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Executive Summary

Canadian Heritage asked Binarius Research Group to focus test three PSA concepts designed to promote the www.culture.ca gateway.  Eight focus groups were held in total, two each in Calgary, Toronto, Moncton (in French) and Montreal (in French) the week of November3, 2003.  Each location comprised one group of 25-35 years old and one over 35.  All participants were moderate to frequent Internet user and TV watchers.

Three concepts were tested: Concept W, S and J (Concept R was a slightly revised version of Concept J).  The images in concepts W and J, representing Canadian culture, history, and achievements, resonated very well with Canadians.  

Concept W was the overwhelming concept choice.  It featured a kaleidoscope of vignettes representing Canadian culture that balanced celebrations, accomplishments, emotional moments and Canadian icons.  Participants liked it because it portrayed variety, diversity, togetherness and acceptance.  It was described as witty and grassroots depicting spirit, innovation and art.  The voice-over was also well-liked with participants noting how it was emotionally stirring.

Concept J was clearly the second choice.  Participants felt it did not portray enough of the cultural imagery they were seeking such as cultural diversity.  In addition, Gordon Lightfoot’s “Sundown” was not familiar to many ethnic and visible minorities.  

Concept S was a very distant third.  It was seen as too stereotypical and contrived.  Many participants simply felt it to be unsalvageable s a concept.

Canadian Heritage may wish to consider using Concept W as the basis for the development of the PSA.  Many of its images evoked emotional responses among participants as it best represented their vision of Canadian culture.

Most participants believe the purpose of the PSAs are to make Canadians feel good about themselves and their culture or are there to promote tourism.  The objective of generating traffic to the Culture.ca gateway was not readily obvious to many participants.  Canadian Heritage may wish to consider adapting the design in order to improve the call to action to better direct traffic to Culture.ca.  

In the English version of Concept W there were no Canadian female vignettes.  This observation was noticed only upon probing from the moderator and suggests that it was not a top of mind concern for participants.  However, in the concept development stage, this should be considered.

The tagline: “Canada's culture is us ... all of us” was most favoured among the English groups.  It best represented unity and diversity.  No tagline in the French groups stood out among the rest.

A – Background

The following is a compilation report of the findings of focus groups held in Calgary, Toronto, Moncton and Montreal the week of November3, 2003.  Two focus groups were held in each location – one group consisted of 25-35 years old (<35) and the other of 36-49 years old (>35).  Each participant was a moderate to frequent Internet user and TV watcher.

The purpose of the focus groups was to test reaction to, and get feedback on, three PSA concepts designed to promote the www.culture.ca gateway.  In addition, the research sought ways in which the PSA may be improved in order to better promote culture.ca.  The focus group research probed the extent to which the PSA addressed the following objectives:

· The extent to which the PSA created awareness and meaning of the gateway

· Determine the extent to which the PSA positioned culture.ca as a gathering place and knowledge platform where Canadians and other web surfers can access and exchange high quality information on the diversity and vitality of cultural life in Canada.

· Determine how well the PSA would generate traffic to Culture.ca.

· Determine how well the visuals and supporting text contributed to how well the PSA promotes culture.ca.

Each focus group began with the ground rules for the session, the role of the moderator, the two-way mirror, clients behind the mirror, that the session was being audio-taped and that their comments were confidential.

The groups began with the unveiling of creative concepts depicted in storyboard format.  These were labelled Concept W, S and J and presented in a different rotation for the two groups.  Participants reviewed the concepts simultaneously with a questionnaire to help direct responses.

There was very little difference between the groups in terms of general attitudes towards the PSAs.  Where there have been discrepancies, these are noted in the report.

B – Calgary Focus Groups

	City
	Age
	Number of participants

	Calgary
	25-35 age

36-49 age
	11

9


1.
Overall Findings
After participants had spent a considerable amount of time reviewing the Concepts in detail, they were asked what they thought was their purpose.  While the primary objective of the PSA was to encourage viewers to visit the www.cuture.ca Internet gateway, no participant came to that conclusion or felt it addressed that objective.  Instead, responses included that the PSAs were to create a sense of Canadian pride or somehow related to tourism.

No participant mentioned encouraging viewers to visit Culture.ca because the call to action is not obvious.  In fact, the promotion of the www.culture.ca website is perceived as almost an afterthought thrown in to round out a tourism, feel good message about Canada.

Participants had a number of recommendations to address the purpose of the PSA.  They strongly recommended that the PSAs have more specific and prominent reference to the Internet gateway.  Suggestions included:

1. Frame the PSA in terms of www.culture.ca.  While the gateway is featured prominently at the end of the PSA, the invitation to browse there is almost an afterthought.  It was suggested that www.culture.ca be mentioned early and often so as to make it clear about the call to action.  Some creative design suggestions included:

a. Feature someone browsing the site and have the visuals (e.g., Concept W) graphically pop-up on the screen.

b. Have someone visit a library, browse to the site and have the visuals surround herself much like an IMAX theatre presentation.

c. Have a Canadian cultural trivia contest.

d. Invite a call to action by asking a question, e.g., “How much do you know about Canada's culture?  Want to know more?  Visit www.culture.ca!”

