that the billboards would entice them to visit the site.

	“These billboards would encourage me to explore the website”
	Youth
	Adults

	Agree
	-
	3

	Somewhat Agree
	8
	8

	Somewhat Disagree
	6
	3

	Disagree
	2
	4


· Participants were fairly split as to whether the billboards effectively communicate the notion of “culture”, though youth were somewhat more likely to agree with this statement.

· During the discussion, some participants expressed confusion as to whether the website was promoting Canadian culture specifically or culture in general.  They felt that most of the images were universal in nature, except for the Sports and Leisure billboard, which was generally accepted as depicting hockey, a very Canadian sport.   

	“The billboards effectively communicate the notion of ‘culture’”
	Youth
	Adults

	Agree
	2
	2

	Somewhat Agree
	8
	6

	Somewhat Disagree
	4
	8

	Disagree
	2
	2


Overall Billboard Evaluation

Participants were asked to consider all six billboards and rank them in terms of preference.  Participants were to rank their favorite billboard with a “1”, their second most preferred with a “2”, and so on.  For the French groups, each billboard was given a title for identification and clarity purposes.  For the youth, the titles were one-word descriptions of the posters, while for the adults, the titles represented the broader category under which the billboards fall.  For the English groups, the billboards were simply given a letter from A to F (presented in the same order as the French sessions), which the moderator placed next to each billboard displayed
:

	French Youth
	French Adults
	English Participants

	Musician
	Music
	A

	Headphones
	Media
	B

	Sculpture
	Arts and Heritage
	C

	Hockey Player
	Sports and Leisure
	D

	Photographer
	Tourism
	E

	Baker
	Culinary Arts
	F


For reporting purposes, the billboards are labeled according to their respective categories (see column 2 above).

· French youth tended to prefer the billboard representing music.  None ranked it lower than third, and six of the nine participants ranked it first.

· English youth tended to prefer the billboard representing Arts and Heritage.  Five of the seven participants ranked it either first or second.

· There was no clear-cut favourite among the adults, although French participants tended to lean more towards ‘Culinary Arts’, while English participants leaned towards ‘Music’.

· ‘Sports and Leisure’ tended to receive the lowest rankings, particularly among the youth.

· In general, most of the billboards received rankings between three and four on average, across each group.  This speaks to the universality of the campaign; that is, participants have diverse preferences, such that everyone is attracted to a different poster.

	
	Youth
	Adults

	
	French
	English
	French 
	English

	
	
	
	
	

	Preferred
	Music
	Arts and Heritage
	
	

	Middle
	Media

Tourism

Arts and Heritage


	Music

Culinary Arts

Media

Tourism


	Culinary Arts

Music

Tourism

Arts and Heritage

Media

Sports and Leisure
	Music

Media

Culinary Arts

Arts and Heritage

Tourism

Sports and Leisure

	Least Preferred
	Sports and Leisure

Culinary Arts
	Sports and Leisure
	
	


General Comments

After participants had completed their written evaluations of the billboards, the session opened to a general discussion, wherein participants were asked to provide feedback about the billboards, including first impressions, and likes and dislikes.

First Impressions

Not surprisingly, participants’ verbal comments tended to coincide with their written evaluations.  That is, at first glance, many thought the purpose of the initial billboard presented was not evident:

·  Some were confused as to whether it was promoting the Sympatico website or a government website, particularly the French youth.  

· As well, the link between the image on the billboard and culture was not obvious for some participants.  

Adults tended to be more inclined to want to interpret the message, with a number indicating that they would have visited the culture.ca website to better understand the billboard (i.e. their curiosity was piqued).

Interest became more positive once participants were shown all six billboards (see ‘Impressions of Billboard Concept Overall’ below).

Impressions of Billboard Concept Overall

Most participants, particularly the adults, felt that the message was much clearer after seeing all six billboards.  They felt that if they were exposed to all six posters throughout the city, then they would understand the concept (one adult asserted a pleasure in making links).  However, it was stressed that many of the billboards on their own were not clear, and that the link between any one particular image and culture was difficult to make (except perhaps for the billboard representing music).   Thus, ensuring that individuals would be exposed to all six different posters (“blitzed”) was considered crucial for the campaign to be effective.

