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1. Executive Summary

Léger Marketing is pleased to present Finance Canada with the results from the advertising pre-testing of the Credit Card Regulations Campaign.  Leger Marketing conducted an on-line survey of 403 Adult (18+) Canadians between November 23rd and November 26th, 2010.  The following report details the audience’s perceptions and attitudes towards the proposed advertising concepts. 
1.1 Research Objectives and Methodology 
The objectives of the research were to test three creative approaches to the advertising campaign in order to determine which approach will be the most effective in achieving the following:

· raise awareness of  the new credit card regulations recently introduced  by the Government of Canada (GoC);

· increase the percentage of Canadians who visit the FCAC website, including the interactive tools. 
· Assess the communication effectiveness of each creative concept 

· Identify which of the concepts is strongest overall in communicating the intended messages

· Identify possible revisions to each creative concept that might improve its communication effectiveness

The research was conducted using an online survey that hosted the creative concepts.  Three radio concepts and two web banners were tested. Participants viewed (or listened to) the concepts and then answered a series of questions about the concepts.  

8,928 emails invitations were sent with a stratification process applied to invitation lists to ensure optimal representation of respondents by geographical region and the survey was opened by 847 individuals and completed by 403 individuals.  Concepts were randomly shown so as to account for an order bias in the survey. 
The data was weighted to be representative of the overall Canadian population by region, gender and age.  The survey took approximately 20 minutes to complete (median completion time).  It was in field from November 23rd, to November 26th. 

Prior to fielding the study, a pre-test of 20 interviews was completed, including 10 interviews in English and 10 in French, to ensure proper flow and timing for the questionnaire and proper understanding of survey questions.  The pre-test was completed on November 23rd, 2010.  Five open ended questions asked participants to expand on their experience and comprehension of the survey.  No major technical issues were reported, and participants did not note any issues in comprehending the questions.  

1.2 Overview of Findings
In general the radio concepts were better liked than the web concepts.

The Change concept was the leading radio concept tested with 68% of Canadians “liking” this concept either “a bit” (30%) or “a lot” (38%).

The Change concept was liked a lot by females (37%) vs. 23% of males.  French speaking Canadians are more likely to dislike the concept compared to English speaking Canadians (21% vs. 9%).

The News concept was liked by approximately half (50%) of the respondents.  It was not liked by younger Canadians, 18-24 (32%) compared to Older Canadians, 55-64 who like the concept (62%). University educated Canadians were more likely to “dislike a lot”  (11%).  French speaking Canadians dislike news a bit (27%) compared to only 16% of English speaking Canadians.

The Self Defense concept is liked by a higher percentage of French speaking Canadians (52%) compared with only 39% of English speaking Canadians

Of the two web concepts tested, the “Wallet” concept had higher likability scores with 17% of Canadians liking the concept a lot and 36% liking it a bit for a total likability score of 53%. The “Credit Card” concept had lower scores with 10% liking the concept a lot and 31% liking the concept a bit for a total likability of 41%.  In general the Internet concepts did not perform as well as the radio concepts.
1.3 Political Neutrality Statement and Contact Information
I hereby certify as Senior Officer of Leger Marketing that the deliverables fully comply with the Government of Canada political neutrality requirements outlined in the Communications Policy of the Government of Canada and Procedures for Planning and Contracting Public Opinion Research.  Specifically, the deliverables do not include information on electoral voting intentions, political party preferences, standings with the electorate or ratings of the performance of a political party or its leaders.

Signed: Christian Bourque
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The contract value for this project is $19,385.15  

Additional information  
Supplier name:

Léger Marketing

PWGSC Contract Number:
60074-100200/001/CY
Contract Award Date: 
November 18, 2010
To obtain more information on this study, please email webmaster.webmestre@fin.gc.ca 
2. Note on interpretation of research findings
This report was compiled by Leger Marketing based on the survey results conducted specifically for this project. 
2.1 
Findings

Results for the quantitative portion of this research are deemed representative of the adult Canadian on-line population. Data was weighted according to Statistics Canada census data to emulate the overall Canadian population. 
Leger Marketing is a certified member of the Gold Seal of MRIA and follows the principles, norms and standards of MRIA, ESOMAR and the Government of Canada's Internet surveys. Leger Marketing is an active member of this professional association and supports the policies pursued by it, including failure to report the margin of error for online surveys.

