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1. EXECUTIVE SUMMARY
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1.1 Background and Methodology TC "1.
BACKGROUND AND METHODOLOGY" \F C \L "2" 
· Purpose of the Study – to obtain feedback from influential community leaders about their reaction to rough executions of 4 TV ad concepts about the Voluntary Sector, and to provide some guidance for future development.

· Background – The Voluntary Sector Awareness Initiative (VSAI) was established to strengthen the capacity of the Voluntary Sector and improve its relationship with the federal government.  

· Ultimately, the goal is to establish the Voluntary Sector as the third pillar in Canadian society joining the public (government) and private (corporate) sectors.  

· The Awareness Initiative Advisory Committee has developed a comprehensive national and regional communications plan designed to work towards the above objective.  It includes positioning and creative strategy formulation, media planning, research, creative development and production for all recommended media as well as the production of all creative elements in both English and French.

· Methodology – qualitative research

· Qualitative research is at its best when used as an exploratory methodology to help understand the range and depth of reactions towards a concept at a certain point in time.  However, findings are not quantifiable, and may or may not be representative of the target population at large.  It is left to the reader’s judgment to evaluate the hypotheses generated from such research.

· From September 3-9, 2003, a total of 8 focus groups were conducted with 67 "Influentials" – community and opinion leaders:

· 2 English-speaking groups were held in each of 3 locations – Toronto, Calgary and Saint John, and 2 French-speaking groups were conducted in Montreal. 

· Target Audience – Influential opinion leaders

· The target groups, recruited randomly by Créatec+, were comprised of influential community and opinion leaders who publicly expressed their views and served their communities in various ways (from article or letter-writing, to speech-making, involvement in a social or environmental cause or serving as an officer or representative for a club or organization).  The male and female respondents ranged in age from 18-55+, had a range of educational backgrounds (from high school completion to post-graduate degrees), and all used the Internet.  

· Discussion Guide – the client-approved discussion guide and depictions of materials used are found in the appendices.

1.2 Overview of Findings TC "2.
OVERVIEW OF FINDINGS" \F C \L "2" 
· Each group was comprised of people who worked in a wide range of occupations, and who volunteered or were active in their communities, often in more than one way.

· In addition, at least several participants in each group (sometimes more) worked in the Voluntary Sector in various capacities, and most of these individuals also volunteered.

1.2.1 Common Elements TC "2.1
Common Elements" \f C \l "3" 
· Strategic findings were consistent in all 4 locations.

· There was no clear winner among the 4 ad concepts tested.

· Each concept certainly generated some positive reaction, but many more negative comments.  (Note that there was some order effect -- it took awhile for participants to get used to a campaign about the Voluntary Sector which did not seem to meet their expectations.  Thus in all locations, the first few concepts shown tended to generate a heavier load of negative comments).

· The effectiveness of the advertising seemed to suffer not so much because of the specific executions, but more because of the underlying strategy.

· In all 8 groups, participants had defined the Voluntary Sector as referring to volunteers or volunteering.  This strongly affected the way they viewed and interpreted the concepts.

· Overall, no concept was favoured, or stood out as the best or most preferred in all, or even most, groups.  Different concepts were preferred by different groups in different locations.

· In fact, reaction to most concepts was generally mixed, within locations, within groups, and even within individuals.  And while it was not unusual for participants to feel ambivalent about certain concepts, there was no particular concept that generated more ambivalence than any other.

· Most participants pointed out the lack of an easily discernible message in all concepts, and any messages that were perceived tended to be ones which either lacked relevance or did not meet respondent expectations vis-à-vis advertising about the Voluntary Sector.  Typical perceived messages included the following, which could apply to any of the concepts:

· Without volunteers, society would collapse.

· It's not very specific – I'm not sure if they were asking us to do something or just give information.

· I'm volunteering to keep a third of Canada's economy alive.

· The Voluntary Sector makes a lot of money.

· In addition, participants in all groups criticized all the concepts because they had no call to action, or at least nothing that seemed important or meaningful to them.

· Mention of the Government of Canada at the end of all 4 concepts irritated many participants, who felt that the government was trying to take credit for the work of volunteers.  However, in Montreal, people also wondered if this meant the government would be providing funding or subsidies.

· The most positive response to any concept was often directed at the positioning statement at the end of the ad (traditionally, such a statement conveys the main message, but in these cases, did not).

· Working Together – was generally well-liked in all 4 locations and in most groups.

· Weaving Communities Together – was generally favoured in Montreal and Saint John.

· Working Together for Canadians – was also quite acceptable in Toronto and Calgary.

· Count on Us – was not favoured in any particular location, although various individuals liked it.

· Given two choices for the names of the sponsor --  Canada's Voluntary Sector or The Voluntary Sector – most anglophones chose the former, while francophones favoured the latter, mainly because volunteering was strongly perceived as a local or community undertaking (but not because of an anti-Canada stance).

· The name "The Voluntary Sector" seemed to generate considerable confusion in all groups, because so many participants thought it meant "volunteers," yet the concepts referred to employed or paid workers.  This irritated some respondents who volunteered their time freely, without pay, and who felt taken-for-granted or cheated in some way.

· Some wondered if the Voluntary Sector was a real organization, and in a few groups (notably those with many Voluntary Sector employees), some discussion took place about the actual naming of the sector, with several alternatives suggested.  

· Seeing a website address at the end of the ad created strong expectations by respondents in all 8 groups, that (1) there is a real organization called The Voluntary Sector, (2) they were being invited to act or do something, and was often perceived as the ad's generally ineffective call to action.

· Many said they would be tempted to visit the site, out of curiosity, and with the hope and expectation of finding specific information mainly about volunteers and volunteer work, including (1) direct regional and/or local links so prospective volunteers could sign up, (2) inter-organizational links, and (3) in Montreal there was some expectancy of advice and direction regarding government funding or subsidies.

· Some in various locations felt the website address was too difficult to remember.

2.2.2 Reaction to Individual Concepts TC "2.2
Reaction to Individual Concepts" \f C \l "3" 
· Concept A (Building Card Houses) did well in Toronto, got mixed reaction in Calgary, but fared quite poorly in Montreal and Saint John.

· Positives:  Overall, there were 5 main positives for Concept A:  (1) the analogy/metaphor of the cards showing the diverse and interconnected faces of Canada generated the most positive response, along with (2) the recognition given to volunteers, (3) the importance of the voluntary sector, (4) the statistics provided, and (5) the enticement of the "What if" question at the beginning.

· Negatives:  8 main negative aspects generally emerged for Concept A, with the first 5 mentioned in most groups:  (1)  the lack of message, (2) no call to action, (3) the government seemingly taking all the credit,  (4) the lack of emotional appeal or engagement, (5) the house of cards was thought to lack originality, the cards falling down conveyed a negative message about the fragile Voluntary Sector, and the quick recovery minimized the rebuilding effort, (6) the statistics seemed exaggerated, (7) the emphasis seemed to be national rather than local or community-based, and (8) the non-profits were getting credit instead of the volunteers.

· Concept B (The Voluntary Kaleidoscope) did well in Montreal and Calgary, was acceptable in Toronto but was one of the least preferred in Saint John.

· Positives:  Participants identified 7 main positives for Concept B, with the first item mentioned by participants in most groups:  (1) the range of images were easy to relate to on both a personal and organizational level, (2) it had some emotional warmth, (3) it gave some interesting statistics, (4) it recognized the Voluntary Sector, (5) it seemed well-paced, (6) some liked the slogan and (7) for some, it struck a nationalistic chord.

· Negatives:  Overall, participants cited 9 negative aspects, with the first 5 mentioned in most groups:  (1) the message was confusing, (2) there was no call to action, (3) it lacked emotional impact, (4) mention of "employed" workers created confusion and irritation, and some felt taken-for-granted, (5) the federal government link was too strong, (6) the images didn't portray volunteering, (7) there was too much information, (8) mention of "assets" worth "billions" gave the wrong impression that the sector needed no money, and (9) there was some confusion related to a perception that health care, for example, was in the public sector.
· Concept C (A Canada to Stand On) received more favourable reaction in Saint John than anywhere else, although some individuals in various groups quite liked it.

· Positives:  Overall, participants identified 6 positive aspects of Concept C, with the first 2 items receiving the most comment:  (1) thanking the volunteers, (2) the abstract 3-legged stool analogy, (3) recognizing the Voluntary Sector as an equal partner, (4) the brevity and flow, (5) the suspense, and (6) the catchy phrase "a leg to stand on." 

· Negatives:  9 main negatives were pointed out for Concept C, with the first 5 items generating discussion in most groups:  (1)  no call to action or focus, (2) boring, lacking the human touch (3), dislike of the sound effects, (4) dislike of the pillars, both the idea and ranking, with the Voluntary Sector last, (5) government propaganda, (6) condescending tone and simplistic image of the stool, (7) the lack of relevant information, (8) waste of taxpayer dollars, and (9) too abstract for the general public.
· Concept D (Walking Through Canada II) generated average ratings in most locations, but was one of the top 2 favourites in Saint John.

· Positives:  Overall, participants identified 6 main positive aspects of Concept D, with the first 3 as the more usual reactions:  (1) the slogan appealed to some anglophones and francophones, (2) the diversity of the different volunteer activities and organizations, (3) the equal recognition given to the Voluntary Sector; (4) the human presence of the narrator, and (5) the information was useful.

