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INTRODUCTION

PURPOSE

Department of Canadian Heritage is in the process of developing communications and advertising targeted at the general public.  The overall purpose of this campaign would be to make Canadians aware of the broad services and programs the Department provides to Canadians in carrying out its mandate of social cohesion and creativity.

Electronic and print materials are being developed, representative of the umbrella strategy that Canadian Heritage is considering using.  There are also three different taglines under consideration for this departmental umbrella communication campaign.

Prior to initiating this integrated messaging approach, the Department wished to get input from both the general public and its employees (a) to determine if any changes are required and (b) which of the taglines is most appropriate for this campaign, i.e., best communicates the multi-faceted role and priorities of Canadian.  The specific objectives included:

· Assess the communication effectiveness of the proposed creative and their resonance with the general public
· Responses to the proposed creative elements (audio visuals and the print ads)

In addition to the creative aimed at external audiences, Canadian Heritage has developed 4 raison d’être statements intended for internal use.  The Department wished to get feedback from its employees as to which of these best captures the role and objectives of the department.

METHOD

Overview:  A total of 20 focus groups were conducted:  12 sessions with the general public 18 years of age and over in 6 locations, and 8 sessions with Canadian Heritage employees in 3 locations.  The group discussions took place between October 15 and November 4, 2003.

	
	
	GENERAL PUBLIC
	CANADIAN HERITAGE EMPLOYEES

	
	Total
	Total
	18-34
	35-69
	Total
	Non-Management
	Management

	Toronto (E.)
	2
	2
	1
	1
	
	
	

	Saskatoon (E.) 
	2
	2
	1
	1
	
	
	

	Vancouver (E.)
	4
	2
	1
	1
	2
	1
	1

	Montreal (F.)
	4
	2
	1
	1
	2
	1
	1

	Quebec City (F.)
	2
	2
	1
	1
	
	
	

	Moncton (E. & F.)
	2
	2
	1
	1
	
	
	

	Ottawa (E. & F.)
	4
	
	
	
	4
	2
	2

	     Total
	20
	12
	6
	6
	8
	4
	4


GENERAL PUBLIC

Participant Qualifications for General Public Groups

(
Individuals in each group were representative of the general public and included a wide cross-section of participants based on demographic characteristics:

--
Age (i.e., a good spread within the 18-34 age group and the 35-69 age group)

--
Working status and occupation

--
Family status and presence of children

--
Household income

(
We established quotas for a 50/50 split on gender in each group

(
We recruited only those who have at least completed high school and were comfortable reviewing written materials

(
The following exclusions applied:

--
Not participated in qualitative research in the past 6 months, and never participated in qualitative research on this subject.

--
Not employed in any of the following standard occupations:  media, advertising/graphic arts/print production, public relations, marketing research, federal or provincial government

(
By city, we established the following targets for recruitment for each session:

	Toronto
	Maximum of 5 participants to represent ‘ethno-cultural’ community

	Saskatoon
	Maximum of 5 participants who live in smaller communities outside of Saskatoon, i.e., within a 50 km radius

Maximum of 2 Aboriginals and 2 others to represent ‘ethno-cultural’ community

	Vancouver
	Maximum of 4 participants to be representative of ‘ethno-cultural’ community 

	Montreal
	Maximum of 4 participants to represent ‘ethno-cultural’ community

	Moncton
	Maximum of 5 participants who live in smaller communities outside of Moncton, i.e., within a 50 km radius, will be recruited for each session

The 18-35 age group was conducted in English; the session with 35-69 year-olds in French


The Details of the General Public Groups

	Length of Group Discussion:
	2 hours

	Recruitment:
	10 per group for 7 - 8 to show (95 people participated in the 12 groups)

	Incentive:
	$50, with an additional $20 for travel allowance for participants who live in smaller communities outside of Saskatoon and Moncton

	Facilities:
	Held in focus group rooms with one-way mirror and audiotaped

	Time of Sessions:
	2 sessions were held per evening, 6:00-8:00 pm;  8:00-10:00 pm.


A copy of the study materials for the General Public Groups has been included in the Appendix.

INTERNAL/EMPLOYEE GROUPS

Participant Qualifications for Internal/Employee Groups

(
Canadian Heritage provided an employee demographic profile with the following variables:

--
Language

--
Gender

--
Sector

--
Age group

--
Classification

(
Based on the profile provided, a random sample of participants was recruited to match the profile.  
Recruiting/Invitation Process for Internal/Employee Groups

Participants for these sessions were recruited from lists provided by Canadian Heritage.  The following procedure was followed:

(
Executive interviewers contacted potential participants (selected randomly from the list) and issued an invitation to each to participate in the group discussion.

(
Once individuals indicated interest in participating, each was sent a letter (via e-mail) explaining the purpose of the research and confirming the details of the meeting.

(
The day before the session, a call was placed to confirm their attendance and to review the time and location of the meeting venue.
(
The following details the number of participants that were recruited for each group and the number that participated:

	
	Non-Management
	Management

	
	Recruited
	Participated
	Recruited
	Participated

	Vancouver Regional Office (English)
	7
	6
	3
	3

	Montreal Regional Office (French)
	7
	4
	4
	3

	Ottawa Headquarters (English)
	10
	7
	10
	7

	Ottawa Headquarters (French)
	10
	4
	10
	6

	Total
	34
	21
	27
	19


The Details of the Internal/Employee Groups

(
Length of Group Discussion/Time of Sessions:  The groups varied in length as shown below.
	
	Non-Management
	Management

	Vancouver Regional Office (English)
	2½ hours 
9:30 am – 12:00 pm
	2 hours
1:00 pm – 3:00 pm

	Montreal Regional Office (French)
	2½ hours 
9:30 am – 12:00 pm
	2 hours
1:00 pm – 3:00 pm

	Ottawa Headquarters (English)
	2½ hours 
9:30 am – 12:00 pm
	2½  hours
1:00 pm – 3:30 pm

	Ottawa Headquarters (French)
	2½ hours 
9:30 am – 12:00 pm
	2½  hours
1:00 pm – 3:30 pm


(
Facilities:  The groups were held in meeting rooms at the offices of Canadian Heritage.  
A copy of the study materials for the Internal/Employee Groups has been included in the Appendix.

REPORTING

The report has been divided into two main sections.  The first deals with the results of the sessions held with the General Public.  The second section of the report deals with the results of the group discussions held with Canadian Heritage employees.

LIMITATIONS OF FOCUS GROUP QUALITATIVE RESEARCH

By its very nature, qualitative research is exploratory and directional only.  It does not seek to quantify the results of the research nor do the research results project statistically to the attitudes and opinions of the population as a whole.

Qualitative research does, however, produce a richness and depth of response not readily available through other methods of research.  It is the insight and direction provided by qualitative research that makes it an appropriate research tool for exploring the reactions to the materials under consideration by the Government of Canada.


EXECUTIVE SUMMARY

EXECUTIVE SUMMARY
GENERAL PUBLIC

PERCEIVED MEANING OF ‘CULTURE’ AND ‘HERITAGE’

· For the majority of participants, culture is not about high level arts (e.g., ballet, opera, theatre, foreign films, etc.).  Rather it is defined as the fundamental characteristics that distinguish groups of people from one another – their traditions, customs, language and religion.

Culture is seen to be an evolving concept;  it changes with the times and as people change.

Many used their definition of culture in describing Canada as a multicultural, diverse country.

· For most, heritage is about one’s personal history, ancestry or roots and so it is unique to the individual.  

For some, it is less about personal lives or individuals and more about country, i.e., heritage is about preserving the history of Canada, its monuments and institutions.

AWARENESS/KNOWLEDGE ABOUT THE DEPARTMENT OF CANADIAN HERITAGE
· About half of the participants across the country claimed to have heard of Canadian Heritage.  However, their actual knowledge of the Department is at best vague and can be characterized as ‘an inch deep’.  The three most often cited associations with the Department are:

--
TV commercials/vignettes about Canada’s history (Heritage Minutes) are attributed to the Department.

--
The Minister herself.

--
The Canadian flags given away.
SUMMARY ON THE VIDEO

· The video has strong entertainment value and this would get many people to watch it.  However, the fast pace of the ad and the ‘annoying’ music may be an irritant to a substantial number of people.

· The video is successful in communicating two key messages – the cultural diversity of Canada and a message of racial tolerance.  For some, it is also successful in engendering pride in being Canadian and in Canada as a country (regardless of where one lives in Canada).

· The video is not successful in communicating the role played by Canadian Heritage in the lives of Canadians or about any of the programs or services the Department offers.

SUMMARY ON THE PRINT ADS

· The ads were appealing to some of the younger participants.  However for most of the others participants, there is little in the visual presentation of these ads that would draw them to read the text.  This is unfortunate because some of these people admitted that they found some of the stories interesting.
Other participants found little in the visual presentation or the text that appeals to them.
· The print ads, as tested, were not successful in effectively communicating the role played by Canadian Heritage.  Given the lack of awareness that exists about the Department, its mandate and programs/services, there is at minimum a need to explicitly reference the Department’s involvement with the various organizations.

THE REACTION TO THE STORYTELLING TECHNIQUE

· Some participants did say they enjoyed learning about aspects of the lives of the different people presented in the ads, to see how these individuals have succeeded.  Also, some participants did seem to be intellectually engaged by the ads and found the ‘storytelling’ technique interesting.  However, most of these individuals also commented that their interest was mitigated by the layout/format of the stories.

· In our view, it is not possible to conclude one way or the other about the value of the storytelling technique.  On the face of it, the results suggest that storytelling is not a particularly strong technique to communicate the information.  However, it can easily be argued that had there been fewer executional barriers, the content of the ads and the style of communicating the information may have been of interest to more people.

SUMMARY ON THE TAGLINES

· The tagline preferred by the majority of the participants is Creating Canada Together/Créer le Canada ensemble.  This slogan is broader in meaning than those that include the word culture.  However, the tagline does not perform well among Anglophones in the 35-69 age group.
· Careful consideration needs to be given to using the word create/créer in these taglines.  Many participants were annoyed by the idea communicated by this word, i.e., that Canada or its culture does not exist.
SUMMARY ON THE CAMPAIGN

As rendered, the campaign in its entirety does little to inform the general public about the Department, its programs and services or its involvement in the lives of Canadians.  

The campaign is largely seen to be a message from the Department about Canadian diversity and racial tolerance.

INTERNAL/EMPLOYEES

SUMMARY ON THE RAISON D’ÊTRE STATEMENTS

· Most employees and particularly those in management positions do not feel Canadian Heritage needs a raison d’être statement for two fundamental reasons:
1)
None of the statements was seen to add any appreciable value to the Department’s mission statement. 

2)
All the statements were overly focused on culture, leaving out many important areas of the Department’s role and function.

· There is no clear winner among the 4 statements.  However, more employees chose To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement than any other raison d’être statement.  The statement performs better among Francophones and those in non-management positions.  

This statement comes closest to capturing the mandate and objectives of Canadian Heritage.  In addition this raison d’être statement communicates the following without being overly emotional:

--
Important aspects of leadership, partnership and purpose (i.e., clearly states what the department does and what it hopes to accomplish), judged to be equally motivating to employees and external audiences

--
A positive image of the Department and one that is inspirational

--
A sense of inclusion for all employees and external audiences (including the general public)

SUMMARY ON THE VIDEO/PRINT ADS

The Video

· Some participants enjoyed watching the video and felt proud of the how they, their colleagues and the Department were portrayed.
· Many participants though were quite vocal in their disapproval of both the content and the style of the video.
· The majority agreed that the general public would learn very little about the Department and its programs and services by watching this video.  It focuses only on culture and does so in a narrow sense.  Some were also concerned that those who did watch the video would be misled about the financial assistance and information the Department can provide to individual Canadians.

The Print Ads

· The reactions to the print ads were mixed.  However, there is greater support for ‘fixing’ the print ads than there is for the video.
· Many participants found them appealing because:
--
They see the potential of these ads to engage Canadians and to inform them about the Department.  This is largely attributable to the storytelling technique.  However, there are significant changes required to the layout/format and content of the ads.

--
It makes them proud of what they do and the Department they work for

· For others, these ads fall flat:
--
There is little in the visual presentation or the text that appeals to them or will appeal to the general public;  they won’t be read.

--
These ads do not represent what they do or what the Department does.

SUMMARY ON THE TAGLINES

· A significant number rejected all three taglines because of the word create/créer.  They objected to the idea communicated by this word, i.e., that Canada or its culture does not exist.
· The tagline preferred by the majority of the remaining participants is Creating Canada Together/Créer le Canada ensemble.  This tagline is judged to be broader in meaning than those that include the word culture.
COMPARISON OF THE TAGLINES AND THE RAISON D’ÊTRE STATEMENTS

· Most of those who chose the raison d’être statement To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement for internal use and the tagline Creating Canada Together/Créer le Canada ensemble for the general public campaign, felt the two complemented one another.  This is not surprising given they ascribed many of the same positive values to each of these statements.

· With regard to the issue of could one single statement be used for both internal and external communications (i.e., external being defined as the general public), most participants felt that two separate statements were preferable -- a more precise, detailed one is required for internal use and a less specific, shorter and punchier version is better for the general public.:


DETAILED FINDINGS:

GENERAL PUBLIC

PERCEIVED MEANING OF ‘CULTURE’ AND ‘HERITAGE’

INTRODUCTION

Prior to the start of the group discussions, participants were asked to fill in a questionnaire in the waiting area.  The questionnaire consisted of the following questions:

What comes to mind when you hear the word culture?  What does culture mean to you personally?
What comes to mind when you hear the word heritage?  What does heritage mean to you personally?
Participants’ definitions of these two words were then discussed in the groups prior to any discussion or reference to Canadian Heritage or exposure to the test materials.

OVERVIEW

A few participants said they had difficulty differentiating between the two words or concepts, suggesting that for them the two were interchangeable.  Notably, more Francophone participants had difficulty defining heritage/patrimoine than was the case among Anglophone participants.

The two concepts (each of which is discussed in more detail later) were differentiated explicitly or implicitly by most participants in the following ways:

· Heritage is the past, where one has come from and culture is today, it is how one lives one’s heritage or what one does with one’s heritage.

· Heritage is knowledge or understanding of the past;  it is also that which gives one a sense of personal identity.  Culture is how individuals keep their heritage/identity alive (e.g., celebrations, observances, etc.)

· Heritage is more of a ‘passive’ concept, i.e., it is about the preservation of what has been passed down from generation to generation.  In contrast, culture is an evolving thing, changing over time and with the times;  culture is “a living, breathing thing that changes as people change.”
· Heritage describes a smaller world, i.e., family or personal background.  Culture is a broader word, encompassing all aspects of one’s life (i.e., both the individual and the world around them).

· One’s heritage is more unique than one’s culture, e.g., people can share the same culture but have very different heritages.

· Culture is developed over a longer period of time whereas heritage encompasses the ‘living’ memory of the members of one’s family.

THE PERCEIVED MEANING OF ‘CULTURE’

A few participants defined the meaning of the word culture at two levels – the culture of a group as a whole or the culture of an individual.  However, most participants defined culture on the basis of one or the other.

Culture of a Group

Most participants defined culture in the context of a group:

· The traditions, customs, language and religion that set groups of people apart from one another:

--
Distinguishes groups from one another but at the same time it is what ties individuals together within a group.

--
Serves as a basis of pride for these groups.

· Characteristics that belong to a certain group, i.e., common practices from foods to beliefs.

· Historical background of any particular group of people and the heritage of the group as a whole;  races and people from different parts of the world and their religions.

· Ways in which a group communicates who they are through the arts, language style, leisure habits, etc.

· The way in which groups and individuals live together.

Culture of an Individual

Culture in the context of an individual was defined in the following ways:

· It is the sum of the learning of an individual obtained from their heritage or past:

--
The food, music, dance and traditions of one’s own background.

--
Person’s ethnic background, family heritage and values brought forward from the past.

· Directly influences how an individual behaves and thinks about the world around them;  part of one’s lifestyle and how one lives day-to-day:

--
Part of one’s identity and has a direct bearing or effect on everyday choices.

--
Bringing forward and carrying on today the traditions of the past.

· It is how individuals are influenced by their contact with culture – i.e., the interest individuals have and how these “broaden our minds outside everyday life experiences.”  These include the arts (opera, dance, theatre, art galleries, foreign films, literature, etc.), sports, architecture/buildings, etc.

· The way of speaking and the thoughts expressed – i.e., a ‘cultured’ person is someone who has gained dignity, poise and a sense of grace through their exposure to or interest in the arts.

THE PERCEIVED MEANING OF ‘HERITAGE’

As previously mentioned, a few participants had difficulty defining heritage, for one of two reasons:

--
In the English language groups, some felt that the two words, culture and heritage were interchangeable.  (Notably, most of these individuals defined culture at the individual level and as being about one’s ethnic background and family heritage.)
--
The meaning of the word heritage/patrimoine was judged to be vague by some of the participants in the Francophone sessions.

Heritage was defined in two fundamentally different ways.  One definition related to a ‘personal’ heritage and the other to an ‘institutional’ heritage.  It is noteworthy that most participants talked about heritage at the personal level.

“Personal” Heritage

· For most people, it is about their ancestry, their roots, the history of their own family, what has been transferred from one generation to another.  Thus, it is about personal history.

· It is a personal connection, view or position within a culture – i.e., it more specifically centres one’s identity or role within a culture.

Heritage is what differentiates people from one another in general and even within the same culture because heritage represents the combined experiences, traditions and values of your own family.

· For a few participants, heritage was both about the past and the future.  It is the history of one’s life and the legacy we have inherited from our ancestors that we now teach our children and will leave behind us.

In the Francophone sessions in Quebec, some participants also defined heritage in the following ways, which probably stems from familiarity with the expression patrimoine familial (matrimonial law uses this expression to classify family assets that must be divided between husband and wife in the case of marital breakdown):

· What you own or the material possessions a person has accumulated in their lifetime.

· The material possessions and the values of a family.

“Institutional” Heritage

For some participants, heritage was not about their personal lives or about individuals but rather about preserving the history of Canada and what this country has created for future generations.  Thus, heritage includes:

· Keeping alive the history of the founding and the development of Canada;  it is about celebrating the struggles of our ancestors in the building of this country.

· The preservation of historical sites, older buildings, artistic accomplishments and some of the older crafts and trades.

AWARENESS/KNOWLEDGE OF THE DEPARTMENT OF CANADIAN HERITAGE

Following the discussion about the words/concepts culture and heritage, participants were asked some straightforward questions about the Department of Canadian Heritage to gauge participants’ awareness and knowledge about the Department.  These questions were:

How many of you had heard of the Department of Canadian Heritage before coming here tonight?
From those aware: 

--
Where/how have you heard of Department of Canadian Heritage?

--
To the best of your knowledge, what does the Department of Canadian Heritage do?  What types of services does it provide or what types of programs is it involved with?
About half of the participants across the country claimed to have heard of Canadian Heritage.  However, their actual knowledge of the Department is at best vague and can be characterized as ‘an inch deep’.

The three most often cited associations with the Department are the following:

--
TV commercials/vignettes about Canada’s history (Heritage Minutes) are attributed to the Department.

--
The Minister herself.

--
The Canadian flags given away.
One or two participants referenced each of the following:

--
Awareness of the Canadian Heritage web site used to download information about Canadian history to teach in the public school system or for use as a reference source for a university course assignment.

--
Name of the Department was seen in a museum in Ottawa while on vacation and on trails/wilderness walks like the Bruce Trail.

--
Responsible for funding of the repair and move of the HMCS Haida from Ontario Place to Hamilton Harbour.

--
Gave money to Quebec to celebrate Canada Day.

--
Involved in International Day Against Racism on March 21.

--
Claimed personal involvement with Canadian Heritage:

· Volunteered with Aboriginal Youth and the Department made a financial contribution towards the awards given to participants.

· Involved in negotiations with Canadian Heritage on a road construction project to ensure that Aboriginal burial grounds were not disturbed.

· Wanted to have a house declared a heritage building.

--
Awareness of subsidies/grants received by the university where they work from the Department.

--
The Journées du patrimoine.

Effectively, very few participants had any awareness or knowledge about the programs and the services of the Department or its mandate.

REACTIONS TO THE CAMPAIGN

INTRODUCTION

In each focus group session, participants reviewed all the creative materials prior to any discussion of their reactions to the materials.  Procedurally, the following steps were followed in each group:

1)
One version of the video was shown twice and participants completed a questionnaire on their reactions to the video.  

2)
Six representative print ads were displayed on the wall and participants invited to take a closer look at all 6.  Each participant was then provided with a copy of 2 of the ads (the same pair of ads was used in each group but the two representative ads varied from group to group) and asked to look at the ads in more detail.  Participants then completed a questionnaire on their reactions to the print ads.

3)
Participants were then asked to complete a brief questionnaire on their reactions to the campaign as a whole that is both the video and the print in combination.

In this section of the report we summarize the results for the campaign only.  The next two sections summarize the results separately for the video and the print ads.

OVERALL REACTION TO THE CAMPAIGN

The following table summarizes participants’ overall rating of the campaign and their support for the campaign.

Note:  These results are not statistically projectable nor can statistical significance be assessed;  we show them only to illustrate the weight of opinion in our sample. 

OVERALL REACTION TO THE CAMPAIGN

- Total Participants -

	
	Total
	English
	French 

	Overall Rating:
	95
#
	55
#
	40
#

	Excellent/Excellente
	8
	3
	5

	Good/Bonne
	48
	25
	23

	OK/Ni bonne ni mauvaise
	24
	19
	5

	Not very good/Pas très bonne
	14
	7
	7

	Terrible/Mauvaise
	1
	1
	--

	
	
	
	

	# agreeing Canadian Heritage should go ahead with campaign
	65
	35
	30


OVERALL REACTION TO THE CAMPAIGN

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	Overall Rating:
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Excellent/Excellente
	4
	2
	2
	4
	1
	3

	Good/Bonne
	29
	17
	12
	19
	8
	11

	OK/Ni bonne ni mauvaise
	10
	9
	1
	14
	10
	4

	Not very good/Pas très bonne
	4
	3
	1
	10
	4
	6

	Terrible/Mauvaise
	--
	--
	--
	1
	1
	--

	
	
	
	
	
	
	

	# agreeing Canadian Heritage should go ahead with campaign
	40
	26
	14
	25
	9
	16


Based on these results, we note the following:

· Most participants reacted favourably to the campaign and agreed that Canadian Heritage should go ahead with the campaign.

· The positive reaction to the campaign was driven more by:

--
Younger participants (18-34 year-olds) rather than older individuals

--
Francophones rather than Anglophones. 

· On balance, it is the video that is the major contributor to the positive reactions to the campaign rather than the print ads.

While participants generally enjoyed the images presented in the video, the accompanying music and the sometimes emotional reaction it sparked, the print ads were often judged to lack appeal and not be particularly engaging.  (Detailed discussion of these two components of the campaign is dealt with in the related sections of the report.)

THE MESSAGES COMMUNICATED BY THE CAMPAIGN

· Quite a few participants described the video as simply a fast sequence of images that show Canadian diversity and that they had to guess at the intended message of the video.  One particular area of ambiguity was that of the role played by Canadian Heritage.

In contrast, only a few participants said they had difficulty understanding the message(s) communicated by the print ads.  In fact, the print ads were far more successful in communicating some information about the Department – its programs and services and its involvement in the lives of Canadians.

· Most participants perceived the main purpose of the campaign in its entirety to communicate the diversity of Canada.  In that sense, the main messages communicated by the campaign are as follows:

--
The varied cultural communities in Canada enrich our country.

--
There is a strong message of racial tolerance, that people from all racial backgrounds and cultures should be fully accepted in Canadian society.

--
The accomplishments of people from different racial/ethnic backgrounds demonstrated in the ads (both video and print) show that Canadians from all backgrounds:

a) can contribute to Canada’s multicultural development, and

b) that many have realized great achievements and success in the arts field and sports arena.

--
Opportunities to participate in Canada’s development are open to all Canadians.

--
Canada is a free and open country that accepts people from all around the world and where newcomers can keep their own culture.

--
Canada has a lot to offer its citizens.

--
The importance of learning about and discovering the culture of Canada.  An invitation to visit the web site in order to do so.

· Only a few participants, scattered across the country, mentioned the following as messages they understood from this campaign (mostly from the print ads):

--
An invitation to get involved with other Canadians in ‘creating’ Canada.

--
The Government of Canada and/or Canadian Heritage supports the development of our culture in its varied aspects.

· A number of respondents across the country voiced the opinion that they did not see the video and the print ads as being part of the same campaign.  From their perspective, the two were delivering different messages – the video is about the diversity of Canada whereas the print ads only focus on a handful of individuals who have achieved outstanding things in their own fields.

· A number of participants spontaneously said they preferred one component of the campaign over the other:

--
Those who preferred the video over the print ads felt the video was entertaining and involving whereas the print ads were boring and unappealing.

--
Those who preferred the print ads did so because of their perceived information value, i.e., the ads provided one more of an opportunity to learn about the Department of Canadian Heritage.