3. Background and Methodology

In recent years,, the Government of Canada (GoC) has taken  a forward-looking approach to increase the financial literacy of Canadians  to increase their understanding of financial  issues and help them better manage their personal and family finances. 

· On September 1, 2010, new regulations introduced under Canada’s Economic Action Plan came into force to protect Canadian users of credit cards. 

· While some communications activities have been undertaken and the overall reaction has been very positive, more outreach is needed to ensure that Canadian consumers are aware of these important regulations and how they can benefit from them

The new (proposed) advertising campaign might include radio, print and web. 3 Radio concepts and two web banners were tested.
3.1 Research Background and Objectives
The concept and message testing was intended to help ensure that the advertising delivers the government's messages clearly to the target audiences, that is, to inform Canadian consumers that the Government of Canada under the EAP has introduced new credit card regulations which will include the following key messages:
· the Government of Canada has taken action to make financial products fair and transparent for consumers. 

· these measures will better equip consumers to make informed financial decisions.

· credit business practices that are not beneficial to consumers will be limited. 

· these measures will contribute to our larger goals of increasing financial literacy.

· And help drive consumers to the Finance Consumer Agency of Canada’s website (FCAC.gc.ca) for more information and helpful interactive tools.

The objectives of the research were to test three creative approaches to the advertising campaign in order to determine which approach will be the most effective in achieving the following:

· raise awareness of  the new credit card regulations recently introduced  by the Government of Canada (GoC);

· increase the percentage of Canadians who visit the FCAC website, including the interactive tools. 
· Assess the communication effectiveness of each creative concept 

· Identify which of the concepts is strongest overall in communicating the intended messages

· Identify possible revisions to each creative concept that might improve its communication effectiveness

Intended Use(s) of Research

The results of the concept and message testing research can help determine which of the creative approaches presented should be selected for the EAP Credit Card Regulations ad campaign. They also provide information for fine-tuning the final layouts/designs and ad copy.

Target audience
· Primary audience: Adults 18-49

· Secondary : Seniors 50-65

3.2 
Methodology
The research was conducted using an online survey that hosted the creative concepts.  Participants viewed the concepts and then answered a series of questions about the concepts.  The final questionnaires are included in Appendix A.

The LegerWeb Panel, an on-line community of individuals who had previously agreed to complete surveys from time to time, was used to recruit survey participants.  LegerWeb has more than 345,000 members in the community.  The panelists were recruited by various means including (but not limited to) randomly from select telephone surveys of Leger Marketing, some online advertising or were referred by panelists already registered.  Panelists are refreshed every 6 months, with those not responding to a profiling survey in that period being dropped from the active panel.  Individuals who completed a Government of Canada survey in the prior 6 months were not invited to participate in this survey.

Leger Marketing is a certified member of the Gold Seal of MRIA and fully complies with the principles, norms and standards of MRIA, ESOMAR and the Government of Canada's Internet surveys. Leger Marketing is an active member of this professional association and supports the policies pursued by it, including failure to report the margin of error for online surveys.

8,928 emails invitations were sent with a stratification process applied to invitation lists to ensure optimal representation of respondents by geographical region and the survey was opened by 847 individuals and completed by 403 individuals.  Concepts were randomly shown so as to account for an order bias in the survey.

The data was weighted to be representative of the overall Canadian population by region, gender and age.  The survey took approximately 20 minutes to complete (median completion time).  It was in field from November 23rd, to November 26th. 

Prior to fielding the study, a pre-test of 20 interviews was completed, including 10 interviews in English and 10 in French, to ensure proper flow and timing for the questionnaire and proper understanding of survey questions.  The pre-test was completed on November 23rd, 2010.  Five open ended questions asked participants to expand on their experience and comprehension of the survey.  No major technical issues were reported, and participants did not note any issues in comprehending the questions.  
4. Detailed Research Findings

This section of the report presents the detailed findings from the research.  As a general rule only results that have a statistically significant result are commented on.  
4.1 Overall likability
Radio Concepts
The Change concept was the leading radio concept tested with 68% of Canadians “liking” this concept either “a bit” (30%) or “a lot” (38%).
The Change concept was liked a lot by females (37%) vs. 23% of males.  French speaking Canadians are more likely to dislike the concept compared to English speaking Canadians (21% vs. 9%).
The News concept was liked by approximately half (50%) of the respondents.  It was not liked by younger Canadians, 18-24 (32%) compared to Older Canadians, 55-64 who like the concept (62%). University educated Canadians were more likely to “dislike a lot”  (11%).  French speaking Canadians dislike news a bit (27%) compared to only 16% of English speaking Canadians.

