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Appendix B. Quantitative Methodological Report

Global Affairs Canada commissioned a quantitative survey to be conducted in both Mexico and India
among secondary and post-secondary students, parents of a secondary or post-secondary student, and
those how may have influence over the decision of a young person to study abroad, to determine the most
important sources of information to inform a decision of where to study abroad if they/their child/a young
person they know were considering studying abroad and to determine which country(s) they would
consider studying in (top three choices).

A 5-minute quantitative online survey was administered in Mexico and India via Ipsos Global Advisor, an
online, monthly, global syndicated research service. Ipsos Global Advisor is an online survey of 22,000
consumer citizens in 22 countries across the globe, covering 75% of the world’s GDP. The survey was
fielded in each market between Friday, February 19", 2016 to Friday, March 4%, 2016.

Sample definition

In both Mexico and India, potential respondents, drawn from the Ipsos online panel and local vendor panel
sample, were invited to complete the online survey. Potential respondents were screened according to
the target audiences required (below).

Audience Description

Students A student aged 16-17

A student aged 18-24

A student aged 25+

Parent of a Student A parent/guardian of a student aged 14-15
A parent/guardian of a student aged 16-17
A parent of a student aged 18-24

A parent of a student aged 25+

Those interested in Interested in studying abroad at a post-graduation and college level
studying abroad / sometime in the future

interested in
encouraging own
child/young person to
study abroad Interested in encouraging own child to study abroad at a high school level
(grade 10, 11 or 12) sometime in the future

Interested in studying or doing research abroad at a post-graduation level
(Masters, PhD) sometime in the future

Interested in encouraging own child to study abroad at a post-graduation and
college level sometime in the future

Interested in encouraging own child to study or do research abroad at a post-
graduation level (Masters, PhD) sometime in the future

Influencers In a position to influence a young person on the decision whether to study
abroad (e.g. a coach, teacher, guidance counsellor, religious/spiritual leaders,
or close family member)

None of the above Did not self-identify as any of the above categories

All respondents, regardless of status as a student, parent of a student or as an influencer of a young person,
or of their interest in studying abroad, were eligible to participate in the survey. The survey was available
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for all potential respondents to participate, regardless of meeting defined audience criteria, in order to
allow for a more robust overall sample size to be achieved within each market.

The quantitative survey instrument was administered in the common language of participants in each
market: English (India) and Spanish (Mexico). The quantitative survey was not pre-tested due to the nature
of the global syndicated survey vehicle that was utilized to execute the survey. The survey instrument was
translated and back-translated by Ipsos to ensure that the translation was precise and that the language
used would be well understood in the language in which it was translated.

Online panel characteristics
In Mexico and India, the Ipsos Global Advisor monthly online survey is capable of delivering a national

sample of up to 500 online respondents each wave. The quantitative online samples in each market are
not representative. Given lower incidences of internet penetration in the two markets, the samples are
described as ‘upper deck consumer citizens’ (meaning they are more likely to urban, have a higher
education and have higher incomes than their fellow citizens). The resulting sample is a non-probability
sample which is weighted to reflect various characteristics of the online population in the given market.

The following table outlines the profile of respondents invited to participate in the research by completing
an online survey, number of completed surveys achieved and credibility Interval.

e . . S le si Participati
Country Language Description Definition an?p € size articipation
achieved rate

Completed primary

Mexico Spanish Primary Consumer | education or higher, n=504 3%
have Internet access

India English Online Population Have Internet access n=502 11%

It should be noted that the quantitative findings are not generalizable to a larger population, and that they
should be considered directional only.

Sampling Procedure
Respondents are recruited randomly from the Ipsos online panel, in each market. Online panel participants

are recruited and screened using rigorous double and triple opt-in checks to ensure that respondents want
to receive Ipsos information and survey material. A three-month exclusion rule was applied to ensure
respondents who have completed a survey within the last three months were not able to participate in
this survey. Ipsos ensures that it’s simple for panellists to opt-out, or unsubscribe, from the panel at any
time. Opt-out information is provided at the time of recruitment, on the panel website, and in each email
a panellist receives from Ipsos.