Participants were asked which PSA would generate the most traffic to Culture.ca.  The responses paralleled their preference of PSA.  Concept W was the clear favourite.

2.
Taglines

The three tag lines were tested:

1. Canada's culture is us ... all of us.

2. How do you live your culture?

3. Live your dreams … celebrate our culture.

The clear preference was “Canada's culture is us ... all of us.”  This resonated best primarily because it was associated with Concept W but also because of its “inclusive” nature.

3.
Concept W

Concept W featured a kaleidoscope of vignettes representing Canadian culture.  In both groups, it was the clear preference of participants with 6 of 7 favouring it in the <35 group and 8 of 9 in the >35 group.  There were a number of reasons for this favourable showing.  The Concept depicted a presentation that balanced Canadian celebrations, accomplishments, emotional moments and Canadian icons.  It showed spirit, innovation and artistic talent.

Part of the reason why Concept W was so well liked is because the other concepts received a relatively poor reception.  Terry Fox, the Confederation Bridge, and the Canadarm were specifically mentioned as being significant Canadian cultural icons and challenges met.  

The fact that no Canadian female icon was portrayed was not picked up until specifically asked about this point.  However, it is a point that would be noticed over time as the PSA is played out. 

Suggestions for improvements:

1. Depict a female Canadian icon.  Suggestions included: Silken Laumann, Katrina Lemay-Doan, Emily Carr, Margaret Atwood, Roberta Bondar.

2. Change the VO to the Remembrance celebration to: “It makes us proud!”

3. Consider moving David Suzuki from Concept J to Concept W.

4.
Concept S

Concept S portrayed Canadian vignettes in a tongue in cheek manner.  This included a pizza being delivered on a snowmobile, a boy playing the violin on a skateboard, etc.  

In both groups, Concept S was not well received.  This result may be explained somewhat by the difficulty of portraying a distinctive concept in the limited medium such as a storyboard.  

The strength of the negative response (only one person in both groups liked it), strongly suggests that there is a deeper rationale.  Many participants felt the concept portrayed Canada as an unsophisticated, stereotypical winter-ridden culture.  While acknowledging that delivering a pizza on a snowmobile was novel, many participants felt they would be embarrassed by such a PSA because it reinforced the negative stereotype of Canada.

Suggested improvements: none

5.
Concept J (R)

Concept J featured an historical perspective set to the music of Gordon Lightfoot’s “Sundown” morphing into a rap version.  Concept R was the same as J, but replaced Don Messer’s Jubilee vignette with the Guess Who.  Neither concept was well received by either group.  The images used to represent Canadian culture did not resonate with participants because they were too far removed from their perspective (e.g., Don Messer’s Jubilee) or simply did not connote Canadian culture (Expo ’67).  

The historical perspective was not obvious to many participants until they discovered it themselves.  This may have been more a problem associated with the limitation of the medium (storyboards) since the background music of Gordon Lightfoot’s “Sundown” morphing into Elwood’s version could not be easily replicated.

Participants liked Trudeau’s pirouette (although a few perceived it as somewhat disrespectful), Davis Suzuki, the Inukshuk and the women’s hockey team.

Suggestions for improvement:

1. While participants appreciated Gordon Lightfoot’s “Sundown” tune, the images used were problematic.  The <35 group could not relate to Maurice Richard playing hockey, Don Messer’s Jubilee, and Expo ‘67. 

2. Too much of a hockey focus.

3. Replace Don Messer’s Jubilee with The Guess Who, The Tragically Hip, or another contemporary group.

4. Replace Expo ’67 with Expo ’86

5. The Street Dance Caribana festival in Toronto does not resonate with participants as being a scenario of Canadian culture.  Few participants know about it.  Some participants feel that the illustration of one visible or ethnic minority over the many others in Canada could provoke a negative backlash.  

6. Some participants wonder why First Nations, Inuit, English and French culture are not more prominent because these are the more historical, traditional and visible manifestations of culture.

6.
Wrap-up

Participants were asked for their thoughts on what represented Canadian culture.  The role of Canada as a peacekeeping nation, our natural wonders, wide open spaces, the settling of the west, regional differences and similarities, ethnic and traditional Canadian food, and the RCMP were mentioned.

Participants were asked if they would visit www.culture.ca.  Approximately one-half of the <35 age group world do so, while the majority of the >35 would.

C – Toronto

	City
	Age
	Number of participants

	Toronto
	25-35 age

36-49 age
	7

9


1.
Overall Findings

Group #1 (under 35) comprised three females and four males.  Group #2 (over 35) comprised five females and four males.  Both groups had a good mix of Caucasian and other ethnic and visible minorities.