The Self Defense concept is liked by a higher percentage of French speaking Canadians (52%) compared with only 39% of English speaking Canadians
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4.2 News Concept

The “News” concept was measured on the eight variables.  Using a Likert five point scale, respondents were asked their level of agreement with a series of statements.  Statements were shown in a random order.
The News concept was perceived to communicate the new credit card regulations recently introduced with 62% agreeing or strongly agreeing.  Forty-one percent strongly disagreed with the negative form of the question.  The ad was not considered to be overly memorable with and average score of 2.8 and fewer than half of the respondents (46%) agreed (or strongly agreed) that they would visit the moneytools.ca website as a result of the ad.  However, 53% agreed or strongly agreed that they learned something new as a result of this ad.
	News

Base: n=403
	Strongly disagree

1
	2
	3
	4
	Strongly agree

5
	Average

	This ad is memorable.
	18%
	21%
	32%
	19%
	11%
	2.8

	This ad clearly communicates the new credit card regulations recently introduced.
	8%
	9%
	21%
	32%
	30%
	3.7

	I would visit the moneytools.ca website if I had any questions.
	14%
	10%
	30%
	26%
	20%
	3.3

	I have learned something new as a result of viewing this ad.
	13%
	11%
	23%
	30%
	23%
	3.4

	The message of this ad is not very clear.
	41%
	22%
	18%
	12%
	8%
	2.2


Key messages 
The top message received from the News concept was that there was a change to credit card rules and regulations, with considerably fewer individuals naming other messages in the concept.
	Top 5 Messages (News)
	Percent 

	A change to credit card rules / regulations
	49%

	No more raising limit without permission and no more hidden fees
	12%

	Credit card companies are no longer allowed to raise your credit limit without your permission
	6%

	Measures were implemented to protect Canadian consumers
	5%

	New regulations
	5%


The main element that was liked by Canadians was that the News concept was simple and clear, with one in three naming this element.  Approximately one in three liked other elements or did not respond to this question.
	Top Liked Messages (News)
	Percent 

	The message was clear and simple
	33%

	Main message of the ad
	18%

	Funny / entertaining ad
	8%

	Liked speaker / manner of speaking
	7%


The element that was disliked the most was a general perception that the ad was annoying or a dislike for the voice.  Nine percent thought the ad was too long, while eight percent found it boring.  Eight percent also disliked slang, and four percent reported they disliked that the ad was trying to be hip. It should be noted that most Canadians did not identify a most disliked element.
	Top  Disliked Messages (News)
	Percent 

	Ad was annoying / Voice was annoying
	14%

	Too long
	9%

	Boring
	8%

	Don’t like slang
	8%

	It’s attempt to be hip
	4%


4.3 Change Concept

The “Change” concept was measured on the same eight variables.  Using a Likert five point scale, respondents were asked their level of agreement with a series of statements.  Statements were shown in a random order.  Change had the highest scores off all radio concepts on clearly communicating the new credit card regulations.  Nearly 3 in 4 (73%) Canadians agreed or strongly agreed that the ad clearly communicates the new credit card regulations, and 49% strongly disagreed that the ad was not clear.  Forty-five percent agreed or strongly agreed that the ad was memorable and 48% reported they would visit the moneytools.ca .  Change also scored well in that three Canadians out of five (69%) agreed or strongly agreed that they learned something new.
	Change
Base: n=403
	Strongly disagree
1
	2
	3
	4
	Strongly agree
5
	Average

	This ad is memorable.
	11%
	16%
	28%
	25%
	20%
	3.3

	This ad clearly communicates the new credit card regulations recently introduced
	4%
	6%
	18%
	33%
	40%
	4.0

	I would visit the moneytools.ca website if I had any questions
	11%
	14%
	27%
	26%
	22%
	3.4

	I have learned something new as a result of viewing this ad.
	8%
	9%
	24%
	29%
	30%
	3.6

	The message of this ad is not very clear.
	49%
	27%
	12%
	7%
	6%
	1.9


Key messages

Forty-four percent identified a change to the credit card rule / regulations as the top message with fewer than 10% identifying another element.
	Top 5 Messages (Change)
	Percent 

	A change to credit card rules / regulations
	44%

	No increase of credit limit without permission / no interest rate changes / no hidden fees
	8%

	A change to regulations regarding hidden fees
	5%

	You will be informed before any changes to credit card account are made
	5%

	Credit card companies are no longer allowed to raise your credit limit without your permission
	3%


The top reason for liking the Change concept was that the concept was clear and simple, however, 20 percent identified the main message as being a key element in the ad.  Nine percent liked the talking credit card and seven percent thought the ad was funny and entertaining. Approximately one in three liked other elements or did not respond to this question.