· Negatives:  11 main negatives emerged for Concept D, with the first 6 mentioned in most groups:  (1)  it had no point, (2) no call to action, (3) boring and without impact, (4) the mention of pillars was seen as an arbitrary divide, (5) the diversity of examples was confusing; (6) the focus was on money rather than on spiritual/philosophical/human values, (7) the narrator lacked relevance due to his age, role and culture (8) the government took credit for the work of volunteers, (9) there was a link or mention with religion, (10) the slogan was confusing, and (11) in Montreal, there was an association with a welfare department.

Implications TC "3.
IMPLICATIONS" \F C \L "2" 
· The main challenge would be to find a strategy and positioning that will give visibility to the Voluntary Sector according to the 3 following criteria:

· with an emotional appeal;

· without alienating the volunteer base; 

· without seeming like government propaganda. 

· It would seem that the current creative strategy needs to be revised in order to help make the intended message and the intended information more palatable, at least at the beginning phase of the campaign.

· Based on what participants said, there are 3 main ways to enhance acceptance by the audience of the rational/economic information.  The advertising needs to have:

1) Emotional content - and to refocus on appealing to feelings, such as warmth and compassion, as well as the spiritual/philosophical/human values inherent in the sector.

· Viewers are primarily in an emotional mode when thinking about volunteering, and a rational approach is likely to create a disconnect.

· Once the emotions of the audience have been addressed, they are more likely to be open to the rational information.
· If they want to portray the financial side of things, they should start at the individual side, they have to end with who's benefiting, something you can relate to.

2) Inclusion of the volunteers themselves – the ads need to provide some personalization of volunteers, and perhaps include some rational information about volunteers (for example, how many volunteers there are, the number of hours the average volunteer works, etc.), along with the other information so that volunteers in the viewing audience can see how and where they fit within the bigger picture.

· This is likely to help open people's minds to accepting additional rational/economic information.

· People volunteer for intrinsic reasons, it's always very personal.

3) A call to action – the ads need to have what respondents would view as an acceptable call to action, which would be some type of encouragement to support the sector, perhaps by participating, volunteering, donating or at least thinking about any of these support modes. 

· This is much more likely to make economic information more palatable 

· There is a need for a call to action, just making someone aware will not make them act.

· Even if the ads are seen as having 2 messages or more, at least the rational content would be tolerated.

· And, perhaps most important, this would considerably reduce or even eliminate the strong perception that the ads were a waste of money and/or government propaganda.

· If they don't have a call to action it makes it look like a "look at what the government's doing" ad.

· Don't waste my taxpayer dollars without delivering a clear message.

· In addition, participants in all groups indicated that the promoted website needs to provide the expected links and information about regional and/or local volunteer organizations (who they need, what volunteers do, how to sign up), along with whatever other information the Initiative wants to include.

· The name of the website needs to be easier to remember.

· Another issue involves the name, the Voluntary Sector.  In this study, there is some evidence to suggest that this name in itself contributes to some confusion and tends to trigger an automatic narrow link.  Most participants, including many of those who worked in the Voluntary Sector and who also volunteered, interpreted the phrase Voluntary Sector as primarily referring to "volunteers" or "volunteering."  This mindset seemed to affect the expectations people had with regard to the advertising and the message(s) contained therein.  

· It is quite possible that another name (without the term Voluntary) would not have created such expectations and such a strong connection with volunteering.  For example, if the sector was referred to as the ABC Sector, there would have been no expectations with regard to volunteers, and it is possible that the information in the ads would have been more easily received.  
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2.1 Background Context TC "1.

BACKGROUND CONTEXT" \F C \L "2" 
· The Voluntary Sector Awareness Initiative (VSAI) was established to strengthen the capacity of the voluntary sector and improve its relationship with the federal government.  Ultimately, the goal is to establish the Voluntary Sector as the third pillar in Canadian society joining the public (government) and private (corporate) sectors.

· The Voluntary Sector Awareness Initiative is a comprehensive national and regional communications plan designed to work towards the above objective.  It includes positioning and creative strategy formulation, media planning, research, creative development and production for all recommended media as well as the production of all creative elements in both English and French.

· The Awareness Initiative Advisory Committee wanted to pre-test a series of TV creative concepts for the Voluntary Sector Awareness Initiative that would: 

1) build public awareness among opinion leaders of the Voluntary Sector's crucial role in Canadian society so that its contribution to Canada's way of life is valued and supported by individuals, communities and both the public and private sectors;

2) establish the sector as one of three pillars in Canadian society, along with the public and private sectors;

3) ultimately help strengthen the capacity of the voluntary sector and raise recognition and understanding.

· The intended results of the Initiative are that:

1) Canadians will recognize the voluntary sector as one of the three pillars of society (along with the private and public sectors);

2) The voluntary sector will have a voice and will influence opinion leaders;

3) Voluntary sector organizations (including non-profit organizations, registered charities and other non-incorporated community groups) will view themselves as part of a cohesive sector (much the way diverse corporations and companies view themselves as part of the private sector). 

Purpose and Objectives TC "2.
PURPOSE AND OBJECTIVES" \F C \L "2" 
· The main purpose of this pre-test was to obtain feedback from community and opinion leaders about the perceived benefits and the risks of using each of the proposed creative concepts.

· The main objective:

· To assess the informative value of rough executions of 4 proposed TV creative concepts related to the Voluntary Sector, in order to assess their effectiveness from a communications perspective, to facilitate decisions on adjustments, and to provide guidance for future development. 

Target Audience TC "2.1
Target Audience" \F C \L "3" 
· The target audience was the so-called "Influentials" (whose estimated incidence is about 20%):

· people whose decisions and opinions shape what the rest of us think and say

· people who spread the word on issues and products

· people who wield influence in their local communities through participation in various community-related activities

· involved citizens and social-minded activists who take a public role on issues and who are:

· viewed as the opinion leaders in their communities

· often consulted by their relatives and friends for advice

· information seekers

· extremely comfortable with new technologies.


3. METHODOLOGY


3.1 Number and Type of Sessions TC "3.1
Number and Type of Sessions" \f C \l "3" 
· It was decided that a national study comprising focus groups would be held across Canada to pre-test the materials.  Accordingly, from September 3-9, 2003, a total 8 focus groups were conducted with a total of 67 community and opinion leaders. 

· 2 groups each were held in Toronto, Calgary, Saint John and Montreal (the latter 2 were in French, and the other 6 were in English).

· All groups were held at state-of-the-art focus group facilities, and were observed.  Each session was audio-taped.

3.2 Respondent Selection Criteria TC "3.2
Respondent Selection Criteria" \f C \l "3" 
· Participants were randomly recruited by Créatec+ from the regional locations based on the following criteria:

· all groups were mixed gender;

· range of ages from 18-55+;

· range of educational backgrounds, from high school completion to post-graduate degrees;

· all used the Internet.

· All participants were involved citizens/opinion leaders in their community, and met at least 3 of the following 6 conditions:

· made a speech to a public audience;

· wrote an article for a publication;

· served as an officer or representative for a club or organization;

· wrote a letter to a newspaper editor;

· called a TV or radio talk show;

· was involved in a social or environmental cause.

· Various occupations for themselves or family members were excluded: marketing research, PR firm or ad agency; radio, TV or media; municipal, provincial or federal government.

Participant Incentive TC "3.3
Participant Incentive" \f C \l "3" 
· All participants received an incentive payment of $75.00 for their participation, at the end of the session.

3.3 Discussion Guide and Materials Used TC "3.4
Discussion Guide and Materials Used" \f C \l "3" 
· The client-approved guide (appended) was prepared in both English and French.

· Materials provided by Scott Thornley & Company included:

· 4 flip charts showing frame-by-frame visuals of each concept.

· 4 storyboards showing all frames of each concept, to give a visual overview so participants could compare concepts after exposure to all 4.

· Note:  a definition of the Voluntary Sector (appended to the Discussion Guide) was read to respondents in 3 locations, before being asked to compare the concepts.

· 4 boards, each showing one of the closing statements.

· To capture their initial impressions, participants were asked to fill out a brief questionnaire (appended to the Discussion Guide) after being exposed to each concept, and before discussion took place.  Findings from these questionnaires have been incorporated into the report.

3.4 Focus Group Procedure TC "3.5
Focus Group Procedure" \f C \l "3" 
· In each location, to counteract order bias, the concepts were shown in rotated order (as indicated on the Discussion Guide).  Note that more time was spent on the first concept shown, to get respondents used to the procedure.

· For each concept, moderator turned each page of the flip chart, reading the announcer's voice-over and explaining any sound effects or on-screen supers.

· After reaction had been obtained to all 4 concepts, respondents were shown the 4 storyboards together, to get feedback on their preferences.

· Note that the 6 groups in Calgary, Montreal and Saint John were read a definition of the voluntary sector, to help them evaluate the concepts.

· The 4 closing statements were then shown together, for discussion and comparison.

Qualitative Research TC "3.6
Qualitative Research" \f C \l "3" 
· Qualitative works best when used as an exploratory learning tool to help understand the range and depth of reactions towards the topic under discussion at a certain point in time. However, findings are not quantifiable, and may or may not be representative of the target population at large.  It is left to the reader’s judgment to evaluate the hypotheses generated from such research.

3.5 Research Team TC "3.7
Research Team" \f C \l "3" 
· Mr. Grégoire Gollin acted as project manager, responsible for client relations, the design of the work methodology and supervision of the final report as well as overall coordination.

· Ms. Natalie Gold (based in Toronto) moderated the sessions in Toronto and Calgary, prepared the analysis incorporating findings from all 8 groups, presented a verbal debrief to the client on September 12, 2003, and wrote this report. 

· Mr. Sylvain Laroche (based in Montreal) conducted the 2 sessions in Montreal, and prepared the analyses for these sessions.