The primary objective of the PSA was to encourage viewers to visit the www.cuture.ca Internet gateway.  None of the concepts directly addressed this objective.  The call to action to visit www.cuture.ca appeared to be almost incidental, instead, most participants believed the concepts promoted Canada in general, Canadian pride, history all with a purpose to educate new immigrants.

In order to better address the call to action, participants had a number of suggestions.  The >35 group suggested making the www.culture.ca web site more omnipresent or to ask a question at the beginning of the PSA.  The <35 group also liked the idea of a question and answer PSA and trivia and quizzes about Canadian culture and history all within the frame of a computer screen.

2.
Taglines

Three tag lines were tested:

1. Canada's culture is us ... all of us.

2. How do you live your culture?

3. Live your dreams … celebrate our culture.

“Live your dreams … celebrate our culture” was clearly not a choice for anyone.  Participants in the <35 group could not decide on the best tagline from “Canada's culture is us ... all of us” and “How do you live your culture?” although the latter was thought to be more personalized.  Participants in the >35 group almost unanimously liked “Canada's culture is us ... all of us” because of its inclusiveness theme.

There was some call in the >35 age group for alternative taglines.  Suggestions included:

· “Rediscover your roots”

· “Rediscover your heritage”

· “Discover your roots”

· ”Get to know Canada, past present and future”

3.
Concept W

Both the over and under 35 groups widely preferred Concept W over the alternatives.  They described it as witty, grassroots and cultural.  It portrayed togetherness and acceptance. without being stereotypical.

Many participants liked the cultural diversity embodied in W.  For many participants, acceptance of diverse ethnic and cultural backgrounds embodied the essence of Canadian culture.  The fact that there is only one ethnic group portrayed was not seen as problematic or as an insult to other ethnic and visible minority groups.  Comments included:

· “(It’s) more personal.”

· “This is how I see Canada.  Here, it’s OK to have neighbours of different cultures not segregated.”

Many participants also liked Concept W because it had more emotional impact.  Terry Fox and Remembrance Day were highlighted as important parts of Canadian history.  One person described it as triumphant, “yeah, be proud.”

The voice-over was also well-liked.  Some participants said it “tugged at the hearts strings” or had the “ups and downs, happy and sad – both.”  The Remembrance Day voice-over was especially poignant to many – “we’re very proud of that.”  They suggested a voice-over of “it makes us proud” as opposed to the current “it makes us cry.”  

In terms of the vignettes, Katrina LeMay-Doan speed skating gold, instead of Donovan Bailey’s with a voice-over of “it gives us wings” was preferred.

Some participants made note of the range of vignettes presented.  They liked the plethora of visible and ethnic minority representation and the wide range of ages which appealed to young and old alike.

The fact that no female Canadian cultural icon was portrayed was not noticed until pointed out by the moderator.  While recognizing that there was a female voice-over, most participants suggested that there should be at least one female vignette.

The following Canadian female cultural icons were suggested:

· Silken Laumann

· Roberta Bondar

· Sale & Pelletier

· Emily Carr

· Katrina LeMay-Doan
· Kim Campbell

· Ursula Franklin

· Margaret Atwood

A few participants in the older group felt that the visual and musical arts are a forgotten aspect of Canadian culture.  They suggested Emily Carr, the Group of Seven, Stompin’ Tom Connors, Burton Cummings, the Guess Who, Anne Murray, Shania Twain, and Sarah McLaughlin.

4.
Concept S

Concept S  was perceived as very stereotypical.  Given the ethnic and visible minority diversity of the participants it did not resonate “culture” to them. 

The winter theme, boy on the skateboard, the bride and the snowmobile pizza delivery guy was perceived as too unrealistic and contrived.  

5.
Concept J (R)

In both groups, one person was volunteered to hymn the Gordon Lightfoot’s “Sundown.”  More than one-half of both groups – primarily those of ethnic and visible minority descent – did not recognize the song.  The fading to a rap version did not inspire the >35 group although it was acknowledged that the younger crowd might find it more appealing.

There were concerns that there was too much of an emphasis on hockey and the overall look suggested tourism rather than culture.  Participants also felt that they had seen better Caribana pictures.  They suggested alternatives be considered.

In terms of more positive commentary, the historical perspective of Canadian culture came through for many participants.  Many participants liked the emphasis on aboriginal peoples, Caribana and the women’s hockey team.  However, many participants believed that these vignettes would better fit into the W concept which they preferred.

6.
Canadian Cultural Images

Participants were asked which vignette best resonates Canadian culture.  The following is a top ten review of the preferred images from both groups in rough descending order of preference:

1. Terry Fox (very strong – “strength when no one would blame him for being weakened”)

2. Remembrance Day (very strong – “we’re free because of our vets”)

3. Hockey – men, women or youth 

4. Donovan Bailey (although Canadian speed skaters may be more appropriate)

5. Canadarm

6. Caribana, Chinese New Year
7. Trudeau

8. Suzuki

9. Inukshuk

10. Friendly Giant

11. Chinese new year

Participants were also asked for other cultural images of Canada.  The flag, the Maple Leaf, Canada’s natural wonders (e.g., Peggy’s cove, Niagara Falls, oceans, mountains), the canoe, native animals (Caribou, moose), and the arts (ballet, opera, musicals, Cirque du Soleil) were cited.  The RCMP was not recommended as it was perceived as being too authoritative.