A number of participants noted that the concept was very multicultural, and that various types of culture were represented, implying that the campaign is directed to all Canadians, and is representative of the country’s culture.  In fact, an English adult pointed out that the posters are bilingual, since the word “culture” is the same in both English and French.  Moreover, a few participants noted that having average people depicted rather than professionals (for example, an NHL player) emphasized that culture is not just restricted to experts.  As one youth summarized:

“You get a fair representation of different ethnicities and sub-cultures.  It’s pretty even across the board so it appeals to as many people as possible”.

Having said that, many of the youth were unimpressed with the campaign, finding it to be too basic, bland or boring (“our age group is used to more stimulus”).  Further, youth tended to have a difficult time conceptualizing a website that could incorporate all the myriad facets of Canadian culture, and thus were skeptical as to the potential impact of the campaign.   Again, it should be emphasized that youth are not the target audience.  As an added note, previous Decima research with this age group has shown that youth tend to be unreceptive to government initiatives in general.  

Conversely, many of the adults liked the billboard campaign and its simplicity, since people would see the billboards only briefly while driving by.  The billboards were described as “fun”, with great photographs showing happy people (though a few participants found the very white teeth distracting).

Missing Elements

Participants were asked if they thought any important elements of Canadian culture were missing, bearing in mind that it would not be possible to create an infinite number of different billboards.  Elements listed include:

· A greater focus on the arts, such as cinema, opera and theatre;

· Literature;

· Music other than jazz (“everything from Neil Young to Avril Lavigne”);

· Events, festivals or shows;

· Fashion;

· Street culture (“anything like people in bars, cafés, performance art”). 

Shocking or Offensive Aspects

Participants were also asked whether they found any aspects of any of the billboards to be shocking, controversial or generally inappropriate.  None of the participants did, and if anything, held the opposite opinion, since as a youth articulated, “there’s nothing jarring; it’s definitely safe”.  None volunteered that any of the images stereotyped a particular segment of society, whether this be in terms of gender, ethnicity or any other profiling variable.

Suggestions

During the discussion, participants offered various suggestions, which they felt would improve the campaign:

· Show a group of people of different ethnicities in the same billboard;

· The .CA next to the individuals’ faces is unnecessary and in fact, redundant.  It should be removed, and only culture.ca be displayed;

· The image representing sports and leisure was assumed to be a hockey player.  Participants felt that the mask should be removed to make the face more visible, and that more signifiers should be used to identify the sport (for example, show a Canadian NHL jersey without showing the logo).  That at present, the sports figure could actually represent more than one type of sport, was lost on participants.

· The URL may be difficult to read when driving by, especially the grey font.  As such, it will be important to ensure that the website address is quite large;

· Include more “traditional” Canadian images (an example suggested was a fiddler);

· Include “exciting things” on the billboards, such as Caribana or the Montreal Jazz Festival;

· The youth felt that the campaign needs to be “spiced up”, to make it less bland;

· Along these lines, some youth felt that the billboards needed to show people in action.  For example, show someone painting, making a sculpture or baking something.

· The French adults suggested that while the first phase of the campaign shows individual people, the next phase should: 

· Include more detail, such as scenery behind the woman with the camera to show where she is and what she is photographing.

· Link culture to objects rather than people.  For example, have a billboard with a pair of dancing shoes. 

Conclusions and Recommendations 

Target audience:  The concept holds much greater appeal among adults than among youth.  Though the youth felt that the billboards were directed to all Canadians, they themselves expressed limited interest in the campaign.
Curiosity aroused:  The posters piqued the curiosity of a number of participants, notably the adults, causing them to want to access the culture.ca website to learn more.    

Logo:  A number of participants noticed the two logos on the billboards, particularly the Sympatico one.  While there was some initial confusion as to the connection between Sympatico and culture, the majority realized the campaign was a government initiative after seeing all six posters.  They generally concluded that the concept was a partnership with Sympatico, rather than an advertisement for Sympatico’s website.

Type of culture:  There was some uncertainty, particularly among the youth, as to the kind of culture that would be represented on the website.  Some felt it would be promoting Canadian culture specifically (including multiculturalism), while others thought it would be highlighting culture in general.  Having said that, no consensus emerged as to what “Canadian culture” is (i.e. is it something distinctly Canadian, such as ice hockey, or an amalgamation of other cultures?). 