· Ms. Sharon Archibald (based in Moncton) moderated the 2 Saint John groups, and prepared the analyses for these sessions.


4. DETAILED FINDINGS


Introduction TC "1.
INTRODUCTION" \f C \l "2" 
4.1.1
About The Report TC "1.1
About The Report" \F C \L "3"  

· Findings from all 8 groups have been combined in the report, and are presented together, with differences pointed out wherever relevant, whether by language or location.  

· The report is written using respondents' own language as much as possible, to let them speak in their own words.  

· For clarity and ease of access, the report is written in bullet format, and respondent verbatims appear in italics (usually without quotation marks, except when incorporated into the text).  

4.1.2
About The Respondents TC "1.2
About The Respondents" \F C \L "3" 
· Each group was comprised of people who worked in a wide range of occupations, and who volunteered or were active in their communities, often in more than one way.

· In addition, at least several participants in each group actually worked in the Voluntary Sector, in various capacities; for example, fund-raising, nursing, administrator for non-profit housing, chaplain services.  Most, if not all, of these individuals also volunteered as well.

· One group was particularly outstanding, in that 6 of its 8 participants were Senior Directors of Non-Profit Organizations or Charities.

· A few participants in different locations had actually participated in the initial consultative discussions held across the country over the past few years, and so were well aware of the Initiative and what it entailed, and recognized the ad concepts as being part of the plan.

The Communication Context TC "2.
THE COMMUNICATION CONTEXT" \f C \l "2" 
· The main findings in this study were consistent across all 4 locations.  Perhaps a few details might differ, but for the most part, participants told us the same things and raised the same types of issues with regard to the concepts. 

· Even among those groups where a majority of participants were part of the Voluntary Sector, their comments and views matched those of other respondents.

· Essentially, the findings indicate that it would be risky for the government and the voluntary sector to go with any of the ad concepts tested, all of which would be likely to create embarrassment and raise issues.  This is not so much because of the creative treatment, but for the actual strategic positioning and messages (or non-messages) that were perceived.

· Before looking at individual concepts, we need to look at some common reactions they generated, in the hope of understanding what happened and why respondents felt the way they did.

· First of all, the Voluntary Sector generally meant volunteers in all 8 groups.  This was the consistent definition, even among those who worked in the sector (for non-profits or charities), and who also volunteered their time.

· The perception that the Voluntary Sector referred mainly to volunteers raised 2 key expectations from the advertising.  People expected the ads to feature some type of:

· recognition or acknowledgement for volunteers and their efforts or work, and 

· encouragement for more involvement and support from the general public. 

· Thus, respondents indicated they needed concrete, feel-good, personalized information, with a high emotional content, plus a call to action that at least encouraged people to think about giving some type of support.

· BUT that is not what the ads conveyed.

· Instead of the anticipated emotional content, respondents saw ads with rational content, which created a strong cognitive dissonance.

· In fact, most participants could not discern a message from any of the concepts.  After seeing the first 2 (whichever ones they saw), some began to figure out that the ads were simply "informational."  For the most part, participants did not understand: 

· Why such ads would be aired, or 

· Who the ads were really aimed at.

· More importantly, since people in all locations stated that the various ads all lacked a "call to action," they got irritated over what they saw as the wasted money – which they said could have been better spent if given to their particular organizations.

· Participants all knew volunteering is and was important, and told us they do it "from their hearts," from caring, from wanting to make a contribution – mainly but not exclusively to their communities.  Volunteering makes them feel good.  The key feeling is one of warmth.

· BUT, hearing the cold facts – the economic information – given in all the ads actually caused various negative reactions, ranging from irrelevance to confusion, suspicion and in some cases, even anger.

· To begin with, providing dollar figures was generally seen as dangerous because this could lead the public to the wrong conclusions; namely that:  

· The Voluntary Sector is financially healthy. 

· People should join the Voluntary Sector and make money, get a salary.

· In addition, people in Saint John generally thought the figures were misleading or inaccurate.  

· Four other ideas or phrases related to rational economic information that were featured in the ads sparked various reactions as follow:

· The statement that the Voluntary Sector contributes $90 billion to the Canadian economy:

· Volunteers generally felt they were saving the government money, which generated feelings of being fools for giving their time for free.

· In Quebec, expectations were generated, that: 

· Some of this saved money would be filtered back into their volunteer organizations.

· The standard for requests from the government would be raised.

· The statement that the Voluntary Sector employs over 1.3 million people:

· In addition to some confusion over the idea of paid employees working in the Voluntary Sector, volunteers in most locations felt taken for granted, ripped off and several even expressed anger that others were getting paid while they worked for free.

· The statement that the Voluntary Sector has combined assets of over $100 billion.

· Participants saw this as largely irrelevant, confusing and unimpressive.  In fact, this statement seemed to have the lowest impact in all groups.

· The idea that the Voluntary Sector is the third of 3 sectors in Canada, including the business sector, and the public sector.

· Some participants in all locations disliked dividing the country into sectors, and found this "abstract" concept confusing, arbitrary, artificial and irrelevant.  

· "What about the private sector?, "asked people in Montreal, where the private sector gave their organizations a great deal of support (financial and other).

· "What about the family sector?," asked some in Toronto, who felt that Canadian society was comprised of more than just 3 sectors.

· Others felt that people often belonged to more than one sector, and that there was no need to refer to the others "You don't need to talk about the other sectors – there's overlap.
· Another major perception in all groups for all of the ads was that the federal government was trying to take some sort of credit for all the hard work done by volunteers, and this annoyed them and created suspicion, for example:

· In Quebec especially, there was absolutely no connection seen between the Voluntary Sector and the federal government.  In fact, the proposed advertising could amplify their alienation.

· In Saint John, people said that the government was actually squeezing the sector dry (providing limited or very little funding to keep non-profit and charitable organizations afloat). 

· However, one individual in Saint John didn't see the government taking credit, but did seem to assume that as a sponsor, the government was probably contributing money.

· I don’t have as much problem with the GoC logo. . . If it said brought to you by the Voluntary Sector and Xerox I would say isn’t that nice, they sponsored it, I would think they gave money, but I would not think they were personally taking credit for the whole Voluntary Sector.  

· In all groups, the expectation of a call to action provoked some discussion of the website –people had certain expectations about it, which are addressed in Section 4.5.3 of the report.

· Participants in most groups also expected a 1-800 phone number, for those without Internet access, which further underlined their confusion when the advertising did not seem to encourage any follow-up by viewers. 

· Given all the above, the main challenge for communications is to find a strategy and positioning that will give visibility to the Voluntary Sector in line with the 3 following caveats:

· It has an emotional appeal.

· It does not alienate the volunteer base. 

· It does not have a tone of government propaganda. 

Perceptions of the Voluntary Sector TC "3.
PERCEPTIONS OF THE VOLUNTARY SECTOR" \F C \L "2" 
· Before exposure to the ad concepts, all participants were asked what they thought the Voluntary Sector referred to, or meant.

· To a significant majority of participants in this study, the Voluntary Sector meant "volunteers". 

· Donating time you’re not getting paid for.

· Putting time in your community.

· A gift of time.
· No money

· Must do a lot with little means.

· Solidarity

· Passion

· Fundraising

· Charity

· However, there were several exceptions in different locations who also felt the Voluntary Sector could refer to:
· Non profit causes.

· Representative agencies.
· When I think of voluntary sector, specific organizations come to mind such as the Heart and Stroke, Cancer Society, Big Brothers and Big Sisters.  For whatever reason, those types of organizations represent the voluntary sector.  

· In Quebec, some participants felt that the Voluntary Sector was very profitable.

· C’était un serviteur négligé, mais comme c’est très rentable, ça va en augmentant. (This sector is used to being neglected, but since it is very profitable, it is increasing.)

· Virtually everyone agreed that the Voluntary Sector was extremely important, but mainly because of its emotional and human aspects:

· It allows you to feel like you belong to a community.

· Increasing importance – to society, to the poor, to the volunteers themselves.

· We'd probably collapse if we didn't have it . . . you can't expect the government to look after everything.

· In almost all groups, most participants had a limited understanding of the “business” component of volunteer organizations and saw paid workers with some disdain.

· However, the exception was a group in Saint John (with 6 senior directors of non-profits), who defined the Voluntary sector as the “third sector” with the government and private sectors being the other 2.  They described it as follows:

· This sector picks up and fills in the gaps that government is not doing – it is part of the redistribution of wealth and governmental shift in priorities/ responsibilities.  

· An unrecognized sector where people are doing work (paid or unpaid) that is not seen as real work.

· This sector is taken for granted by government, by corporate Canada.  Although we rely on both for funding, we are being played as suckers.

· If ads about the Voluntary Sector were created, participants said they would mainly like advertising to focus on recognition, and on volunteers themselves.  In Quebec, participants also were interested in governmental support and people who work in the sector.

· A major acknowledgement of volunteers

· Not recognized enough.

· That many organizations would not exist without volunteer work.

· How much is actually done by volunteers.

· S’il n’y avait pas de bénévoles, beaucoup de choses ne se feraient pas.  (If there were no volunteers, a lot of things would not get done.)

· The type of volunteers needed.

· Contributions you can make to your community.

· The opportunities out there.

· What motivates people.
· Government support (in Quebec).

Reaction to the Concepts TC "4.
REACTION TO THE CONCEPTS" \f C \l "2" 
4.4.1 Overview TC "4.1
Overview" \f C \l "3"  

· Strategic findings were consistent in all 4 locations.

· There was no clear winner.

· Each concept certainly generated some positive reaction, but many more negative comments.