	Top Liked Messages (Change)
	Percent 

	The message was clear and simple
	30%

	Main message of the ad
	20%

	I liked the talking credit card
	9%

	Funny / entertaining ad
	7%


The element that was disliked the most was a general perception that the ad was annoying or a dislike for the voice.  Ten percent thought the ad was too long, while four percent found it boring.  Three percent, didn’t understand the relevance and three percent felt the ad was not informative. 
	Top  Disliked Messages (Change)
	Percent 

	Ad was annoying / Voice was annoying
	12%

	Too long
	10%

	Boring
	4%

	Don’t understand relevance
	3%

	Not informative
	3%


4.4 Self Defense Concept

The “Self Defense” concept was measured on the same eight variables.  Using a Likert five point scale, respondents were asked their level of agreement with a series of statements.  Statements were shown in a random order.  Self Defense had the lowest scores off all radio concepts on clearly communicating the new credit card regulations.  Only 48% of Canadians agreed or strongly agreed that the ad clearly communicates the new credit card regulations, and 31% strongly disagreed that the ad was not clear.  Twenty-nine percent agreed or strongly agreed that the ad was memorable and 40% reported they would visit the moneytools.ca . Forty-five percent agreed or strongly agreed that they learned something new from Self Defense.
	Self Defense

Base: n=403
	Strongly disagree

1
	2
	3
	4
	Strongly agree

5
	Average

	This ad is memorable.
	21%
	18%
	32%
	18%
	11%
	2.8

	This ad clearly communicates the new credit card regulations recently introduced
	13%
	15%
	24%
	24%
	24%
	3.3

	I would visit the moneytools.ca website if I had any questions
	17%
	16%
	28%
	23%
	17%
	3.1

	I have learned something new as a result of viewing this ad.
	16%
	12%
	28%
	25%
	20%
	3.2

	The message of this ad is not very clear.
	31%
	25%
	22%
	11%
	12%
	2.5


Key Messages

As with the other concepts the top message communicated by Self Defense was that there is a change to the credit card rules / regulations.  Forty-three percent identified this as the top message. 

	Top 5 Messages (Self Defense)
	Percent 

	A change to credit card rules / regulations
	43%

	Measures were implemented to protect Canadian Consumers
	8%

	Credit card companies are no longer allowed to raise your credit limit without your permission
	6%

	No more raising limit without permission and no more hidden fess
	6%

	A change to regulations regarding hidden fees
	4%


The top liked message involved the main message of the ad, regarding new regulations. 

	Top Liked Messages (Self Defense)
	Percent 

	Main message of the ad
	23%

	The message was clear and simple
	13%

	Funny / entertaining ad
	15%


The top disliked message was that the ad (or the voice) was annoying with 12% identifying this characteristic.
	Top  Disliked Messages (Change)
	Percent 

	Ad was annoying / Voice was annoying
	12%

	Too long
	10%

	Boring
	4%

	Don’t understand relevance
	3%

	Not informative
	3%


4.5 Web Concepts

Of the two web concepts tested, the “Wallet” concept had higher likability scores with 17% of Canadians liking the concept a lot and 36% liking it a bit for a total likability score of 53%. The “Credit Card” concept had lower scores with 10% liking the concept a lot and 31% liking the concept a bit for a total likability of 41%.  In general the Internet concepts did not perform as well as the radio concepts.
Canadians 55-64 years old: 41% are more likely to like “Wallet” compared to other age groups

Canadians over 65 (53%) and Retirees (55%) like “Credit Card” compared to other age groups 
45% of 18-24 year olds like “Credit Card” a bit compared to other age groups
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4.6 Wallet Concept