WHAT IS LEARNED ABOUT THE DEPARTMENT OF CANADIAN HERITAGE FROM THE CAMPAIGN

· The majority of participants felt they learned very little about the Department of Canadian Heritage from this campaign (either the video or the print ads) other than that:

a) The Department exists

b) The Department has 1-800 # and a web site.

· In essence, the campaign was largely seen to be a message from the Department of Canadian Heritage rather than a message about the Department.  In other words, the campaign is seen to try to show or to remind the public what Canada is all about and the contributions individuals make to this country (famous, well-known as well as ordinary individuals) rather than what the Department of Canadian Heritage does.  At best, a number of people commented that the campaign suggests that the Department can tell one more about our heritage but doesn’t clearly tell us how.

· Some participants, albeit a minority did feel that the campaign gets across the idea that the Government of Canada and/or the Department of Canadian Heritage provides assistance and/or financial support to people or groups involved in various artistic fields and sports.  However, more often than not, participants stated their understanding of these in vague terms and piecemeal.

· There were also some other participants (also a minority) who said they were confused by this campaign coming from the Department of Canadian Heritage.  There were two fundamental reasons given:

1)
As we stated earlier, most people who claimed awareness of the Department of Canadian Heritage, associated the Department with the Heritage Minutes series of television commercials and most thought very highly of these vignettes.  In comparison, this campaign was seen to be inconsistent in both style and content.

Style:  No fast cuts;  each told one story

Content:  Each vignette had historical content and was valued as a way of learning about Canada and its roots.  In comparison, this campaign was seen to focus only on culture.

2)
Some others (who were unfamiliar with the Heritage Minutes series of ads), said they were surprised that a campaign emanating from a Department with the word ‘heritage’ in its name concentrated on culture to the exclusion of heritage, as they defined it:

--
It was thought to focus almost exclusively on the present rather than the past.

--
It was seen to focus only on people and excluded man-made structures or institutions of historical importance or the land, all of which they judged to be very much part of what Canada is today. 

PERSONAL RELEVANCE OF THE CAMPAIGN

· While some people connected with the campaign on an emotional level, most failed to see any connection between their personal lives or the lives of ordinary Canadians and the Department of Canadian Heritage.

Some simply felt that the campaign was vague and did not reach them personally on any level, emotional or intellectual.

· On an emotional level, there were two different type of reactions to this campaign:

1)
For some, the campaign engendered a sense of pride in Canada and what Canada stands for and the accomplishments of Canadians, regardless of their background and culture.  For a few, the campaign was inspirational, i.e., highlights the extraordinary things that ordinary people can achieve.

2)
For others, the reaction to the campaign (and the video in particular) was one of frustration and cynicism.  To them the campaign seemed to be about the same ‘old thing’, i.e., Here we go again, dealing with the Canadian identity crisis. or We don’t need the government to tell us how great we are.  With only one or two exceptions, all those who fell into this group did not support the Department going ahead with the campaign.

· Some people said they had little personal connection with the campaign because they did not see people like themselves reflected in the campaign:

--
The people portrayed in the campaign are not average Canadians but rather:

· newly arrived Canadians or people from different ethnic groups

· people who want to do something out of the ordinary

· ‘elites’, i.e., athletes or people who have special skills in music, sports or other areas.

--
Some participants in Quebec felt that the campaign focused on regions other than their province, i.e., most of the scenes and the people presented in the campaign were not from Quebec.

--
A few others outside Quebec also felt they were either under-represented or poorly represented in the campaign.  Referenced were:

· too few Orientals, particularly since none were featured in the print ads

· Native people shown in stereotypical settings or activities  (Note:  This was a consistent view held by all the Aboriginal participants in the groups in Saskatoon.  And, this was one of the main contributing factors for their lack of support for this campaign.) 

· focus on all other races and nationalities to the exclusion of Caucasians.

· None of the participants could identify any specific programs or services offered by Canadian Heritage that would be of interest to them as individuals.

SUMMARY ON THE CAMPAIGN

The video component of the campaign has entertainment value and this is the reason many participants enjoyed it.  This component is successful in generating pride in Canada and getting across the messages of Canadian diversity and racial tolerance.  However, it does little in the way of informing the viewer about the role of the Department of Canadian Heritage.
The print ads contain stories that could be of interest to some of those who will take the time to read them.  But unfortunately, they lack the visual appeal that will motivate most people to do this.

REACTIONS TO THE VIDEO

OVERALL REACTION TO THE VIDEO

The following table summarizes participants’ overall rating of the video.

Note:  These results are not statistically projectable nor can statistical significance be assessed;  we show them only to illustrate the weight of opinion in our sample. 

OVERALL RATING OF THE VIDEO

- Total Participants -

	
	Total
	English
	French 

	
	95
#
	55
#
	40
#

	Excellent/Excellente
	16
	6
	10

	Good/Bonne
	48
	28
	20

	OK/Ni bonne ni mauvaise
	20
	14
	6

	Not very good/Pas très bonne
	11
	7
	4

	Terrible/Mauvaise
	--
	--
	--


OVERALL RATING OF THE VIDEO

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Excellent/Excellente
	7
	2
	5
	9
	4
	5

	Good/Bonne
	29
	20
	9
	19
	8
	11

	OK/Ni bonne ni mauvaise
	7
	6
	1
	13
	8
	5

	Not very good/Pas très bonne
	4
	3
	1
	7
	4
	3

	Terrible/Mauvaise
	--
	--
	--
	--
	--
	--


As for the overall campaign results, we note the same general patterns in the overall rating of the video:

· More participants rated the video as excellent/good as rated it OK/not very good.

· The positive reaction to the video was driven more by:

--
Younger participants (18-34 year-olds) rather than those in the 35-69 age group

--
Francophones rather than Anglophones. 

Note:  There was no discernible difference in the overall ratings or reactions to the video based on the version of the video shown in the groups (i.e., with or without the introductory tagline).

THE PERCEIVED STRENGTHS OF THE VIDEO

The Message

· Some participants liked the video because of what it communicated about Canada and/or how it made them feel about this country:

--
Some felt the video did a good job depicting Canada’s multi-cultural, diverse society.  Others said the video effectively communicated a ‘nice mix’ of different aspects of Canadian life, i.e., sports and arts and the opportunities available to all in Canada. 

--
For some participants, the video generated pride in being Canadian.  Some others mentioned feeling ‘joy’ at seeing a unified Canada and an appreciation for the type of people we are and the life we have in Canada.  In that sense, it is a ‘happy’ video.

The Executional Elements of the Video

Quite a few focused on the following elements of the video as strengths:

The Images

· Many liked the images shown in the video:

--
They were colourful and lively, contributing to communicating a very positive image of Canada and life in Canada.

--
The variety of images communicates the broad spectrum of life in Canada for all who live here and it was thought that there would be a few scenes that will appeal to everyone.

--
The variety of people shown in the video is considered interesting, in and of itself.

--
Covered all ages and races.

--
A few congratulated the makers of the video about all the images of Canada’s culture they managed to include in a 60-second spot. 

--
A number of respondents (in the Toronto sessions only) commented positively on the faces and eyes at the end of the video, describing these scenes as ‘gripping’.

The Pace

· The fast-paced rhythm of the video was appealing to many of the younger participants and to some of the older participants.

The Music

· The reaction to the music was mixed.  Many participants enjoyed the music, particularly the younger group participants, judging it to be very appropriate with the visuals and the pace of the ad.

Note:  There were some participants in the 35-69 age group who personally did not like one or more aspects of the video but were supportive of it because they felt it would appeal to younger people.  In other words, they felt it was important for young people to learn more about Canada and felt that this video might motivate them to do so.

THE PERCEIVED WEAKNESSES OF THE VIDEO/ISSUES WITH THE VIDEO

The Message

· As we stated previously, quite a few participants described the video as simply a fast sequence of images that show Canadian diversity and that they had to guess at the intended message of the video.  

· Some participants felt no personal interest in the scenes shown and it did not generate any kind of emotional response.  It simply did not touch them:

--
They are not interested in the types of activities depicted. 

--
They do not see themselves as the target audience for this video:

· It is intended for newcomers to Canada or people from ethnic groups because these are the people shown in the video;  individuals interested in or involved in the arts or sports or their organizations.

· For some in Quebec, it is intended for the rest of Canada because the scenes all seem to be outside Quebec (the Native people, the hockey tem is not local and there are few ethnic groups in their locale [Quebec City]).

· Some older participants felt it targeted younger people:

a) Those who want to achieve something outstanding in their lifetimes

b) Judging by the style of the commercial, the pace of the ad in general and the type of music they used which they considered to be the genre liked by today’s youth.

· As noted in the discussion of the campaign, some participants were frustrated by the perceived message of the campaign and particularly the video – i.e., “I already know all this.  There’s nothing new here.  Yes, we are diverse but where are the ties that bind?”  As such, they saw no value to the video and questioned why tax dollars would be spent on this effort.

The Executional Elements of the Video

Many of the participants who rated the video as OK/Not very good did so also because of negative reactions they had to one or more of the executional elements of the video.  Importantly though, there were some participants who liked what they perceived to be the message of the video but did not like one or more aspects of how the video was executed.  Most of the participants who fell into this group were critical of the fast pace of the video.

The Pace

· Many participants seemed to be overwhelmed by the fast cuts from one scene to another.  While some simply said they did not like this style of advertising (most often participants in the 35-69 age group), others (representing the majority of participants) felt they might have found the ad more appealing if they had the time to appreciate some of the scenes presented.

· Some also suggested that perhaps the message of the video or what the Department of Canadian Heritage was trying to achieve with this video would have been easier to understand or more obvious if the pace was slowed down.  Others attributed the fact that the video didn’t tell them anything to the style and pace of the video.

· Some spontaneously suggested that fewer scenes be included in the final video and more time spent on each.  A few also pointed out that similar scenes are presented twice and could be combined.

The Music

· As we’ve stated, the reaction to the music was mixed.  While many participants liked the choice of music, there were a fair number who did not like it (particularly in the older age group), describing it as loud and annoying and more suitable for a younger audience.

The Images

· For the reasons we’ve discussed, some people felt the images presented in the video did not include them.  A few others commented that for a video that is meant to portray all parts of Canada and all the people of Canada, there were some ‘omissions’:

--
elderly Canadians.

--
the East Coast in general and the culture of its fishing communities.

--
Caucasians

--
more Quebec specific activities and groups

--
more about Canadian sports other than hockey, e.g., lacrosse, skiing. football

--
scenes of Canada’s heritage (the structures, the land, etc.) not just its arts and sports culture 

· Some had a negative reaction to the images in the video because they felt too much time was spent on sports whereas others felt that the video focused too much on artistic endeavors and not enough on sports.

· One specific sequence in the video came under criticism from a number of people in the English language groups.  This sequence was referred to by many as the ‘face-painting’ scenes.  Some said they were confused by these scenes but far more of the participants characterized them as ‘disturbing’ or ‘unsettling’ and some others simply said they didn’t like this sequence.

· There were a number of participants of Aboriginal/Métis descent who participated in the groups in Saskatoon.  All of these individuals were critical of the campaign and its various components, mostly because they objected to how natives were portrayed in both the video and the print.  Specifically:

--
They described the portrayal of natives in the video as stereotypes, i.e., “Yet again, another bunch of pictures of native people doing what all non-native people think we do all day.”
--
Showing the old way of life not the way they live today

--
One individual took particular exception to the perceived emphasis solely on native spirituality in the video.  Showing only this aspect of native beliefs was to him tantamount to characterizing “all white men are Christians and go to church every Sunday.”

· A few people also commented that the way individuals and the different groups were portrayed in the video seemed to contradict the message of ‘Canadians together.’  Specifically, it was suggested that the video need to include some scenes in which the different communities are shown together, interacting, sharing and discovering one another.

THE MOTIVATIONAL POWER OF THE VIDEO

On the self-completion questionnaire, participants were asked to indicate whether or not they would call the 1-800# or visit the website based on seeing the video.

Just over half the participants in these groups (51 out of 95) said they would check out the web site and a few said they are likely to call the 1-800 number.  More of the participants in the 18-34 age group, particularly  younger Francophones showed interest in accessing more information.

Most participants said they would go to the website mostly out of curiosity to see what they could find out about the Department of Canadian Heritage.  A few stated they might try to identify activities of interest (tourism related) from the site.

SUMMARY ON THE VIDEO

The video has strong entertainment value and this would get many people to watch it (outside of the captive audience in a movie theatre).  However, the fast pace of the ad and the ‘annoying’ music may be an irritant to a substantial number of people.

The video is successful in communicating two key messages – the cultural diversity of Canada and a message of racial tolerance.  For some, it is also successful in engendering pride in being Canadian and in Canada as a country regardless of where one lives in Canada.

The video is not successful in communicating the role played by the Department of Canadian Heritage in the lives of Canadians or about any of the programs or services the Department offers.

REACTIONS TO THE PRINT ADS

INTRODUCTION

In this section of the report, we summarize the overall reactions to the print ads, the perceived strengths and weakness/issues with the print ads.  We then discuss the general reactions to the ‘storytelling’ approach and comment on the individual ads that were included in the research.

OVERALL REACTION TO THE PRINT ADS

There were two key measures for the print ads included in the self-completion questionnaire:

1)
To assess the intrusiveness of the print ads (How likely would you be to stop and look at these ads in a magazine or newspaper?)
2)
To assess the overall effectiveness of the print ads

The tables below summarize the results for these two overall measures.

Note:  These results are not statistically projectable nor can statistical significance be assessed;  we show them only to illustrate the weight of opinion in our sample. 

INTRUSIVENESS:  LIKELIHOOD OF LOOKING AT THE PRINT ADS

- Total Participants -

	
	Total
	English
	French 

	
	95
#
	55
#
	40
#

	Definitely would
	7
	3
	4

	Probably would
	50
	36
	14

	Probably would not
	35
	15
	20

	Definitely would not
	3
	1
	2


INTRUSIVENESS:  LIKELIHOOD OF LOOKING AT THE PRINT ADS

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Definitely would
	5
	2
	3
	2
	1
	1

	Probably would
	26
	19
	7
	24
	17
	7

	Probably would not
	16
	10
	6
	19
	5
	14

	Definitely would not
	--
	--
	--
	3
	1
	2


OVERALL RATING OF THE PRINT ADS

- Total Participants -

	
	Total
	English
	French 

	
	95
#
	55
#
	40
#

	Excellent/Excellente
	7
	3
	4

	Good/Bonne
	41
	26
	15

	OK/Ni bonne ni mauvaise
	35
	19
	16

	Not very good/Pas très bonne
	11
	7
	4

	Terrible/Mauvaise
	1
	--
	1


OVERALL RATING OF THE PRINT ADS

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Excellent/Excellente
	5
	2
	3
	2
	1
	1

	Good/Bonne
	22
	16
	6
	19
	10
	9

	OK/Ni bonne ni mauvaise
	17
	11
	6
	18
	8
	10

	Not very good/Pas très bonne
	3
	2
	1
	8
	5
	3

	Terrible/Mauvaise
	--
	--
	--
	1
	--
	1


Based on these results, we note the following:

· In terms of ‘intrusiveness’, more participants said they would stop and look at these ads than said they would not.  However, only a handful of participants said they would definitely stop and read the ads.

--
More English language participants said they would stop and look at these ads than their Francophone counterparts (particularly in the older age group)

--
More younger participants indicated that they would look further into the ads than older participants. 

· In terms of ‘overall rating’, almost as many participants rated the ads as excellent/good as assigned lower overall ratings to the ads.  This pattern holds true for both language groups and by age of participant.

THE PERCEIVED STRENGTHS OF THE PRINT ADS

Intrusiveness

There were a number of executional elements of the ads noted by participants that are attention-getting and would get them to stop and look at them:

· The bold, bright colours used in the ads

· The large pictures of the individuals

· The people in the ads seemed interesting, i.e., the look on their faces, their concentration on their activities.  The two ads most often mentioned as attention-getting simply because of the visual itself were:

Bernard David:  a smiling child is always attractive

Christine Sinclair:  the genuine excitement shown on her face, i.e., it makes people want to read about why she is so happy

· Some said they would look more closely at the ads because of their interest in the subject matter.  For example:

Christine Sinclair:  for those interested in soccer or sports in general

The National Ballet:  for those interested in dance

Allen Sapp, Michael Donato, Nathaniel Dett:  for those interested in arts and music

· The Canada word mark is visible in the print ads and a number of participants (both Anglophones and Francophones) said this would draw them into reading the ads because they are interested in anything related to their country.

· The text does not look too long.

The Message

The print ads in their entirety communicated the following messages:

· People from various backgrounds were able to accomplish outstanding things in Canada.

· The diversity of Canada as represented by the broad spectrum of individuals featured in the ads and how these individuals help form the unified country that is Canada.  There is also seen to be an underlying message of racial integration into Canadian life.

· There are many talented people in Canada and it is important for Canadians to do outstanding things to gain recognition.

· For a few participants, the print ads communicated the following:

--
The success of the people presented in the ads is due in part to the support provided by the Department of Canadian Heritage

--
Department of Canadian Heritage supports the arts

--
An invitation to participate in the building of Canada

--
An invitation to discover our heritage and our country by visiting the web site

A few participants also said they learned that Canadian Heritage subsidizes or provides financial support for certain artistic endeavors.  This learning was attributed to the line For more information about how Canadian Heritage can work with you although most still felt that this was only hinted at in the ads and said they guessed that Canadian Heritage would provide these.

· Some participants connected on an intellectual level with the individuals showcased in the ads.  A smaller number responded to the ads on an emotional level:

Intellectual Level:  Some participants said they enjoyed learning about aspects of the lives of the different people presented in the ads;  it is interesting to read about how some people have succeeded.  (Notably though, even many of these participants were critical of the layout, length of the body copy, and size of print in the ads.)

Emotional Level:  For a few, reading about the accomplishments of these individuals generated a sense of pride, i.e., because Canada is full of talented people.  A few others felt inspired by these ads, i.e., the people in the ads seem to be just ordinary people who have accomplished extraordinary things. 

THE PERCEIVED WEAKNESSES OF THE PRINT ADS/ISSUES WITH THE PRINT ADS

Intrusiveness

The following types of reasons were given by participants as to why they would be unlikely to read these ads:

· Some described the ads as ‘boring’.  For example:

--
There is nothing particularly exciting, involving or novel about seeing the faces of unknown people.

--
Lack of interest in the activities shown in the activities covered in the ads;  uninterested in reading ads targeting newcomers or people from ethnic backgrounds.

--
The pictures themselves are unappealing:

· Some participants judged the photos to be of poor quality, i.e., out-of-focus or in black and white. (Note:  These comments were made mostly by participants in Quebec.)

· A few did not find the bold colours attractive.

· Quite a few criticized the layout and format of the ads and said these were significant enough barriers for them not to read the ads:

--
The text is perceived as one big block of words with no visual references;  makes the ads look like they would be time-consuming to read.

--
The picture in each ad overwhelms the text:

· Makes the ad look ‘crammed’ and ‘uninviting’.

· Suggests that the visual is more important than the body copy.

--
The font size is too small.

--
A few also felt that because of the bold colours used, there was not enough contrast between the text and the background and would be hard to read.

The Message

Unlike the video, only a few participants said they could not discern any specific messages from the print ads.  That being said though, most participants generally felt that they gained little learning about the Department of Canadian Heritage from the print ads, other than the existence of the web site.  Beyond that it was also felt that the ads provided little detail about what is available on this site (even among the groups who read the Bernard David ad).

· Most participants also generally felt that while the ads describe the lives and successes of certain people, they tell little about the involvement of Canadian Heritage in the lives of these individuals.

· There are several barriers to learning about the Department of Canadian Heritage in these ads related partly to the execution of the ads and partly to the actual information presented in the ads:

--
The specific mention of the Department is placed at the end of what quite a number of people characterized as a ‘very long’ paragraph or ‘too much/boring’ text.  Many stated that they would not read the entire paragraph at home and would miss this information.

--
The contribution of Canadian Heritage is not always stated directly and requires the reader to deduce the Department’s involvement.  For example:

Christine Sinclair:  the reference is to the National Sports Organization Support Program

The National Ballet:  in the French version of the ad, there is only reference to le programme national de formation dans le sectuer des arts 

Allen Sapp:  individuals would need to be aware that the Virtual Museum of Canada is supported by Canadian Heritage since there is no explicit link between it and the Department in the body copy of the ad.

· The vast majority of participants missed the information at the very bottom of the ad, just above the contact information for the Department.  Some did so because they were uninterested in the ads and only glanced at them.  Others said they saw only the beginning of the sentence For more information… and their eyes were automatically drawn to the web site address in red, thereby missing the rest of the sentence about how Canadian Heritage can work with you. 

When questioned about what they thought this meant, most people were stumped, i.e., they had no idea how Canadian Heritage would interact with them in general and in particular over the web site.

· Most participants thought the stories in the print ads had little relationship to their everyday lives and did not engage them on a personal level, either intellectually or emotionally.  The issues they raised are similar to those who said they would not stop and read the ads:

--
They are not interested in the types of activities depicted.

--
They do not see themselves as the target audience.  It is intended for newcomers to Canada or people from ethnic groups because these are the people featured in the ads.

--
The ads are about strangers, ‘obscure’ people they don’t know.

--
The ads are perceived as presenting individuals who are outstanding achievers, not something they see as analogous to their lives.

--
The ads are boring and unappealing

The Executional Elements of the Print Ads

· The vast majority of participants (regardless of their overall ratings of the print ads) commented negatively on one or more aspects of the layout and format of the body copy in the print ads.  So in effect, not only were these noted as barriers to going beyond looking at the pictures in the ads but also a contributing factor to how much of each ad people might read.

--
A surprising number of participants did not read the two ads assigned in the groups (i.e., in focus groups people tend to read the materials they are asked to out of sheer politeness or peer pressure).  Some spontaneously said as much whereas in other cases it became obvious during the group discussion given what information they had missed in the ad.  

--
Also, a number of participants who did read the two stories and said they did find them interesting commented that they would not have done so outside of the forced exposure reading situation in the focus group.

· The issues raised about the layout and format of the ads were the same as those we detailed in the section on Intrusiveness.

· A number of participants described the visuals in the print ads as “dull”:

--
They’re just smiling faces;  they could be about anything.

--
The images are flat;  there is no sense of activity;  there is nothing happening in these pictures.

--
Almost all of them show only one person not a group of people or communities interacting with one another.

· Some participants thought the stories were overly long and contained unimportant, extraneous information.  For example, a few wondered about:

--
Why so much space was devoted to describing what part of the country individuals had come from

--
The need to let the reader know that Nathaniel Dett had ‘played in front of 2 U.S. Presidents.’

--
The need to talk about Dr. Gonor in the Allen Sapp ad 

(Notably though, these reactions may have been driven more by the issues with the layout and format than the stories themselves.)

· One further point about the Allen Sapp execution.  The Aboriginal participants in the Saskatoon groups did not like the picture of Allen Sapp.  They characterized it as a stereotypical picture of a Native.  They suggested that it would be preferable to show him in a non-native setting or environment or engaged in a non-stereotypical activity (i.e., not beating a ceremonial drum).  There were a few people in other parts of Canada who made the same observations.

THE REACTION TO THE STORYTELLING TECHNIQUE

· Many of the participants did not find the print ads interesting either visually or the stories related in each.  We have discussed the reasons for this in the relevant sections about the print ads.

· Some participants said they enjoyed learning about aspects of the lives of the different people presented in the ads, to see how these individuals have succeeded.  On balance though, there were more participants who seemed to have read the ads to try to get information that was useful to them personally.  Most who did so, felt they got little information value from the ads.

· Some participants did seem to be intellectually engaged by the ads and found the ‘storytelling’ technique interesting.  However, most of these individuals also commented that their interest was mitigated by the layout/format of the stories.

· In our view, it is not possible to conclude one way or the other about the value of this technique.  On the face of it, the results suggest that the storytelling is not a particularly strong technique to communicate the information.  However, had there been fewer barriers to looking at and reading them is quite conceivable that the content of the ads and the style of communicating the information may have been of interest to more participants.

SUMMARY OF THE STRENGTHS/WEAKNESSES OF THE INDIVIDUAL PRINT ADS

The following summarizes comments made about the individual ads, their relative strengths and weaknesses.  In totum, these should be viewed as providing general guidelines for which types of ads seemed to work and which ones do not.

	Bernard David:
	Strengths:
	Visual:

· More likely to be of interest to people in all age groups, i.e., an attractive smiling child

Content:

· The story told is directly linked to the value of going to the web site;  this ad is most often referenced as the one that gets people to say they would seek more info

· Explicitly references involvement of Canadian Heritage

	
	Weaknesses:
	Visual:

· Lack of activity, out-of-focus background (requires people to have to study ad to figure out what it is about)

Content:

· Two web site addresses are presented in the text;  confusing to some people


	Christine Sinclair:
	Strengths:
	Visual:

· The genuine excitement communicated by the expression on her face

· Attracts those interested in sports

Content:

· Generates pride in the accomplishments of our athletes

	
	Weaknesses:
	Visual:

· Mostly of interest to those who recognize her or are interested in sports

Content:

· Contributes to the belief that Canadian Heritage is only interested in super athletes

· Confusing re the involvement of Canadian Heritage unless aware of the Department’s support of sports organizations

· Does not give the reader a compelling reason to visit web site

	
	
	

	Allen Sapp:
	Strengths:
	Content:

· For those interested in the arts, particularly Native arts

· May get some to go to the web site to find out more about the Virtual Museum (albeit unrelated to Allen Sapp’s work)

	
	Weaknesses:
	Visual:

· Boring, lack of activity

· It is difficult to see what he is doing

· Stereotypical portrayal of a Native Canadian 

Content:

· Confusing;  appears to focus more on Dr. Gonor (whoever he is) and how he helped Allen Sapp rather than on any contribution by Canadian Heritage;  so what’s the point?