· Note that there was some order effect;  for example, the first and possibly even second concept shown tended to generate more critical remarks, since participants needed to get used to a campaign about the "Voluntary Sector" which did not seem to meet their expectations.

· The effectiveness of the advertising seemed to suffer not so much because of the specific executions, but more because of the underlying strategy.
· In fact, the most positive response to any concept was often directed at the positioning statement at the end of the ad.  (Traditionally, such a statement conveys the main message, but in these cases, did not.)

· Working Together – was generally well-liked in all 4 locations and in most groups.

· Weaving Communities Together – was generally favoured in Montreal and Saint John.

· Working Together for Canadians – was also quite acceptable in Toronto and Calgary

· Count on Us – was not favoured in any particular location, although various individuals liked it.

· Overall, no concept was favoured, or stood out as the best or most preferred in all or most groups.  Different concepts were preferred by different groups in different locations; for example:

· Concept A did well in Toronto, got mixed reaction in Calgary, but fared quite poorly in Montreal and Saint John.

· Concept B did well in Montreal and Calgary, was acceptable in Toronto but was one of the least preferred in Saint John.

· Concept C did better in Saint John than anywhere else, although various individuals in several groups quite liked it.

· Concept D generated average ratings in most locations, but was one of the top 2 in Saint John.

· Reaction to most concepts was generally mixed, within locations, within groups and even within individuals. And while it was not unusual for participants to feel ambivalent about certain concepts, there was no particular concept that generated more ambivalence than any other.

· All concepts did not seem to carry an easily discernible message for many participants, and the messages that were perceived tended to be ones which either lacked relevance or did not meet expectations.

· All concepts were seen to lack what respondents felt was an important or meaningful call to action.

4.4.2 Concept A:  Building Card Houses TC "4.2
Concept A:  Building Card Houses" \f C \l "3" 
· Overall, concept A generated mixed reaction – some groups favoured it, for others it was the least preferred.  Ratings on the 1-10 point scale ranged from 1-10 across the 4 locations.

· Concept A did well in Toronto, got mixed reaction in Calgary, but fared quite poorly in Montreal and Saint John.

· Positives of Concept A
· Overall, there were 5 main positives:  (1)  the analogy/metaphor of the cards showing the diverse and interconnected faces of Canada generated the most positive response, along with (2) the recognition given to volunteers, (3) the importance of the voluntary sector, (4) the statistics provided, and (5) the enticement of the "What if" question at the beginning.

· Analogy of cards, good use of metaphor.

· Personalities on cards – diverse

- Variety of faces represented (most liked)

- Human touch, with the faces

- Emphasizes every volunteer is important/necessary

· Idea of interconnection, "building together"

· Gives recognition to volunteers

· Underscores the significance/importance of the voluntary sector

· The tangible statistics

· The “What if” question – engages you immediately. 
· Negatives of Concept A

· Overall, participants in all locations identified 8 main negative aspects, with the first 5 mentioned in most groups:  (1)  the lack of message, (2) no call to action and (3) the government seemingly taking all the credit,  (4) the lack of emotional appeal or engagement,  (5) the house of cards also generated strong negative feedback, because it lacked originality, the cards falling down conveyed a negative message about the fragile Voluntary Sector, and the quick recovery minimized the rebuilding effort, (6) the statistics seemed exaggerated, (7) the emphasis seemed to be national rather than local or community-based, and (8) the non-profits were getting credit instead of the volunteers.

1) No point to it, what's the message

· Lack of meaningful information

· Waste of taxpayers money

2) No call to action

3) Government taking credit

· To me it was like promoting the government rather than promoting volunteering.

· Je n’aime pas du tout la référence au gouvernement canadien. Il n’y a pas de subvention fédérale pour le secteur, alors pourquoi faire ça?. (I really don’t like the reference to the Canadian Government. The federal government does not subsidize the sector, so why mention it?)

· Didn't give any credit to volunteers.

4) Boring, lack of emotional appeal, not engaging, too abstract

5) House of cards 

· Not very original

- Dated image of house of cards falling.

· Cards falling down  

- Suggests vulnerability, fragility and that doesn't well represent the voluntary sector, who are trying to build – a negative message.

- Flimsy cards – associate cards with the fragility of the voluntary sector.

- Cards falling down, doesn’t show seriousness of contribution and quick rebuilding after falling over is demeaning.

- Minimizing how hard it would be for this sector to rebuild.

- Sneeze is lame

· Not an accurate reflection 

- In real life, when things fail, you try again, and rebuild.
- Cards represent luck of the draw.

6) Reference to millions of hours, billions of dollars (seems inaccurate or underestimated)

7) Emphasis on country, not community

· The Voluntary Sector is mentioned only at the end, while Canada is at the beginning, therefore government seen up front, with voluntary sector secondary.

8) One Calgary woman was unhappy that the ad seemed to give non-profit organizations "a lot of the credit instead of the volunteers".

· Perceived Message of Concept A
· The message was not clear for most participants, who themselves pointed this out.

· I got lost in it . . . what am I supposed to do?  What are you looking for?

· I liked the creative, but it doesn't really go anywhere.
· Le message, deux choses : un, regardez comme c’est bien le bénévolat!, et deux, voyez comme on sauve de l’argent! (The message? Two things: One, look at all the good the voluntary sector is doing and, two, see how much money we are saving!)

· Some participants in most groups got a positive message, but not necessarily the intended one.

· People working together 

· Without volunteers, society would collapse.

· Voluntary Sector plays a vital role in Canada.

· People working together all the time in all facets.

· Building together, We all have to work together.

· The consequences of not having a strong Voluntary Sector.

· Stay involved, or the economy will collapse (a bit of scare-mongering)

· Volunteering is an integral part of our society

· It's important (but not what to do about it)

· On the other hand, some people felt the message was clear, but it was simply not what they wanted to hear

· It's light on specifics on how to volunteer. 

· Alternate Card Image for Concept A

· The playing cards featuring the Canadian flag and faces was preferred over the alternate featuring the map of Canada in the 3 anglophone locations (Toronto, Saint John, and even Calgary), but not in Quebec.

· The Canadian flag is symbolic.

· The flag would instil more pride.
· In fact, in Quebec, even the provincial flag was not liked because people felt that volunteering was not a political or partisan matter.

· Improvements Suggested by Respondents for Concept A

· Have a call to action.
· Devrait être plus concret, est-ce une demande de dons, une offre de dons? (They should be more explicit, concrete. Is it a call for donations, are they promising subsidies…?)

· Show the effects of volunteering, rather than just show volunteering.

· Reflect the values of the sector (spiritual, rather than economic).
4.4.3 Concept B:  The Voluntary Kaleidoscope TC "4.3
Concept B:  The Voluntary Kaleidoscope" \f C \l "3" 
· Overall, reaction to concept B tended to be favourable in most locations.  It was in the top 2 for both Montreal groups.  Ratings on the 1-10 point scale ranged from 1-9 across the 4 locations.

· Concept B did very good in Montreal, got mixed reaction in Calgary and Toronto, but fared somewhat poorly in Saint John.

· Positives of Concept B

· Participants identified 7 main positives for Concept B, with the first item mentioned by participants in most groups:  (1) the range of images were easy to relate to on both a personal and organizational level, (2) it had some emotional warmth, (3) it gave some interesting statistics, (4) it recognized the Voluntary Sector, (5) it seemed well-paced, (6) some liked the slogan and (7) for some, it struck a nationalistic chord.

1) Something I can relate to – it takes all kinds of people to volunteer

· Images good, varied, can relate, identify 

- Racial/ethnic, regional diversity

- Children sitting on steps, campfire, arts and culture, building homes.

· Loved range/representation of the different organizations

- Showed broad rage of expertise/opportunities/volunteer groups

- Good cross-section of organizations

- Arts (not all volunteering is against bad things).

· Relevant situations (current)

2) It involved emotion, how needed it is, emphasizes the human element.

3) Gave more information (than whatever previous concept respondents were exposed to).

· Shows how voluntary sector contributes to lives/economy.

· The mix between stats and role of contributors

- Many numbers, the actual impact of contributions.

- I like the statistics.

4) Good recognition of the voluntary sector

5) Succinct, good pace

6) Slogan (Working Together) 

7) Like the nationalistic chord it struck.
· Negatives of Concept B

· Overall, participants cited 9 negative aspects, with the first 5 mentioned in most groups:  (1) the message was confusing, (2) there was no call to action, (3) it lacked emotional impact, (4) mention of "employed" workers created confusion and irritation, and some felt taken for granted, (5) the federal government link was too strong, (6) the images didn't portray volunteering, (7) there was too much information, (8) mention of "assets" worth "billions" gave wrong impression that the sector needed no money, and (9) there was some confusion related to a perception that health care, for example, was in the public sector.
1) Message is confusing

· Confusion between volunteer sector and volunteering.

· The voluntary sector in terms of dollars eradicates anything that the volunteer work has to contribute.

· It didn’t focus on the individual's contribution (was too general).

2) No Call to Action

· What is the purpose?

3) Lack of sales, lacks appeal, lacks dynamic, nondescript – not enough impact

· Didn't grab my heart, lacks joy, lacks celebration.

· It read exactly like a government ad.

4) Volunteer sector "employs" – I don't think volunteer goes with employees

· A bit jarring.

· They employ huge numbers of people, it’s a huge business.

· I'm less concerned about the people who are employed than those who volunteer.

· Seems to me someone’s getting paid to volunteer and I’m not.

· If the economy is so well off, why am I being asked to do it for free?

5) Link with the [federal] government is too strong

· Je ne me reconnais pas dans le secteur Canadien du bénévolat. (I do not identify with the Canadian Voluntary Sector.)