Portraying different cultural foods was a highly recommended suggestion because it represented diversity.  This also prompted a creative concept of how, in Canada, one could visit 10 cultures on one street!

7.
Call to action

Participants were asked if they would visit the Culture.ca website.  About one-half of the <35 age group would browse to the site while the majority of the >35 age group would do so.

D – Moncton and Montreal Focus Groups

	Ville
	Âge
	Nombre de participants

	Montréal
	25-35 ans

36-49 ans
	11

9

	Moncton
	25-35 ans

36-49 ans
	10

9


Mandat et méthodologie

L’objectif de la recherche consistait à obtenir les réactions et opinions du public envers trois concepts de messages d’intérêt public.  Ces concepts, présentés sous forme de scénarios-maquettes, visaient à promouvoir la fréquentation du portail www.culture.ca.  Les deux premiers concepts empruntaient la forme traditionnelle d’annonces télévisées 30 secondes alors que le dernier aurait été réalisé sous la forme de 4 spots indépendants, de 10 secondes chacun.

La méthode retenue pour évaluer ces concepts est le groupe de discussion et nous avons ainsi réalisé deux groupes auprès de contribuables francophones à Montréal et deux à Moncton, la composition des groupes était la suivante :

Pour être éligibles, les participants devaient écouter au moins 5 heures de télévision par semaine et consacrer un minimum de 2 heures par semaine à consulter l’Internet.  Le guide de discussion se trouve en annexe de ce document. 

Résultats globaux

Après avoir été exposés aux trois concepts et avoir complété le questionnaire individuel servant de cadre de base de cette étude, voici les éléments qui ressortent clairement dans les quatre groupes  réalisés auprès des francophones.

Dans l’ensemble, les participants estiment que les annonces visaient à définir pour eux le sens de ce qu’est la culture canadienne. La plupart d’entre eux pensent que l’objectif du message, quelque soit le concept, consistait à déborder le cadre traditionnel du mot culture, soit une définition axée principalement sur l’aspect artistique, pour élargir le schème de référence en introduisant divers aspects reliés aux domaines du sport, de la diversité de nos origines, ou de certains aspects de notre vie quotidienne. 

L’aspect pan-canadien des illustrations sélectionnées a constitué un élément important de la discussion et plusieurs ont évalué chaque concept en fonction de sa capacité à représenter le pays « d’un océan à l’autre ».  Dans cette perspective, plusieurs participants ont remarqué un biais en faveur d’éléments caractéristiques de la francophonie et se sont questionnés sur leur pertinence pour le public anglophone du reste du Canada.  Dans cette perspective, la plupart des participants ont analysé le choix des scènes présentées en fonction de leur capacité à être reconnues, du moins en grande partie, par l’ensemble des citoyens canadiens quelle que soit leur origine ou leur lieu de résidence.

En fait, dans chacun des groupes, la plupart des participants ont adopté une perspective de « tourisme » pour évaluer chacun des trois messages.  En ce sens, les critères retenus pour fin de discussion comportaient les éléments de base suivants :

-nécessité de reconnaître et/ou de s’associer à chaque situation présentée

-représentative géographique

-diversité des domaines illustrés.

a) Nécessité de reconnaître ou de s’associer à chaque situation : 

· Globalement, les concepts W et J ont été mieux accueillis que le concept à ce sujet.  Dans l’ensemble, les éléments qui font appel à une bonne connaissance de notre passé, tels l’œuvre de Gabrielle Roy, la Bolduc ou Maurice Richard, ont été à la fois critiqués parce qu’ils ne rejoignent pas le public jeune et appréciés parce qu’ils seront de nature à piquer la curiosité et qu’ils enracinent notre culture dans le passé historique.  Plusieurs estiment que, s’ils sont utilisés avec modération, ils ont leur place en tant que fils conducteurs entre le passé et le présent.
· Bon nombre de participants, tant à Montréal qu’à Moncton, ignoraient qui est Oscar Peterson ou Sol.
· Quand au concept S, tous s’accordent à dire qu’il vise un public plus jeune et qu’il fait ressortir l’aspect froid du climat de notre pays.  La plupart des participants ne se sont ni reconnus ni associés au choix  des scènes proposées pour illustrer ce concept. 
b) Représentativité géographique :

· Cet aspect ressort comme étant un élément essentiel de toute représentation de la culture canadienne et tous les participants souhaitent retrouver une juste représentation de toutes les composantes géographiques de la mosaïque pan-canadienne.