· No direct link made to Canadian Heritage;  need to be aware of the connection between the Virtual Museum and the Department

· Does not give the reader a compelling reason to visit web site


	National Ballet of Canada:
	Strengths:
	Visual:

· Attractive girl

	
	Weaknesses:
	Visual:

· Boring, black and white, out-of-focus

· Not particularly interesting except for small group of dance enthusiasts

Content:

· Story of interest only to small group interested in ballet;  elitist art form

· In French text, there is no direct link between the Department and the National Ballet

· No compelling reason to learn more/visit web site

	
	
	

	Sylvie Gallant:
	Strengths:
	Content:

· A few felt it was a good story, i.e., about an average person who is making a contribution

	
	Weaknesses:
	Visual:

· Nothing very special that would attract one to read the text;  could be about anything (e.g., a bank ad)

Content:

· Story is of little interest;  evokes a ‘so what’ attitude, she’s not doing anything in particular

· In Quebec, some saw it as propaganda for the Department

· No reason to visit web site


	Nathaniel Dett: (English language groups only)
	Strengths:
	Visual:

· Only ad that shows a group or community together accomplishing something

Content:

· Only ad in which visual and text seen to be directly linked to the campaign tagline Creating Canada Together
· Makes a direct link to the involvement of Canadian Heritage

	
	Weaknesses:
	Visual:

· Boring, lack of activity;  they could be sitting for a group portrait

Content:

· An ad from Canadian Heritage about an individual who was educated in the U.S. and spent most of his time there

· It is explicitly about black music, so of interest only to those who like that type of music

· Does not give the reader any compelling reason to go to the web site

	
	
	

	Michael Donato (Quebec only):
	Strengths:
	Visual:

· Like the expression of concentration on his face

· Attracts those interested in music or who recognize him

	
	Weaknesses:
	Visual:

· Nothing very special, just a photo of a musician

Content:

· Of interest only to those who like music or recognize him

· Text starts with the words Et les enfants.  This conveys a disturbing image to some considering the man’s age

· No direct link made to the involvement of Canadian Heritage

· No compelling reason to get any additional info based on the ad


THE MOTIVATIONAL POWER OF THE PRINT ADS

On the self-completion questionnaire for the print ads, participants were asked to indicate whether or not they would call the 1-800# or visit the website based on reviewing the print ads.

· Just over half the participants in these groups (50 out of 95) said they would check out the web site and a few said they are likely to call the 1-800 number (those who do not have access to a computer or the Internet).  As with the video, more of the participants in the 18-34 age group, particularly younger Francophones showed interest in accessing more information.

· Most participants said they would go to the website mostly out of curiosity to see what they could find out about the Department of Canadian Heritage.  A few stated they might try to identify specific programs managed by the Department.

· Note:  There are two different types of reasons given for preferring to access information about the Department on the web rather than calling the 1-800#:

1)
Some said they prefer government web sites to government 1-800# systems to seek information (i.e., get a machine not a person, have to go through complicated menus, etc.)

2)
Most admitted that they are not looking for specific information.  As such, they would not have a specific question to pose and their intent would be to search the web site to see what information it contained. 

· The main reasons given by participants who would neither visit the web site nor call the 1-800 # are:

--
Based on the print ads, they feel little need to find out more about the Department or the individuals/groups featured in the ads.  The stories conclude themselves;  there is no further information required.

--
They or their children are not interested in the types of activities presented in the ads.

SUMMARY ON THE PRINT ADS

The ads were appealing to some of the younger participants.  However for most of the others participants, there is little in the visual presentation of these ads that would draw them to read the text.  This is unfortunate because some of these people admitted that they found some of the stories interesting.
Other participants found little in the visual presentation or the text that appeals to them.
The print ads were not successful in effectively communicating the role played by Canadian Heritage.  Given the lack of awareness that exists about the Department, its mandate and programs/services, there is at minimum a need to explicitly reference the Department’s involvement with the various organizations.

REACTIONS TO TAGLINES

INTRODUCTION

Following the discussion of the campaign, participants were shown 3 taglines under consideration for the campaign:

Creating Canada Together/Créer le Canada ensemble

Creating Canada’s Culture Together/ Créer la culture du Canada ensemble

Creating Canadian Culture Together Créer la culture canadienne ensemble
(Note:  In the French-language sessions, participants were later asked to compare the three taglines in which the word Créons replaces Créer.)

On a self-completion questionnaire they were asked to indicate:

1)
The tagline they felt best fits the campaign and the reason for their choice

2)
Which taglines, if any, they considered unacceptable for the campaign and should not be used

OVERVIEW OF THE REACTIONS TO THE TAGLINES

The tables below summarize the results for these two overall measures.

Note:  These results are not statistically projectable nor can statistical significance be assessed;  we show them only to illustrate the weight of opinion in our sample. 

TAGLINE WHICH BEST FITS THE CAMPAIGN

- Total Participants -

	
	Total
	English
	French 

	
	95
#
	55
#
	40
#

	Creating Canada Together/ Créer le Canada ensemble
	43
	25
	18

	Creating Canada’s Culture Together/ Créer la culture du Canada ensemble
	21
	12
	9

	Creating Canadian Culture Together/ Créer la culture canadienne ensemble 
	28
	15
	13

	None
	3
	3
	--


TAGLINE WHICH BEST FITS THE CAMPAIGN

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Creating Canada Together/ Créer le Canada ensemble
	31
	22
	9
	12
	3
	9

	Creating Canada’s Culture Together/ Créer la culture du Canada ensemble
	6
	4
	2
	15
	8
	7

	Creating Canadian Culture Together/ Créer la culture canadienne ensemble 
	10
	5
	5
	18
	10
	8

	None
	--
	--
	--
	3
	3
	--


TAGLINES WHICH ARE ‘UNACCEPTABLE’ FOR THE CAMPAIGN

- Total Participants -

	
	Total
	English
	French 

	
	95
#
	55
#
	40
#

	Creating Canada Together/ Créer le Canada ensemble
	18
	14
	4

	Creating Canada’s Culture Together/ Créer la culture du Canada ensemble
	13
	9
	4

	Creating Canadian Culture Together/ Créer la culture canadienne ensemble 
	18
	14
	4

	None of them are acceptable
	7
	5
	2


TAGLINES WHICH ARE ‘UNACCEPTABLE’ FOR THE CAMPAIGN

- By Age Group -

	
	18-34 AGE GROUP
	35-69 AGE GROUP

	
	Total
	English
	French
	Total
	English
	French

	
	47
#
	31
#
	16
#
	48
#
	24
#
	24
#

	Creating Canada Together/ Créer le Canada ensemble
	5
	2
	3
	13
	12
	1

	Creating Canada’s Culture Together/ Créer la culture du Canada ensemble
	9
	6
	3
	4
	3
	1

	Creating Canadian Culture Together/ Créer la culture canadienne ensemble 
	12
	10
	2
	6
	4
	2

	None of them are acceptable
	2
	2
	--
	5
	3
	2


The following summarizes the results:

· There is no one tagline that emerges as a clear winner.  However, more participants selected Creating Canada Together/ Créer le Canada ensemble as the tagline which best fits the campaign and this is consistent across both language groups.

Notably though, this tagline is judged to be ‘unacceptable’ for the campaign by a considerable number of English language participants.

· By age of participant, there were some striking differences:

--
Among 18-34 year-olds, the Creating Canada Together/ Créer le Canada ensemble tagline is clearly the preferred choice (particularly among Anglophones) and the tagline considered ‘unacceptable’ by the least number of participants.  

--
In the 35-69 age group in total, there is no one tagline that is preferred.  There are however considerable differences in preference by language:

· Considerably more Anglophones prefer either Creating Canada’s Culture Together  or Creating Canadian Culture Together.  Moreover, a significant number of them (15 out of 24) consider Creating Canada Together to be unacceptable, more than do so for either of the other two taglines.

· Francophones are split across all three both in terms of which slogan they think best fits the campaign and which ones they find unacceptable. 

· A few participants judged all of the taglines ‘unacceptable’ because of the word Creating/Créer.  They stated that to them this word means building something that doesn’t exist.  Canada already exists so one cannot create it.  Canada already has a culture which can be enhanced or improved but not created.

THE REACTIONS TO THE TAGLINES

Creating Canada Together/Créer le Canada ensemble

Reasons for Preference

The following summarizes the reasons given by participants for choosing this tagline as the one that best fits the campaign:

· Many participants perceived a significant difference in the meaning of this slogan relative to the other two and specifically chose it because it did not include the word culture.

--
This tagline focuses on Canada as a country while the other two slogans focus only on the culture of Canada and a country is much more than its culture.

--
Creating Canada is seen to be a more worthy objective than creating a Canadian culture.  It generates more pride and a greater willingness on the part of an individual to invest their efforts in contributing to one’s country rather than to one component of it, namely culture.

This tagline is seen to be more a rallying cry to unify people in the name of country rather than along cultural lines.

--
Some rejected the word culture for one of the following reasons:

· Canada is made up of many cultures, not just one.  Therefore, both of the other taglines are seen to misrepresent the nature of Canada.

· Culture cannot be created;  it is something that can be recognized, promoted or fostered but not created.

· One can create a country together but not a unified culture;  therefore country is the more unifying force. 

· Some participants felt that the idea of culture is already clearly presented in the campaign (particularly the video) and did not require the addition of the word culture in the tagline.

· One other reason why many participants preferred this slogan is because it is the shortest.  It is simple, concise, easy to remember and pronounce.

Reasons for Not Preferring

The following summarizes the reasons given by participants for not choosing this tagline or finding this tagline ‘unacceptable’:

· Many participants stated that Canada already exists so it is impossible to create the country.  We can however continue the development of its culture. 

· A few participants in the older Anglophone groups were somewhat angered by the implication of this tagline.  It suggested to them that there ‘heritage’ was unimportant.  In other words, if we have to create Canada today then the contributions of my ancestors are ‘voided’ and the only thing of importance is what newcomers or those from ethnic groups have brought to this country.

· A number felt that without the word culture the tagline does not fit the campaign, i.e., the campaign focuses on culture, not the country as a whole. 

Creating Canada’s Culture Together/Créer la culture du Canada ensemble

Reasons for Preference

The following summarizes the reasons given by participants for choosing this tagline as the one that best fits the campaign:

· The main reason given by most participants who preferred this tagline was that it is more focussed:

--
Most felt that it was easier for them to see a specific objective of the campaign when the word culture was added to the tagline

--
Some participants also saw a close link between the word culture and what they saw/interpreted from the campaign.

· The following reasons were given for preferring this version of the tagline rather than Creating Canadian Culture Together/Créer la culture canadienne ensemble:

--
Communicates that a country is coming together and ‘meshing’ its various cultures to form Canada.  Therefore, it is talking about what the future of Canada will be rather than what its past has been.  On the other hand, Canadian culture is thought to refer to rather than to the different elements being brought to the country today from different backgrounds.

--
Canada’s culture is more ‘inclusive’.  It is felt to convey the idea that all cultures are part of Canada, not just Canadian culture.

--
Canadian culture has already been created.

--
There is no Canadian culture per se (only a few participants made this comment, all in the 18-34 age group).

Reasons for Not Preferring

The following summarizes the reasons given by participants for not choosing this tagline or finding this tagline ‘unacceptable’:

· To recap, many did not like this tagline because it included the word culture: 

--
Culture is not something that can be created.

--
Canada is made up of many cultures, not just one.

--
There is more to creating Canada than just culture.

· In addition, some participants felt the addition of the word culture made the tagline too long and was unnecessary to include for people to understand the main message of the campaign. 

Creating Canadian Culture Together/Créer la culture canadienne ensemble
Reasons for Preference

The following summarizes the reasons given by participants for choosing this tagline as the one that best fits the campaign:

· One of the main reasons given for choosing this tagline (as with the previous one) is because it includes the word culture.  The campaign is seen to focus on Canadian culture so the tagline should explicitly include the word culture.

· Many who preferred this tagline did so because the word Canadian/ canadienne is more personal:

--
It is less abstract (i.e., the country) and talks about the people that make up Canada.

--
Because it refers to ‘people’, makes some feel more involved/have a sense of ownership about the outcome

--
Canada is already created.  It is the culture of the country that is changing and in which all Canadians have a role to play in bringing old and new together.

· A number of people commented that “Canada is our country.  The people are Canadians.  So, it should be Canadian culture as created by its people.”
Reasons for Not Preferring

As detailed for the previous tagline most objected to the use of the word culture for the reasons we’ve stated.  Beyond that the following reasons were given by some participants for not choosing this tagline for the campaign or finding this tagline ‘unacceptable’:

· The word Canadian/ canadienne is an exclusionary term at best and could be seen as racist.  It can be inferred to mean the old Canada not the new, diverse, multi-cultural country that it is.  As such people from ethnic groups and newcomers can feel excluded.

· A few felt that it implied that people have to fit in to a Canadian culture rather than maintain their own.

· A number felt it was just too long. 

Créer Vs Créons

In all but one of the French language sessions, participants were asked if they preferred the word créer or créons for the tagline.

The results were mixed, with almost as many preferring créer as créons.  Notably though, some participants were relatively firm in their choice, feeling that using the other word would definitely make a difference.  Others felt that the choice of one or the other word was of little importance.

Reasons for Preferring Créer
· Many participants preferred the word créer because phonetically, it sounds much better than créons in the slogan.  Some participants also felt that the word créer was visually more pleasing than the word créons.

· A few participants felt that créer was more action-oriented and had a greater sense of immediacy than créons.

· One participant preferred créer because it was a less personal approach than créons.

Reasons for Preferring Créons
· The word créons is thought to be more inclusive, making one feel more involved as in nous créons.  In this format, the verb is a greater motivator to action as it asks the individual to do something whereas créer is simply the action of doing something.
· The infinitive tense of créer seems harsher. Créons sounds better.
The Link between the taglines and canadian heritage
The majority of participants did not see a strong, direct link between any of the slogans and Canadian Heritage.  For most people, the together aspect of the slogan had to do with other Canadians, the country and it citizens cooperating as a team and very little to do with the Department.

For a few participants, the inclusion of the word culture slightly improves the perception that there might be a link because promoting Canadian culture seems to be the mandate of the Department.

SUMMARY ON THE TAGLINES

The tagline preferred by the majority of the participants is Creating Canada Together/Créer le Canada ensemble.  This slogan is broader in meaning than those that include the word culture.  However, the tagline does not perform well among Anglophones in the 35-69 age group.
Careful consideration needs to be given to using the word create/créer in these taglines.  Many participants were annoyed at the idea communicated by this word, i.e., that Canada or its culture does not exist.

DETAILED FINDINGS:

INTERNAL/EMPLOYEE GROUPS

OVERVIEW OF INTERNAL FOCUS GROUP SESSIONS

INTRODUCTION

The discussion with Canadian Heritage employees was divided into three broad segments:

	Segment 1:  
	Review and discussion of 4 raison d’être statements intended for use in all internal departmental communications and for communications with external audiences (e.g., NGOs, other groups, or intergovernmental)

	Segment 2:
	Review and discussion of the video and print ads intended for general public audience

	Segment 3:
	Discussion about the general public campaign taglines followed by comparison of the taglines and the raison d’être statements 


The results for each of these segments of the group discussions are discussed separately.

REACTIONS TO THE RAISON D’ÊTRE STATEMENTS

INTRODUCTION

Participants were asked to review and comment on four raison d’être statements:

To inspire, in all people, a passion for Canada and its culture / Inspirer, en chacun de nous, une passion pour le Canada et sa culture

To engage all Canadians in preserving and nurturing the uniqueness of our culture / Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture

To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement

Canada and its culture:  enduring and worth celebrating / Le Canada et sa culture:  un legs durable et digne d’être célébré

Prior to discussion of their reactions to these statements, participants were given 15-20 minutes to think about them and to record their impressions about each of the statements on a self-completion questionnaire.  (Note:  A copy of this questionnaire has been included in Appendix 2.)

OVERVIEW OF THE REACTIONS TO THE RAISON D’ÊTRE STATEMENTS

On the self-completion questionnaire participants were asked to:

1)
Choose the statement which best fits their view of what Canadian Heritage is and what it does

2)
Which statements, if any, they considered unacceptable for use by the Department

The tables below summarize the results for these two overall measures.

Note:  These results are not statistically projectable nor can statistical significance be assessed;  we show them only to illustrate the weight of opinion in our sample. 

RAISON D’ÊTRE STATEMENT WHICH BEST FITS THE DEPARTMENT

	
	Total
	English
	French
	Management
	Non-Management

	
	40
#
	23
#
	17
#
	19
#
	21
#

	To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement
	21
	11
	10
	10
	11

	To inspire, in all people, a passion for Canada and its culture / Inspirer, en chacun de nous, une passion pour le Canada et sa culture
	9
	7
	2
	4
	5

	Canada and its culture :  enduring and worth celebrating / Le Canada et sa culture :  un legs durable et digne d’être célébré
	6
	3
	3
	3
	3

	To engage all Canadians in preserving and nurturing the uniqueness of our culture / Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture
	4
	2
	2
	2
	2


RAISON D’ÊTRE STATEMENTs WHICH ARE ‘UNACCEPTABLE’ for THE DEPARTMENT

	
	Total
	English
	French
	Management
	Non-Management

	
	40
#
	23
#
	17
#
	19
#
	21
#

	To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement
	6
	4
	2
	4
	2

	To inspire, in all people, a passion for Canada and its culture / Inspirer, en chacun de nous, une passion pour le Canada et sa culture
	9
	6
	3
	3
	6

	Canada and its culture :  enduring and worth celebrating / Le Canada et sa culture :  un legs durable et digne d’être célébré
	19
	12
	7
	9
	10

	To engage all Canadians in preserving and nurturing the uniqueness of our culture / Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture
	13
	6
	7
	9
	4

	None are acceptable
	3
	3
	--
	2
	1


Based on the results, we note the following:

· There is no clear winner among the four statements.

· More employees (21 out of 40) chose To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement than any other raison d’être statement.  However:

--
Almost as many chose one of the other 3 raison d’être statements as best fitting the Department

--
9 out of the 40 participants deemed it ‘unacceptable’ for use by the Department. 

By language of participant, this raison d’être statement fared better among Francophones than Anglophone participants and marginally better among non-management personnel than those in management positions (i.e., fewer non-management participants judged it to be ‘unacceptable’ for the Department). 

· Of the remaining 3 statements, To inspire, in all people, a passion for Canada and its culture / Inspirer, en chacun de nous, une passion pour le Canada et sa culture received more first place votes as best fitting the Department.  However, more participants deemed it ‘unacceptable’ than chose it as suitable for the Department.

For both Canada and its culture :  enduring and worth celebrating / Le Canada et sa culture :  un legs durable et digne d’être célébré and To engage all Canadians in preserving and nurturing the uniqueness of our culture / Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture, a majority of the participants found them unacceptable and only a handful selected each as best fitting the Department. 

Before summarizing the reactions to the individual statements, we first discuss the reactions to two key words/concepts included in these statements culture and Canadians.  These were both controversial regardless of the language of the group or the type of employee.

Culture

· A number of participants said they had problems or issues with all of the statements because all 4 included the word culture.  The Department deals with many issues, not just culture.  Therefore, none of the statements accurately reflect the broad mandate of Canadian Heritage, most notably the heritage component.

A few also felt that culture could be misinterpreted to refer only in a narrow sense to the ‘arts’ rather than to societal culture.  This would create problems and confusion with external groups about the role and priorities of the Department. 

Others disagreed; they specifically liked the fact that the word culture was included:

1)
Culture is a broad word and encompasses language, values and traditions.  And these are the areas that are the focus of the Department.

2)
The role of the Department is to make a contribution to Canada’s cultural well-being.  Therefore, any internal statement should explicitly refer to culture. 

· Quite a few participants said they felt uncomfortable with the use of culture in the singular.  They felt this conveyed the idea that there is only one culture in Canada (more often than not referring to the two founding cultures) rather than the multicultural nature of the country.  Some suggested they would prefer to have the word made plural.

Some did not share this view.  They felt that culture as is (i.e., in the singular form) conveyed the idea that Canada does have a culture and the essence of that culture is multiculturalism. 

· There were some mixed reactions to the use of modifiers for culture.  For reference:

--
3 of the 4 English-language versions included Canada and its culture and the fourth talked about our culture .

--
2 out of the 4 French versions included le Canada et sa culture and one referenced notre culture.
A number of participants did not like the use of its culture/sa culture -- it is not the culture of the country.  It is the culture of the ‘people’ of Canada.

Linking culture to the country rather than people was criticized for two main reasons: 

1)
The role of the Department is to focus on culture not Canada.  Using the phrase Canada and its culture implies that the Department’s priorities are first to country and secondarily on culture.

2)
It makes culture impersonal, cold and abstract, i.e., it belongs to the country not the people of the country.  Thus, it makes on feel less involved and less motivated about either taking an active role in this type of process or about the outcome of any action on their part. 

The phrase our culture/notre culture seemed to work better for these individuals – it made them feel more included.  They also felt it would also be more likely to reach out to the people they deal with.

Canadians

· Two of the 4 versions of the raison d’être statements includes reference to Canadians / les Canadiens et les Canadiennes.  This/these word(s) generated some controversy in the groups.

Some felt this description of the people of Canada was too exclusionary and restrictive.  It can be interpreted only to the founding cultures and exclude those who are not Canadian born or Canadian citizens.  This was noted as a particular issue for those dealing in the multiculturalism area as the word suggests that the Department’s primary focus is on maintaining the status quo rather than welcoming new cultures and new people. 

Others said they were not concerned about this.  They felt that in the context of these statements, the word Canadians would be interpreted in the broad sense, as referring to all people who live within the borders of Canada and as such, appropriately used. 

THE DETAILED REACTIONS TO THE RAISON D’ÊTRE STATEMENTS

To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement
· As stated, this is the statement chosen by most participants as the one that best fits Canadian Heritage.  As many put it, this is the only statement that comes close to capturing and elaborating on the mandate and strategic objectives of the Department:

--
The actions of discovering, sharing and building are seen to be fundamental to the Department’s goal of engaging citizens.

--
Canadian Heritage is responsible for (a) informing Canadians about each other and to build bridges and understanding between communities and (b) building an active and informed citizenry. 

· Most participants liked this statement because it communicated important aspects of leadership, partnership and purpose equally as well to employees and the external audiences the Department deals with: 

Internally:

--
A good overview and reminder for every one of what the Department does.

--
Canadian Heritage employees can easily identify with the actions listed in the statement and in turn can link specific activities to the actions.  As such, it has the ability to be personally relevant to each employee.

--
Canadian Heritage itself is a microcosm of Canadian society as many cultural groups are represented within the Department.  This statement is seen to communicate an openness and a welcome to all. 

--
Sends out a positive, very motivational message to employees:  what they do on the job gives them the opportunity to have a leadership role in uniting people in building their country.  .

Externally:

--
In plain language, communicates what Canadian Heritage does and what the Department hopes to accomplish.  

--
States in priority order what people need to know to understand their country and to accept each other.  And it does this in an inviting way.

--
It communicates a sense of joint ownership for the outcome, one that will require effort from both Canadian Heritage and the groups/individuals the Department deals with.  It communicates that all Canadians have a role to play in partnership with the Department.

--
This statement is seen to signal that Canadian Heritage is open to and willing to work closely with all groups.

· Most participants felt this statement communicated a positive image of Canadian Heritage:

--
Shows the Department as a leader, bringing together diverse populations and cultures in a large widely dispersed country.

--
The Department is growing and evolving, much like Canada and the people of Canada.  Canadian Heritage is prepared, ready and a willing active partner in this on-going process.

--
The Department is interested in and focused on both the present and the future.

--
It communicates an energetic Department, with lots of activity.

· Most participants judged this statement to be the most inclusive, in a number of regards:

--
By explicitly including both the country and the people in the statement, it shows recognition of the importance of both and does not place more value on one than the other.

--
It is equally relevant and meaningful to employees and the external audiences of Canadian Heritage 

--
While some still felt that the word(s) Canadians/les Canadiens et les Canadiennes exclude(s) non-citizens and newcomers, a considerable number felt that the notion of bringing Canadians together served to offset most of their reservations.

· Some participants found this statement to be inspirational:

--
They perceived it to be talking about the contributions one can make to nation-building, i.e., they interpreted this statement to be about how the people of a country can build a stronger Canada rather than just culture.  This is inspirational because country is felt to be a more unifying force than culture.  One is more willing to give one’s energy for their country than for culture on its own.  This generates pride without American style flag-waving.

--
For some it has an important underlying message about unity and the role they can play with others in building the country.  