· Patronizing tone – done by government.

· The tone is – it’s done already – there's no room for my contribution.

6) Images 

· Didn’t truly show volunteering.

7) Too much information, too wordy

· Too much focus on numbers, not the people and the passion.

- Lots of facts and figures, i couldn't connect with anything.

· Statistics not believable.

8) Assets of billions – sounds rich when I know the voluntary sector is struggling, gives the impression of the sector being "for profit" – misleading.

· 90 billion – it ended on monetary note and loses the emotional impact.

9) Confusion 

· Health care is in the public sector.

· Perceived message of Concept B

· Some participants in various locations felt they got a clear message.

· I don't think the purpose of these ads are to recruit people, it's just the acknowledgement of volunteers in Canada.

· It's just information, it doesn't try to sway people.

· The social and economic impact of volunteering.

· A variety of situations in which people volunteer, has a far-reaching impact.
· However, many people felt there was no real message.

· It's not very specific – I'm not sure if they were asking us to do something or just give information.

· The sector is probably bigger than I expected . . . other than that, I don't know why I'd go to the website – are they looking for volunteers?

· In all groups, respondents thought about government influence in connection with the message.

· This is what we're trying to get volunteers to do for the government.

· Takes away individual effort, by putting it under the umbrella of government.

· Government is promoting its connection to the voluntary sector.
· Other perceived messages

· The volunteer sector is very large.

· Showed a number of sectors that people can volunteer in, but what I got was, the vast number of people in different sectors.

· There for everyone to use and contribute to.

· I'm volunteering to make money for someone else.
· Improvements Suggested by Respondents for Concept B

· Add a call to action 

· Why would anyone want to visit the website?

· Give it more of a human touch

· L’argent n’est pas important pour les gens du secteur, la valeur humaine n’est pas assez visible. (Money is not very important to the people in the sector, human values are not visible enough in this.) 

· Perhaps start off with "We appreciate . . ."
· Specific images

· Don't start with the YMCA – It’s male, it’s a Christian organization, and people might confuse it with an ad for the Y.

· Fires were distracting – it’s another purpose.

4.4.4 Concept C:  A Canada to Stand On TC "4.4
Concept C:  A Canada to Stand On" \f C \l "3" 
· Overall, Concept C evoked strong positive and strong negative reactions, within groups and locations.  People either loved or hated it.

· Ratings on the 1-10 point scale ranged from 0-9 across the 4 locations.

· Concept C fared well in Saint John as one of the top 2 preferred concepts in both groups, but was in the bottom 2 in the other 3 locations.

· Because it was more "abstract," than the other concepts, Concept C tended to appeal more to those who disliked Concepts B and D.

· Positives of Concept C

· Overall, participants identified 6 positive aspects of Concept C, with the first 2 items receiving the most comment:  (1)  thanking the volunteers, (2) the abstract 3-legged stool analogy, (3) recognizing the Voluntary Sector as an equal partner, (4) the brevity and flow, (5) the suspense, and (6) the catchy phrase "a leg to stand on." 

1) The credit – the Thank You, congratulating the volunteers

2) The 3-leg analogy – a well-developed idea

· It almost made volunteers most important – by putting the volunteer as the third leg to stabilize.

· The abstractness, can fit yourself in as you like.

3) Sense of partnership, recognizes the voluntary sector as an equal partner

· J’aime l’égalité des trois niveaux, public, privé, communautaire. (I like the idea of equality between public, private and voluntary levels.)

4) The brevity, flow

5) The suspense, what's it about

6) Catchy phrase "a leg to stand on".

· Negatives of Concept C

· Overall, participants cited 9 negatives for Concept C, with the first 5 items generating discussion in most groups:  (1)  no call to action or focus, (2) boring, lack of the human touch (3), dislike of the sound effects, (4) dislike of the pillars, both the idea and ranking, with the Voluntary Sector last, (5) government propaganda, (6)  condescending tone and simplistic image of the stool, (7) the lack of relevant information, (8) waste of taxpayer dollars, and (9) too abstract for the general public.
1) No call to action, weak call to action, no focus

· Why would a person care to learn more? 

2) Boring, lacks excitement, no human touch, no emotion

· As a young person, it bored me.

3) Disliked sound effects

4) 3 pillars 

· Pillar idea – antiquated, corporate, nothing to do with people, cliché.

· The ranking of the pillars

- The voluntary sector came last – as though it’s the least important.

- Voluntary is done for free, not-for-profit is paid.

- Idea of freeloading off volunteers.

5) Government propaganda

6) Silly – treated us like idiots, condescending tone

· The stool is too simplistic.
· Je n’aime pas l’idée du tabouret, car on peut s’asseoir dessus. (I do not like the idea of a stool because one can sit on it.)

7) Lacks specific information, low on data, no data

· Leaves out vital information – that the Voluntary Sector is overworked and unrecognized.

· Does not define the Voluntary Sector.

8) Why do we need to spend tax dollars recognizing volunteers?

9) Too abstract for general public. 

· Perceived Message of Concept C

· Some participants felt the message related to the thank-you.

· Part of our society, thanks for being there.

· Volunteer sector is important and thanks.

· Voluntary Sector is essential to our community.
· Canada’s voluntary sector – Count on us.

· Others thought the message involved Canada's reliance on the Voluntary Sector.

· We rely heavily on the volunteer system to make Canada run.

· I'm volunteering to keep a third of Canada's economy alive.

· I'm being used.
· Some in various locations perceived some type of government control as the ultimate message.

· Looks like government is trying to control the voluntary sector.

· It reminded me of government and elections.
· I am confused – last frame – Canada’s Voluntary Sector, Count on Us . . ., brought to you by the government of Canada – sounds like the GOC is taking credit.

· Various individuals didn't get a clear message.

· The voluntary sector is new . . . this doesn't make sense!

· Improvements Suggested by Respondents for Concept C

· Needs strong emotional call to action.

· A stronger question at the beginning to catch audience attention.

· Other than the map on the top, maybe there could be a stronger emotional connection to people.

· Have more people on the stool – people from several sectors.

· Faces on stool would be better.
4.4.5 Concept D:  Walking Through Canada II TC "4.5
Concept D:  Walking Through Canada II" \f C \l "3" 
· Overall, reaction to concept D tended to be quite diverse.  Ratings on the 1-10 point scale ranged from 1-10 across the 4 locations.

· Concept D fared well in Saint John, where it was one of the top 2 preferred concepts and in one Montreal group, where it was the favourite.  However, it was the least preferred in the other Montreal group.  

· In contrast, reactions in Toronto and Calgary were quite mixed, but Concept D tended to be one of the least preferred concepts.

· Positives of Concept D

· Overall, participants identified 6 main positive aspects of Concept D, with the first 3 as the more usual reactions:  (1) the slogan appealed to some anglophones and francophones, (2) the diversity of the different volunteer activities and organizations, (3) the equal recognition given to the Voluntary Sector; (4) the human presence of the narrator, (5) the information was useful.

1) Slogan (Weaving Communities Together/Au coeur de nos communautés)

· Communicates working together.

2) Shows diversity

· Showed different types of volunteer activities.
· C’est participatif, joyeux, au quotidien, inclut plusieurs secteurs, les parcs, loisirs, etc.  (It is happy, day to day, it includes several sectors, parks, leisure, etc.)

· I did like that it identified organizations.  I think they did it well - wide and varied.

3) Gives recognition to equal importance of Voluntary Sector and the many roles it plays in society. 

· Ça montre combien le gouvernement sauve d’argent grâce au bénévolat. C’est bon, ça montre la force économique du domaine communautaire. (It shows how much money the government saves thanks to volunteers. It is good, it shows the economic strength to the community sector.)

4) Had human presence

· I liked the idea of an individual, who went around walking through activities volunteers participate in. 

· I liked the fact that there appears to be a young man because traditionally men are not involved in the voluntary sector.

· Can relate to it.

5) Instilled pride

· Made me proud to be a volunteer.

6) Some participants felt the information was useful 

· Statistics – shows it contributes to the economy.

· I didn't know there was 1 in 3 people that volunteered.
· Negatives of Concept D

· Overall, participants cited 11 main negatives for Concept D, with the first 6 mentioned in most groups:  (1)  it has no point, (2) it lacks a call to action, (3) it is boring and lacks impact, (4) the mention of pillars is an arbitrary divide, (5) the diversity of examples was confusing; (6) the focus was on money rather than on spiritual/philosophical/human values, (7) the narrator lacked relevance due to his age, role and culture (8) the government took credit for the work of volunteers, (9) there was a link or mention with religion, (10) the slogan was confusing, and (11) there was a connotation with a welfare department in Montreal.

1) No point to it

2) No call to action
3) Blah, boring, doesn't grab your heart

· I would have changed the channel.

· No strong image of volunteers.

· It didn’t have an impact.  It didn’t speak to me.
4) Mention of 3 pillars – where is family, community, religion?

· Insulting to other pillars.

· Made families unimportant. 

· Reinforces misconception that voluntary sector is equal to government and business, when they lack the financial and physical resources to fulfill their mandates.

5) Confusing – too many things listed that didn't go well together.  

· Most people do not know what a non-profit organization means.

· Non profit organizations and volunteers don’t mix.

· Don’t like the idea of soup kitchens as image of volunteering.

· Health care is in the public sector.

6) Speaks to the money aspect, rather than spiritual values 

· Sector is providing billions of dollars for Canada - who benefits from it?

7) Some felt the spokesperson/narrator was irrelevant, due to his age, role and cultural background (young, white, yuppie male).

· Lack of cultural diversity.