· À cet effet, outre la perception de l’emphase mise sur la francophonie, plusieurs déplorent  l’absence de référence aux provinces des Prairies.

· Certains ont suggéré de présenter des éléments qui servent  de fil conducteur ou de lien d’un océan à l’autre, comme la construction du chemin de fer à travers le Canada, en plus de présenter des scènes ou situations caractéristiques des diverses régions.
c) Diversité des domaines illustrés :
· Globalement,  les participants ont particulièrement apprécié le fait que les concepts W et J fassent appel à des références dans divers domaines tels le sport, les arts de la scène, la vie quotidienne commune (cabane à sucre), les activités typiques des diverses ethnies qui composent notre société (Nouvel An chinois ou Festival Caribana) ou les grandes réalisations en matière d’ingénierie (Le Pont de la Confédération) ou de courage (Terry Fox).

· En fait, plusieurs ont insisté sur l’importance que chacun y retrouve un point d’attrait qui rencontre ses affinités.  En ce sens,  plusieurs hommes ont particulièrement apprécié la référence  au hockey qu’ils qualifient quasi de sport national.  Bon nombre de femmes ont particulièrement  prisé la scène de la victoire de l’équipe féminine de hockey à Salt Lake city parce qu’elle représente l’évolution de la place de la femme dans la société et illustre la valeur de l’effort et de la persévérance.

· Le concept S est décrit comme beaucoup plus étroit, voire restrictif, lorsqu’il s’agit de représenter la multiplicité des domaines d’activité des canadiens.  On constate donc que la compréhension du message principal véhiculé est centrée sur la définition de ce qu’est la culture canadienne et, dans tous les groupes, les participants estiment que les annonces visent à mousser un sentiment de fierté canadienne.

L’importance du portail culture.ca

· Au départ, personne ne remarque vraiment la présence ou l’identification du portail culture.ca à fin de chaque annonce. 

· Même après les explications de l’animatrice au sujet du traitement visuel de la signature animée, la plupart des participants estiment qu’il s’agit d’un ajout de dernière minute qui ne contribue pas au sens du message principal. 

· Quelques personnes (une ou deux par groupe) disent qu’elles identifient culture.ca à un site internet compte tenu du libellé de l’adresse.

· La plupart des participants de chacun des quatre groupes admettent volontiers que, s’ils n’avaient pas participé à cette discussion, l’invitation à consulter ce portail serait restée lettre morte pour eux et n’aurait pas réussi à les inciter à le consulter.

· On constate que dans l’esprit des participants, il y a renversement des priorités. L’invitation à visiter le portail culture.ca est conçue comme une information supplémentaire plutôt que comme l’essence même du message alors que les éléments complémentaires, visant à illustrer le contenu du site, deviennent l’axe principal de la communication.

Les concepts spécifiques - Le concept ‘’W’’ :
Quelque soit la ville, dans chaque groupe les nouveaux-canadiens provenant de diverses origines ethniques ont toujours préféré ce concept aux deux autres, soulignant  qu’il est plus universel, représente davantage tous les milieux de vie et met en vedette des héros canadiens de diverses disciplines.  

Pour la plupart des participants, à Montréal comme à Moncton, c’est la notion de réussite, de volonté de réaliser ses ambitions qui caractérise ce concept.

Bien que certains eussent voulu substituer des illustrations en empruntant un ou deux éléments du concept J, particulièrement la victoire de l’équipe féminine de hockey aux Olympiques de Salt Lake City avec le drapeau canadien pour compléter la démonstration de l’idée de victoire ou de réussite exceptionnelle en ajoutant le domaine des sports, la plupart ont préféré ce concept aux autres, même dans sa forme actuelle.

Parmi les scènes présentées dans ce concept, Terry Fox se démarque comme figure pan-canadienne de premier plan illustrant le courage alors que les autres éléments visuels (à l’exception de Bruni Surin que tous ne connaissent pas nécessairement) sont rattachés à des lieux géographiques ou à des régions plus spécifiques.

Le concept ‘’J’’

· Pour la plupart des participants, ce concept est moins frappant que le précédent et fait appel à des situations ou événements plus locaux comme l’Expo 67 ou les déménagements du 1er Juillet à Montréal : il s’insère davantage dans une perspective de « vie quotidienne » que de réalisation exceptionnelle qui puisse servir de référence.

· Les hommes l’ont généralement beaucoup apprécié, à cause des références au hockey.  Bien que les plus jeunes ne connaissent pas tous Maurice Richard, la seule évocation de leur sport préféré suffisait à capter leur attention.

· Certains participants, hommes et femmes, ont remarqué que la référence au hockey en ouverture et en clôture du message démontrait bien la progression de notre culture dans le temps et faisait comprendre le fait que la culture n’est pas une notion statique mais qu’elle est une valeur qui évolue à travers les époques.