--
It states what needs to be done in a logical, rational manner and suggests that if everyone makes an attempt to do this, we will all end up with something better than we had before.

--
It communicates an energetic Department, with lots of activity.

· Interestingly, there was quite a range of opinions expressed as to why participants found the words or concepts in this statement motivating:

--
Some were motivated because it is largely a rational, logical statement about Canadian Heritage.  It is not an overly emotive statement about the ‘mission’ of the Department.  They felt they could more easily relate to this type of language rather than lofty or highly emotional statements of intent.

--
For some others, the concepts embodied in the statement did engender ‘passion’ about the Department and their role in Canadian Heritage, even though the statement does not include this word.  In other words, ideas on their own can generate a feeling of real passion.  

There were others though for whom the statement was not particularly motivating or inspirational.  It was simply factual:

--
The words used are unexciting, flat or at best neutral;  they lack emotion and passion.

--
Sounds bureaucratic particularly as prepositions.

However, quite a few of these participants said that it was preferable to have an internal statement that is factual rather than one that is too emotional and ‘fuzzy.’

Note:  It was our sense that while both Francophone and Anglophone participants had the same reactions to this raison d’être statement, the French-language version seemed to be more powerful – i.e., the words used/concepts communicated seemed to connect with people at a deeper emotional level.

· The participants who did not like this statement or rejected it, gave one or more of the following types of reasons:

--
This statement does not talk about discovering, sharing and building Canadian society but rather these activities are focused on the country.  There were two types of objections to this focus and importantly these are the main reasons given by those who judged it ‘unacceptable’ for the Department:

1)
The mandate of Canadian Heritage is not to build Canada.  The Department’s mandate is to foster culture as the building block for the country.

2)
It is an overstatement about what the Department can accomplish, i.e., The Department is going to unite us, bring us together, it’s going to build Canada, etc.

--
The statement is seen to exclude any notion of heritage and preservation;  it is overly focused on the present and the future.

--
Some felt it was too long to be easily internalized or remembered.

--
In the French-language version, the word amener was divisive.  In the English sessions, the word build created controversy

Amener:

--
Some participants viewed it positively.  It is an active verb, inviting people to be involved with Canada Heritage in the objectives stated in the statement.

--
Others did not like this word for one of two reasons:

1)
It is judged to be paternalistic conveying the idea that Canadian Heritage will take Canadians by the hand and lead them in the direction they need to take.

2)
It is seen to refer only to employees and not to external audiences, given that Canadian Heritage will be doing the leading.  It was suggested that amenons would be more inclusive. 

Build:

--
Most thought this was a good strong future-oriented word.  

--
Others were uncomfortable with this word:

1)
It suggests that Canada is weak and needs strengthening.

2)
Implies that Canadian Heritage is in the business of building physical structures.

3)
Build and culture do not belong in the same sentence – it makes it sound like social engineering.

4)
Canada already exists and does not need to be built.

To inspire, in all people, a passion for Canada and its culture / Inspirer, en chacun de nous, une passion pour le Canada et sa culture

· This statement was controversial evoking both quite positive and strong negative reactions.  On balance, far more of the participants disliked this statement or were uncomfortable with it than chose it as best fitting the Department. 

· Those who preferred this statement did so because they judged it to be the only one that made any emotional connection with them, largely attributable to the words to inspire/inspirer and passion.  

--
To inspire/Inspirer was seen to be a strong verb that communicates two important ideas.  

1)
Leadership role of Canadian Heritage in motivating people to discover country and culture.

2)
Canadians need to have a closer emotional tie with their country and they need a source of inspiration to accomplish this.  Canadian Heritage can play this role.

(Note:  Many participants reacted positively to the concept embodied in this idea, regardless of their overall reaction to this statement.)

--
Passion was seen by this group to embody some very important concepts (but notably this is one of the words that created the most controversy in the groups on its own and in combination with other words):

1)
This gives voice to their feelings that people in general need to feel more passion about their country.

2)
Passion is the type of emotion one needs to be motivated to take action and to accomplish something that will move this country forward.

3)
Canadian Heritage can take a leadership role in generating passion for Canada and its culture;  this is inspirational.

4)
People involved in cultural activities are often passionate about what they do so this is an apt description.

5)
Passion is a strong word that can be linked to patriotism.

· Those who did not like this statement or felt it was inappropriate for the Department focused on the following: 

--
Some felt uncomfortable with it because it is too emotional, it’s ‘over the top’.  Some likened it to flag-waving American style while others characterized it as too lofty and paternalistic.

--
Because of the highly emotional language of this statement combined with the reference to all people, some also felt that this statement was open to interpretation and could easily be mocked.

--
A few had very negative reactions.  They described this statement as being propaganda -- i.e., this is what the Department expects of its employees and what it wants employees to communicate to others about the Department.

--
A few others interpreted the intent of the statement to be a senior management comment about employees, i.e., Canadian Heritage is unhappy with its employees and needs to inspire them to do their jobs better.  Understandably, they resented the implication:  I am already passionate about what I do and not in need of any inspiration.  Accordingly, these individuals also felt this statement was totally unacceptable for internal use.

· Most participants (even including most of those who preferred this statement), judged it to be too vague and too limiting about the role and mandate of the Department: 

--
It is seen to say very little about what the Department is supposed to be doing in general or what actions the Department requires from its employees.  As such, it is seen to more a statement about what some may like the Department to be in character rather than in substance.

--
It provides information of little value to external groups, i.e., based on this statement, they would not have a better understanding of the Department, what is does or what it stands for.

· Another area of controversy created by this statement related to the words all people in the English sessions and chacun de nous in the Francophone groups. 

All people:

--
Some liked all people because they judge it to be more inclusive than Canadians; it is also a word that reflects diversity.

Most of those who preferred this statement for the Department did so because it was the only one of the statements that allowed for the inclusion of the responsibilities of Canadian Heritage internationally and gave voice to Canada’s role on a world stage.

--
Others did not like these words for a variety of reasons:

1)
The mandate of Canadian Heritage is first and foremost within Canada and not reaching out to all people wherever they might be.  A few suggested that if this is indeed the role of the federal government than it is more likely to fall under the responsibilities of the Department of Foreign Affairs and International Trade than Canadian Heritage.

2)
A few people made the following types of observations:

· This is ‘rhetorical and unachievable’

· It’s too broad and vague, i.e., is it all the people of Canada or is it all people anywhere and everywhere?

· Dislike the concept of self-promotion, i.e., we at Canadian Heritage are so great we are about to inspire all people.

Chacun de nous:

--
This statement is seen to be too open to interpretation.  There were two different meanings interpreted from these words:  

1)
To some it suggested that the nous referred to all Canadian Heritage employees and in that sense it was positive.  However some felt it spoke only to employees and excluded others.

2)
To others, this implied that it included both employees and external audiences.

Canada and its culture:  enduring and worth celebrating / Le Canada et sa culture :  un legs durable et digne d’être célébré
· There was considerable divergence of opinion generated by this raison d’être statement, with a significant number of participants judging it to be unacceptable for the Department.  

· Whether they liked or disliked the statement, many said its main strength is that it is short, simple and concise. 

· Among those who selected this statement as their preferred choice for the Department, the following types of reasons were given:  

--
It captures the role of Canadian Heritage as they see it:

1)
The statement refers to (a) the national responsibility of the Department and (b) to the special function of the Department within the federal government and within Canada.

2)
It states that the Department’s focus is on culture in a succinct, simple way without overstating what Canadian Heritage can accomplish (i.e., engage everyone, inspire them, bring them together, etc.).

3)
It embodied the concept of preservation and includes the notion that our culture will remain while incorporating other cultures.  As well, it is seen to convey the idea of a continual search for our identity as a nation and so speaks to the past, present and future.

4)
It is inclusive in a tangible way, i.e., we can all celebrate.

5)
It is inspirational because it implies pride and ‘worthiness’.

· Many participants were quite critical of this statement.  They generally described it in the following ways:  

--
Quite a few characterized it as a ‘wishy washy’, vague, meaningless statement.

--
Others described it as ‘too cutesy’, as jargon more suitable for a private sector corporation than for a federal government department.

· Most participants felt the statement was far too simplistic and inadequate in describing the Department.  It focuses only on one aspect of the role of Canadian Heritage, that being in festivals and ceremonies.

--
Many had problems with the word(s) enduring/legs durable (we discuss this is more detail later on in this section), thus limiting the contribution that either could make to adding a heritage/preservation dimension to the statement.

--
Some said this statement did not tell them anything about what the Department currently does or what it should be doing.  Taken at face value, they felt this was more a statement about Canada as a country rather than about Canadian Heritage.

· Many criticized this statement on the basis that it is too open to interpretation by external groups about the role of the Department in general and the views/priorities of Canadian Heritage on culture.  Participants pointed to a number of contributing factors in this statement:  

--
In the context of this particular statement Canada and its culture le Canada et sa culture is ambiguous:

1)
Some felt it could be interpreted as only talking about the founding cultures as being ‘worth celebrating’ thus excluding all other cultures.

2)
Talks only about the culture of the country and as such seems to exclude the ‘people’ of Canada.

--
The words enduring/legs durable are seen to have a number of negative connotations:

1)
Some felt these suggest that the Department is distancing itself from active participation in cultural development -- i.e., Canada and its culture will endure whether or not the Department does anything to help it; so all you have to do is celebrate it.  A few commented that this might result in people questioning the ‘value’ of the Department, i.e., they are using tax dollars for celebrations only; we can do that on our own.

2)
In conjunction with Canada and its culture/Le Canada et sa culture, some also feel it can contribute to the perception that Canadian Heritage is more interested in past cultures and distancing itself from newer cultures.  In other words, it is not in the business of cultural development.

3)
It raises questions about how one would judge what is enduring and what is not.

--
The phrase worth celebrating was also criticized as it raises the specter of ‘unworthiness.’  Some felt this would lead to complicated issues with multicultural organizations about funding, i.e., complicated discussions about what is worth celebrating and what should be funded.

--
Many judged this to be a passive statement, lacking any drive or energy.  And as such, it has no call-to action; it is a flat statement of fact open to interpretation and not particularly inspiring.

· Many also judged the statement as inappropriate for internal use, i.e., directed to employees, for a number of other reasons:

--
Beyond being limiting or simplistic about what the Department does, it is also seen to be too ‘stern’ and ‘lifeless’ for a culturally relevant department.

--
It seems more like a conclusion than a call-to-action.  In other words, it neither asks anything of employees nor does it tell employees what they are supposed to do/the role they are expected to play (unlike the other raison d’être statements which at least seem to imply actions or activities).

--
The fact that it has no verbs reduces its motivational power and tends to make it a passive statement.

--
The word enduring also takes on some other negative connotations when directed internally:

1)
It suggests a Department that is ‘suffering’, whose employees have a ‘grim and stoic, we’ll get through it whatever it takes’ attitude.

2)
It suggests that Canadian Heritage is static; there is no forward-movement implied.

3)
It suggests that there is little anyone, including the Department needs to do, i.e., our culture will never go away.

--
There is no sense of involvement or participation with the people of Canada.

To engage all Canadians in preserving and nurturing the uniqueness of our culture / Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture
· This raison d’être statement is seen by many to focus on two important concepts related to heritage -- preserving and nurturing.  And most of those who preferred this statement did so because they felt this was the only one that explicitly and clearly gave any recognition to (a) the importance of heritage rather than just culture and (b) the fact that this is also part of the role and mandate of Canadian Heritage. 

However, most participants judged this statement to be too limiting for Canadian Heritage because it solely focuses on these two concepts:

--
It only talks about one part of the Department, namely heritage;  it does not ‘define’ or relate to the varied roles and objectives of the Department.

--
Is seen to exclude the concept of an evolving culture because the statement is seen to imply that Canadian Heritage places more ‘value’ and emphasis on the past rather than what newcomers may bring to the country.

--
It is thought to convey the idea that Canada’s culture is under attack or needs to be fixed.  This presents Canadian Heritage as having a defensive mandate and suggesting that as an organization, its priority is the ‘salvation’ of past cultures rather than promoting something positive about the country.

--
It is thought to sound more like a program objective than a statement that applies department wide.

· Some participants disliked or rejected the statement because they felt it conveyed a negative image of the Department.  Given the seeming preoccupation only with the past rather than the present or the future, it is thought to project a stagnant, reactionary image of Canadian Heritage rather than an energetic, forward-looking one. 

· Many of the words used and ideas contained in this statement tended to polarize people:

To engage/Incitez:

--
On balance, it was positively viewed in the English-language sessions but received mixed reaction in the Francophone groups:  

In both language groups, the positive aspects noted were:

· Suggests an active participation on the part of all Canadians, i.e., we’re in this together and sends out an invitation to be involved.

· Indicates a desire to connect to people, both externally and internally

· Engagement is a key to getting people involved

In the English groups, the main issue was that this was perceived to be a meaningless, bureaucratic term.

Among Francophone participants, the following issues were raised:

· Too authoritarian and aggressive, i.e., seems to dictate a form of behaviour (vous allez le faire) and conveys the meaning of insistence 

· Conveys idea of obligation rather than the sharing of a common goal
All Canadians /Le Canadiens et les Canadiennes:

--
On balance, it was considered to be more exclusionary than inclusive for the reasons we discussed earlier on in the report.
Uniqueness of our culture/Caractère unique de notre culture:

--
There is a mixed reaction to this phrase driven by both the reference to uniqueness and our culture.
The strengths noted were:

· Recognizes the importance of preserving this characteristic since some aspects of Canadian culture are quickly disappearing

· Engenders pride and unity

· Key to national identity is uniqueness

The weaknesses/issues were:
· What is the uniqueness of our culture;  our culture is not unique

· We are a multicultural country, so there is no one culture as implied by the word ‘our’

· There are many cultures in Canada, so how can we talk about being ‘unique’

· Excludes non-Canadians

Note:  Quote a few respondents in both language groups spontaneously suggested that the reference to uniqueness be removed from this statement.

Nurturing:

--
On balance, more participants disliked the word than liked it.
Beyond the fact that it identifies a critical activity of Canadian Heritage, there was only one other positive interpretation -- this word implies that there is something concrete being provided by the Department such as funding, a cultural institution to work with or food for thought.

Considerably more identified issues or problems with this word:

· Not an appropriate word for government to use;  very maternalistic

· Not the role of government to do this

· A few participants also described this statement as typical bureaucratic talk, containing ‘soft culture speak-words’, that have been overused and become meaningless over time.

· The majority of participants said they found nothing about this statement compelling -- it didn’t involve them either emotionally or intellectually.

THE PERCEIVED NEED FOR A RAISON D’ÊTRE STATEMENT

Participants in the sessions were asked whether or not they felt a raison d’ệtre statement would be beneficial or useful to Canadian Heritage.

· In their response to this question, participants fell into one of three groups:

--
Most did not feel that the Department needed a raison d’ệtre statement.  This group included most participants who were in ‘management’, with the exception of those in Vancouver.

--
Some felt that it be worthwhile for the Department, although they had some reservations about how it would be implemented and how effectively the Department would support it.

--
A few, having rejected all the raison d’ệtre statements as unsuitable for the Department, felt this was a moot point, i.e., the Department had nothing worthwhile to move ahead with.

Most of these individuals felt neither inspired nor engaged;  one or two actually said they had a hard time identifying with the entire process because to them it was neither a meaningful nor important issue.

One point worth noting -- most of these individuals were not in program areas but in areas like finance or technical support.

· Those who felt having a raison d’ệtre statement would be beneficial to Canadian Heritage gave the following types of reasons:

--
Good for us to know internally what we are working for and where we should put our efforts.

--
Would serve as a good reminder to all employees that Canadian Heritage is there to serve Canadians.  (Note:  This was mentioned in the Francophone groups only.)

--
Start of an important initiative given the diversity of the Department:

· Need to have common links and goals as a department given different physical locations (NCR and regions as well as different physical locations within the same region) and different functions within the Department.

· Need to start communicating internally first, using the same language in order to effectively communicate with one voice to external audiences.

--
Good public relations for the Canadian Heritage to communicate what it stands for now and in the future to groups it deals with and the public in general.

Many of these individuals recognized and stated explicitly that they appreciated the enormity of the task that the Department had undertaken (i.e., in developing the raison d’ệtre statements).  They felt this was a good starting point.  However, a number commented that if the Department adopts a raison d’ệtre statement, implementation and on-going support will be needed:

--
Need to introduce and communicate it properly to all employees.  Otherwise it will fall through the cracks and become a meaningless statement.  For example, Don’t just send it to me in an e-mail.

--
Need to provide ongoing support, i.e., unless it is supported by tangible actions/directions and preferably with adequate budgets, it will be seen within the Department as ‘lip service’ only and a ‘glib’ statement of intent only rather than substance.

· Those who felt no need for a raison d’être statement supported their views with the following types of reasons:

--
Most did not feel that the any of the raison d’ệtre statements added any appreciable value to the current mission statement of the Department.  A few also said that the Department’s mission statement was more direct and clear about the Department’s mandate than any of the statements.

--
Many felt that every one of the statements lacked one or more elements of the role and function of the Department because they were all overly focused on culture.  As such, they excluded areas like Parks Canada, notions of justice and citizenship, etc.

Some of these individuals felt that one or more of the raison d’ệtre statements could be ‘fixed’ to include some of the missing parts.  Most felt that the statement To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement could be most easily fixed because it was already the most comprehensive of the four.  However, upon reflection most abandoned this idea -- to add all the elements needed would make this statement even longer and reduce its impact.

Therefore, it was judged to be better to have no raison d’être statement than to have one that is incomplete and does not reflect all of Canadian Heritage.

--
A number of participants expressed the following sentiment:  We know what we’re doing.  We don’t need a raison d’être statement to tell us what to do.
Some participants went on to say that the Department should be spending its efforts externally rather than internally:  We know what we’re doing.  It’s Canadians who don’t.
--
Some interpreted the aim of a raison d’ệtre statement partly as being a tool to motivate employees rather than simply as a way of keeping them informed.  Those who interpreted the intent in this way often resented the implication (i.e., that they needed to be inspired to do their job).

--
Some questioned the level of effort and spending that would be put behind launching and gaining acceptance/supporting whatever raison d’ệtre statement was selected.  A number suggested that both the time and money would be better spent on programs.

--
A few were suspicious or cynical about the statements and their reason for being and felt that others may judge any of them to be politically motivated.

SUMMARY ON THE RAISON D’ÊTRE STATEMENTS

Most employees and particularly those in management positions do not feel Canadian Heritage needs a raison d’être statement for two fundamental reasons:

1)
None of the statements seemed to add any appreciable value to the Department’s mission statement, and 

2)
All the statements were overly focused on culture, leaving out many important areas of the Department’s role and function.

There is no clear winner among the 4 raison d’être statements.  However, more employees chose To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement than any other raison d’être statement.  The statement performs better among Francophones and those in non-management positions.
This statement comes closest to capturing the mandate and objectives of Canadian Heritage.  In addition, this statement communicates the following without being overly emotional:

--
Important aspects of leadership, partnership and purpose (i.e., clearly states what the department does and what it hopes to accomplish), judged to be equally motivating to employees and external audiences

--
A positive image of the Department and one that is inspirational

--
A sense of inclusion for all employees and external audiences (including the general public)

REACTIONS TO THE GENERAL PUBLIC CAMPAIGN

INTRODUCTION

In each focus group session, participants reviewed all the creative materials prior to any discussion about their reactions to the materials.  Procedurally:

1)
One version of the video was shown in each group twice.

2)
Participants were asked to look at 6 print ads displayed in the room.  They were told these were representative of the ads the Department would run if the general public campaign went ahead.

3)
There was then discussion about their reactions to each of these advertising elements.

4)
This was followed by discussion of the general public campaign taglines.

In this section of the report, we summarize the reactions to the video and the print ads.  The taglines are covered in the next section of the report.

GENERAL OBSERVATIONS ABOUT THE REACTIONS TO THE VIDEO/PRINT ADS

· In reviewing the video and print ads, participants understandably did so from two perspectives:

1)
As members of the general public themselves, as consumers who might see these ads in a theatre, on television or in a magazine.

2)
As employees of Canadian Heritage.

And these are important distinctions to bear in mind in terms of their reactions to the content and perceived message of these materials. 

· Wearing their ‘general public hat’, the reactions to both the video and the print ads on various executional elements of the campaign are remarkably similar to the reactions of the participants in the general public groups.

· Wearing their ‘Canadian Heritage employee hat’, there are some notably different reactions to both the video and the print ads.

--
Employees were far more critical of the video than were the general public -- some because of the message it seemed to deliver and others because they felt no clear message was delivered about Canadian Heritage.

--
Even though they agreed with the general public on the shortcomings of the print ads, employees were far more enthusiastic about the print ads than they were about the video and more so than the general public.  The main reason for this is that the print ads at least attempted to make links to the Department and its various programs.

THE REACTIONS TO THE VIDEO

The Messages Communicated by the Video/Reactions to the Messages

· As in the general public sessions, many of Canadian Heritage employees felt the main message of the video was a very general one -- the cultural diversity of Canada.

· Some felt there were some other messages that could be taken from the video including:

--
An invitation to participate with Canadian Heritage in the creation of Canada.

--
Canadian Heritage is the Department to come to if you want to pursue sports or arts.

· Quite a few said they had no idea what this video was trying to communicate.  A number described it simply as a ‘mish mash’ of images with no discernible theme other than it’s about sports and arts and celebrating.  Some characterized this video as being nothing more than a series of ‘feel good’ images of Canadian cultural achievements.

· A few participants in the Francophone sessions raised the following issues based on their perceptions of the messages of the video:

--
They were concerned that the video communicated a new orientation for Canadian Heritage, i.e., a much greater emphasis on multiculturalism and a new mission to promote racial tolerance.

--
They questioned the credibility of the video which strives to show that Canadian Heritage takes good care of ethnic groups, particularly the native and black communities given that their perception is to the contrary.

· The majority of employees agreed with the general public -- the video is seen to provide very little learning or information about what Canadian Heritage does:

--
It is seen to be more of a message about Canada than it is about the Department.  One or two suggested that the video was more suitable for Attractions Canada or for Canadian Tourism Commission than for Canadian Heritage.

--
The video is uni-dimensional;  it excludes many functional aspects of the Department (e.g., Parks Canada) and focuses only on the arts, sport and cultural pursuits.

· Some felt that the video did little to communicate important elements of the Department’s mandate and strategic objectives and was unsuccessful in even doing so within  the narrow confines of ‘culture’:

--
The video does not attempt to show any social cohesion, cultural participation/engagement or connections.  The video simply shows a mosaic of separate groups or individuals carrying on their ethnic traditions.  There is no interaction between people, groups or communities.

--
The video uses a lot of what were judged to be ‘stereotypes’ (e.g., Ukrainian dancers, Aboriginals with feathers and drums, etc.) rather than showing culture evolving or changing (e.g., an Aboriginal person singing opera, white people singing in a black choir, etc.).

--
The video focuses only on people, their festivities and celebrations.  As such, it shows no link or interaction between what some consider to be important aspects of heritage/preservation (e.g., artifacts, the land, its structures and institutions, etc.) or cultural icons (e.g., authors, the stories, etc.).

Some who made these observations also alluded to the fact that the portrayal of the various groups and individuals in this video contradicts the message implied by the tagline Creating Canada Together/. Créer le Canada ensemble.  Rather it reinforces that we are diverse and that is what Canadian heritage values and celebrates.

· Some noted concerns that they believe the video (and the print ads) mislead the general public about Canadian Heritage, on one hand because of what it shows and on the other hand because of what is missing in the video.

--
Because the video focused on all kinds of cultural activities and celebrations, and seemed to cover ‘everything’ in this regard, it was thought to suggest that Canadian Heritage has a lot of money and programs available.  This would lead to false expectations on the part of the general public.

--
The line inviting Canadians to contact Canadian Heritage about how the Department could work with them raised a number of criticisms:

· Since there is no link in the video to what the contribution of the Department is to each of the images shown (i.e., the Department is not well-known and there is no voiceover or text superimposed on the screen to explain or connect the image to the role and mandate of the Department), then it is logical that viewers will believe the role of Canadian Heritage is to fund the types of activities shown in the video.

This is expected to result in a lot of calls from the general public expecting financial assistance and program information.

· This is seen to invite ‘individuals’ to contact the Department to find out how they can work with the Department.  There was concern that this call-to-action is setting up a false premise, i.e., Canadian Heritage works with groups or institutions, not individuals.

Notably, some participants did not bring up these points spontaneously in the discussions and they did not feel particularly concerned about these when the moderator asked them directly.  Their perspective was that it is good if people call us after seeing this video;  we’ll direct them to the right place or to the right people.

The Executional Elements of the Video

As stated, by and large employees had many of the same reactions to the executional elements of the video as the general public focus group participants.

The Images

· Although many liked the images shown in the video, there was also considerable criticism because of what participants felt was missing, the culture only focus of the ad, and the portrayal of some Canadians in the video.

· Quite a few appreciated the cultural diversity presented in the video:

--
It represented a broad spectrum of ethnic groups and individuals living in racial harmony.

--
They were colourful and lively, suggesting a positive and dynamic image of Canada and life in Canada.