Participation rates vary based on survey length and complexity, survey topic, incentive, respondent
characteristics, and length of field window. When using panel sample in Mexico, the response rate is
typically around three percent. When using panel sample is India, the response rate is typically around
11%.
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Weighting Procedure
The resulting sample is a non-probability sample which is weighted to reflect various characteristics of the
online population in a given market based on the most recently available census data for each country.

Sample Weighting

There exists within the current sample the possibility of non-response bias. In particular, this survey would
not include members of the population who do not have access to the Internet or who are not capable of
responding to a survey in either English or Spanish. In addition, some groups within the wider population
are systemically less likely to answer surveys and are not members of the sample panel. Statistical margins
of error are not applicable to online polls. All sample surveys and polls may be subject to other sources of
error, including, but not limited to coverage error and measurement error.

Invitations to participate in each survey were distributed in proportions that reflect the most recent
Current Population Census Data for each market. Data is then weighted to match the following census
figures. In Mexico, weights are adjusted to take into account lack of lower educated respondents.

Unweighted Census 2010
Mexico (n=504) Percent Proportions
Gender
Male 52% 48%
Female 48% 52%
Age
Under 35 52% 44%
35-49 30% 30%
50-64 18% 17%
Education
Low 3% 44%
Medium 51% 32%
High 45% 24%
Unweighted Census 2011
India (n=502) Percent Proportions
Gender
Male 45% 51%
Female 55% 49%
Age
Under 35 53% 46%
35-49 28% 29%
50-64 19% 16%

Data Analysis

The data has been analyzed using descriptive and bivariate statistics (across standard omnibus

demographic breaks including age, gender, and region).
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Appendix C.

Quantitative Questionnaire

ENGLISH (INDIA) ' SPANISH (MEXICO)

[ASK ALL]

[MULTIPUNCH]

S1. Indicate which of the following descriptions
apply to you personally. Select all that apply.

lam...

A student aged 16-17

A student aged 18-24

A student aged 25+

A parent/guardian of a student aged 14-15

A parent/guardian of a student aged 16-17

A parent of a student aged 18-24

A parent of a student aged 25+

Interested in studying abroad at a post-
graduation and college level sometime in the
future

Interested in studying or doing research abroad
at a post-graduation (Masters, PhD) level
sometime in the future

Interested in encouraging my own child to study
abroad at a high school level (grade 10, 11 or 12)
sometime in the future

Interested in encouraging my own child to study
abroad at a post-graduation and college level
sometime in the future

Interested in encouraging my own child to study
or do research abroad at a post-graduation
(Masters, PhD) level sometime in the future

In a position to influence a young person on the
decision whether to study abroad (e.g. a coach,
teacher, guidance counsellor, religious/spiritual
leaders, or close family member)

None of the above [EXCLUSIVE OPTION]

[IF 1 AT S1, NOT ABLE TO ALSO SELECT 2 OR 3]
[IF 2 AT S1, NOT ABLE TO ALSO SELECT 1 OR 3]
[IF 3 AT S1, NOT ABLE TO ALSO SELECT 1 OR 2]

[ASK ALL]

[MULTIPUNCH]

S1. Indique cudles de las siguientes descripciones
corresponden personalmente a su caso.
Seleccione todas las opciones que correspondan.

Soy/Estoy...

Un estudiante de 16 a 17 afios

Un estudiante de 18 a 24 afios

Un estudiante de mads de 25 afios

El padre/tutor de un estudiante de 14 a 15 afios
El padre/tutor de un estudiante de 16 a 17 afios
El padre de un estudiante de 18 a 24 afos

El padre de un estudiante de mas de 25 afios
Interesado en realizar estudios en el extranjero
de educacion superior (licenciatura o diplomado)
en algun momento en el futuro

Interesado en estudiar o realizar una
investigacion en el extranjero para un posgrado
(maestria, doctorado) en algin momento en el
futuro

Interesado en alentar a mi hijo a que realice
estudios en el extranjero de educacidon media
superior (bachillerato o preparatoria) en alguin
momento en el futuro

Interesado en alentar a mi hijo a que realice
estudios en el extranjero de educacion superior
(licenciatura o diplomado) en algiin momento en
el futuro