· Alors que l’évocation de l’Expo 67 rejoint les deux groupes de plus de 35 ans, cet événement ne suscite pas d’émotion particulière chez les plus jeunes qui ne le connaissent pas tous ou pour qui il ne s’agit que d’une référence historique qui ne rejoint pas leurs fibres sensibles.

· Le déménagement du 1er juillet à Montréal ne laisse personne indifférent. Certains y voient l’incarnation de la couleur locale tandis que d’autres ne le jugent pas pertinent comme exemple de culture, si locale soit-elle.  De plus, dans chaque groupe, au moins une personne a souligné que le 1er Juillet est la fête nationale du Canada et qu’il n’est peut-être pas indiqué de souligner le fait que certains n’y participent pas.

· La piroutte de M. Trudeau est aussi jugée hors contexte et indésirable par plusieurs qui disent craindre qu’elle réveille de vieilles querelles politiques et/ou qu’elle introduise la notion de culture dans l’arène politique ce qui leur semble totalement inapproprié.

· Plusieurs admettent ne pas connaître, donc ne pas s’identifier, à la Bolduc ou à Oscar Peterson.

· Enfin, la plupart applaudissent la présence du drapeau canadien dans la dernière image de cette annonce et le qualifient d’élément rassembleur et d’emblème symbolisant la fierté canadienne.

Le concept ‘’S’’

· Le premier de ces quatre spots publicitaires demeure incompris de tous les participants qui ne réussissent pas à faire de lien entre la ‘’pizza toute garnie’’ et la culture.  La livraison en motoneige semble contribuer à l’incompréhension du sens du message et la plupart des participants disent spontanément qu’ils ne comprennent pas ce qu’on essaie de leur dire.

· La deuxième thématique semble incongrue car elle présente deux images contradictoires : un sport où la prudence s’impose en parallèle avec une situation plus traditionnelle de culture au sens performance artistique du terme avec le jeune violoniste.  Certains y voient la perpétuation de valeurs traditionnelles dans le cadre d’une vie moderne mais la majorité des participants s’interrogent malgré tout sur le sens de ce sport publicitaire.

· Le  gardien de but de hockey laisse également perplexe.  Quant à la mariée, plusieurs ont tenté d’y trouver une signification par rapport à la culture sans succès.  Peu de gens se sont associés à la thématique du mariage et personne n’y voie de lien avec leur perception de ce qu’est la culture.

· Ce concept de campagne n’est pas bien compris et suscite peu d’intérêt.  C’est celui qui inciterait le moins les participants à se poser des questions à propos de leur culture.

· En fait, plusieurs se sont questionnés sur l’emphase mise sur le climat froid et se demandent pourquoi on veut ainsi décrire leur pays en l’isolant dans un contexte peu stimulant.

· Puisqu’ils ne s’y reconnaissent pas, plusieurs suggèrent que ce concept vise une clientèle très jeune, dont ils ne font pas partie ou disent tout simplement qu’il n’est pas pertinent parce qu’incompréhensible.

Distinctions régionales 

· Globalement, la perception des messages transmis et des clientèles visées sont très similaires à Montréal et à Moncton.

· La seule exception à cette constatation est la préférence envers le concept J exprimée dans le groupe 1 (soit les 35 ans et moins) à Moncton.  Les membres de ce groupe, à l’exception des nouveaux-canadiens, estimaient que le concept J attirerait davantage leur attention et représentait mieux l’idée de culture canadienne, entre autres à cause de la proéminence du hockey qui s’est avéré être un sport excessivement populaire auprès d’eux.  Compte tenu de la composition plus jeune de ce groupe, c’est l’aspect plus actif qui prime par opposition à leur vision de référence statique à un passé qu’ils ignorent qui explique cette préférence.

Conclusions et considérations stratégiques

· Il appert évident que les concepts étudiés ne réussissent pas à atteindre l’objectif de la campagne soit de créer de la notoriété et un intérêt à visiter le portail culture.ca.

· Le principal message véhiculé est la définition plus large de ce qu’est la culture canadienne et la fierté d’être canadien qui en découle.

· Pour susciter de l’achanlandage sur le site, plusieurs proposent d’adopter une approche qui les interpellerait et qui dirait clairement ce qu’offre ce portail et le genre d’information qu’ils pourraient y trouver.

· Il pourrait s’avérer utile de poser une question à propos de la culture canadienne pour éveiller la curiosité sur le sujet puis de répondre en disant qu’on trouve cette information et bien d’autres via le portail culture.ca où de présenter le sujet soit le portail culture.ca et d’inciter les gens à le visiter en posant des questions sur son contenu.

E – Conclusions and Recommendations

1. The images in concepts W and J representing Canadian culture, history, and achievements resonated very well with Canadians.  Concept S was a very distant third.  Canadian Heritage may wish to consider a PSA that is patterned after the vignettes shown in concepts W and J.