--
They appreciated the effort made to represent all the diverse elements of Canada and the populations the Department reaches with its programs.

· A significant number criticized the video because of its sole focus on cultural pursuits and their celebration to the exclusion of many other aspects of the Department’s mandate and responsibilities.  For example:

--
The video did nit include many facets of everyday Canadian society that contribute to a country’s values and its culture (youth enjoying their environment, Canadians at work, the friendship between people, etc.).  And in this regard, some judged the video to be ‘elitist’ because the average, every day person was not included.

--
The video focuses only on ethnic minorities in Canada.  The two founding cultures seem underrepresented and their contribution to the development of Canada understated.  (Note:  This same comment was made about the print ads.)

--
The stereotypical representation of various groups was disliked for the reasons we’ve stated.  Some also felt that it would have been more rewarding to show the accomplishments of people and how they live today to demonstrate how culture has evolved.

· Some described this video as an attempt at a politically correct approach, i.e., tried to represent everyone.  However, this could backfire if certain groups feel they are not represented (e.g., seniors) or not represented well (e.g., Aboriginals).

· Some participants disliked the ‘painted-hands’ images in the video borrowed from the Anti-Racism campaign, characterizing them as ‘disturbing’, as did some participants in the general public groups.

Some participants in the Francophone sessions described these images as ‘aggressive’, communicating the idea of touche-moi pas (don’t touch me) and as such, a negative image.

· As discussed previously, the lack of interaction between people and groups was seen to contradict the campaign tagline.

· A few participants also made the following observations about the images used in the video.  

--
The video does not show anything that is Canada;  it could just as easily be about the United States.

--
The video was described as pure propaganda, a collection of clichés, a mixture of anything and everything.

--
Boring, just a bunch of images and a waste of money.

--
There are far too many sports images included in the video given that this is a relatively small part of what the Department does.  

The Pace

The reaction to the pace of the ad was mixed:

· Some participants enjoyed the fast pace and felt that this style of advertising communicated a dynamic image of the Department.  They also felt it would attractive to young people.

Some also saw it as a fresh, novel approach for the Department, quite a departure from the typical bureaucratic style of government communications.

· Many participants disliked the fast pace of the video -- the images went by too quickly and they said they could not clearly see or appreciate the various scenes.

Some participants, like their general public counterparts, said they dislike any advertising that uses this fast-cut technique.

The Music

The reaction to the music was also mixed, as it was with the general public:

· Many enjoyed the rapid beat, describing it as uplifting.  They felt this type of music would attract people’s attention to the video, particularly the younger audience.

· Quite a few did not like it;  they described it as loud and annoying, more suitable for a younger audience or unoriginal.

The Emotional Reactions to the Video

Some participants said the video gave them a sense of pride in the Department for one of two reasons:

--
Shows the tangible results of the work they and their colleagues do in the Department.  Canadians will get a chance to see how their tax dollars are used in supporting a great variety of different activities across Canada.

--
The video portrays Canadian Heritage as a dynamic, youthful organization.

Some also said it generated a sense of pride on a personal level, i.e., pride in Canada and what we all stand for.

Many participants said they had little or no emotional reaction to the video and some felt saddened by this fact since the video is about Canadian Heritage, where they work.  The reasons given for this lack of connection were:

--
The video is superficial; it doesn’t say anything about Canadian Heritage in general or what I do here.

--
The video is simply a fast display of images that you watch and forget soon afterwards;  there is nothing interesting or memorable about it.

THE REACTIONS TO THE PRINT ADS

The Messages Communicated by the Print Ads/Reactions to the Messages

· Most participants felt that the main message communicated by the 6 print ads in their entirety is that Canadian Heritage supports the arts and sports.

· Quite a few felt there were some important secondary messages communicated by these ads:

--
An invitation to participate with Canadian Heritage in the creation of Canada.  Everyone can play a role in this.

--
Canadian Heritage is the Department to come to if you want to pursue sports or arts.

· A few others also felt the ads communicated the following messages:

--
People from various backgrounds were able to accomplish outstanding things in Canada.

--
The diversity of Canada as represented by the broad spectrum of individuals featured in the ads.  Diversity is one of the valuable assets of Canada.  

--
Culture is an important facet of Canadian life.

--
All Canadians should be proud of their country.

· The majority of participants felt the ads were effective in communicating that the success of the people presented in the ads is due in part to the programs/assistance of Canadian Heritage.  In that sense, the ads successfully link departmental programs and the involvement of Canadian Heritage to the lives of certain famous Canadians and possibly to the lives of average citizens.

· As with the video, some noted concerns that the print ads also misrepresent what assistance may be available from the Department.  Importantly, these same participants were far more vocal in their criticism of the print ads in this regard.  

It was suggested that the stories in each ad needed to have a better balance between telling the story of the individual and clarifying the role played by the Department.  In their current form, the stories focused almost exclusively on the individuals with the Department’s involvement almost being a footnote.  In other words, there is a need to explicitly explain to people about the mandate and role of the Department so as not to raise false expectations about what is available from Canadian Heritage:  

--
To make clear that Canadian Heritage funds organizations, groups or communities and not individuals

--
The Department provides links to communities and can make referrals but is not an expert or fount of information on every activity or each area/region.  

· There were others though who objected to this aspect of the ad not only because it would mislead the public about what Canadian Heritage could offer them (i.e., either financial support or information), but more fundamentally because it misrepresented the mandate of the Department, i.e., focused only on creativity and not at all on social cohesion.

· A couple of Francophone participants strongly objected to the basic premise of these ads -- i.e., that various artists portrayed excelled in their art in order to create Canada.  For them, this was a perversion of the motive of any artist.

The Executional Elements of the Print Ads

As stated, by and large employees had many of the same reactions to the executional elements of the print ads as the general public focus group participants.

The Images

· Many participants felt the print ads showed a variety of Canadians in different activities and that this variety is appealing.  There is also an appreciation of the attempt made to be inclusive and to show a good cross-section of people from various ethnic backgrounds and ages.

· Some participants appreciated the fact that the ads focus on people rather than flag-waving to tell the stories.

· Many appreciated the human dimensions of the ads.  The focus on people and their activities was thought to be of interest both to employees and the general public.

· While a few participants said they liked the common elements and the design of the ads, the bright bold colours, the majority criticized one or more aspects of the ads.  Again, many of their criticisms were the same as those voiced by the participants in the general public focus groups.

	Overall Impression:
	· Looks boring and dull;  few captivating visual elements; little appeal

	The Images:
	· Nothing particularly exciting, involving or novel about seeing the faces of strangers

· Images are flat/static;  no sense of activity

· With exception of Nathaniel Dett, all show one person/not a group/community interacting;  contradicts the tagline of Canadians together

· Should include average people not just Canadian athletes and personalities or elitist activities (National Ballet)

· Shows stereotypes (Allen Sapp)

· Overly focused on diversity and leaves out founding cultures, particularly white males

	Layout/Format:
	· No visual references (headline, sub-head, formatting, etc.) just one big block of text;  makes body copy look like it would be too time-consuming to read

· Picture overwhelms text

· Font size too small

	The text
	· Needs editing to improve readability


The Reaction to the Storytelling Technique

· Many participants said they enjoyed learning about aspects of the lives of the different people presented in the ads or about aspects of Canadian culture most never consider.

Because these ads successfully link the programs and the contributions made by Canadian Heritage to the achievements of these individuals, some found these ads to be personally motivating.

· Many feel that storytelling is a good vehicle to make the public aware of what Canadian Heritage does and how the Department spends tax dollars.  These ads tell real stories about real people.  The feeling is that most people would find them both interesting and personally relevant.  But:

--
Many said that the ads in their current form are neither interesting nor compelling enough to get people to stop and look at them and that the layout/format issues will hamper people’s interest in reading the stories.

--
Each of the stories needs to have a better balance between how much of the text is devoted to the individual’s story and how much is spent on the contribution of Canadian Heritage to the success of that individual..  

Comments on Individual Print Ads

Because of the time constraints in these groups, we were unable to systematically ask questions about the individual print ads.  The following represents comments made spontaneously by participants across the country.

Notably most of the spontaneous comments were made about the Sylvie Gallant print ad.

Sylvie Gallant Ad

· Some participants said they enjoyed the ad because she is a co-worker and this gives a human face to the Department.  One or two others were less comfortable with an ad featuring a public servant.  However, they rationalized that this might be a good way to offset the negative media coverage the Department is receiving.

· Quite a few of the participants had negative reactions to this ad and some were very negative:

--
The ad seemed to be bragging, i.e.,  look at us, we’re good little public employees;  look what good we can do.  Importantly, this reaction had more to do with their general belief that neither public servants nor elected officials should be featured in advertising (other than as an internal communication vehicle) than it had to do with this specific ad.

--
Some staff members in Montreal objected to the fact that only a member of management was presented in the ad, seeming to indicate that only management was capable of dealing with the public.

--
Some participants in Montreal objected to the inclusion of details about Sylvie Gallant’s personal life. 

· There were some others who just thought the story of a public servant made for boring ad, which would be of little interest to the general public.  As well, the execution of the ad was also described as boring, with little visual interest.

The following summarizes the few comments made about the individual ads:

	Bernard David:


	Positive:

· Shows how youngsters can be educated about Canada;  it leads you somewhere

· The direct link in the body copy to culture.ca web site

	Allen Sapp:
	Positive:

· Communicates that we work with institutions (Virtual Museum) rather than individuals

· Virtual Museum is good broad-based messaging

Negative:

· What does Dr. Gonor have to with it?

· Too stereotypical

	National Ballet of Canada:
	Negative:

· Too elitist;  rather see break-dancing

	Nathaniel Dett: (English language groups only)
	Positive:

· Only ad that shows a group or community together accomplishing something; might pull you in to see what they are doing

· Only ad in which visual and text seen to be directly linked to the campaign tagline Creating Canada Together
Negative:

· Boring, lack of activity;  they could be sitting for a group portrait

· Canadian Heritage doesn’t support choirs so why are we doing this ad

· Too many American references (colleges, Presidents)


The Emotional Reactions to the Print Ads

Some participants felt enthusiastic about the print ads because these communicate the types of activities the Department is involved in.  And like the video it shows the tangible results of the work they and their colleagues do in the Department.  In addition, these ads associate a human face, a real person with the wok they do.

The ads also show that Canadian Heritage is made up of individuals like themselves (Sylvie Gallant). 

Some also said it generated a sense of pride on a personal level, i.e., pride in being Canadian because so many people have accomplished great things.  Some also felt that these ads would be motivating to the general public as these demonstrate how individuals with perseverance and the support of Canadian Heritage can achieve great things.

Others did not feel any sense of involvement with what these ads said or showed.  Beyond being uninteresting and boring, these did not represent them and what they do.

On balance, there were more participants who would support going ahead with these ads than oppose it, particularly if the executional issues were dealt with and a stronger connection made in the stories to the Department’s role.  This is due in large part to the perceived value of the storytelling technique as a way of informing Canadians about the Department.  There is also more support for the print than the video for two pragmatic reasons:

1)
It would take less effort and money to ‘fix’ the print ads than the video and it would be less costly to run.

2)
Given the limited awareness and knowledge that exists about the Department, something is better than nothing.

SUMMARY ON THE VIDEO/PRINT ADS

The Video

Some participants enjoyed watching the video and felt proud of the how they, their colleagues and the Department were portrayed.

Many participants though were quite vocal in their disapproval of both the content and the style of the video.

The majority agreed that the general public would learn very little about the Department and its programs and services by watching this video.  It focuses only on culture and does so in a narrow sense.  Some were also concerned that those who did watch the video would be misled about the financial assistance and information the Department can provide to individuals Canadians.

The Print Ads

The reactions to the print ads were mixed.  However, there is greater support for ‘fixing’ the print ads than there is for the video.

Many participants found them appealing because: 
1)
They see the potential of these ads to engage Canadians and to inform them about Canadian Heritage.  This is largely attributable to the storytelling technique.  However, there are significant changes required to the layout/format and content of the ads.

2)
It makes them proud of what they do and the Department they work for

For others, these ads fall flat:

1)
There is little in the visual presentation or the text that appeals to them or will appeal to the general public;  it won’t be read

2)
These ads do not represent what they do or what the Department does.

REACTIONS TO TAGLINES

INTRODUCTION

In this section of the report, we summarize the results for:

1)
Employees’ reactions to the three taglines for the general public campaign:

Creating Canada Together/Créer le Canada ensemble

Creating Canada’s Culture Together/Créer la culture du Canada ensemble

Creating Canadian Culture Together/Créer la culture canadienne ensemble
Note:  In the French-language sessions, participants were later asked to compare the three taglines in which the word Créons replaces Créer.)

2)
Whether or not any of the any of the external taglines could be adopted for internal use as a raison d’être statement and/or the extent to which any of the taglines and raison d’être statements were seen to complement one another.

THE REACTIONS TO THE TAGLINES FOR THE GENERAL PUBLIC CAMPAIGN

Overview

Participants were shown the three taglines and asked to choose which one best fit the campaign (both the video and print ads) and the reasons for their choice.

· Notably a number of participants spontaneously commented on the tagline Creating Canada Together/Créer le Canada ensemble during the discussion of either the video or the print ads, long before this particular topic was introduced to the groups.  Most of these individuals brought it up earlier because they had very negative reactions to this tagline. 

· Directionally, there is a great deal of similarity between the views expressed by employees and the comments made by the general public about the three taglines.  What is markedly different though between the two groups is that far more of the participants in the employee sessions rejected all three taglines.  A significant number strongly objected to the word Creating/Créer and did so for the same reasons as did some participants in the general public focus groups:

--
It negates the existence of Canada as a country.

--
It indicates that Canada has no existing culture.

· There were some participants though who specifically liked the word Creating/Créer in its own right and because they judged it to be suitable for what was shown in the campaign:
--
It is suitable for describing much of the work of the Department, e.g., working with a minority groups is an active creation.

--
The word captures explicitly one of the two aspects of the Department’s mission statement, namely creativity.

--
The print ads specifically show different aspects of creation and provide concrete examples of what it means to create Canada, to contribute to Canadian society.

· For reference, the word together/ ensemble was generally viewed positively because it is seen to be inclusive, i.e., not only is it seen to include them as publicservants, but also to:

--
Communicate the notion of involvement between Canadian Heritage and the people of Canada.

--
Convey the idea of openness and cooperation between the two groups.

· Keeping in mind that a significant number of participants rejected all three taglines, the tagline Creating Canada Together/Créer le Canada ensemble is the one preferred by the majority of the remaining participants.
A few selected Creating Canadian Culture Together/Créer la culture canadienne ensemble and even less participants chose Creating Canada’s Culture Together/Créer la culture du Canada ensemble.

· One of the main reasons participants gave for choosing the tagline Creating Canada Together/Créer le Canada ensemble is that it does not include the word culture and vice-versa for those who chose either of the other two taglines.
At one level, this seems to contradict what most people said about the video (and to a certain extent about the print ads), namely that they are overly focused on culture to the exclusion of other concepts.  However, participants had well founded reasons for rejecting the inclusion of this word.  Their reasons fall into one of three categories:

The interpretation of the word/concept itself:

--
Culture is already embodied in Canada because culture is an intrinsic part of country and what it stands for.  Focusing only on one element of nationhood is inappropriate.

--
Canada is made up of many cultures, not just one.  Both taglines containing the word culture misrepresent the nature of Canada.  This can be divisive rather than a unifying force.

--
A country can be built but culture cannot be created;  it can be recognized, promoted or fostered but it cannot be created.

--
Culture can be interpreted in a narrow sense to refer to high level/elitist arts. 

How the word/concept relates to the campaign:

--
Culture is much more than what was shown in the video and the print ads so it is inappropriate to use the word.

--
The materials do not show creating culture together;  they show groups and individuals keeping their own traditions and doing so within their own milieus, and separate from one another.

--
Already shows culture, so don’t need to explicitly state it.

How the word/concept relates to Canadian Heritage:

--
As a Department, the role is to elaborate on culture not create it.

--
The role of Canadian Heritage is to manage cultural activities;  artists and individuals are the creators.

--
The mission and the objectives of the Department are much broader than culture so it serves no value to inform Canadians that this is all the Department does.

--
It suggests that individuals in the general public can have a say and this is not the case;  there are only very specific programs in place and these are for groups or institutions, not individuals.

Reactions to:  Creating Canada Together/Créer le Canada ensemble

Reasons for Preference

The following summarizes the reasons given by participants for choosing this tagline as the one that best fits the campaign:

· Many participants perceived a significant difference in the meaning of this slogan relative to the other two and specifically chose it because it did not include the word culture, for the reasons we’ve discussed.  As well: 

--
It is seen to bring employees and the general public together in a common cause.

--
Creating Canada is seen to be a more worthy objective than creating a Canadian culture.  It generates more pride and a greater willingness to invest one’s efforts in contributing to one’s country than to just one component of it, namely culture.

--
One can create a country together but not a unified culture;  therefore country is the more unifying force.
· Some preferred this tagline because it is a broader in meaning and therefore, has the potential to be more inclusive;  it allows people to interpret for themselves what Canada means to them. 

· It is seen by some to be an appropriate tagline for use by Canadian Heritage because it best reflects the wide scope of the activities of the Department. 

· One other reason why many participants preferred this tagline is because it is the shortest.  It is simple, concise, easy to remember and pronounce.  This was deemed to be important for the general public.

Reasons for Not Preferring

The following summarizes the reasons given by participants for not choosing this tagline or finding this tagline ‘unacceptable’:

· Many participants stated that Canada already exists so it is impossible to create the country.  We can however continue the development of its culture. 

· A number felt that without the word culture the tagline does not fit the campaign, i.e., the campaign focuses on culture, not the country as a whole. 

· Some considered this tagline to be too broad in scope while those that include the word culture are more focused and better fit with one of the main roles of the Department. 

· Some participants felt that it is pretentious, arrogant and inappropriate for Canadian Heritage to claim to be single-handedly involved in the creation of Canada.  This is the objective all federal government departments, each in its own way. 

Reactions to:  Creating Canadian Culture Together/Créer la culture canadienne ensemble
Reasons for Preference

The following summarizes the reasons given by participants for choosing this tagline as the one that best fits the campaign:

· One of the main reasons given for choosing this tagline is because it includes the word culture.  The campaign is seen to focus on Canadian culture so the tagline should explicitly include the word culture.

· This tagline is also seen to be more directly linked to the role of Canadian Heritage.

· The word Canadian/ canadienne is more personal:

--
It is less abstract (i.e., than Canada’s culture) and talks about the people that make up Canada.

--
Canada is already created.  It is the culture of the country that is changing and in which all Canadians have a role to play in bringing old and new together.

Reasons for Not Preferring

As discussed previously, most objected to the use of the word culture.  Beyond that the following reasons were given by some participants for not choosing this tagline for the campaign’:

· The word Canadian/ canadienne is an exclusionary term at best and could be seen as racist.  It can be inferred to mean the old Canada not the new, diverse, multicultural country that it is.  As such people from ethnic groups and newcomers can feel excluded.

· A number felt it was too long and too hard to pronounce. 

Reactions to:  Creating Canada’s Culture Together/Créer la culture du Canada ensemble
Reasons for Preference

· The few participants who preferred this tagline said they did so because they saw a close link between the word culture and what they believed to be the specific objective of the campaign.

· The reasons were given for preferring this version of the tagline over Creating Canadian Culture Together/Créer la culture canadienne ensemble:

--
Canada’s culture is more ‘inclusive’ and forward-looking.  It is felt to convey the idea that all cultures are part of Canada, not just the founding cultures.

--
Canadian culture has already been created.

Reasons for Not Preferring

· To recap, many did not like this tagline because it included the word culture. 

· Some participants felt the addition of the word culture made the tagline too long and was unnecessary to include for people to understand the main message of the campaign. 

Créer vs. Créons

All participants in the French language sessions were asked if they preferred the word créer or créons for the tagline (regardless of whether or not they had rejected all of the taglines because of this word).

Most participants preferred créer over créons.

Reasons for Preferring Créer
· Many participants preferred the word créer because phonetically, it sounds much better than créons in the slogan.

· A number added that the idea of inclusion conveyed by créons is already captured in all the taglines by the word ensemble.

Reasons for Preferring Créons
· The word créons is thought to be more inclusive, making one feel more involved as in nous créons.  In this format, the verb is a greater motivator to action as it asks the individual to do something whereas créer is simply the action of doing something.
· The infinitive tense of créer seems harsher. Créons sounds better.
COMPARISON OF THE TAGLINES AND THE RAISON D’ÊTRE STATEMENTS

The following general questions were posed to participants:

Although these taglines and the raison d’être statements were developed for different reasons and different audiences, I’m interested in your opinion about how they compare.  For example, in your opinion. 

--
Do you see them as complementary to one another or not?

--
Are any of these taglines suitable for use internally as a raison d’être statement?  Which one(s)?

First and foremost it is important to note that a significant number of participants did not contribute to this segment of the group discussion:

--
A few had rejected all four raison d’être statements so there were no comparisons for them to make.

--
A significant number rejected all 3 taglines so they in turn could not make any direct comparisons between the two types of statements.  Given the reasons stated for why they rejected the statements, one can safely conclude that all three taglines were equally unacceptable for internal use.

As will be recalled, more participants chose the raison d’être statement To bring Canadians together to discover, share and build Canada and its culture / Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement than any other statement intended for internal use.  And, the majority who did not reject all 3 general public campaign taglines selected Creating Canada Together/Créer le Canada ensemble.

On the question of whether or not these were seen to complement one another, most participants felt they did.  This is not surprising since they ascribed many of the same positive values to each of these statements.

With regard to the issue of could one single statement be used for both internal and external communications (i.e., external being defined as the general public), there were some differing opinions.  On balance though, most participants felt that two separate statements were preferable:

--
The purpose of a raison d’être statement and an advertising tagline/slogan are different.

A raison d’être statement should be one that as clearly and precisely as possible spells out the role of employees in the Department and what is expected of them.  An advertising slogan does not need this kind or level of detail.

--
A raison d’être statement can or may need to be longer than an advertising slogan.  The general public needs something short and punchy for easy communication and for it to be memorable.

While there were a few respondents who felt the tagline Creating Canada Together/Créer le Canada ensemble could work for all audiences, they majority felt this tagline lacked the precision and focus needed for a raison d’être statement.
SUMMARY ON THE TAGLINES

A significant number rejected all three taglines because of the word create/créer .  They objected to the idea communicated by this word, i.e., that Canada or its culture does not exist.

The tagline preferred by the majority of the remaining participants is Creating Canada Together/Créer le Canada ensemble.  This tagline is judged to be broader in meaning than those that include the word culture.  

APPENDIX 1:

STUDY MATERIALS FOR

GENERAL PUBLIC GROUPS


ENGLISH STUDY MATERIALS

UMBRELLA STRATEGY FOCUS GROUP SCREENER

Hello, I'm ___________ of R.I.S. Christie, a marketing research company. We are organizing a research project on behalf of the Government of Canada, with people between the ages of 18 and 69.  In our business of marketing research, we are frequently asked by our clients in business, government and industry to gather opinions from people such as yourself.  What happens is this.  An individual like yourself is chosen to sit down with several others and give ideas and opinions.  We are having a few of these sessions, and would be interested in having you participate.

The discussion will be on some communications materials that are being developed.

Your participation is voluntary, and everything you say will be kept confidential.  Thank you for your cooperation.

0)
Record gender:
	Male
	1
	Monitor quotas

	[image: image1.wmf]Female
	2
	


1)
First of all, do you or anyone else in your household work for . . . ?  (Read list) 

	
	No
	Yes
	If “yes” to any, thank and terminate

	A marketing research firm
	(    )
	(    )
	

	An advertising agency, graphic design firm or print production company
	(    )
	(    )
	

	A magazine or newspaper
	(    )
	(    )
	

	A radio or television station
	(    )
	(    )
	

	A public relations company
	(    )
	(    )
	

	A marketing company or department
	(    )
	(    )
	

	The federal or provincial government
	(    )
	(    )
	


2)
We would like to talk to people in different age groups.  Into which one of the following groups should I place you?  (Read List) 

	Under 18
	1
	
	Thank and terminate

	18 - 24
	2
	Qualifies for 18-34 Group

	25 - 34
	3
	

	35 - 44
	4
	Qualifies for 35-69 Group

	45 - 55
	5
	

	55 - 69
	6
	

	70 or over
	7
	
	Thank and terminate


3)
What is your current family status?

	Married/common-law
	1

	Single/separated/divorced/widowed
	2


4)
Do you have any children living with you at home?

	Yes
	1
	

	No
	2
	


5)
Which ethnic or cultural group do you most closely associate yourself with?

_________________________________________________________  (Monitor quotas)

6)
What is the highest level of education you have received?  (Do not read list) 

	Some high school or less
	1
	
	Thank and terminate

	Completed high school
	2
	
	

	Post-secondary technical training
	3
	
	

	Some college/university
	4
	
	

	Completed college/university
	5
	
	

	Post-graduate studies
	6
	
	


7a)
Are you currently in the paid labour force?

Yes
Is that …
Full-time
1



or
Ask Q.7b

Part-time
2

No

3

7b)
And what is your occupation -- that is, the type of work you do and the type of company you work for?