Clarity of message:  Participants felt that the message was clear only when all six billboards were displayed.  Thus, it was emphasized that during the campaign, individuals would need to be exposed to all six designs in order to understand the concept.

Broad appeal:  Adults in particular did not have a unanimous favourite, in terms of billboard preferences.  This suggests that the campaign holds a broad appeal when all six designs are displayed simultaneously. 

Inoffensive concept:  Participants did not find any elements of the concept offensive, shocking, controversial or inappropriate.  In fact, the posters were described as being very “safe”.  Moreover, participants appreciated the diversity represented on the posters and did not feel any minority group was presented in a stereotypical manner.
APPENDIX A:  Recruitment Screener

Client (Culture.ca Billboard Evaluation)

Screener
for Youth, Parents and Gen. Pop.

Questionnaire: 





	Montreal: Wednesday May 28th  


French Youth:  
6:00pm

1
$ 50


French Adults: 
7:30pm

2
$ 50

Toronto: Thursday May 29th 


English Youth: 
6:00pm

1
$ 50


English Adults: 
7:30pm

2
$ 50


	Study#: XXXX
CSRC Reg#:   XXXX
Call: 1-800-554-9996

recruit 10 for 6-8 show



	Respondent’s name:  








Respondent’s phone #:  




(home)


Respondent’s phone #:  




(work)


Respondent’s fax #:  




sent?
        or

Respondent’s e-mail : 




sent? 



Sample source (circle): 
client
focus dbase
random

referral

	Interviewer:



Date  :




Validated:  



Central Files: 



On List: 




On Quotas: 




Hello, my name is                      . I'm calling from Decima Research on behalf of the department of Canadian Heritage. We’re organizing a discussion group in Toronto / Montreal to obtain the public’s opinions on some advertising material currently under development.  EXPLAIN FOCUS GROUPS. About 10 people like yourself will be taking part, all of them randomly recruited by telephone just like you.  For their time, participants will receive a cash compensation for their time ($50).  But before we invite you to attend, we need to ask you a few questions to ensure that we get a good mix/variety of people.  May I ask you a few questions?

Participation is voluntary and all your answers will be kept confidential and will be used for research purposes only.  We are simply interested in hearing your opinions, no attempt will be made to sell you anything.  The format is a “round table” discussion lead by a research professional.

Yes 

1
CONTINUE
No

2
THANK & DISCONTINUE
I have a few questions to ask to see if you qualify for the groups.

1)
We realize it is short notice but would you be available to attend a discussion group on INSERT DATE at INSERT TIME?  (It will last one hour and you will receive $50.00 for your time)

Yes

1
CONTINUE
No

2
ASK FOR REFERRAL, THANK & TERMINATE
2)
Have you ever attended a consumer group discussion, an interview or survey which was arranged in advance and for which you received a sum of money?

Yes

1
MAX. ½ PER GROUP
No

2
GO TO Q5

3)
How long ago was it?






TERMINATE IF IN THE PAST 6 MONTHS

4)
And how many such groups have you ever attended?

5 or less

1
CONTINUE

6 or more

2
THANK & TERMINATE

5)
Do you or does anyone in your household work in any of the following areas:






READ LIST...

	
	YES
	NO

	Marketing Research/ Marketing Department/ Marketing
	1
	2

	Advertising
	1
	2

	Media Organization (TV, Radio, Newspaper, Magazine)
	1
	2

	Public Relations
	1
	2

	Been an ACTRA member
	1
	2


IF YES TO ANY OF THE ABOVE OCCUPATIONS, THANK & TERMINATE

6)
Do you currently have any children between the ages of 5 and 17 years old?

	Yes
	1
	½ PER GROUP

	No
	2
	


· IF WE DO NOT NEED GEN. POP. AND IS NOT A PARENT, THANK AND TERMINATE

7)
In the last 6 months, have you accessed the Internet from your home, work or elsewhere?

Yes

1


No

2
THANK AND TERMINATE

8)
How old are you?