· Je n’aime pas l’annonceur qui n’est qu’un observateur, trop neutre, on ne le voit pas faire d’action.  (I don’t like the fact that the narrator is only an observer, too neutral, we do not see him acting, as a volunteer.)

8) Final frame, giving credit to the government, when government support is so minimal

· I take offence to the fact that the government is taking credit for this sector, not the Canadian people individually who actually make this sector work.  

9) Link or mention of religion bothered some in various locations

10) Confusing slogan

· Don't understand what weaving had to do with anything.

11) Some trouble with language in Montreal because:

· "Bénéfique pour votre bien-être social et économique en partenariat" sounded like the name of a welfare department.

· Perceived Message of Concept D

· Overall, most participants seemed confused about the message in Concept D.

· For some in most groups, there was no real message.

· No message I could discern.

· For others, the message they discerned was some type of volunteer recruitment.
· They're always looking for volunteers.

· Two parts – thank you for those that are doing it and a quasi-call for volunteers.

· Other perceived messages related to volunteers in various ways:
· There are volunteers out there and this is what they do.

· A lot of people volunteer.

· The Voluntary Sector makes a lot of money.

· Volunteering is vital to community.

· The contributions they make, 1 in 3 people are involved.
· Volunteers should unionize to make more money.

· In Montreal, some thought that the savings due to the Voluntary Sector provided arguments to ask for more financial help from the government.

· Improvements Suggested by Respondents for Concept D

· I liked the idea of an individual, who went around walking through activities volunteers participate in – but start with a person at the chalkboard, we are going to take a little tour, go through three or four places, different than what we always think of.

· Forget the dollars, talk about people what they bring to the table.

Other Communication Issues TC "5.
OTHER COMMUNICATION ISSUES" \f C \l "2" 
4.5.1 The Closing Statements TC "5.1
The Closing Statements" \F C \L "3" 
· Working Together/Travaillons ensemble
· This statement fared well in many locations, including Montreal because it was:

· Short, to the point

· Inclusive

· Puts us all in the same boat.

· Goes beyond the boundaries of Canada.

· Most effective 

· Conveys the pillar idea.

· However, some weren't enthusiastic about the word "Working".

· Who is working?
· Working Together for Canadians/Travaillons ensemble pour les Canadiens et Canadiennes
· This statement was usually well-liked as a first or second choice by many anglophone respondents, including those from Calgary, because of the nationalistic and non-local connotation.

· However, the statement was rejected in Montreal where volunteering was viewed from a local perspective, and where there was no identification with even a provincial sector, let-alone a national or Canadian one.

· Some anglophones agreed with this viewpoint:

· For Canadians. . . it is not exclusive to Canada, it is your community.

· People volunteer locally, they are not thinking about Canada.

· Weaving Communities Together/Au coeur de nos communautés

· This statement was preferred in both Montreal groups, and by one in Calgary.

· In Montreal, participants generally appreciated the way "Au coeur" (heart) signified human warmth and compassion.

· Many participants responded positively to the word "Communities," because community conveyed a true volunteer spirit and commitment level.

· Suggests helping each other.

· I like communities, I like that word.
· Some thought this slogan might appeal more to volunteers.

· However, some in various locations were a bit confused by the word "Weaving".

· I don’t like weaving.

· Count on Us/Comptez sur nous

· This statement was the least favourite for many in this study.

· It was preferred in one Calgary group, and various individuals in other anglophone locations.

· Count on us.  Three words.  We are depending on volunteers.  It is meaningful.  That is Nike.

· Some thought that volunteer organizations would probably like this statement.

· Some felt it might have a negative impact or that it didn't go far enough.

· Count on us – puts pressure back on the sector.

· The only thing that would bother me . . . Don’t just count on us, get out and help us, work with us.

· Closing Statement Suggestions Made by Respondents

· Participants were invited to suggest a closing statement of their own.

· There were some people in all locations who liked the word community:

· Finding a Way to Help Your Community

· Building Community 

· Working Together, Building Communities 
· This idea was also appreciated by some in Montreal who felt it would be a more complete statement (Travaillons ensemble, au coeur de nos communautés).

· Other suggestions:

· Pulling Together 

· Our home, Our place

· Join Us 

· Canadians Working for Canadians 
4.5.2 The Sponsor TC "5.2
The Sponsor" \f C \l "3" 
· Participants were given two choices for the names of the sponsor:  Canada's Voluntary Sector or The Voluntary Sector.

· Most anglophone respondents chose Canada's Voluntary Sector, however The Voluntary Sector was preferred by francophone participants.

· As mentioned earlier in the report, throughout the discussions, there was considerable confusion over the name "The Voluntary Sector" because so many participants in all 4 locations interpreted it to mean "volunteers," yet the concepts referred to employed or paid workers.  

· In addition to causing confusion, this also created some annoyance among those who volunteered their time freely, without pay, who felt taken for granted.

· Some wondered if the Voluntary Sector was a real organization.

· Is there an actual umbrella organization?

· We need an organization to govern the Voluntary Sector. 

· In a few groups, some discussion took place about the actual naming of the sector.  For example, some people in Saint John agreed with the participant who said:

· I think it is misnamed.  The difference between volunteers and Voluntary Sector, it is a charitable sector.  In my organization, because of confidentiality and issues in organization and trained crisis staff we don’t use volunteers.  Although we are the Voluntary Sector we need paid, professional staff to offer a service that is missing from a community.  Voluntary Sector does not ring accurate.  To me, a misnamed sector.

· In one Toronto group, some people agreed that the ads 

· should say not-for-profit and charitable organizations . . . this sums it up better, can include paid employees and volunteers. 
· Some respondents suggested other names for the sector:

· Non-profit

· Not-for-profit

· Caring sector
4.5.3 The Website Address TC "5.3.
The Website Address" \f C \l "3" 
· Seeing a website address at the end of the ad created strong expectations by respondents in all 8 groups.

· It was an indication that that there is a real organization called The Voluntary Sector.

· It was also an invitation to act – in fact, it was generally viewed as the main call to action.

· Many said they would be tempted to visit the site, out of curiosity, and with the hope of finding specific information.

· Participants wanted the website to provide links and information, along with whatever other data the Initiative wants to include.  For example, the website was generally expected to: 

· Provide new information mainly about volunteers and volunteer work, including:

· What volunteers were needed by which organizations, on a regional and/or local basis.

· If it's coming from the government, the website should be able to provide the local listings for volunteer opportunity.

· I would expect it to be broken up by region. 

· The type of work done by volunteers

· About more ways to volunteer, how people are volunteering.
· How to sign up – some expected direct links.

· Some also expected additional statistical information about all the organizations mentioned in the concepts.

· Some thought it might link organizations with one another.

· Some in Montreal expected some advice or direction regarding government funding or subsidies.

· Je serais curieux. J’irais voir… le type de financement que le gouvernement offre.  Y a-t-il quelque chose pour nous là? (I would be curious. I would go find out… the type of subsidies the government offers. Is there something there for us?)

· However, some in various locations felt the website address was too difficult to remember.

· One suggestion was canadavolunteers.ca, or something similar. 
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DISCUSSION GUIDE

Voluntary Sector Awareness Initiative

	1. INTRODUCTION (10 minutes)


This initial stage of the discussion is to establish a level of confidence and a rapport between the moderator and the participants. The persons being interviewed are informed of the purpose of the discussion and what is expected of them.

GUIDELINES
· Word of welcome and introduction of moderator. 

· Objectives of the research: “We are going to discuss some ideas for an information campaign aimed at people like you, the general public. I would like to have your feedback on what you like, dislike, etc. There are no right or wrong answers. All opinions are acceptable. All your answers will remain confidential. Your opinions will be combined with those of other participants. Your opinions will help develop an information campaign related to the Voluntary Sector”.
· Role of moderator / observer behind one-way mirror / taping for note-taking purpose only

· Neutrality of moderator (doesn’t work for an advertising agency, the government, or any organization related to the topic being discussed, didn’t work on the advertising material that will be discussed and is not here to judge anything or anyone but only to listen).

· Role of participants 

· Duration: 2 hours maximum

· Are there any questions?

GO-AROUND
· Given name / sector of activity

· Do they follow news and current events?

· Internet habits and TV viewing

· Involvement in community

· Focus groups are used as a learning tool. The process is not to build consensus, but to explore the range of reactions.

· Findings may or may not represent the target population at large.

	2. GENERAL AWARENESS OF THE VOLUNTARY SECTOR (5 minutes)


Our topic today is the Voluntary Sector and ideas for an information campaign aimed at the general public.

1. When you hear the words “Voluntary Sector”, what do they mean to you?

· How would you define it?

· How important is the Voluntary Sector

· for Canadian society?

· for your own community?

· for you personally?

· Is the importance of the Voluntary sector increasing or declining?

2. What would you like to hear or know about the Voluntary Sector?

	3. REACTION TO THE CREATIVE CONCEPTS (60 minutes)


I'm going to show you some concepts for TV ads – they are not final versions but only ideas, shown on a storyboard.  Right now, we are only interested in the idea – but not the eventual execution of the ads.

I want your feedback, so let me know what you think, how you understand the ad, what feelings, images, thoughts come to mind, whether or not this idea is appropriate, etc.  There are no right or wrong answers.  All opinions are acceptable.
I'll start with this one.  Please don’t express your reactions out loud so as not to influence your neighbours.

Moderator:
Explain storyboard (use script provided).  Administer the questionnaire – making sure that they write their answer according to the concept under examination (i.e., D, or C, etc.) 