______________________________
______________________________


(Type of work)
(Type of company)

(Check against exclusions in Q.1)
8)
As I mentioned to you earlier, we are organizing some discussion groups among people like yourself.  Have you ever taken part in such discussion groups?

Yes
1

No
2
Go to Q. 10
9a)
And when was the last time you attended a discussion group?

6 months ago or less
1
Thank and terminate
OR more than 6 months ago
2

9b)
What topics have you ever discussed?


__________________________________________________________________________


(If related to advertising, thank and terminate)
10)
Sometimes participants in the discussion session are asked to write out their answers to a questionnaire, or read descriptions of ideas for various products or services.  Would you feel comfortable doing that?

Yes
1


No
2
Thank and terminate
Thank you.  We would like to invite you to participate in one of our group discussions.  Refreshments will be provided, and you will be paid $50 for your participation.  The discussion will last 2 hours, and will be held (give date/time/location, then go to “Name/Address”).

	City/Date:
	Location:
	Time:

	Toronto

Wed., Oct. 15 
	1. Face to Face

2323 Yonge Street

Suite 808
	18 – 34:   6:00– 8:00 P.M.   (    )

35 – 69:   8:00– 10:00 P.M.   (    )

	Montreal

Mon., Oct. 20
	Ad Hoc Research

1250 rue Guy

Bureau 900
	18 – 34:   6:00– 8:00 P.M.   (    )

35 – 69:   8:00– 10:00 P.M.   (    )

	Saskatoon

Wed., Oct. 22
	2. Norsask Consumer Interviewing Services Ltd.

220 3rd Avenue South

Suite 401 
	35 – 69:   6:00– 8:00 P.M.   (    )

18 – 34:   8:00– 10:00 P.M.   (    )

	Quebec City

Wed., Oct. 22
	Impact Recherche

801 Chemin St. Louis

Bureau 200
	35 – 69:   6:00– 8:00 P.M.   (    )

18 – 34:   8:00– 10:00 P.M.   (    )

	Vancouver

Thurs., Oct. 23
	3. Pollara

601 West Broadway

Suite 550 
	18 – 34:   6:00– 8:00 P.M.   (    )

35 – 69:   8:00– 10:00 P.M.   (    )

	Moncton

Mon., Oct. 27
	4. Corporate Research Associates Inc.

844 Main Street
	35 – 69 (F.):   6:00– 8:00 P.M.   (    )

18 – 34 (E):   8:00– 10:00 P.M.   (    )


“Name/Address” Section

Someone from our office will be calling you back to confirm these arrangements.  Could I please have your name and phone number where we can reach you during the evening and during the day?

Name:


Address:


Evening phone:

Work phone:


Thank you very much!

Recruited by:


Confirmed by:

Moderator’s Guide

1)
Introduction  (5 minutes)

a)
Introduce self, and explain purpose of research:  This research is being sponsored by the Government of Canada.  The Government of Canada is in the process of developing some communication materials aimed at the general public.  I am going to show you some ideas that have been developed.  Before deciding if they should go ahead with it, they would like to get some feedback from the public.  So the purpose of this research is to get your reactions to these ideas.

b)
Review group discussion procedures
--
Role of moderator

--
No right or wrong answers

--
Confidentiality:  names will not appear in reports

--
Audio-taping

--
One-way mirror and presence of observers

c)
Participant self-introductions:  first name, “sentence or two about what you’re up to these days”

2)
Discussion of Concept of Culture/Heritage  (10 minutes)

Note:  During this part of the group, the focus group participants will work with the questionnaire that they completed just prior to starting the group.

a) First, how did you define culture, that is what does the word culture mean to you?

b) How did you describe heritage, that is what does the word mean to you?

3)
Explain Campaign/Awareness of Department of Canadian Heritage  (5 minutes)
The specific department that has developed this communication program is the Department of Canadian Heritage.  What we are going to look at this evening is a 60 second video spot that may run in theatres or could be on television.  And this is just an example of what they could do if this were to go ahead.  In addition to the video, they would also run a number of print ads and so we will also look at some of them to give you an idea of what the entire campaign could look like.

Before we do all that, I would first like to ask you some questions about the Department of Canadian Heritage itself.

a)
Do vote:  How many of you had heard of the Department of Canadian Heritage before coming here tonight?

b)
Ask of those aware of Department of Canadian Heritage:

(
Where/how have you heard of Department of Canadian Heritage?

(
To the best of your knowledge, what does the Department of Canadian Heritage do?  What types of services does it provide or what types of programs is it involved with?

4)
Play Video  (10 minutes)
First of all, I am going to play the 60-second video.  Let me first explain a little about it.  This is not in final form.  In other words, they have taped the types of images that could appear in the final video for the purpose of this research so that you can get an idea of what the final video could look like.  They have also recorded a soundtrack that would similar to what they might use if they go ahead and produce this video.  

I am going to play the video twice because this is not a ‘test’ of what you can remember about the video.  What I’m interested in is your reaction to the video.  After you’ve seen it twice I will ask you to fill in a brief questionnaire about your impressions.

· Play video;  request no talking while people are watching the video    

· Pass out Questionnaire A and review questions with the group;  request no talking while people are completing the questionnaire

5)
Show Print Ads  (10 minutes)
As I mentioned earlier, in addition to video that will run in theatres, the Department of Canadian Heritage would also run some print ads.  On the wall here, you can see 6 examples of what they might be.  

I am going to give each of you 2 of these print ads and ask you to read through them and to give you an opportunity to have a closer look at them.  Then again I will ask you to fill in a brief questionnaire about your impressions of both of the ads.

· Pass out Print ads  SHOW PRINT ADS PER ROTATION
· Hand out Questionnaire B and review questions with the group

As before, I will ask you not to talk to one another while you are reading the ads or while you are completing the questionnaire because I want your individual reactions to these materials.  You will have an opportunity to hear the views of others and to express your opinions afterwards.

6)
Overall Campaign  (5 minutes)

I have one final very brief questionnaire for you to fill out.  Once you’ve done that, we will start discussing your opinions of the materials I showed you.

· Hand out Questionnaire C and review questions with the group

7)
Discussion of Overall Campaign  (15 minutes)

I will be asking you questions about your reactions to both the video and the print ads separately.  But first of all, I’m interested in your answers to Questionnaire C. 

a) Do votes on overall reaction to campaign (Q.1) and whether or not the campaign should go ahead (Q.2)  

b)
Start the discussion with those who were positive:

--
Why did you rate the campaign the way you did?

--
What is the main message of this campaign?  Did you have any problems figuring out the main message or point behind this campaign?  

Probe:  
What does this campaign say to you about the Department of Canadian Heritage?

Does this campaign get across that the Department of Canadian Heritage is involved in many areas of the lives of all Canadians?  Did you feel that any of the things you saw or read relate to you personally on a day-to-day basis?  Probe reasons why or why not

Does this campaign broaden your understanding of the Department of Canadian Heritage, and its programs and services?

--
Are any of these of any interest to you?

--
Does the Department and its programs and services seem to be accessible to people like yourself or not?  Do you feel that you can be a participant in the programs and services offered by the Department?

8)
Taglines  (25 minutes)

Before we discuss the print ads and the video in more detail, I would like to discuss another aspect of the campaign.  Both the video and the print ads we looked at had a signature line or tagline at the end, Creating Canada Together.  This is one of 3 taglines that the Department of Canadian Heritage is considering using for this campaign and possibly for other advertising materials aimed at the general public .  

On this questionnaire (Hand out Questionnaire D) you will see the 3 signature or taglines under consideration including Creating Canada Together.  Please fill in this questionnaire (Review questions) and then I would like to hear your views.

a) Do votes on taglines on overall preference (Q.1), second choice (Q.3) and not good enough (Q.5)

b) Use the voting pattern to decide order of discussion

c) For each tagline, among those who preferred it:

--
Why do you feel this tagline is better than the others?

--
What do you like about it?  

--
What, if any, impressions about the Department of Canadian Heritage do you get from this tagline?

d) For each tagline, among those who did not prefer it:

--
Among those who think the tagline is acceptable:  Ask the series of questions above, starting with “What do you like about it?”

--
Among those who feel the tagline is not acceptable:  why?

e) Areas to probe if they do not come up spontaneously during the discussion of the tagline that includes word(s):

--
In the context of this campaign, what does the word “together” mean to you?

--
What does the word “culture” mean to you in the context of this campaign?

--
In the context of this campaign, what does the word “creating” mean to you?
9)
Discussion of Print Ads  (20 minutes)

Now let’s talk about the print ads and your responses to Questionnaire B. 

a) Do votes on overall reaction to print ads (Q.5) and likelihood of reading (Q.1) 

b) Start the discussion with those who were positive:

--
What is the main message of these ads?  

Probe:  
Do they do a good job in getting across some of the activities or services of the Department of Canadian Heritage?

--
Are these ads personally relevant, that is can you relate to them or not?  Do these stories touch you in any way?  Are they interesting?

--
Was there anything unclear or confusing in any of these ads?

c) Reasons for ratings:  Why did you rate the ads the way you did?

Probe:  
Likes, dislikes/concerns

What do you think of the approach they have used in these ads, i.e., storytelling?

New learning

Suggestions for changes/improvements

What would get you to stop and read these ads?

d) Likelihood of contacting the 1-800# or going on the web;  why or why not;  which one(s) and why?

Probe:  
What type of information would you be looking for?

10)
Discussion of Video  (15 minutes)

Now, let’s talk about just the video and your responses to Questionnaire A. 

a) Do votes on overall reaction to video (Q.2)  

b) Start the discussion with those who were positive:

--
What were your thoughts and feelings as you were watching the video?

--
What is the main message?  What other messages were they trying to get across?

--
Was there anything unclear or confusing in this video?

--
Who do you think this video is intended for? 

c) Reasons for ratings:  Why did you rate the video the way you did?

Probe:  
Likes, dislikes/concerns

New learning

Suggestions for changes/improvements

d) Likelihood of contacting the 1-800# or going on the web;;  why or why not;  which one(s) and why?

Probe:  
What type of information would you be looking for?

Please take a few minutes now to complete this questionnaire before the discussion group starts

1)
What comes to mind when you hear the word culture?  What does culture mean to you personally?   (PLEASE BE AS DETAILED AS POSSIBLE IN YOUR ANSWER)


___________________________________________________________________


___________________________________________________________________

2)
What comes to mind when you hear the word heritage?  What does heritage mean to you personally?   (PLEASE BE AS DETAILED AS POSSIBLE IN YOUR ANSWER)


___________________________________________________________________


___________________________________________________________________


___________________________________________________________________

Thank you for answering these questions.

QUESTIONNAIRE A
1)
What were your thoughts and feelings as you were watching this video?


___________________________________________________________________

2)
Overall, would you say this video is….?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Terrible


3)
What is the main message of this video?


___________________________________________________________________

4)
Please describe below anything in particular you liked about this video.


___________________________________________________________________

5)
Please describe below anything in particular you disliked about this video, or found hard to understand or hard to believe.


___________________________________________________________________

6)
Please write down anything new that you learned from this video. 


___________________________________________________________________

7)
Based on this video, how likely would you be to do either of the following?  (Please circle one number beside each)

	
	Yes, likely to
	No, not
likely to

	Call the 1-800 #
	1
	2

	Check the web site
	1
	2


QUESTIONNAIRE B
1)
How likely would you be to stop and look at these ads in a magazine or newspaper?  (Please circle one number below)

	1
	Definitely would not 

	2
	Probably would not 

	3
	Probably would 

	4
	Definitely would 


2)
What is the main message of these ads?


___________________________________________________________________

3)
Please describe below anything in particular you liked about these ads.


___________________________________________________________________

4)
Please describe below anything in particular you disliked about these ads, or found hard to understand or hard to believe.


___________________________________________________________________

5)
Overall, would you say these ads are….?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Terrible


6)
Please write down anything new that you learned from these ads. 


___________________________________________________________________

7)
Based on these ads, how likely would you be to do either of the following?  (Please circle one number beside each)

	
	Yes, likely to
	No, not
likely to

	Call the 1-800 #
	1
	2

	Check the web site
	1
	2


QUESTIONNAIRE C
1)
Now that you have seen the campaign, overall, would you say this campaign is….?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Terrible


2)
Taking everything into consideration, do you think the Department of Canadian Heritage should go ahead with this campaign, or not go ahead with it?  (Please circle one number below)

	1
	Yes, go ahead

	2
	No, do not go ahead


3)
In your opinion, what is the main message of this campaign?


___________________________________________________________________

QUESTIONNAIRE D
1)
In your opinion, which one of the 3 taglines best fits this campaign?  (Please circle one number below)

	1
	Creating Canada Together

	2
	Creating Canada’s Culture Together 

	3
	Creating Canadian Culture Together 


2)
Please write down your reasons for choosing this tagline as the one that best fits this campaign.


___________________________________________________________________

3)
Which tagline would be your second choice?  (Please circle one number below)

	1
	Creating Canada Together

	2
	Creating Canada’s Culture Together 

	3
	Creating Canadian Culture Together 


4)
Regardless of which taglines you chose, do you think they are all acceptable for this campaign or are there any that you think should not be used for this campaign?  (Please circle one number below)

	1
	Yes, all acceptable

	2
	No, not all acceptable 


5)
(If no, not all acceptable)  In your opinion, which one or ones are not acceptable for this campaign?  (Please circle the numbers beside as many as apply)

	1
	Creating Canada Together

	2
	Creating Canada’s Culture Together 

	3
	Creating Canadian Culture Together 

	4
	None of them



FRENCH STUDY MATERIALS

QUESTIONNAIRE DE SÉLECTION POUR LE GROUPE DE DISCUSSION SUR LA STRATÉGIE GLOBALE

Bonjour, je m’appelle __________________ de R.I.S. Christie, une compagnie indépendante d’études de marché. Nous menons présentement un projet de recherche pour le Gouvernement du Canada avec des personnes âgées de 18 à 69 ans. Dans notre entreprise d'études de marché, nos clients du monde des affaires, du gouvernement et de l'industrie nous demandent souvent de sonder l'opinion de gens comme vous.  Voici comment nous procédons. Une personne telle que vous-même est choisie pour se réunir avec plusieurs autres et faire part de ses idées et opinions. Nous planifions plusieurs de ces sessions et aimerions vous inviter à y participer.

La discussion portera sur certains documents de communication présentement en cours d'élaboration.

Votre participation est volontaire et tout ce que vous direz restera strictement confidentiel.  Merci pour votre coopération.

0)
Inscrivez le sexe :
	Homme
	1
	Surveillez les quotas

	Femme
	2
	


1)
Tout d'abord, est-ce que vous ou quelqu'un de votre foyer travaille pour... ? (Lisez la liste) 

	
	Non
	Oui
	Si « oui », remerciez et terminez. 

	Une firme d'études de marché 
	(    )
	(    )
	

	Une agence de publicité, de conception graphique ou d'imprimerie 
	(    )
	(    )
	

	Une revue ou un journal 
	(    )
	(    )
	

	Une station de radio ou de télévision
	(    )
	(    )
	

	Une compagnie de relations publiques
	(    )
	(    )
	

	Une compagnie ou un département de marketing 
	(    )
	(    )
	

	Le gouvernement fédéral ou provincial 
	(    )
	(    )
	


2)
Nous aimerions parler à des gens de différents groupes d'âge. Dans quel groupe d’âge devrais-je vous placer ?  (Lisez la liste) 

	Moins de 18
	1
	
	Remerciez et terminez

	18 à 24
	2
	Se qualifie pour le groupe 18-34

	25 à 34
	3
	

	35 à 44
	4
	Se qualifie pour le groupe 35-69

	45 à 55
	5
	

	55 à 69
	6
	

	70 ou plus
	7
	
	Remerciez et terminez


3)
Quel est votre état civil actuel ?

	Marié / union de fait
	1

	Célibataire/séparé/divorcé/veuf(veuve)
	2


4)
Avez-vous des enfants qui habitent à la maison avec vous ?

	Oui
	1
	

	Non
	2
	


5)
À quel groupe ethnique ou culturel appartenez-vous ?

_______________________________________________________  (Surveillez les quotas)

6) Quel est le plus haut niveau de scolarité que vous avez atteint ?  (Ne lisez pas la liste)

	Études secondaires partielles 
	1
	
	Remerciez et terminez

	Études secondaires complétées
	2
	
	

	Formation technique post-secondaire
	3
	
	

	Études collégiales/universitaires partielles 
	4
	
	

	Études collégiales/universitaires complétées
	5
	
	

	Études universitaires supérieures
	6
	
	


7a)
Avez-vous présentement un emploi rémunéré?

Oui
Est-ce un emploi…
à temps plein
1




ou



Posez Q.7b


à temps partiel
2

Non

3

7b)
Et quelle est votre occupation, c'est-à-dire le type de travail que vous faites et le type de compagnie pour laquelle vous travaillez ? 

______________________________
______________________________


(Type de travail)
(Type de compagnie)

(Vérifiez les exclusions de Q.1)
8)
Comme je vous l'ai mentionné plus tôt, nous mettons sur pied présentement des groupes de discussion composés de gens comme vous. Avez-vous déjà participé à un groupe de discussion ?

Oui
1

Non
2
Passez à Q. 10
9a)
Et à quand remonte votre dernière participation à un groupe de discussion ? 

 À 6 mois ou moins
1
Remerciez et terminez
OU à plus de 6 mois
2

9b)
De quels sujets avez-vous déjà discuté ?


__________________________________________________________________________


(Si relié à la publicité, remerciez et terminez.)
10)
Parfois, les participants à une session de discussion doivent répondre par écrit à un questionnaire ou lire des descriptions d'idées pour divers produits ou services. Seriez-vous à l'aise pour faire cela ?

Oui
1


Non
2
Remerciez et terminez
Merci. Nous aimerions vous inviter à participer à l’un de nos groupes de discussion. Des breuvages seront servis et vous recevrez 50 $ pour votre participation. La discussion durera 2 heures et aura lieu (donnez la date, l'heure et l'emplacement; passez ensuite à la section « Nom/Adresse ».)

	Ville/Date :
	Emplacement :
	Heure :

	Toronto

Mer., 15 oct. 
	5. Face to Face

2323 Yonge Street

Suite 808
	18 – 34 :  de 18 h à 20 h   (    )

35 – 69 :  de 20 h à 22 h    (    )

	Montréal

Lun., 20 oct..
	Ad Hoc Research

1250 rue Guy

Bureau 900
	18 – 34:   de 18 h à 20 h   (    )

35 – 69:   de 20 h à 22 h    (    )

	Saskatoon

Mer., 22 oct..
	6. Norsask Consumer Interviewing Services Ltd.

220 3rd Avenue South

Suite 401 
	35 – 69:   de 18 h à 20 h    (    )

18 – 34:   de 20 h à 22 h    (    )

	Québec

Mer., 22 oct
	Impact Recherche

801 Chemin St. Louis

Bureau 200
	35 – 69:   de 18 h à 20 h    (    )

18 – 34:   de 20 h à 22 h    (    )

	Vancouver

Jeu., 23 oct
	7. Pollara

601 West Broadway

Suite 550 
	18 – 34:   de 18 h à 20 h   (    )

35 – 69:   de 20 h à 22 h    (    )

	Moncton

Lun., 27 oct.
	8. Corporate Research Associates Inc.

844 Main Street
	35 – 69 (F.):   de 18 h à 20 h    (    )

18 – 34 (A.):   de 20 h à 22 h    (    )


Section « Nom / Adresse » 

Quelqu'un de notre bureau recommuniquera avec vous pour confirmer ces arrangements. Pourrais-je avoir votre nom et votre numéro de téléphone de jour et de soir ? 

Nom :


Adresse :


Tél. le soir :

Tél. au bureau :


Merci beaucoup !

Recruté par :


Confirmé par :

Guide du modérateur

1)
Introduction  (5 minutes)

a)
Présentez-vous et présentez le but de la recherche :  Ce projet de recherche est parrainé par le gouvernement du Canada.  Ce dernier élabore présentement certains documents de communication ciblant le grand public.  Je vais vous montrer quelques concepts qui ont été élaborés.  Avant de décider de l’adopter, le gouvernement aimerait connaître les commentaires du public.  Donc, le but de ce projet de recherche est de connaître vos réactions à ces concepts.

b)
Revue des modalités de ce groupe de discussion.
--
Rôle du modérateur

--
Pas de bonnes ou de mauvaises réponses

--
Confidentialité : les noms n’apparaîtront pas dans les rapports

--
Enregistrement audio

--
Présence d'observateurs et miroir sans tain

c)
Demandez aux participants de se présenter eux-mêmes : prénom, « une phrase ou deux sur ce que vous faites ces jours-ci » 

2)
Discussion du concept de Culture/Patrimoine (10 minutes)

Note :  Durant cette partie du groupe de discussion, les participants travailleront avec le questionnaire qu’ils auront rempli avant de commencer la discussion de groupe.

c) Tout d’abord, comment avez-vous défini culture, c’est-à-dire qu’est-ce que ce mot signifie pour vous ?

d) Comment avez-vous décrit patrimoine, c’est-à-dire qu’est-ce que ce mot signifie pour vous ?

3) Expliquez la Campagne / Sensibilisation du ministère du Patrimoine canadien (5 minutes) 
Le ministère du Patrimoine canadien a élaboré cette campagne de communication.  Nous allons visionner ce soir une vidéo de 60 secondes qui pourrait être diffusée dans les cinémas ou à la télévision.  Ce n’est qu’un exemple de ce que le ministère pourrait faire s’il décidait d’aller de l’avant avec ce projet de campagne de sensibilisation. En plus de la vidéo, il publierait également plusieurs publicités imprimées. Nous examinerons certaines d’entre elles pour vous donner une idée de l’ensemble de la campagne.

Avant de faire ceci, j’aimerais vous poser quelques questions au sujet du ministère du Patrimoine canadien.

a)
Prenez un vote : Combien d’entre vous aviez entendu parler du ministère du Patrimoine canadien avant de venir ici ce soir ?

b)
Demandez à tous ceux qui connaissent le ministère du Patrimoine canadien :

(
Où / Comment avez-vous entendu parler du ministère du Patrimoine canadien ?

(
À votre connaissance, que fait le ministère du Patrimoine canadien ?  Quels types de services offre-t-il ou à quels types de programmes participe-t-il ?

4)
Faites jouer la vidéo  (10 minutes)
Tout d’abord, je vais faire jouer la vidéo de 60 secondes.  Laissez-moi tout d’abord expliquer un peu ce dont il s’agit.  Cette vidéo n’est pas la version finale.  En d’autres mots, pour ce projet de recherche, le ministère a enregistré une série d’images qui pourraient se retrouver dans la version finale. Le but ici est de vous donner un aperçu.  Il a également enregistré une trame sonore qui ressemble à ce qu’il pourrait utiliser s’il produisait cette vidéo.

Je vais faire jouer la vidéo deux fois parce que ce n'est pas un « test » de ce que vous pouvez retenir de la vidéo.  Je suis intéressé à connaître votre opinion.  Après l’avoir visionnée deux fois, je vous demanderai de répondre à un bref questionnaire pour connaître vos impressions.

· Faites jouer la vidéo; demandez aux participants de ne pas parler pendant le visionnement.    

· Distribuez le Questionnaire A et lisez les questions avec le groupe; demandez aux participants de ne pas parler pendant qu’ils répondent au questionnaire.

5)
Montrez les publicités imprimées (10 minutes) 
Comme je l’ai mentionné plus tôt, en plus de la vidéo qui sera diffusée dans les cinémas, le ministère du Patrimoine canadien ferait également publier quelques publicités imprimées.  Sur le mur ici, vous pouvez voir 6 exemples de ces publicités.

Je vais remettre à chacun et chacune d’entre vous deux de ces publicités imprimées et vous aurez ainsi la chance de les examiner de plus près.  Ensuite, je vous demanderai de répondre encore une fois à un court questionnaire pour connaître vos impressions.

· Distribuez les publicités imprimées.  PRÉSENTEZ LES MESSAGES PUBLICITAIRES À TOUR DE RÔLE
· Remettez le Questionnaire B et lisez les questions avec le groupe   

Comme auparavant, je vous demanderais de ne pas parler entre vous pendant que vous lisez les publicités imprimées ou que vous répondez au questionnaire, parce que je veux connaître vos réactions personnelles face à ces publicités.  Vous aurez la chance d’entendre les commentaires des autres répondants et d’exprimer vos opinions par la suite.

6)
Campagne globale  (5 minutes)

J’ai un dernier court questionnaire auquel vous devez répondre.  Une fois que vous aurez terminé, vous pourrez exprimer vos opinions sur les publicités que je vous ai montrés.

· Distribuez le Questionnaire C et lisez les questions avec le groupe.

7)
Discussion de la campagne globale (15 minutes)

Je vous poserai des questions sur vos réactions à la vidéo et aux publicités imprimées séparément.  Tout d’abord, j’aimerais connaître vos réponses au Questionnaire C.

b) Prenez un vote sur la réaction globale à la campagne (Q.1) et si la campagne devrait aller de l’avant ou non (Q.2).

b)
Commencez la discussion par les réactions positives :

--
Pourquoi avez-vous évalué la campagne comme vous l’avez fait ?