Under 18

1  -
THANK AND TERMINATE
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18-24


2  -
YOUTH GROUP
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25-39 years

3
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40-49 years

4

50-59 years

5

60 years or over
6
THANK AND TERMINATE
Refuse

9
9)
To which ethnic or cultural group do you belong?   DO NOT READ LIST – ACCEPT ALL THAT APPLY  

British (English, Irish, Scottish, Welsh)

1

French 

2

German

3
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Italian

4

Jewish

5

Polish

6

Spanish

7

Other European (ex. Russian, Scandinavian, Greek)

8


Chinese, Japanese, Vietnamese, Korean

9


Middle-Eastern

10


Aboriginal/ Native American

11


India/ Pakistani

12


African

13


South American/ Caribbean

14


Mexican

15


American/ USA

16

OTHER – SPECIFY_______________



77

Refuse




99
10)
What is the highest level of education that you have completed?

Some high school or less



1

Completed high school



2

Some university/college



3

Some CGEP





4

Completed University (B.A.)/college degree
5

Complete CGEP




6

M.A./Ph.D. Degree or Higher


7

DK/RF





9

11)
Note respondent’s gender (By observation, do not ask):

Male


1
WE WOULD LIKE

Female

2
50/50 MIX (IF POSSIBLE)

12)
You may be asked to write out answers to a questionnaire or read material.  Is there any reason why you could not participate?  

Yes

1
THANK & TERMINATE

No

2


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

	Montreal: Wednesday May 28th  

French Youth:  
6:00pm

1
$ 50

French Adults: 
7:30pm

2
$ 50

Toronto: Thursday May 29th 

English Youth: 
6:00pm

1
$ 50

English Adults: 
7:30pm

2
$ 50




As I mentioned earlier, the group discussion will take place the evening of, on INSERT DATE at INSERT TIME. Would you be willing to attend?

Yes 

1

No

2
THANK & DISCONTINUE

Do you have a pen handy so that I can give you the address where the group will be held. It will be held at:
	INSERT LOCATIONS



We ask that you arrive fifteen minutes early to be sure you find parking, locate the facility and have time to check-in with the hosts.  The hosts may be checking respondent’s identification prior to the group, so please be sure to bring some personal identification with you (i.e. driver’s license).  Also, if your require glasses for reading, please bring them with you.

As we are only inviting a small number of people, your participation 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 1-800-363-4229 at our office. Please ask for Eric Turcotte. Someone will call you the day before to remind you about the discussion.

May I please get your name:

ON FRONT PAGE

Thank you very much for your help!

APPENDIX B:  Moderation Guide

OUTLINE

1.  Introduction





5 minutes

2.  Participant Presentation/Warm-Up


5 minutes

3.  Flash billboard





5 minutes

4.  Billboard evaluation




15 minutes

5.  Open discussion




30 minutes









____________







Total

60 minutes

1. INTRODUCTION 







5 minutes



Welcome.  You are about to be part of an important process in assisting our client evaluate outdoor advertising material.  

Before we begin, allow me to introduce myself.  My name is Rick and I have been hired to lead you in the discussion tonight.  To do that, I’ll ask a number of different questions and have you discuss your opinions with each other.  It is important to remember that there are no right or wrong answers.  It is your opinion that counts.

In reporting the results, I may take some notes.  However, I will be audio and video recording this session so that I don’t miss any details.  These tapes will only be used to help me recall enough details to enable me to report people’s opinions accurately.  Nothing you say or do will be identified to you as an individual and you will never be contacted in connection with this particular session.  (Optional:  A few of my clients are here this evening to hear firsthand your ideas and thoughts.) Again, there are no right or wrong answers.  Thank you for joining me tonight.  Are there any questions before we begin?

2. PARTICIPANT PRESENTATION/ WARM-UP



5 minutes

· What I would like to do now is get to know you a little. Could you please tell me your name and a little something about yourself, be it a little word on your family, your job or the area or the region in which you live and what you like to do in your spare time.

· EXPLAIN: This focus group is a follow-up to previous focus groups which were held approximately 2 months ago. IN THE PREVIOUS FOCUS GROUPS Participants were presented with three campaign concepts all very different. However, at the time, the participants were shown illustrations FOR SOME OF THE CONCEPTS and not the actual photographs of the campaign since we were testing the concept only. The billboards PROOFS we are presenting today are the ones which were preferred by the majority of participants BECAUSE THEY FEATURE REAL PEOPLE.  AT THIS STAGE WE ARE INTERESTED IN WHAT YOU THINK OF THIS BILLBOARD CAMPAIGN AS A WHOLE (A SERIES OF SIX BILLBOARDS).