Presentation sequence
1. Rotate concepts (see rotation table)

2. Likeability scale administered before discussion of each concept.

3. Individual evaluation of each concept with the same standard questions.

4. End with reading the definition of the Voluntary Sector and a comparative evaluation between the 4 concepts.

A.
Building Card Houses*   

B.
The Voluntary Kaleidoscope  

C.
A Canada to Stand On 

D.
Walking Through Canada II

ROTATION TABLE

	
	Montreal
	Toronto
	Saint John
	Calgary

	Group 1
	ABCD
	DCAB
	CDBA
	BADC

	Group 2
	ACDB
	BCAD
	CBDA
	DABC


*
If reaction to the “Canadian flag” frame is negative (Concept A), use the alternate “Canadian map” frame provided separately.

Standard questions (15 minutes per concept -- Storyboard in view during discussion)

1. What are your first impressions? What did you write down on the questionnaire on your overall reaction (go around; ask each person why his/her rating on 1-10 scale).

2. What did you like / dislike about this ad concept? 

· Would you watch this ad if you saw it on your favourite TV show?

· What would catch your attention?

· What would interest you? 

· What would be worth remembering?

· What emotions, feelings did this ad bring about?

3. What is the message of this ad concept? What are they trying to say? 

· Is the message new or familiar to you?

· Is the message clear? What is the main message in this ad?

· Is it an important message? Why?

· What does this ad suggest about the Voluntary Sector?  About the government of Canada?

· Does this message speak to you?

· What do you think of what is said?

4. What about the information contained in this ad? 

· Is this important, useful information (to you or people you know)?

· Did you learn anything new?
· Does this address any concerns you may have about this subject – the Voluntary Sector? What are these concerns? 

· Is anything missing that should be included? 

· What would you leave out of this ad?  -- Is this ad informative?

5. Is this ad easy or difficult to understand?

· What things, words or images weren't too clear?

6. What do you think of the ad's visual content? Was it a good choice?

· Does the visual make you want to watch further? 

· Thinking only about the pictures (without knowing the text), what does it say?

· Are there other images that would be better?

7. Who this ad is aimed at? -- How do you think voluntary groups and people in your own community will react to this ad?

8. Would you use the information in this ad?  Would you visit the website address? What would you expect to find there?

9. How would you improve the ad?

	4. COMPARATIVE EVALUATION BETWEEN THE 4 CONCEPTS (10 minutes)


Moderator:  Read definition of the Voluntary Sector and ask:
1. Is this definition appropriate to briefly describe what the Voluntary Sector is?

Moderator:  Show the 4 storyboards.
2. Now that you see these together, what do you think?

3. Which one do you prefer most?  Least?  -- Explain why.

4. Which one is the most effective in conveying the idea that the Voluntary Sector is a vital part of society?

5. Which one do you think would probably be preferred by organizations and community groups involved in the Voluntary Sector?

	5. POSITIONING STATEMENTS (10 minutes)


Moderator:
Probe the following statements (even if discussed previously without any prompt).

1. Working together for Canadians

2. Working together

3. Count on us

4. Weaving communities together

Moderator:
Take out from view storyboards and show all 4 statements at once. Leave boards in view during discussion.

I’m going to show you some sentences that could be used at the end of the final ad.

1. For each one, tell me what you think of it.

2. Which one do you prefer most?  Least?

3. Which one is the most effective in conveying the idea that the Voluntary Sector is a vital part of society?

4. Which one do you think would probably be preferred by organizations and community groups involved in the Voluntary Sector?

5. Do you have a better statement in mind?

	6. CLOSING STATEMENTS AND CALL TO ACTION (10 minutes)


1. Now, what do you think of the way the sponsors of the ads were identified?

2. What do you think of the way the Voluntary Sector was identified?

· Probe preference between Canada’s Voluntary Sector vs. The Voluntary Sector.

3. What if the ad also made one of the following statements: (Read and SHOW call-to-action statements provided and probe reaction to each) 
· Would that add value to the ad? – why/why not?

· Which one do you prefer?

· Is there a better statement?

	7. ADVERTISING ISSUES (10 minutes)


1. Overall, to what extent do you approve of this communication initiative?

· Would you like to know more about the Voluntary Sector?

2. After seeing these advertising ideas, has anything changed for you?  What?

3. What advice would you give to help communicate with the general public about the importance of the Voluntary Sector for Canadian society?

	8. END OF DISCUSSION (5 minutes)


Do you have any suggestions, comments or other topics that you would like to discuss? 

	A
	Q1
What is your overall impression of this ad?  What score would you give on a scale from 1 to 10?  (Circle one answer)



	
	
Dislike a lot
1         2        3        4        5        6        7         8        9       10
Like a lot   
                                      

	
	Q2
What do you like most about this ad?


_____________________________________________________________________________________



	

	Q3
What do you like least about this ad?


_____________________________________________________________________________________




	B
	Q1
What is your overall impression of this ad?  What score would you give on a scale from 1 to 10?  (Circle one answer)



	
	
Dislike a lot
1         2        3        4        5        6        7         8        9       10
Like a lot   


	
	Q2
What do you like most about this ad?


_____________________________________________________________________________________



	

	Q3
What do you like least about this ad?


_____________________________________________________________________________________




	C
	Q1
What is your overall impression of this ad?  What score would you give on a scale from 1 to 10?  (Circle one answer)



	
	
Dislike a lot
1         2        3        4        5        6        7         8        9       10
Like a lot   


	
	Q2
What do you like most about this ad?


_____________________________________________________________________________________



	

	Q3
What do you like least about this ad?


_____________________________________________________________________________________




	D
	Q1
What is your overall impression of this ad?  What score would you give on a scale from 1 to 10?  (Circle one answer)



	
	
Dislike a lot
1         2        3        4        5        6        7         8        9       10
Like a lot   


	
	Q2
What do you like most about this ad?


_____________________________________________________________________________________



	

	Q3
What do you like least about this ad?


_____________________________________________________________________________________




What is the Voluntary Sector

The term voluntary sector refers to not-for-profit organizations and charities ranging from small community-based groups to large, national organizations devoted to such things as culture, arts, recreation, social services, religion, environment, research, sports and health, among others.


There are over 180,000 such organizations in Canada employing 1.3 million people. They contribute more than $90 billion to the Canadian economy annually. 
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GUIDE DE DISCUSSION
Initiative de Sensibilisation

sur le Secteur Bénévole et Communautaire

	1. INTRODUCTION (10 minutes)


Cette première partie de l'entretien consiste à détendre l'atmosphère et créer un climat de confiance entre l'animateur et les participants. C'est à ce moment que l'animateur rassure les personnes interrogées sur ses intentions et précise ses attentes à leur égard.

CONSIGNES
· Bienvenue et introduction de l'animateur

· Objectifs de l'étude : « Nous allons parler de plusieurs idées pour une campagne d’information qui s’adresse au public en général, tel que vous.  J’aimerais avoir votre opinion sur ce que vous aimez, n’aimez pas, etc.  Il n’y a ni bonne réponse, ni mauvaise réponse.  Toutes les opinions sont acceptables. Toutes vos réponses demeureront confidentielles. Vos points de vue seront combinés avec ceux des autres participants.  Vos opinions nous aideront pour le développement d’une campagne d’information  reliée au Secteur Bénévole ».
· Rôle animateur / observateur en arrière du miroir sans tain / enregistrement seulement dans le but de prendre des notes.

· Neutralité de l'animateur (ne travaille pas pour une agence de publicité, le gouvernement ou toute autre organisation reliée au sujet que nous allons discuter, n'a pas travaillé sur le matériel publicitaire qui sera discuté et n'est pas ici pour juger quoi que ce soit, mais pour écouter).

· Rôle des participants 

· Durée : 2 heures maximum

· Des questions?

TOUR DE TABLE
· Prénom / secteur d’activités

· Suivent-ils les nouvelles et les événements de l’actualité?

· Habitudes Internet et télévision

· Implication dans la communauté

· Les groupes de discussion sont utilisés comme outil exploratoire.  Le but de la discussion n’est pas d’aboutir à un consensus, mais bien d’explorer la gamme des réactions.

· Les résultats peuvent être ou non représentatifs de la population ciblée dans son ensemble.

	2. CONNAISSANCE GÉNÉRALE DU SECTEUR BÉNÉVOLE (5 minutes)


Nous allons parler aujourd’hui du Secteur Bénévole et Communautaire, et d’idées pour une campagne d’information qui s’adresse au grand public.

1. Lorsque vous entendez les mots « Secteur Bénévole et Communautaire », que signifient-ils pour vous?

· Comment  définiriez-vous ce secteur?

· Quelle importance tient le Secteur Bénévole et Communautaire

· dans la société canadienne?

· dans votre propre communauté?

· pour vous personnellement?

· Est-ce que l’importance du Secteur Bénévole et Communautaire est à la hausse ou à la baisse?

2. Qu’aimeriez-vous entendre ou connaître à propos du Secteur Bénévole et Communautaire?

	3. RÉACTION AUX CONCEPTS CRÉATIFS (60 minutes)


Je vais vous montrer des concepts pour des annonces télévisées; ce ne sont pas des versions finales mais seulement des idées présentées sur un storyboard.  Présentement, nous nous intéressons qu’à l’idée, et non à l’exécution éventuelle des annonces.

J’aimerais avoir vos réactions, ce que vous en pensez, comment vous comprenez l’annonce, quels sentiments, images, réflexions vous viennent à l’esprit, si cette idée est appropriée ou non, etc.  Il n’y a pas de bonnes ou de mauvaises réponses.  Toutes les opinions sont acceptables.  

Je vais commencer par celle-ci.  Gardez vos réactions pour vous afin de ne pas influencer vos voisins.