--
Quel est le message principal de cette campagne ?  Avez-vous eu des problèmes à déterminer quel est le message principal de cette campagne ?

Demandez :  
Qu’est-ce que la campagne vous apprend au sujet du ministère du Patrimoine canadien ?

Est-ce que cette campagne communique le fait que le ministère du Patrimoine canadien joue un rôle dans plusieurs domaines de la vie de tous les Canadiens et Canadiennes ?  Étiez-vous d’avis que les choses que vous avez vues ou lues se rapportaient à vous personnellement dans votre vie de tous les jours ?  Demandez pourquoi ou pourquoi pas

Est-ce que cette campagne permet d’approfondir votre compréhension du ministère du Patrimoine canadien et de ses programmes et services ?

--
Est-ce que certains de ces programmes et services vous intéressent ?

--
Est-ce que le Ministère et ses programmes et services semblent être accessibles à des personnes comme vous ou non ?  Croyez-vous que vous pouvez être un(e) participant(e) aux programmes et  les services offerts par le Ministère s’adressent à vous ? 

8)
Slogans  (25 minutes)

Avant de discuter des publicités imprimées et de la vidéo plus en détail, j’aimerais aborder un autre aspect de la campagne.   La vidéo et les publicités imprimées que nous avons examinées avaient une signature ou un slogan à la fin, Créer le Canada ensemble.  C’est l’un des 3 slogans que le ministère du Patrimoine canadien songe à utiliser pour sa campagne et, peut-être, pour d’autres outils de promotion auprès du public.

Sur ce questionnaire (distribuez le Questionnaire D), vous verrez les 3 types de signature ou slogans à l’étude, incluant Créer le Canada ensemble.  Veuillez répondre à ce questionnaire (lisez les questions). Par la suite, j’aimerais connaître votre point de vue.

f) Votez pour les slogans de votre choix. Le premier choix (Q.1), le deuxième choix (Q.3) et déterminez les slogans jugés non acceptables (Q.5)

g) Déterminez le déroulement de  la discussion à partir des réponses fournies par les participants.

h) Pour chaque slogan, pour ceux et celles qui l’ont préféré :

--
Pourquoi pensez-vous que ce slogan est meilleur que les autres ?

--
Qu’est-ce qui vous plaît de ce slogan ?

--
Quelles perceptions, s’il y a lieu, avez-vous du ministère du Patrimoine canadien en lisant ce slogan ?

i) Pour chaque slogan, pour ceux et celles qui ne l’ont pas aimé :

--
Parmi ceux qui pensent que le slogan est acceptable :  Posez la série de questions ci-dessus, en commençant par « Qu’est-ce qui vous plaît de ce slogan ? »

--
Parmi ceux qui croient que le slogan n’est pas acceptable :  pourquoi ?

j) Questions à soulever s’ils ne l’ont pas fait spontanément lors de la discussion du slogan qui inclut le(les) mot(s) suivants :

--
Dans le contexte de cette campagne, qu’est-ce que le mot « ensemble » signifie pour vous ?

--
Qu’est-ce que le mot « culture » signifie pour vous dans le contexte de cette campagne ?

--
Dans le contexte de cette campagne, qu’est-ce que le mot « créer» signifie pour vous ?

Seulement avec les groupes francophones:

Il y a une variante pour chacun de ces slogans. (Présentez les panneaux avec la variante.)  Les slogans commenceraient par le mot Créons au lieu deCréer.  Lequel de ces slogans, dans le cadre de cette campagne,conviendrait le mieux, ou croyez-vous que les deux versions reviennent au même?

Demandez :  
Si vous avez une préférence : Quelle est votre slogan préféré et pourquoi?
Si les deux, selon vous,  reviennent au même :  Pourquoi, selonvous, les deux reviennent au même?

9)
Discussion sur les publicités imprimées  (20 minutes)

Discutons maintenant des publicités imprimées et de vos réponses au Questionnaire B. 

e) Quelle est votre réaction générale face à ces publicités imprimées (Q.5) et quelle est, d’après vous, la probabilité qu’elles seront lues (Q.1) 

f) Commencez la discussion par les réactions positives :

--
Quel est le message principal que vous retenez de ces publicités?

Demandez :  
Ont-ils bien communiqué certaines des activités ou certains des services du ministère du Patrimoine canadien ?

--
Ces publicités imprimées sont-elles pertinentes pour vous, c’est-à-dire, pouvez-vous vous  y identifier ou non ?  Ces histoires vous touchent-elles d’une manière quelconque ?  Sont-elles intéressantes ?

--
Y avait-il quelque chose qui n’était pas clair ou qui portait à confusion dans l’une ou l’autre de ces publicités imprimées?

g) Raisons pour les évaluations : Pourquoi avez-vous évalué les messages publicitaires comme vous l’avez fait?

Demandez :  
Ce que les répondants aiment ou n’aiment pas et leurs sujets de préoccupation.

Que pensez-vous de l’approche utilisée dans ces publicités imprimées, c.-à-d., la manière de les présenter ?

Les nouvelles choses apprises

Suggestions de changements / améliorations

Qu’est-ce qui vous ferait lire ces publicités imprimées?

h) Probabilité de composer le numéro 1 800 ou de consulter le site Web; pourquoi ou pourquoi pas; lequel (lesquels) et pourquoi ?

Demandez :  
Quel type de renseignement chercheriez-vous ?

10)
Discussion sur la vidéo  (15 minutes)

Discutons maintenant de la vidéo seulement et de vos réponses au Questionnaire A.

e) Quelle est votre opinion générale de la vidéo (Q.2)  

f) Commencez la discussion par les réactions positives :

--
Que ressentiez-vous et à quoi pensiez-vous pendant que vous regardiez la vidéo ?

--
Quel est le message principal ?  Quels autres messages tentaient-ils de communiquer ?

--
Y avait-il quelque chose qui n’était pas clair ou qui portait à confusion ?

--
À votre avis, cette vidéo s’adressait à qui au juste ? 

Raisons pour les évaluations : Pourquoi avez-vous évalué la vidéo comme vous l’avez fait ?

Demandez :  
Ce que les répondants aiment ou n’aiment pas et leurs sujets de préoccupation

Les nouvelles choses apprises

Suggestions de changements / améliorations

i) Probabilité de composer le numéro 1 800 ou de consulter le site Web; pourquoi ou pourquoi pas; lequel (lesquels) et pourquoi ?

Demandez :  
Quel type de renseignement chercheriez-vous ?

Veuillez prendre quelques instants pour réponde à ce questionnaire avant le début du groupe de discussion 
1)
Qu’est-ce qui vous vient à l’esprit lorsque vous ententez le mot culture ?  Qu’est-ce que culture signifie pour vous, personnellement ?   (VEUILLEZ DONNER LE PLUS DE DÉTAILS POSSIBLE DANS VORE RÉPONSE)

___________________________________________________________________


___________________________________________________________________

2)
Qu’est-ce qui vous vient à l’esprit lorsque vous ententez le mot patrimoine ?  Qu’est-ce que patrimoine signifie pour vous, personnellement ?   (VEUILLEZ DONNER LE PLUS DE DÉTAILS POSSIBLE DANS VORE RÉPONSE)

___________________________________________________________________


___________________________________________________________________


___________________________________________________________________

Merci d’avoir répondu à ces questions.

QUESTIONNAIRE A
1)
À quoi pensiez-vous et que ressentiez-vous lorsque vous regardiez cette vidéo ?


___________________________________________________________________

2)
En général, diriez-vous que cette vidéo est….?  (Veuillez encercler un chiffre ci-dessous) 
	1
	Excellente

	2
	Bonne

	3
	Ni bonne ni mauvaise

	4
	Pas très bonne

	5
	Mauvaise


3)
Quel est le principal message de cette vidéo ?


___________________________________________________________________

4)
Veuillez décrire ci-dessous tout ce qui vous a particulièrement plu dans cette vidéo. 

___________________________________________________________________

5)
Veuillez décrire ci-dessous tout ce qui vous a particulièrement déplu dans cette vidéo ou tout ce que vous avez trouvé difficile à comprendre ou à croire. 

___________________________________________________________________

6)
Veuillez écrire tout ce que vous avez appris de nouveau dans cette vidéo. 


___________________________________________________________________

7)
Après avoir visionné cette vidéo, seriez-vous enclin à faire l’une ou l’autre des choses suivantes ?  (Veuillez encercler un chiffre à côté de chacun).

	
	Oui
	Non

	Composer le numéro 1 800
	1
	2

	Consulter le site Web
	1
	2


QUESTIONNAIRE B
1)
Dans quelle mesure seriez-vous porté à lire ces publicités dans une revue ou un journal ?  (Veuillez encercler un chiffre ci-dessous) 

	1
	Je ne le ferais certainement pas 

	2
	Je ne le ferais probablement pas

	3
	Je le ferais probablement

	4
	Je le ferais certainement


2)
Quel est le principal message de ces publicités? 

___________________________________________________________________

3)
Veuillez décrire ci-dessous tout ce qui vous a particulièrement plu dans ces publicités.


___________________________________________________________________

4)
Veuillez décrire ci-dessous tout ce qui vous a particulièrement déplu dans ces publicités ou tout ce que vous avez trouvé difficile à comprendre ou à croire.


___________________________________________________________________

5)
En général, diriez-vous que ces publicités sont ….?  (Veuillez encercler un chiffre ci-dessous)

	1
	Excellentes

	2
	Bonnes

	3
	Ni bonnes ni mauvaises

	4
	Pas très bonnes

	5
	Mauvaises


6)
Veuillez écrire tout ce que vous avez appris de nouveau dans ces publicités. 

___________________________________________________________________

7)
Après avoir visionné cette vidéo, seriez-vous enclin à faire l’une ou l’autre des choses suivantes ?  (Veuillez encercler un chiffre à côté de chacun) 

	
	Oui
	Non

	Composer le numéro 1 800
	1
	2

	Consulter le site Web
	1
	2


QUESTIONNAIRE C
1)
Maintenant que vous avez pris connaissance de la campagne, en général, diriez-vous que cette campagne est ….?  (Veuillez encercler un chiffre ci-dessous)

	1
	Excellente

	2
	Bonne

	3
	Ni bonne ni mauvaise

	4
	Pas très bonne

	5
	Mauvaise


2)
Tout bien considéré, pensez-vous que le ministère du Patrimoine canadien devrait oui ou non aller de l’avant avec cette campagne ?  (Veuillez encercler un chiffre ci-dessous)

	1
	Oui, aller de l’avant

	2
	Non, ne pas aller de l’avant


3)
Selon vous, quel est le principal message de cette campagne ? 

___________________________________________________________________

QUESTIONNAIRE D
1)
À votre avis, lequel des 3 slogans convient le mieux à cette campagne ?  (Veuillez encercler un chiffre ci-dessous)

	1
	Créer le Canada ensemble

	2
	Créer la culture du Canada ensemble

	3
	Créer la culture canadienne ensemble


2)
Veuillez écrire les raisons pourquoi vous avez choisi ce slogan comme étant celui qui convient le mieux à cette campagne.


___________________________________________________________________

3)
Quel slogan serait votre deuxième choix ?  (Veuillez encercler un chiffre ci-dessous) 

	1
	Créer le Canada ensemble

	2
	Créer la culture du Canada ensemble

	3
	Créer la culture canadienne ensemble


4)
Peu importe les slogans que vous avez choisi, pensez-vous qu’ils sont tous acceptables pour cette campagne ou y en a-t-il qui, à votre avis, ne devraient pas être utilisés ? (Veuillez encercler un chiffre ci-dessous) 

	1
	Oui, tous acceptables

	2
	Non, pas tous acceptables


5)
(Si « non », pas tous acceptables)  À votre avis, lequel ou lesquels ne sont pas acceptables pour cette campagne ? (Veuillez encercler le(s) chiffre(s) correspondant(s) ci-dessous).  
	1
	Créer le Canada ensemble

	2
	Créer la culture du Canada ensemble

	3
	Créer la culture canadienne ensemble

	4
	Aucun d’entre eux



APPENDIX 2:

STUDY MATERIALS FOR

INTERNAL/EMPLOYEE GROUPS


ENGLISH STUDY MATERIALS

RECRUITING/INVITATION QUESTIONNAIRE

	NAME 
	

	TEL. #:
	

	LIST:
	Montréal Non-Management  (    )       Montréal Management  (    )
Ottawa Non-Management E  (    )     Ottawa Management E  (    )
Ottawa Non-Management F  (    )     Ottawa Management F  (    )
Vancouver Non-Management  (    )     Vancouver Management(    )

	GENDER::
	Female  (    )    Male  (    )    

	AGE:
	GI  (    )    Baby Boomer  (    )    X  (    )    Nexus  (    )    

	AREA:  (Ottawa only)
	Citizenship & Heritage  (    )

Cultural Affairs  (    )

Corporate Secretariat  (    )
HR & Workplace Management  (    )

Intern’l & Intergovt’l Aff.  (    )

Ombudsman  (    )
Planning & Corp. Aff. (    )

Portfolio Affairs  (    )
Public Aff. & Comm.  (    )

Strategic Policy & Research

	E-MAIL ADDRESS:
	_________________________@pch.gc.ca


Hello.  I’m __________________________ of R.I.S.Christie.  On behalf of the Department of Canadian Heritage, we have been asked to convene a number of focus groups across the country with employees of the Department.  

A number of employees have been selected randomly from the total list of Canadian Heritage employees.  Let me tell you a little bit about what these sessions would be about to see if you could participate.

The purpose of these focus group sessions is to get input from employees on two important communication initiatives the Department has undertaken intended to better communicate internally and externally what it is that the Department does.

PCH has contracted with Sage Research Corporation and R.I.S. Christie to undertake this research on their behalf.  The role of Sage Research and R.I.S. Christie are to act as neutral third parties in the collection and analysis of the data and to ensure confidentiality to each of the approximately 62 employees in the National Capital Region, Vancouver and Montreal who are being asked to participate in this process. 

We would very much like you to participate in these focus group sessions.  let me explain a little bit about what we will be asking each participant to do.


	
	
	

	
	
	



	
	
	

	
	
	


The focus group will last (hours) and is scheduled to be held (date and time).  There is no advance preparation or follow-up commitment required other than your participation in the group during that particular day.  However, it will be necessary for each participant to be able to attend the entire session, that is from (time) and to turn off cell phones during this time period.  The session will be held on-site in (location).

	LOCATION/GROUP
	LENGTH
	DATE & TIME
	LOCATION

	Vancouver (Non-Management)
	2½ hours
	Friday, Oct. 24,  9:30 – 12:00
	300 West Georgia St. Room 202 (small boardroom)

	Vancouver (Management)
	2 hours
	Friday, Oct. 24,  1:00 – 3:00
	

	Ottawa (Non-Management, E)
	2½ hours
	Thursday, Oct. 30,  9:30 – 12:00
	15 Eddy Street

12th Floor, Room 12G3

	Ottawa (Management, E)
	2½ hours
	Thursday, Oct. 30,  1:00 – 3:00
	

	Ottawa (Non-Management, F)
	2½ hours
	Friday, Oct. 31,  9:30 – 12:00
	

	Ottawa (Management, F)
	2½ hours
	Friday, Oct. 31,  1:00 – 3:00
	

	Montréal (Non-Management)
	2½ hours
	Tuesday, Nov. 4,  9:30 – 12:00
	Guy-Favreau Complex

200 Rene-Levesque Blvd.

West Tower, 6th Floor

Patrimonie I and II 

	Montréal (Management)
	2 hours
	Tuesday, Nov. 4,  1:00 – 3:00
	


Will you be able to participate?

	Yes
	1
	SAY:  We will e-mail you a confirmation of these details;  CONFIRM E-MAIL ADDRESS

	No
	2
	THANK AND TERMINATE


IF RESPONDENT ASKS FOR MORE DETAILS RE WHAT RESEARCH IS ABOUT REFER TO FOLLOWING:

	For Ottawa:
	Glen Furgeson
	994-5712

	For Vancouver or Montreal:
	Brian Carey
	(819) 994-9476


In the event you run into a conflict or find that you cannot make the focus group, please contact us as soon as possible at 1-800-277-7530 and ask for Janet Shaw.

August 17, 2005
Dear

RE:  CANADIAN HERITAGE INTERNAL FOCUS GROUPS

As we discussed on the phone, a number of employees have been selected randomly from the total list of Canadian Heritage employees to participate in a series of focus group discussions.  

The purpose of these focus group sessions is to get input from employees on two important communication initiatives the Department has undertaken intended to better communicate internally and externally what it is that the Department does.

The Department of Canadian Heritage has contracted with Sage Research Corporation and R.I.S. Christie to undertake this research on their behalf.  The role of Sage Research and R.I.S. Christie are to act as neutral third parties in the collection and analysis of the data and to ensure confidentiality to each of the approximately 62 employees in the National Capital Region, Vancouver and Montreal who are being asked to participate in this process. 

Thank you for agreeing to participate in one these focus group sessions.  As we indicated, there is no advance preparation or follow-up commitment required from you other than your attendance at the group discussion.  However, it will be necessary for you to be able to attend the entire session and to turn off cell phones during the meeting.

The details for the focus group session are as follows:

	Date:
	

	Time:
	

	Location:
	


Please arrive about 5 minutes before the start of the meeting so we can be sure to start and to end the focus group on time.

In the event you run into a conflict or find that you cannot make the focus group, please contact us as soon as possible at 1-800-277-7530.

For more information about the focus group itself, please contact:

	For Ottawa:
	Glen Furgeson
	994-5712

	For Vancouver or Montreal:
	Brian Carey
	(819) 994-9476


Sincerely,

Janet Shaw

Project Manager

Moderator’s Guide

1)
Introduction  (5 minutes)

a) Introduce self, and explain purpose of research:

The Department has undertaken two important communication initiatives.  One of these initiatives is internal, as part of the overall strategic framework for the Department.  The other is an external communication plan, aimed at the general public.  Both of these are intended to communicate, in their own ways, what the Department of Canadian Heritage is, what it does and what it stands for.

The purpose of these series of group discussions is to get your reactions to these communication ideas.

b)
Review group discussion procedures
--
Role of moderator

--
No right or wrong answers

--
Confidentiality:  names will not appear in reports

--
Audio-taping

--
Presence of observer

c)
Participant self-introductions:  first name, how long at Canadian Heritage, area work in

2)
Introduction and Review of Raison d’être Statements
Many large organizations, both in the private and public sector want to make clear statements about themselves, in terms of what they are, their objectives, where they are heading as an organization, and so on.  These types of ideas are often captured in mission statements and in strategic objectives.  Beyond these, organizations often try to develop a simple statement that captures all these elements about themselves.  Several examples of this are:

--
DFAIT:  “To promote Canadian security, prosperity and values abroad”

--
3M:  “To solve unsolved problems innovatively”

--
Walt Disney:  “To make people happy”
What we are going to do is look at some ideas that have been developed to do the same for this Department.  There are 4 ideas or raison d’être statements that have been developed that we will look at in a number of ways.  As stated, each of these is intended to capture what you are and what you do as a Department, as well as where the Department is heading in the future.

If the Department goes ahead with any of these statements, it may be used in all internal departmental communications.  It may also be used in communications with external groups you deal with such as NGOs, other groups or individuals or inter-governmental communication.

· Pass out Questionnaire A and review questions with the group;  request no talking while people are completing the questionnaire

3)
Discussion of Raison d’être Statements
a)
Do votes on overall preference (Q.1), second choice (Q.3) and not good enough (Q.5)

b)
Use the voting pattern to decide order of discussion

c)
For each statement, among those who preferred it:

--
Why do you feel this raison d’être statement is better than the others?

Probe:  
Do you find it personally inspirational in any way?  Reasons why or why not

Would you feel proud in describing your work here in terms of this raison d’être statement to family or friends?  Reasons why or why not

In your opinion, would this raison d’être statement be greeted with enthusiasm or cynicism by people in the Department?  Reasons why for either

--
What does it tell you about the Department today?  What does it communicate about the future?

Probe:  
Does it truly reflect what the Department is all about today?  Do you see the scope of the Department’s activities reflected here?  

Do you see your area or the programs you’re involved with reflected or covered in this statement?

Does it sound authentic or merely words that sound nice on paper?

Do think it will be as valid 10 years from now as it is today?

Does it help you think about the long-term possibilities and the range of activities the Department can consider beyond what it is and does today?

--
What do you see as its strengths for the Department or things you particularly like about it?  

--
What if any thing do you see as a weakness or that you disliked about it?  

d)
For each raison d’être statement, among those who did not prefer it:

--
Among those who think the raison d’être statement is acceptable:  Ask the series of questions above, starting with “What does this raison d’être statement tell you about the Department today?  What does it communicate about the future?  (Follow up with relevant probes as above)

--
What do you see as its strengths for the Department or things you liked about it?  

--
What do you see as its weaknesses or that you disliked about it?  

--
Among those who think the raison d’être statement is not acceptable:  why?

4)
Explain External Campaign/Play Video
I’m going to show you the communication program for the general public and get your reaction to it.  If it goes ahead to any extent, it may consist of :

--
a 60 second video spot that may run in theatres or could be on television

--
a number of print ads

First of all, I am going to play the 60-second video.  Let me first explain a little about it.  This is not in final form.  In other words, they have taped the types of images that could appear in the final video for the purpose of this research so that you can get an idea of what the final video could look like.  They have also recorded a soundtrack that would similar to what they might use if they go ahead and produce this video.  

I am going to play the video twice because this is not a ‘test’ of what you can remember about the video.  What I’m interested in is your reaction to the video.  After you’ve seen it twice I will ask you to fill in a brief questionnaire about your impressions.

· Play video;  request no talking while people are watching the video    

· Pass out Questionnaire B and review questions with the group;  request no talking while people are completing the questionnaire

5)
Show Print Ads  
As I mentioned earlier, in addition to video that will run in theatres, the Department would also run some print ads.  On the wall here, you can see 6 examples of what they might be.  

I am going to give each of you 2 of these print ads and ask you to read through them and to give you an opportunity to have a closer look at them.  Then again I will ask you to fill in a brief questionnaire about your impressions of both of the ads.

· Pass out Print ads  SHOW PRINT ADS PER ROTATION
· Hand out Questionnaire C and review questions with the group

6)
Overall Campaign/Taglines

I have one final questionnaire for you to fill out.  Once you’ve done that, we will start discussing your opinions of the materials I showed you.  The first part of the questionnaire asks for your opinion about the campaign we’ve just seen.  The second deals with the signature or tagline for this campaign.  Both the video and print ads we looked at had a tagline at the end Creating Canada Together.  This is one of 3 taglines or signature lines that is being considered for this campaign and possibly for other advertising materials aimed at the general public.  On the second part of the questionnaire, you will see the 3 signature or taglines under consideration including Creating Canada Together.  Please fill in this questionnaire (Review questions) and then I would like to hear your views.

· Hand out Questionnaire D and review questions with the group

7)
Discussion of Taglines  

Before we discuss your reaction to the campaign, I would like to hear your views on the taglines.

a) Do votes on taglines on overall preference (Q.3) and second choice (Q.5)

b) Use the voting pattern to decide order of discussion

c) For each tagline, among those who preferred it:

--
Why do you feel this tagline is better for this campaign than the others?

--
What do you like about it?  

d) For each tagline, among those who did not prefer it:

--
What do you like about it?

--
What did you not like about it?

Although these taglines and the raison d’être statements were developed for different reasons and different audiences, I’m interested in your opinion about how they compare.  For example, in your opinion. 

--
Do you see them as complementary to one another or not?

--
Are any of these taglines suitable for use internally as a raison d’être statement?  Which one(s)?

Probe:  
How does it compare to the raison d’être statement you selected as the one that best fits your view of the Department?  Is it better and if so, in what way?

8)
Discussion of Campaign  

First I would like to ask you about your reactions to the overall campaign and then I have some questions about the print ads separately.  

c) Do votes on overall reaction to campaign (Q.1) and whether or not the campaign should go ahead (Q.2)  

b)
Start the discussion with those who were positive:

--
Why did you rate the campaign the way you did?

Probe:  
What were your overall thoughts and feelings about this campaign?
Does this make you feel proud to work at Canadian Heritage?  Reasons why or why not?

--
Does this campaign do a good job in reflecting the work carried out by you and your colleagues at Canadian Heritage?  Reasons why or why not

Probe:  
What image of the Department does this campaign get across?

Does this campaign get across that the Department of Canadian Heritage is involved in many areas of the lives of all Canadians?  
Do you feel this campaign will broaden the general public’s understanding of the Department of Canadian Heritage, and its programs and services?

I would now like to ask you some questions about the print ads you read.

a)
Do votes on overall reaction to print ads (Q.1 on Questionnaire C)  

b)
Start the discussion with those who were positive:

--
Do they do a good job in getting across some of the activities or services of the Department?

--
Do these stories touch you in any way?  Are they interesting?  What did you like about them?

--
Was there anything unclear or confusing in any of these ads?  What did you not like about them?

Probe:  
What do you think of the approach they have used in these ads, i.e., storytelling?

9)
Wrap-up  

Are there any other comments you would like to make about this campaign?