Interesado en alentar a mi hijo a que estudie o
realice una investigacidn en el extranjero para un
posgrado (maestria, doctorado) en algun
momento en el futuro

En una posicién en la que puedo influir a un joven
para que decida si desea estudiar en el extranjero
(por ejemplo, entrenador, maestro, consejero
estudiantil, lider religioso/espiritual o familiar
cercano)

Ninguna de los anteriores [EXCLUSIVE OPTION]

[IF 1 AT S1, NOT ABLE TO ALSO SELECT 2 OR 3]
[IF 2 AT S1, NOT ABLE TO ALSO SELECT 1 OR 3]
[IF 3 AT S1, NOT ABLE TO ALSO SELECT 1 OR 2]
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[ASK ALL]

[MULTIPUNCH]

Q1. If you/your child/a young person you know
were considering studying in another country,
which of the following sources would you
consider to be the most important to inform
your/their decision of where to study? Select up
to three.

[ALLOW UP TO THREE RESPONSES]
[RANDOMIZE]

A ‘Studying Abroad’ information session

An Education Fair

A television advertisement

A radio advertisement

A print advertisement

An online advertisement

A television program

A radio program

An article in a newspaper or magazine

A friend

An immediate family member (such as a parent
or sibling)

An extended family member (such as an aunt,
uncle, cousin or grandparent)

A person who has studied abroad

A teacher or guidance counselor

Websites of colleges and universities abroad
Twitter

Youtube

Facebook

Foreign government websites

Education Advisor at an Embassy/Consulate/High
Commission

Other, specify: [INCLUDE OPEN TEXT BOX]
Don’t know/Not sure

[ASK ALL]

[MULTIPUNCH]

P1. Siusted/su hijo/un joven que conoce
considera estudiar en otro pais, écuales de las
siguientes fuentes consideraria como la mds
importante para obtener informacién a fin de
decidir dénde estudiar? Seleccione hasta tres
opciones.

[ALLOW UP TO THREE RESPONSES]
[RANDOMIZE]

Una sesién informativa acerca de estudiar en el
extranjero

Una feria educativa

Un anuncio televisivo

Un anuncio en la radio

Un anuncio impreso

Un anuncio en linea

Un programa televisivo

Un programa de radio

Un articulo en el periédico o en una revista

Un amigo

Un familiar inmediato (como padre o hermano)
Otro miembro de la familia (como una tia, un tio,
un primo o un abuelo)

Una persona que ha estudiado en el extranjero
Un maestro o consejero estudiantil

Sitios web de escuelas y universidades en el
exterior

Twitter

Youtube

Facebook

Sitios web de gobiernos extranjeros

Asesor educativo de una
embajada/consulado/alto comisionado

Otra, especifique: [INCLUDE OPEN TEXT BOX]
No sabe/No esta seguro

[ASK ALL]

[DROP DOWN MENU LIST OF COUNTRIES]

Q2. If you/your child/a young person you know
were considering studying in another country,
which country(s) would you consider/do you
think they would consider? Include up to three
choices.

[FORCE THREE DIFFERENT CHOICES AT ‘FIRST
CHOICE’/ ‘SECOND CHOICE’/ ‘THIRD CHOICFE’,

[ASK ALL]

[DROP DOWN MENU LIST OF COUNTRIES]

P2. Si usted/su hijo/un joven que conoce
considera estudiar en otro pais, ¢qué pais(es)
consideraria/cree que consideraria? Incluya hasta
tres opciones.