Animatrice :
Expliquez le storyboard (utiliser le script fourni). Administrer le questionnaire.  S’assurer qu’ils écrivent leur réponse selon le concept en évaluation (i.e. D ou C, etc.) 
Séquence de présentation
1. Rotation des concepts (voir le tableau des rotations)

2. Échelle de préférence administrée avant la discussion de chaque concept. 

3. Évaluation individuelle pour chaque concept avec les mêmes questions standardisées.

4. Terminer en lisant aux participants la définition du Secteur Bénévole et Communautaire, et l’évaluation comparative entre les 4 concepts.

TABLEAU DES ROTATIONS

	
	Montréal
	Toronto
	Saint John
	Calgary

	Groupe 1
	ABCD
	DCAB
	CDBA
	BADC

	Groupe 2
	ACDB
	BCAD
	CBDA
	DABC


NB :
Pour le concept A, introduire la vignette avec la carte du Canada, fournie séparément, si la réaction à la vignette sur le drapeau du Canada est négative.

Questions standardisées (15 minutes par concept)

(Laissez le storyboard à la vue durant la discussion)

1. Quelles sont vos premières impressions concernant cette annonce?  Qu’avez-vous inscrit sur le questionnaire à propos de votre réaction générale (faire un tour de table pour chaque personne, demander pourquoi la note sur l’échelle de 1-10).

2. Qu’est-ce qui vous a plu / déplu dans ce concept d’annonce?

· Regarderiez-vous cette annonce si elle passait lors de votre programme télévisé préféré?

· Qu’est-ce qui attirerait votre attention?

· Qu’est-ce qui vous intéresserait?

· Qu’est-ce qui vaudrait la peine d’être retenu?

· Quels sentiments, émotions cette annonce a-t-elle suscités?

3. Quel est le message de ce concept d’annonce?  Qu’essaient-ils de dire?

· Est-ce un message nouveau ou est-il familier pour vous?

· Est-ce que le message est clair?  Quel est le message principal dans cette annonce?

· Est-ce un message important?  Pourquoi?

· Qu’est-ce que cette annonce suggère à propos du Secteur Bénévole?  À propos du gouvernement du Canada?

· Est-ce que ce message vous parle?

· Que pensez-vous de ce qui a été dit?

4. Et que pensez-vous de l’information contenue dans cette annonce?

· Est-ce de l’information importante, utile (pour vous ou pour des gens que vous connaissez)?

· Avez-vous appris quelque chose de nouveau?

· Est-ce que ça aborde des questions que vous pouvez avoir à propos de ce sujet – le Secteur Bénévole et Communautaire?  Lesquelles?  

· Y a-t-il quelque chose qui manque et qui devrait être inclus?

· Qu’est-ce que vous enlèveriez de cette annonce?  Est-ce que cette annonce est informative?

5. Est-ce que cette annonce est facile ou difficile à comprendre?

· Quelles choses, mots ou images ne sont pas assez clairs?

6. Que pensez-vous du contenu visuel de l’annonce?  Est-ce un bon choix?

· Est-ce que le visuel fait en sorte que vous voulez la regarder au complet?

· En ne pensant qu’aux images (sans connaître le texte), qu’est-ce que ça dit?

· Y a-t-il d’autres images qui seraient un meilleur choix?

7. À qui cette annonce s’adressait-elle?

· Comment pensez-vous que les groupes et les personnes bénévoles de votre propre communauté vont réagir à cette annonce?

8. Utiliseriez-vous l’information de cette annonce?  Visiteriez-vous l’adresse du site Web?   Qu’aimeriez-vous y retrouver?

9. Comment amélioreriez-vous cette annonce?

	4. ÉVALUATION COMPARATIVE ENTRE LES 4 CONCEPTS (10 minutes)


Animatrice : Lire la définition du Secteur Bénévole et Communautaire et demander :

1. Cette définition est-elle appropriée pour décrire brièvement ce qu’est le Secteur Bénévole et Communautaire?

Animatrice : Montrez les 4 storyboards.
2. Maintenant que vous les voyez ensemble, qu’en pensez-vous?

3. Laquelle préférez-vous le plus?  Le moins?  Expliquez pourquoi.

4. Laquelle est la plus efficace pour transmettre l’idée que le Secteur Bénévole et Communautaire est une partie vitale de la société?

5. Laquelle pensez-vous serait probablement préférée par les organismes et les groupes communautaires impliqués dans le Secteur Bénévole et Communautaire?

	5. POSITIONNEMENTS (10 minutes)


Animateur :
Sonder les énoncés suivants (même si discuté spontanément avant).
1. Travaillons ensemble pour les Canadiens et Canadiennes

2. Travaillons ensemble

3. Comptez sur nous

4. Au cœur de nos communautés

5. C’est du bon travail (sera rajouté à la fin de la discussion sur les énoncés de positionnement)

Animateur :
Retirer les storyboards et montrer les 4 positionnements ensemble. Laisser les boards à la vue pendant la discussion.
Je vais vous montrer quelques phrases qui pourraient être utilisées à la fin de l’annonce retenue.

1. Pour chacun, dites-moi ce que vous en pensez.

2. Lequel préférez-vous le plus?  Le moins?

3. Lequel est le plus efficace pour transmettre l’idée que le Secteur Bénévole et Communautaire est une partie vitale de la société?

4. Lequel pensez-vous serait probablement préféré par les organismes et les groupes communautaires impliqués dans le Secteur Bénévole et Communautaire?

5. Avez-vous un meilleur énoncé en tête?

6. Introduire le cinquième positionnement -- si le temps le permet.

	6. SIGNATURE DE FERMETURE ET APPEL À L’ACTION (10 minutes)


1. Que pensez-vous de la façon dont les commanditaires de l’annonce sont identifiés?

2. Que pensez-vous de la façon dont le Secteur Bénévole et Communautaire est identifié?

· Sonder la préférence entre Le Secteur Bénévole et Communautaire du Canada vs. Le Secteur Bénévole et Communautaire
3. Et si l’annonce disait aussi les choses suivantes: (Lire et MONTRER les appels à l’action fournis, et sonder les réactions un à la fois). 
· Est-ce que ça ajoute de l’intérêt à l’annonce?  Pourquoi / pourquoi pas?

· Lequel préférez-vous?

· Y a-t-il un meilleur énoncé?

	7. ENJEUX DE COMMUNICATION (10 minutes)


1. Dans l’ensemble, dans quelle mesure approuvez-vous cette initiative de communication?

· Aimeriez-vous en savoir davantage sur le Secteur Bénévole et Communautaire?

2. Après avoir vu ces idées publicitaires, y a-t-il quelque chose qui a changé pour vous?  Quoi?

3. Quel conseil donneriez-vous pour mieux communiquer au grand public l’importance du Secteur Bénévole et Communautaire pour la société canadienne?

	8. FIN DE LA DISCUSSION (5 minutes)


1. Avez-vous des suggestions, des commentaires, des choses que vous aimeriez discuter?

	A
	Q1
Quelle est votre impression d’ensemble sur cette annonce?  Quelle note, sur une échelle de 1 à 10, donneriez-vous?  (Encerclez une réponse)



	
	
Déplaît beaucoup
1         2        3        4        5        6        7         8        9       10
Plaît beaucoup   
                                      

	
	Q2
Qu’est-ce qui vous plaît le plus de cette annonce?


_____________________________________________________________________________________



	

	Q3
Qu’est-ce qui vous déplaît le plus de cette annonce?


_____________________________________________________________________________________



	

	B
	Q1
Quelle est votre impression d’ensemble sur cette annonce?  Quelle note, sur une échelle de 1 à 10, donneriez-vous?  (Encerclez une réponse)



	
	
Déplaît beaucoup
1         2        3        4        5        6        7         8        9       10
Plaît beaucoup   


	
	Q2
Qu’est-ce qui vous plaît le plus de cette annonce?


_____________________________________________________________________________________



	

	Q3
Qu’est-ce qui vous déplaît le plus de cette annonce?


_____________________________________________________________________________________




	C
	Q1
Quelle est votre impression d’ensemble sur cette annonce?  Quelle note, sur une échelle de 1 à 10, donneriez-vous?  (Encerclez une réponse)



	
	
Déplaît beaucoup
1         2        3        4        5        6        7         8        9       10
Plaît beaucoup   


	
	Q2
Qu’est-ce qui vous plaît le plus de cette annonce?


_____________________________________________________________________________________



	

	Q3
Qu’est-ce qui vous déplaît le plus de cette annonce?


_____________________________________________________________________________________



	

	D
	Q1

Quelle est votre impression d’ensemble sur cette annonce?  Quelle note, sur une échelle de 1 à 10, donneriez-vous?  (Encerclez une réponse)



	
	
Déplaît beaucoup
1         2        3        4        5        6        7         8        9       10
Plaît beaucoup   


	
	Q2
Qu’est-ce qui vous plaît le plus de cette annonce?


_____________________________________________________________________________________



	

	Q3
Qu’est-ce qui vous déplaît le plus de cette annonce?


_____________________________________________________________________________________




Ce qu'est le Secteur Bénévole et Communautaire
Il faut entendre par secteur bénévole et communautaire les organisations sans but lucratif et de bienfaisance allant des petits organismes communautaires aux vastes organisations nationales, qui se consacrent à des domaines comme la culture, les arts et les loisirs, les services sociaux, la religion, l'environnement, la recherche, le sport, la santé, etc. 

Il y a plus de 180 000 organisations de ce genre au Canada et elles emploient 1,3 millions d'individus. Ensemble, elles contribuent chaque année, plus de 90$ milliards de dollars à l'économie canadienne.
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