2. Of the concepts W and J, concept W was the overwhelming choice of participants.  They liked it because it portrayed variety, diversity, togetherness and acceptance.  It featured a kaleidoscope of vignettes representing Canadian culture that balanced celebrations, accomplishments, emotional moments and Canadian icons.  Participants described it as witty and grassroots depicting spirit, innovation and art.  The voice-over was also well-liked with participants noting how it was emotionally stirring.  

3. Concept J was problematic because it did not portray enough of the cultural imagery that participants were seeking.(e.g., diversity).  In addition, Gordon Lightfoot’s “Sundown” was not familiar to many, especially ethnic and visible minorities.  For those that were familiar with the song, the cross-fade to a rap version was not effective.

4. Concept S depicted negative stereotypes of Canada.  The images appeared too contrived.

5. Most participants believe the purpose of the PSAs are to make Canadians feel good about themselves and their culture or are there to promote tourism.  Canadian Heritage may wish to highlight the Culture.ca gateway better to generate more traffic to it.  Participants suggested finding a reason to go to the web site either because it offered intrigue, interest or an answer to a question.

6. Many of the visuals strike a chord with respect to Canadian culture.  In particular Terry Fox, Remembrance Day, hockey and the vignettes depicting diversity.  Canadian Heritage may wish to consider using these visuals as the primary driver in a new concept.

7. In the English version of Concept W there were no Canadian female vignettes.  This observation was noticed only upon probing from the moderator and suggests that it was not a top of mind concern for participants.  However, in the concept development stage, this should be considered.

8. The tagline: “Canada's culture is us ... all of us” was most favoured among the English groups because it best represented unity and diversity.  No tagline in the French groups stood out among the rest.
F – Appendices

Recruiting Screener

&

Moderator’s Guide

Binarius Research Group

Recruiting Screener – Canadian Heritage PSA

October 24, 2003

Eight Groups, four sites:

	Location:
	Calgary
	Toronto
	Montreal
	Moncton

	Date:
	November 3, 2003
	November 5, 2003
	November 3, 2003
	November 5, 2003

	Time:
	5:30 + 7:30
	5:30 + 7:30
	5:30 + 7:30
	5:30 + 7:30

	Target #1:
	Gen. pop. 25-35
	Gen. pop. 25-35
	Gen. pop. 25-35
	Gen. pop. 25-35

	Target #2:
	Gen. pop. 36-49
	Gen. pop. 36-49
	Gen. pop. 36-49
	Gen. pop. 36-49

	Moderator
	Larry Johnson
	Nadia Papineau-Couture


	Date & Time:
	Recruit 10 for 8 to show

	Respondent’s name:  








Respondent’s phone #:  work _______   home ______________
	$50 incentive per person for each group


Script:

Hello, my name is                      . I'm calling from __________, a national marketing research firm on behalf of the GOC.  We’re organizing a discussion group to get feedabck on a Government of Canada TV public service announcement.  Participation is voluntary.
No attempt will be made to sell you anything.  We are simply interested in hearing your opinions.  The format is a “round table” discussion led by a research professional.  Comments made during the discussion will remain confidential.  However, before we invite you to attend, we need to ask you a few questions to ensure that we get a good mix/variety of people.

Yes 

1
CONTINUE

No

2
THANK & DISCONTINUE

1. Would you be available to attend a discussion group on Date + Time?  It will last no more than 2 hours and you will receive $50 for your time.

Yes

1
CONTINUE

No

2
THANK & TERMINATE

2. Are you or any members of your household, employed in or retired from…(READ LIST)







Yes

No
a. Market research



1

2
b. Advertising, marketing, public relations
1

2
c. Media (e.g., print/radio/TV) 


1

2
d. Government




1

2 

IF YES TO ANY, THANK & TERMINATE

3. Have you ever attended a consumer group discussion, an interview or survey which was arranged in advance and for which you received a sum of money?

Yes

1
Continue


No

2
Proceed to Q5

4. When the last time you attended a group and what was the subject? 



(Thank and discontinue if in the past 6 months, if not - continue)

(Thank and discontinue if subject matter was in conflict, if not - continue)

5. How would you describe your cultural background?  (PROMPT: to which cultural group or groups do you consider yourself?)


Include 1-2 per group that are visible or ethnic minorities and note.

6. Are you physically handicapped?


Include at least 1 per group that mention they have a physical disability and note.
7. You may be asked to write out answers to a questionnaire or read material.  Would you feel comfortable doing that?

Terminate if respondent offers any reason such as sight or hearing problem, a written or verbal language problem, a concern with not being able to communicate effectively.

8. On a weekly basis, how often do you browse the Internet at home and/or at work not just to read your email?

a. Never 





(Thank, discontinue)
b. 2-5 hours per week



(Proceed to Q9)




c. More than 5 hours per week. 