[FORCE THREE DIFFERENT CHOICES AT ‘FIRST
CHOICE’/ ‘SECOND CHOICE’/ ‘THIRD CHOICFE’,
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EXCEPT, ‘OTHER’ OPTION MAY BE SELECTED UP
TO THREE TIMES]

[REMOVE OPTION SELECTED AT ‘FIRST CHOICE’
FROM ‘SECOND CHOICE’/'THIRD CHOICE’ LISTS]
[REMOVE OPTION SELECTED AT ‘SECOND
CHOICE’ FROM ‘THIRD CHOICE’ LIST]

First choice: [DROP DOWN MENU LIST OF
COUNTRIES]

Second choice: [DROP DOWN MENU LIST OF
COUNTRIES]

Third choice: [DROP DOWN MENU LIST OF
COUNTRIES]

Would never consider/don’t know anyone who
would consider studying abroad [MAKE
EXCLUSIVE] [HOLD STABLE]

[COUNTRY LIST]

[RANDOMIZE IN DROP DOWN LIST]
Australia

United Kingdom

United States

Germany

France

China

Canada

New Zealand

Spain

Korea

Japan

Malaysia

Other [ALWAYS HOLD LAST IN DROP DOWN
LIST]

EXCEPT, ‘OTHER’ OPTION MAY BE SELECTED UP
TO THREE TIMES]

[REMOVE OPTION SELECTED AT ‘FIRST CHOICE’
FROM ‘SECOND CHOICE’/'THIRD CHOICE’ LISTS]
[REMOVE OPTION SELECTED AT ‘SECOND
CHOICE’ FROM ‘THIRD CHOICFE’ LIST]

Primera opciéon: [DROP DOWN MENU LIST OF
COUNTRIES]

Segunda opcion: [DROP DOWN MENU LIST OF
COUNTRIES]

Tercera opciéon: [DROP DOWN MENU LIST OF
COUNTRIES]

Nunca consideraria/no conozco a nadie que
consideraria estudiar en el extranjero [MAKE
EXCLUSIVE] [HOLD STABLE]

[COUNTRY LIST]

[RANDOMIZE IN DROP DOWN LIST]
Australia

Reino Unido

Estados Unidos Alemania

Francia

China

Canada

Nueva Zelanda

Espana

Corea

Japon

Malasia

Otro [ALWAYS HOLD LAST IN DROP DOWN LIST]
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Appendix D. Brochure Images
D1. Images by Country Tested
Description Brazil / China India Morocco Vietham
Mexico

Image 1 Group Study - Hardhats COM-MB1 COM-Cl  COM-IN1 COM-MO1  COM-V1
Image 2 Group Study - Couch COM-MB2 COM-C2  COM-IN2  COM-MO2  COM-V2
Image 3 Individual Study - Design Car COM-MB3 COM-C3  COM-IN3  COM-MO3  COM-V3
Image 4 Outdoor Students - Snow COM-MB4  COM-C4 COM-IN4 COM-MO4  COM-V4
Image 5 Aerospace Trial COM-MB5 COM-C5  COM-IN5  COM-MO5  COM-V5
Image 6 Individual Study - Office COM-MB6  COM-C6  COM-IN6 COM-MO6  COM-V6
Image 7 Individual Study - Lab COM-MB7  COM-C7  COM-IN7 COM-MO7  COM-V7
Image 8 On Campus - Glass Bridge COM-MB8  COM-C8 COM-IN§ COM-MO8  COM-V8
Image 9 On Campus - Outside Building COM-MB9 COM-C9  COM-IN9  COM-MO9  COM-V9
Image 10  Group Study - Plans COM-MB10 COM-C10 COM-IN10 COM-MO10 COM-V10
Image 11  Family COM-MB11 COM-C11 COM-IN11 COM-MO11 COM-V11
Image 12  Individual Study - Outdoor Testing COM-MB12 COM-C12 COM-IN12 COM-MO12  COM-V12
Image 13  Landscape COM-MB13 COM-C13 COM-IN13 COM-MO13  COM-V13
Image 14  Landmark - Parliament Concert COM-MB14 COM-C14 COM-IN14 COM-MO14 COM-V14
Image15 Landmark - CN Tower COM-MB15 COM-C15 COM-IN15 COM-MO15 COM-V15
Image 16  Sports - Basketball - Action COM-MB16 COM-C16 COM-IN16 COM-MO16 COM-V16
Image 17  Sports - Hockey MB1 c1
Image 18  Outdoor Students - Binoculars MB2 MO3
Image 19  Kayak - Rapids MB3
Image 20 Landmark - Rideau Canal MB4 MO4 V2
Image 21  Graduation - Group MB5 c4 MO7 V3
Image 22  Kayak - Iceberg MB6 IN10
Image 23  On Campus - Computer Lab MB7 c5 M09 V4
Image 24  Outdoor Students - Fall MB8 IN3 MO10
Image 25  Group Study - Film Students MB9 V12
Image 26  Group Study - Engineering Students MB10 IN7 MO12 V13
Image 27  Individual Study - Chemistry MB11 M013
Image 28  Group Study - Lab MB12
Image 29  Individual Study - Library MB13 IN9
Image 30  Individual Study - Beaker MB14
Image 31  Outdoor Students - Flags MB15
Image 32  Outdoor Students - Snowman MB16 V16
Image 33  Kayak - Group c2
Image 34  Graduation - Two Students c3 MO5
Image 35  Individual Study - BIO c6 IN8
Image 36  Graduation - Pinning IN1
Image 37  Graduation - Stage IN2 MO6
Image 38  Sports - Basketball - Kids IN4 v8
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Image 39
Image 40
Image 41
Image 42
Image 43
Image 44
Image 45
Image 46
Image 47
Image 48
Image 49
Image 50
Image 51
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Individual Study - Computer
Group Study - Business
Sports - Football