QUESTIONNAIRE A
The 4 raison d’être statements under consideration are:

1.
To inspire, in all people, a passion for Canada and its culture

2.
To engage all Canadians in preserving and nurturing the uniqueness of our culture

3.
To bring Canadians together to discover, share and build Canada and its culture

4.
Canada and its culture:  enduring and worth celebrating

1)
In your opinion, which one of the 4 raison d’être statements best fits with your view of what Canadian Heritage is and what it does?  (Please circle one number below)

	1
	To inspire, in all people, a passion for Canada and its culture

	2
	To engage all Canadians in preserving and nurturing the uniqueness of our culture

	3
	To bring Canadians together to discover, share and build Canada and its culture

	4
	Canada and its culture:  enduring and worth celebrating


2)
Please write down your reasons for choosing this raison d’être statement as the one that best fits the Department.


___________________________________________________________________

3)
Which raison d’être statement would be your second choice?  (Please circle one number below)

	1
	To inspire, in all people, a passion for Canada and its culture

	2
	To engage all Canadians in preserving and nurturing the uniqueness of our culture

	3
	To bring Canadians together to discover, share and build Canada and its culture

	4
	Canada and its culture:  enduring and worth celebrating


4)
For each raison d’être statement, please write down what you see as its strengths or you like about it and what you see as its weaknesses or that you dislike about it, keeping in mind how this type of statement would be used.

1.
To inspire, in all people, a passion for Canada and its culture

	Strengths/Likes:
	Weakness/Dislikes:

	
	


2.
To engage all Canadians in preserving and nurturing the uniqueness of our culture

	Strengths/Likes:
	Weakness/Dislikes:

	
	


3.
To bring Canadians together to discover, share and build Canada and its culture

	Strengths/Likes:
	Weakness/Dislikes:

	
	


4.
Canada and its culture:  enduring and worth celebrating

	Strengths/Likes:
	Weakness/Dislikes:

	
	


5)
Regardless of which raison d’être statement you chose, do you think they are all acceptable for use by the Department or are there any that you think should not be used by the Department?  (Please circle one number below)

	1
	Yes, all acceptable

	2
	No, not all acceptable 


6)
(If no, not all acceptable)  In your opinion, which one or ones are not acceptable for the Department?  (Please circle the numbers beside as many as apply)

	1
	To inspire, in all people, a passion for Canada and its culture

	2
	To engage all Canadians in preserving and nurturing the uniqueness of our culture

	3
	To bring Canadians together to discover, share and build Canada and its culture

	4
	Canada and its culture:  enduring and worth celebrating

	5
	None of them



FRENCH STUDY MATERIALS

QUESTIONNAIRE DE RECRUTEMENT / D’INVITATION
	NOM 
	

	N° TÉL. :
	

	INDIQUER :
	Montréal/ non-gestionnaires   (    )       Montréal/ gestionnaires  (    )
Ottawa/ non-gestionnaires A  (    )     Ottawa/ gestionnaires A  (    )
Ottawa/ non-gestionnaires F  (    )     Ottawa/ gestionnaires F  (    )
Vancouver/ non-gestionnaires  (    )     Vancouver/ gestionnaires (    )

	SEXE :
	Femme  (    )   Homme  (    )    

	ÂGE :
	GI  (    )    Baby Boomer  (    )    X  (    )    Nexus  (    )    

	RÉGION :  (Ottawa  seulement)
	Citoyenneté et Patrimoine  (    )

Affaires culturelles  (    )

Secrétariat du ministère  (    )
Gestion des ressources humaines et du milieu de travail (    )

Affaires internationales et intergouvernementales  (    )

Ombudsman  (    )
Planification et affaires ministérielles (    )

Affaires du portefeuille (    )
Affaires publiques et comm.  (    )

Politiques stratégiques et recherche

	ADRESSE DE COURRIEL :
	_________________________@pch.gc.ca


Bonjour.  Je m’appelle __________________________ et je travaille pour R.I.S.Christie.  Patrimoine canadien nous a demandé d’organiser plusieurs groupes de discussion composés d’employés du Ministère de partout au pays.

Plusieurs employés ont été choisis au hasard à partir de la liste des employés de Patrimoine canadien.  Laissez-moi vous expliquer en quoi consistent ces séances pour voir si vous pourriez y participer.

Le but de ces séances de discussion est de connaître les commentaires des employés sur deux importantes initiatives de communication que le Ministère a entreprises et qui visent à mieux communiquer à l’interne et à l’externe le mandat du Ministère.

Patrimoine canadien a conclu un contrat avec Sage Research Corporation et R.I.S. Christie pour effectuer ce projet de recherche.  Le rôle de Sage Research et de R.I.S. Christie est d’agir en tant que tiers neutres pour recueillir et analyser les données et assurer la confidentialité de chacun des quelque 62 employés de la région de la capitale nationale, de Vancouver et de Montréal, à qui on a demandé de participer à ce projet.

Nous apprécierions énormément votre participation à ces séances de discussion.  Laissez-moi vous expliquer un peu ce que nous demanderons à chaque participant et participante.

 
	
	
	

	
	
	



	
	
	

	
	
	


La discussion de groupe durera (heures) et aura lieu à (date et heure).  Aucune préparation préalable ni suivi ne sont requis, à part votre participation au groupe durant cette journée.  Toutefois, chaque participant et participante devra assister à la séance au complet, c’est-à-dire d’une durée de (heure) et couper son téléphone cellulaire durant cette période de temps.  La séance aura lieu à (endroit).

	ENDROIT / GROUPE
	LONGUEUR
	DATE ET HEURE
	ENDROIT

	Vancouver (non-gestionnaires)
	2 h 30 
	Vendredi, 24 oct., 9 h 30 à 12 h 
	300, rue Georgia Ouest Salle 202 (petite salle de conférence)



	Vancouver (gestionnaires)
	2 h
	Vendredi, 24 oct., 13 h à 15 h
	

	Ottawa (non-gestionnaires, A)
	2 h 30 
	Jeudi, 30 oct., 9 h 30 à 12 h
	15, rue Eddy
12e Étage, Salle 12G3



	Ottawa (gestionnaires, A)
	2 h 30 
	Jeudi, 30 oct., 13 h à 15 h
	

	Ottawa (non-gestionnaires, F)
	2 h 30 
	Vendredi, 31 oct., 9 h 30 à 12 h
	

	Ottawa (gestionnaires, F)
	2 h 30 
	Vendredi, 31 oct., 13 h à 15 h
	

	Montréal (non-gestionnaires)
	2 h 30 
	Mardi, 4 nov., 9 h 30 à 12 h
	Complexe Guy-Favreau

200, boul. René-Lévesque 

Tour Ouest, 6e Étage

Patrimoine I et II 

	Montréal (gestionnaires)
	2 h
	Mardi, 4 nov., 13 h à 15 h
	


Serez-vous en mesure de participer ?

	Oui
	1
	DITES :  Nous vous enverrons par courriel une confirmation de ces détails;  VÉRIFIEZ L’ADRESSE DE COURRIEL

	Non
	2
	REMERCIEZ ET TERMINEZ


SI LE RÉPONDANT DEMANDE PLUS DE DÉTAILS CONCERNANT LE PROJET DE RECHERCHE, DEMANDEZ-LUI DE COMMUNIQUER AVEC :

	Pour Ottawa :
	Glen Furgeson
	994-5712

	Pour Vancouver ou Montréal :
	Brian Carey
	(819) 994-9476


Dans l’éventualité d’un conflit ou si vous croyez ne pas pouvoir participer au groupe de discussion, veuillez communiquer avec nous dès que possible au 1 800 277-7530 et demander à parler à Janet Shaw.

Le 7 octobre 2003 

Chère              ,

Cher                ,

OBJET : GROUPES DE DISCUSSION À L’INTERNE

Tel que discuté au téléphone, plusieurs employés ont été choisis au hasard à partir de la liste des employés de Patrimoine canadien pour participer à des groupes de discussion.

Le but de ces groupes de discussion est de connaître les commentaires des employés sur deux importantes initiatives de communication que le Ministère a entreprises et qui visent à mieux communiquer à l’interne et à l’externe le mandat du Ministère.

Patrimoine canadien a conclu un contrat avec Sage Research Corporation et R.I.S. Christie pour effectuer ce projet de recherche.  Le rôle de Sage Research et de R.I.S. Christie est d’agir en tant que tiers neutres pour recueillir et analyser les données et assurer la confidentialité de chacun des quelque 62 employés de la région de la capitale nationale, de Vancouver et de Montréal, à qui on a demandé de participer à ce projet.

Je vous remercie d’avoir accepté de participer à l’une de ces séances de discussion.  Tel qu’indiqué, aucune préparation préalable ni aucun suivi ne seront requis à part votre participation à la discussion de groupe.  Toutefois, vous devrez assister à la séance au complet et couper votre téléphone cellulaire durant la rencontre.

Les détails de la séance de discussion sont les suivants :

	Date :
	

	Heure :
	

	Endroit :
	


Veuillez vous présenter environ 5 minutes avant le début de la rencontre afin que nous puissions nous assurer de débuter et de mettre fin à la rencontre à temps.

Dans l’éventualité d’un conflit ou si vous croyez ne pas pouvoir participer au groupe de discussion, veuillez communiquer avec nous dès que possible au 1 800 277-7530.

Pour obtenir de plus amples renseignements sur le groupe de discussion lui-même, veuillez communiquer avec :

	Pour Ottawa:
	Glen Furgeson
	994-5712

	Pour Vancouver ou Montréal:
	Brian Carey
	(819) 994-9476


Veuillez agréer l’expression de mes sentiments les meilleurs.

Janet Shaw

Directrice de projet

Guide du modérateur

1)
Introduction  (5 minutes)

b) Présentez-vous et présentez le but de la recherche :

Le Ministère a entrepris deux importantes initiatives de communication. L’une de ces initiatives se situe à l'interne et fait partie du cadre stratégique global du Ministère. L'autre est un plan de communication externe ciblant le grand public. Ces deux initiatives visent à communiquer, à leur façon, en quoi consiste le ministère du Patrimoine canadien, ce qu'il fait et ce qu'il représente.

L'objectif de ces séries de groupes de discussion est de recueillir vos réactions à ces concepts de communication.

b)
Revue des modalités de ce groupe de discussion
--
Rôle du modérateur

--
Pas de bonnes ou de mauvaises réponses

--
Confidentialité : les noms n’apparaîtront pas dans les rapports

--
Enregistrement audio

--
Présence d'observateurs

c)
Demandez aux participants de se présenter : prénom, depuis quand ils sont à Patrimoine canadien et dans quel domaine ils travaillent. 

2)
Introduction et revue des énoncés de raison d’être
De nombreuses organisations importantes, tant dans le secteur privé que public, cherchent à émettre des énoncés clairs sur eux-mêmes dans le but d'expliquer ce qu'elles sont, leurs objectifs, vers où elles se dirigent et ainsi de suite. Ces idées sont souvent transmises dans les énoncés de mission et dans les objectifs stratégiques. De plus, les organisations tentent souvent d'élaborer un énoncé simple qui résume tous ces éléments. Voici quelques exemples de ce type d'énoncé :

--
Ministère des Affaires étrangères et du Commerce international : « Pour promouvoir la sécurité, la prospérité et les valeurs du Canada à l'étranger »  

--
3M : « Pour résoudre de façon innovatrice les problèmes insolubles »

--
Walt Disney : « Pour rendre les gens heureux »
Aujourd'hui, nous allons examiner quelques concepts qui ont été élaborés dans cette perspective pour ce Ministère. Quatre concepts d'énoncés de raison d'être ont été élaborés et nous allons aujourd'hui les examiner sous différents angles. Tel qu'indiqué, chacun de ces énoncés vise à cerner ce que vous êtes et ce que vous faites en tant que Ministère, ainsi que ses orientations pour l'avenir.

Si le Ministère adopte un de ces énoncés, celui-ci pourra être utilisé dans toutes les communications internes du ministère. Il pourrait aussi être utilisé avec les groupes externes avec lesquels vous traitez, comme les ONG, d'autres groupes ou individus, ou dans les communications intergouvernementales.

· Distribuez le Questionnaire A et lisez les questions avec le groupe; demandez aux participants de ne pas parler pendant qu’ils répondent au questionnaire.

3)
Discussion sur les énoncés de raison d’être
a)
Indiquez votre premier choix (Q.1), votre deuxième choix (Q.3) et l'énoncé qui, selon vous, n'est pas assez bon (Q.5).

b)
Déterminez le déroulement de la discussion à partir des réponses fournies par les participants. 

c)
Pour chaque énoncé, pour ceux et celles qui l’ont préféré :

--
Pourquoi croyez-vous que cet énoncé de raison d’être est meilleur que les autres ?

Demandez :  
Trouvez-vous qu'il est pour vous une source d'inspiration ? Demandez pourquoi ou pourquoi pas. 

Seriez-vous fier de décrire votre travail en termes de cet énoncé de raison d'être à votre famille et vos amis ? Demandez pourquoi ou pourquoi pas.
À votre avis, cet énoncé de raison d'être serait-il accueilli avec enthousiasme ou avec cynisme par les employés du Ministère ? Demandez pourquoi.  
--
Que vous dit cet énoncé à propos du Ministère aujourd'hui ? Que dit-il sur le futur ?  

Demandez :  
Reflète-t-il véritablement la nature du Ministère aujourd'hui ? Reflète-t-il bien l'étendue des activités du Ministère ?  

Croyez-vous que votre secteur ou les programmes auxquels vous participez sont reflétés dans cet énoncé ?

Cet énoncé est-il pertinent ou s'agit-il simplement de mots qui paraissent bien sur papier ?

Pensez-vous qu'il sera aussi pertinent dans 10 ans qu'aujourd'hui ? 

Vous aide-t-il à penser aux possibilités à long terme et à la gamme d'activités que le Ministère peut envisager au-delà de ce qu'il est et de ce qu’il fait aujourd'hui ?  

--
Quelles sont les forces de cet énoncé pour le Ministère ou les points que vous aimez particulièrement ?   

--
Qu'elles sont ses faiblesses, si vous en voyez, ou ce que vous aimez moins ?    

d)
Pour chaque énoncé de raison d'être, demandez à ceux qui ne le préféraient pas aux autres :  

--
Pour ceux et celles qui jugent l'énoncé de raison d'être acceptable : Posez la série de questions ci-dessus en commençant avec « Que vous dit cet énoncé à propos du Ministère aujourd'hui ? Que dit-il sur le futur ? » (Poursuivez avec les autres questions pertinentes tel qu'indiqué ci-dessus.)  

--
Quelles sont les forces de cet énoncé pour le Ministère ou ce que vous aimez ?   

--
Qu'elles sont ses faiblesses ou ce que vous aimez moins ?    

--
Pour ceux et celles qui jugent que l'énoncé de raison d’être n'est pas acceptable : pourquoi ?

4)
Expliquez la campagne externe / Faites jouer la vidéo
Je vais maintenant vous montrer le programme de communication prévu pour le grand public et recueillir vos réactions. S'il est adopté en tout ou en partie, il pourrait inclure les éléments suivants : 

--
un message vidéo de 60 secondes qui pourrait être diffusé dans les cinémas ou à la télévision;

--
un certain nombre de publicités imprimées.

Tout d’abord, je vais faire jouer la vidéo de 60 secondes.  Laissez-moi tout d’abord expliquer un peu ce dont il s’agit.  Cette vidéo n’est pas la version finale.  En d’autres mots, pour ce projet de recherche, le Ministère a enregistré une série d’images qui pourraient se retrouver dans la version finale. Le but ici est de vous donner un aperçu.  Il a également enregistré une trame sonore qui ressemble à ce qu’il pourrait utiliser s’il produisait cette vidéo.

Je vais faire jouer la vidéo deux fois parce que ce n'est pas un « test » de ce que vous pouvez retenir de la vidéo.  Je suis intéressé à connaître votre opinion.  Après l’avoir visionnée deux fois, je vous demanderai de répondre à un bref questionnaire pour connaître vos impressions.

· Faites jouer la vidéo; demandez aux participants de ne pas parler pendant le visionnement.    

· Distribuez le Questionnaire B et lisez les questions avec le groupe; demandez aux participants de ne pas parler pendant qu’ils répondent au questionnaire.

5)
Montrez les publicités imprimées  
Comme je l’ai mentionné plus tôt, en plus de la vidéo qui sera diffusée dans les cinémas, le Ministère produirait également quelques publicités imprimées.  Sur le mur ici, vous pouvez voir 6 exemples de ces publicités.

Je vais remettre à chacun et chacune d’entre vous deux de ces publicités imprimées et vous aurez ainsi la chance de les examiner de plus près.  Ensuite, je vous demanderai de répondre encore une fois à un court questionnaire pour connaître vos impressions sur les deux publicités.

· Distribuez les publicités imprimées.  PRÉSENTEZ LES PUBLICITÉS À TOUR DE RÔLE.
· Remettez le Questionnaire C et lisez les questions avec le groupe.   

6)
Campagne globale / slogans
J’ai un dernier questionnaire auquel vous devez répondre. Une fois que vous aurez terminé, vous pourrez exprimer votre opinion sur le matériel que je vous ai montré. La première partie du questionnaire porte sur la campagne que nous venons de voir. La seconde partie porte sur la phrase signature ou le slogan pour cette campagne. La vidéo et les publicités imprimées que nous avons examinées avaient une signature ou un slogan à la fin, Créer le Canada ensemble.  C’est l’un des 3 slogans que nous songeons à utiliser pour cette campagne et, peut-être, pour d’autres outils de promotion auprès du public. Dans la seconde partie du questionnaire, vous verrez les 3 signatures ou slogans à l’étude, incluant Créer le Canada ensemble.  Veuillez répondre à ce questionnaire (lisez les questions). Par la suite, j’aimerais connaître votre point de vue.

· Distribuez le Questionnaire D et lisez les questions avec le groupe.

7)
Discussion sur les slogans  

Avant de vous demander votre opinion sur la campagne, j'aimerais d'abord connaître votre opinion sur les slogans.

e) Votez pour les slogans en indiquant votre premier choix (Q.3) et votre deuxième choix (Q.5).  

f) Déterminez le déroulement de la discussion à partir des réponses fournies par les participants.

g) Pour chaque slogan, pour ceux et celles qui l’ont préféré :

--
Pourquoi pensez-vous que ce slogan est meilleur que les autres ?

--
Qu’est-ce qui vous plaît de ce slogan ?

h) Pour chaque slogan, pour ceux et celles qui ne l’ont pas aimé :

--
Qu’est-ce qui vous plaît de ce slogan ?

--
Qu’est-ce qui vous ne plaît pas de ce slogan ?

Seulement avec les groupes francophones

Il y a une variante pour chacun de ces slogans. (Présentez les panneaux avec la variante.) Les slogans commenceraient par le mot «Créons» au lieu de «Créer». Lequel de ces slogans, dans le cadre de cette campagne, conviendrait le mieux ou croyez-vous que les deux versions reviennent au même?



Demandez : 
Si vous avez une préférence : Quel est votre slogan préféré et pourquoi?







Si, selon vous les deux reviennent au même : Pourquoi, selon vous, les deux 







reviennent au même?

Bien que ces slogans et ces énoncés de raison d’être aient été élaborés pour des raisons et des auditoires différents, je suis intéressé à connaître votre avis, à savoir comment ils se comparent. Par exemple, à votre avis...   

--
Jugez-vous qu'ils sont complémentaires, ou non ?  

--
Est-ce qu'un de ces slogans vous semble pertinent pour usage interne comme énoncé de  raison d’être ? Lequel ou lesquels ? 

Demandez :  
Comment se compare-t-il à l'énoncé de raison d’être que vous avez choisi comme représentant le mieux le Ministère ? Est-il meilleur et, si c'est le cas, pourquoi ?  

8)
Discussion sur la campagne  

Je vous poserai des questions pour connaître votre avis sur l’ensemble de la campagne et les publicités imprimées séparément.  

d) Qu’est-ce que vous pensez, dans l’ensemble, de cette campagne (Q.1). Déterminez si, selon vous, la campagne devrait aller de l’avant ou non (Q.2).

b)
Commencez la discussion par les réactions positives :

--
Pourquoi avez-vous évalué la campagne comme vous l’avez fait ?

Demandez :  
Dans l'ensemble, quelles ont été vos impressions de cette campagne ?
Vous apporte-t-elle un sentiment de fierté de savoir que vous travaillez pour Patrimoine canadien ? Demandez pourquoi ou pourquoi pas. 

--
Cette campagne réussit-elle bien à refléter le travail que vous et vos collègues effectuez à Patrimoine canadien ? Demandez pourquoi ou pourquoi pas.

Demandez :  
Quelle image du Ministère cette campagne véhicule-t-elle ? 

Est-ce que cette campagne communique le fait que le ministère du Patrimoine canadien joue un rôle dans plusieurs domaines de la vie de tous les Canadiens et Canadiennes ?  
Est-ce que cette campagne permettra d’approfondir la compréhension du grand public face au ministère du Patrimoine canadien et à ses programmes et services?

J'aimerais maintenant vous poser quelques questions sur les publicités imprimées que vous avez lues.  

a)
Qu’est-ce que vous pensez, dans l’ensemble, des publicités imprimées  (Q.1 du Questionnaire C).  

b)
Commencez la discussion par les réactions positives :

--
Réussissent-elles bien à faire part de certaines des activités ou services du Ministère ?  

--
Ces histoires vous touchent-elles d’une manière quelconque ?  Sont-elles intéressantes ? Qu'avez-vous aimé à leur sujet ?

--
Y avait-il quelque chose qui n’était pas clair ou qui portait à confusion dans l’une ou l’autre de ces publicités imprimées ?  Qu'est-ce que vous n'avez pas aimé à leur sujet ?  

Demandez :  
Que pensez-vous de l’approche utilisée dans ces publicités imprimées, c.-à-d., la manière de les présenter ?

9)
Conclusion  

Avez-vous d'autres commentaires à faire au sujet de cette campagne ?  

QUESTIONNAIRE A
Les 4 énoncés de raison d’être envisagés sont :

1.
Inspirer, en chacun de nous, une passion pour le Canada et sa culture. 

2.
Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture.

3.
Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement.  

4.
Le Canada et sa culture : 
un legs durable et digne d'être célébré.  
1)
À votre avis, lequel de ces 4 énoncés de raison d’être correspond le mieux à votre vision de ce qu'est Patrimoine canadien et de ce qu'il fait ?  (Veuillez encercler un chiffre ci-dessous)

	1
	Inspirer, en chacun de nous, une passion pour le Canada et sa culture.

	2
	Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture.

	3
	Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement. 

	4
	Le Canada et sa culture : un legs durable et digne d'être célébré.  

	
	


2)
Veuillez écrire les raisons pourquoi vous avez choisi cet énoncé de raison d'être comme étant celui qui convient le mieux au Ministère.

___________________________________________________________________

3)
Quel énoncé de raison d’être serait votre deuxième choix ?  (Veuillez encercler un chiffre ci-dessous)

	
	

	1
	Inspirer, en chacun de nous, une passion pour le Canada et sa culture.

	
	

	2
	Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture.

	
	

	3
	Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement. 

	
	

	4
	Le Canada et sa culture : un legs durable et digne d'être célébré.  


4) Pour chaque énoncé de raison d’être, veuillez écrire ce que vous considérez être ses forces (ou ce que vous aimez) et ce que vous considérez être ses faiblesses (ou ce que vous n'aimez pas), en gardant à l'esprit comment ce type d'énoncé sera utilisé.  

1.
Inspirer, en chacun de nous, une passion pour le Canada et sa culture.
	Forces / Ce que vous aimez :
	Faiblesses / Ce que vous n'aimez pas :

	
	


2.
Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture.
	Forces / Ce que vous aimez :
	Faiblesses / Ce que vous n'aimez pas :

	
	


3.
Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement.  
	Forces / Ce que vous aimez :
	Faiblesses / Ce que vous n'aimez pas :

	
	


4.
Le Canada et sa culture : un legs durable et digne d'être célébré.  
	Forces / Ce que vous aimez :
	Faiblesses / Ce que vous n'aimez pas :

	
	


5)
Peu importe l'énoncé de raison d'être que vous avez choisi, pensez-vous qu’ils sont tous acceptables pour le Ministère ou y en a-t-il qui, à votre avis, ne devraient pas être utilisés ? (Veuillez encercler un chiffre ci-dessous)

	1
	Oui, tous acceptables

	2
	Non, pas tous acceptables


6)
(Si « non, pas tous acceptables »)  À votre avis, lequel ou lesquels ne sont pas acceptables pour cette campagne ? (Veuillez encercler le(s) chiffre(s) correspondant(s) ci-dessous)
	
	

	1
	Inspirer, en chacun de nous, une passion pour le Canada et sa culture.

	
	

	2
	Incitez tous les Canadiens et Canadiennes à préserver et à renforcer le caractère unique de notre culture.

	
	

	3
	Amener les Canadiens et les Canadiennes à découvrir la culture qui les unit et à contribuer à son épanouissement. 

	
	

	4
	Le Canada et sa culture : un legs durable et digne d'être célébré.  .  

	5
	Aucun d'entre eux
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