(Proceed to Q9)
9. On a weekly basis, how often do you watch TV?

a. Never 





(Thank, discontinue)
b. Less than 5 hours per week


(Thank, discontinue)
c. 5 hours + per week



(Proceed to Q10)
10. What age category do you fall in?  (Read list and recruit mix within age group) 
a. Under 25


1
Thank, discontinue
b. 25 to 35


2
Recruit for Group #1
c. 36 to 49


3
Recruit for Group #2
d. 50 +



4
Thank, discontinue
11. Gender (Do not ask – By observation only – Ensure mix)  
Male 

1


Female

2

As I mentioned earlier, the group discussion will take place on ______________ for no more than 2 hours.  Would you be available to attend?

Yes

1


No

2
Thank, discontinue

We ask that you arrive fifteen minutes early to be sure you find parking and have time to check-in with the hosts.  The hosts will be checking respondent’s identification prior to the group.  Please be sure to bring some personal identification that includes a photograph.  Only ID with photographs will be accepted (i.e. driver’s license).  Also, if you require glasses for reading, please bring them with you.

As we are only inviting a small number of people, your participation is very important to us.  If for some reason, you are unable to attend, please call so that we may get someone to replace you.  You can reach us at ____________________________.

May I please get your name:
ON FRONT PAGE

DIRECTIONS

Thank you very much for your help!
Canadian Heritage

Moderator’s Guide 

Prepared for Sophie Chagnon

Canadian Heritage
November 3, 2003 (version 1.1)
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Binarius Research Group

300 Earl Grey Drive, Suite 431, Kanata, ON  K2T 1C1

Tel.: 836-6666, Fax: 836-3648
www.Binarius.com 

A. Introduction (15 Minutes)









Explain procedure:

· Two-way mirror

· Video and audio-taped (used by moderator to help with the details of the research)

· Canadian Heritage clients behind mirror

· Voluntary nature of participation

· Confidentiality of comments

· Moderator is objective, keeps everyone on track

· All opinions are important, no right or wrong answer.

· Round-table introductions (first names, occupation, frequency of TV and Internet) 

Research objectives tonight:  

We want to get your feedabck on a Government of Canada TV public service announcement.  
Research Methodology:  

1. Distribute handouts and a questionnaire to each participant.  This will consist of three concepts (labelled W, S, J-R).  The moderator will display all of the concepts in storyboard format, review all three and simulate what participants would see on their TVs at home.

2. Each participant will receive a package containing the following:

a. A three-page photocopy showing the three concepts.

b. A questionnaire.

3. Participants are asked to complete the questionnaire in full and in silence.

4. Participants are encouraged to mark-up the concept package.

5. The moderator proceeds through the moderator’s guide and asks the question on that section.

6. After participants have completed the questionnaire (as detailed in the Appendix, the moderator proceeds to proceed through the guide.

B.  Written reaction
1. What message is communicated about each of the following concepts? 
Concept W?

	

	

	

	

	

	

	


Concept S?

	

	

	

	

	

	

	


Concept J-R?

	

	

	

	

	

	

	


C.  PSA Objectives
2. “Let’s go around the table, what did you write about Concept W.”  Repeat for Concept S and J-R.  Probe for primary messages.

3. Which concept would best catch your eye if seen on TV?  Why?

4. What do you think the PSAs are trying to do?  Probe as necessary.

5. Which image best represent Canadian culture?  Why? 

6. Is there an image you do not recognize?

7. Is there an important element of Canadian culture that is missing?

8. Who is the target audience?

9. Do you think the concepts represent all Canadians?  Why, why not?

10. If I told you that … “Culture.ca is a gateway that provided cultural content of broad appeal to Canadians and delivers quick and easy access to Canadian cultural information.  The purpose is to deepen Canadians understanding of their culture and participation in Canada’s rich and diverse society.”

a. Which concept best communicates that objective?  Why?  Why not?

11. Which PSA would generate the most traffic to culture.ca?  Why?  Which one the least?  Why?

12. The overall purpose of the PSA is to create awareness of culture.ca.  Which Concept does that best?  Which one is the worst?  Why?  (Have a show of hands)  Probe for detail.

13. Let’s assume you have made the changes to the PSA you would like to see.  Let’s have a show of hands to show which one you like best.  You can vote more than once if you are undecided.  Show of hands: Concept W?  Concept S?  Concept J-R? 
14. How many here would now consider visiting culture.ca?  Why?

D.  Wrap-up
15. Take out your questionnaire again.  I would like you to write on the back what each of you consider to be the main findings of the group.  In the meantime, I’m going to ask my client if there are any supplementary questions they would like to ask.

16. Determine if client wants to ask any additional questions.

17. Ask participants what are the main things that they learned or discovered during the focus group.

18. Ask additional questions supplied by client.

19. Thank and dismiss group.

Questionnaire

Ad Concepts

Handout

B.  Written reaction
What message is communicated about each of the following concept? 
Concept W?

	

	

	

	

	

	

	


Concept S?

	

	

	

	

	

	

	


Concept J-R?

	

	

	

	

	

	

	


PAGE  

[image: image3.png]