Group Study - Aquaculture
Sports - Pond Hockey

On Campus - Stairs

On Campus - Lecture Hall
Individual Study - Headphones
Individual Study - Front Lawn
Individual Study - Cooking
Group Study — Lab Coats
Individual Study - Animation
Individual Study - Design Lab

IN5
IN6

MO11

MO1
MO14
MO2
MO8

V11
Vi

V10

V14

V15
V5
V6
V7
V9
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Appendix E. Concepts

E1. Brazil
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E2. China
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E3. India

JOURNEY PROOF

UNDERGRADUATE

Amit Singh
wanted to see the world,
50 he came to Canada.

If you need a reason
to study in Canada, we
have 18,000 of them.

o
EduCa‘Eg?«

A Canadian degree has a
global reputation. So do
our teachers.

GRADUATE

For Amit Singh,

an education didn't just
give him a diploma,

it gave him a company.
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E4. Mexico
JOURNEY PROOF

Gabriela Hernandez queria conocer el mundo,
asi que fue a Canada

-

Si necesitas una
razon para estudiar

en Canads, te
damos 18 000.

ey

UNDERGRADUATE

o

EduCanada

Con sus estudios, Gabriela Hernandez no solo

obtuvo un diploma, sino también su propia empresa Los titulos universitarios
A canadienses tienen
psh - gran reputacion en todo

el mundo, al igual que
nuestros profesores.

GRADUATE

EduCanada

N rere e e

Gabriela Hernandez llego a Canada para obtener un
diploma de preparatoria y termino con un doctorado

No formes parte solamente de
un grupo escolar; conviértete en
w miembro de una familia.

PARENT
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ES. Morocco

JOURNEY PROOF

Vous avez besoin
d’'une raison pour

étudier au Canada?
Nous en avons 18 000.

Rayane Bentamou voulait voir

U N D E RG RADUATE \ 5 le rrtonde, droncb il est venu au Canada.

Découvres toutes les postes que vous ouvrizont
des études 3 Canada en vieari le e edocanada ca

ruaNoR

La reputation des etudes
au Canada n'est plus 3 faire.
Celle de nos professeurs
non plus.

Pour Rayane Bentamou ses études
n'ont pas servi qu'a obtenir un
diplome, elles lui ont aussi permis
de démarrer une entreprise.

GRADUATE

Lot pacerments en i e

W
EduCanada

a0 uoR rerde e poicn
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E6. Vietnam
JOURNEY PROOF

Minh Nguyen mudn
kham pha thé gidi, vi thé
ban dy da dén Canada.

Né&u ban can mét

ly do dé hoc tap,
& day chiing t6i c6
dén 18.000 ly do.

UNDERGRADUATE

) \
o s
EduCanada EduCanada

PRGN

Béang cap Canada c6 danh tiéng
qudc té. Cac gido su clia chiing toi
DGi véi Minh Nguyen, ciling vay.
mot nén gido duc khong
chi mang lai bang cap
ma con mang dén
cho ban &y mot cong ty.