The Wallet Concept performed better than Credit Card, although the leading rating for all elements was neutral with a plurality of individuals rating each variable a three on a scale of one to five.  Neither Web concept performed as well as the Radio concepts, although Leger Marketing does not have sufficient normative data on web concepts to indicate the strength compared to other web campaigns.
	Wallet

Base: n=403
	Strongly disagree

1
	2
	3
	4
	Strongly agree

5
	Average

	This ad is memorable.
	22%
	24%
	29%
	15%
	10%
	2.7

	This ad clearly communicates the new credit card regulations recently introduced
	24%
	23%
	26%
	17%
	10%
	2.7

	I would visit the moneytools.ca website if I had any questions
	21%
	14%
	28%
	21%
	16%
	3.0

	I have learned something new as a result of viewing this ad.
	20%
	23%
	32%
	18%
	8%
	2.7

	The message of this ad is not very clear.
	20%
	23%
	29%
	15%
	13%
	2.8


Key messages
Wallet did communicate that there was a change to credit card rules and regulations.  More than half identified this message as the top message for the concept.
	Top 5 Messages (Wallet)
	Percent 

	A change to credit card rules / regulations
	53%

	General changes to regulations (unspecified)
	9%

	Visit our website
	4%


One in ten (13%) Canadians liked the talking wallet, and 13% thought it was funny, an additional 12% found that the message was clear and simple.  However, most did not provide an answer for this category.
	Top Liked Messages (Wallet)
	Percent 

	Funny / entertaining ad
	13%

	I liked the talking wallet
	13%

	The message was clear and simple
	12%

	High production quality
	7%


The top disliked messages were that the ad was not informative, and not clear.  Nine percent of respondents identified these elements while an additional eight percent felt the banner ad did not stand out.
	Top  Disliked Messages (Wallet)
	Percent 

	Not informative
	9%

	Not clear
	9%

	Doesn’t stand out
	8%


4.7 Credit Card Concept

The Credit Card Concept was the least memorable concept with only 18% of Canadians agreeing or strongly agreeing that the ad was memorable.  Thirty-six percent of Canadians Strongly disagreed that the ad was memorable.  As with Wallet the other variables were more likely to be rated neutrally.
	Credit Card

Base: n=403
	Strongly disagree

1
	2
	3
	4
	Strongly agree

5
	Average

	This ad is memorable.
	36%
	19%
	26%
	11%
	7%
	2.3

	This ad clearly communicates the new credit card regulations recently introduced
	23%
	20%
	28%
	16%
	13%
	2.8

	I would visit the moneytools.ca website if I had any questions
	22%
	16%
	28%
	19%
	15%
	2.9

	I have learned something new as a result of viewing this ad.
	23%
	20%
	30%
	19%
	9%
	2.7

	The message of this ad is not very clear.
	24%
	23%
	27%
	13%
	13%
	2.7


The top message communicated by Credit Card was that there is a change to credit card rules and regulations with 51% identifying this theme as the top message.
	Top  Messages (Credit Card)
	Percent 

	A change to credit card rules / regulations
	51%

	New regulations
	12%

	Change to credit cards
	11%

	Visit our website
	4%


The top theme for credit card was that it was clear and simple with 19% of Canadians identifying this message as the number one.    One in ten (10%) thought the ad was funny, while nine percent liked the main message of the ad.  Production quality was noted by seven percent of respondents.
	Top Liked Messages (Credit Card)
	Percent 

	The message was clear and simple
	19%

	Funny / Entertaining ad
	10%

	Main message of the ad
	9%

	Production quality
	7%


Three messages emerged as the top disliked themes for credit card. Number one was that the ad doesn’t stand out with 13%, one in ten (10%) felt the ad was boring and an additional ten percent felt the ad was not clear.
	Top  Disliked Messages (Credit Card)
	Percent 

	Ad doesn’t stand out / it’s not eye catching
	13%

	Boring
	10%

	Ad was not clear
	10%


5.0 Summary

All concepts tested had strengths and weaknesses, however, all successfully communicated a change in credit card regulations.  Change was the top liked radio concept and Wallet was the top Internet execution.  The concepts would benefit from changes to increase the likelihood that Canadians will seek more information from the moneytools.ca website. All concepts could be used as part of the campaign, however, all concepts could benefit from additional creative changes. It is not recommended to use Self Defense or Credit Card without some creative changes to improve the effectiveness and messaging.
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