3. FLASH BILLBOARD







5 minutes

· FLASH ONE OF THE SIX BILLBOARDS FOR ABOUT 4 TO 5 SECONDS 

· EACH GROUP WILL BE FLASHED A DIFFERENT BILLBOARD
· AFTER THE FLASH, ASK PARTICIPANTS TO WRITE DOWN ON A PIECE OF PAPER THEIR FIRST IMPRESSIONS OF THE FLASHED BILLBOARD

4. BILLBOARD EVALUATION






15 minutes

· SHOW ALL OF THE BILLBOARDS AND ASK PARTICIPANTS TO TURN OVER THE EQUIVALENT SHEET IN FRONT OF THEM.  EXPLAIN THAT WHEN THE CAMPAIGN STARTS, SEVERAL BILLBOARDS WILL BE DISPLAYED SIMULTANEOUSLY IN DIFFERENT LOCATIONS ACROSS CANADA. THE CAMPAIGN COULD FEATURE AS LITTLE AS TWO CREATIVES OR ALL SIX AT A TIME.

· PARTICIPANTS WILL SEE THE BILLBOARDS AND BE ASKED TO COMPLETE THE MINI-QUESTIONNAIRE IN FRONT OF THEM 

· THE QUESTIONNAIRE WILL INCLUDE A SECTION WHERE PARTICIPANTS RANK THE BILLBOARDS IN ORDER OF PREFERENCE 

· INSTRUCT PARTICIPANTS TO APPROACH THE BILLBOARDS AS NECESSARY TO COMPLETE THE EVALUATIONS

5. OPEN DISCUSSION







30 minutes

· Discuss participants’ first impressions from the flash. 

· Generally, what are your thoughts regarding the billboards?

· What message(s) are the billboards trying to get across?

· Discuss score items for the billboards.

· Discuss billboard preferences and reasons for ranking – OBTAIN HAND-COUNT VOTE FOR PREFERRED AND LEAST PREFERRED BILLBOARD

· Based on these billboards, who do you think the website is targeting?

· Do you get the impression that the website is accessible for everyone?

· Do the 6 billboards do a good job of representing all Canadians?

· Who is behind this outdoor advertising campaign?

a) Government of Canada

b) Provincial governments

c) Sympatico.ca

d) VIACOM

e) Cultural Community

f) All of the above

· If I told you that  (READ DESCRIPTION):

Culture.ca is a gateway that provides cultural content of broad appeal to Canadians, and seeks to deliver quick and easy access to Canadian cultural information.  It is to help Canadians deepen their understanding of Canadian culture and their participation in Canada’s rich and diverse society:

· Do you think that these billboards effectively communicate that objective?

· Without creating a million different billboards, is there an important element of Canadian culture that is missing?

· Do these billboards invite you to visit the culture.ca website?

· This campaign represents phase 1.  If down the road, there were a phase 2 to the billboard campaign, what would you suggest?

APPENDIX C:  Participant Handouts

	Please briefly write down your first impressions of the billboard:

	

	

	

	

	

	

	

	

	

	

	

	

	


Billboard Questionnaire

Now that you have seen all 6 billboards, if you were to use one adjective/descriptive word to describe the billboard concept, what word would you use?
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	Agree
	Somewhat Agree
	Somewhat Disagree
	Disagree

	a. I find the images used appealing
	1
	2
	3
	4

	b. These billboards would catch my eye if I were driving down the highway
	1
	2
	3
	4

	c. The message is clear
	1
	2
	3
	4

	d. I consider the images used appropriate
	1
	2
	3
	4

	e. I can identify with (at least one of) the people on the billboards
	1
	2
	3
	4

	f. These billboards would encourage me to explore the website
	1
	2
	3
	4

	g. The billboards effectively communicate the notion of “culture”
	1
	2
	3
	4


Please rank the billboards in order of preference.  Place a ‘1’ beside your first choice, a ‘2’ beside your second choice, and so on.

	
	Ranking

	Billboard  A
	

	Billboard  B
	

	Billboard  C
	

	Billboard  D
	

	Billboard  E
	

	Billboard  F
	


RECRUIT AT LEAST 3 VISIBLE MINORITIES PER GROUP





ADULT GROUP











� The manner in which this exercise was presented to each group evolved in this fashion, since there was a concern that the titles presented could be biasing participants’ perceptions of the campaign and the culture.ca website.
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