GRADUATE

W
EduCanada
- i

Dung chi la thanh vién cia mét
16p hoc, hay tré thanh mot
Minh Nguyen thanh vién ctia mét gia dinh.
dén Canada d€ hoc o bon e : &
trung hoc. Cugi cling ban ay
da lay duoc bang Tién si (PhD).

PARENT

EduCanada : EduCanada

Aerid of pesssies
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Appendix F. Moderator’s Guide
F1. Master Copy - Students Guide - English
1.0 Introduction (5 minutes)

Explain to participants:

= |psos and moderator introduction

= Describe the research purpose and research sponsor, described, at a minimum, in the same manner
as in recruiting

= the length of discussion group (2 hours)

= taping of the discussion group (audio/video)

= One-way mirror and colleagues/client viewing in back room

= Results are confidential and reported in aggregate/individuals are not
identified/participation is voluntary

= the role of moderator is to ask questions, timekeeper, objective/no vested interest

= role of participants: not expected to be experts, speak openly and frankly about opinions, no
right/wrong answers

=  (obtain consent to proceed at this point)

= Get participants to introduce themselves: (Age, whether studying, year in school/class,
whether in School or university, name of school or university).

2.0 Brochure Image Testing (20 minutes)

To get started, | would like to show you some images you might see in promotional materials or on a
brochure...

[BROCHURE IMAGES — HAND OUT ONE PER PARTICIPANT WITH PENS]
I’m giving each of you a sheet of paper with XX images on it.

In each case I'm going to ask you to take a few minutes to review the images presented and then | want
you to use the pen we have provided and CIRCLE 3 IMAGES you find most appealing for whatever
reason. If they evoke a strong positive emotional response | want you to circle them.

Once you've done that | would also like you to CROSS OUT 3 IMAGES you find the least appealing, for
whatever reason.

Once you have completed this exercise we are going to take a few minutes to discuss what you have
circled and more importantly why specifically you have done so.

[MODERATOR PROBE ON MIN 1 IMAGE PER THEME AND TOP IMAGE PER PARTICIPANT]

= Qverall reactions to the images presented? As a whole how did they make you feel?
= OK-let’s spend a few minutes discussing what you have circled [MODERATOR GO AROUND
THE TABLE AND ASK PARTICIPANTS TO DISCUSS CHOICES MADE]
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=  What s it about these images specifically that appeals to you? What emotions do these
images bring about in you? What do they convey?

Of all of the images — is there one that appeals to you/ resonates with you more than the others? Which
one and why is that?

And now thinking of the images that you crossed out — is there one in particular that brings about strong
negative sentiments? Which one and why do you think that is?
3.0 Exploration of Studying Abroad (15 minutes)

(STUDENTS) First off I'd like us to take a few minutes in order to discuss some of the factors you would
consider when thinking of going to study in another country.

What drives your interest in studying abroad? What prompted you to consider it?

=  PROBE: What types of experiences would you expect to have while studying abroad?
If you could study in any other country, which one would you study in and why? [NOTE: IF CANADA IS
MENTIONED HERE, GIVE THE SAME FOCUS AS OTHER COUNTRIES MENTIONED]
PROBES PER COUNTRY MENTIONED:

= Specific academic institution (Reputation of post-secondary institution considered)
PROBE ON QUALITY: What does quality mean in the context of education? (Variety of course
offerings, Investment in R&D, Research facilities, Supportive/ Accessible teachers)

e What about how universities are ranked — how important is that?
PROBE ON COST: How important is affordability when it comes to higher education? Is the
cost of studying abroad a consideration when it comes to deciding on where to get a

university (post-secondary) education?
e What about the ability to stay and work in that country once studies are completed — how
important of a consideration is that?
= PROBE ON EXPERIENCES: What about the social aspect of campus life (life outside of classes)
how important is that? What elements of campus life would you be most interested in if you
were studying in another country? (PROMPT AS NEEDED: Arts & culture, local food/cuisine,
entertainment, sports, sightseeing?)
e Future career/job prospects (in country of origin / or country of study)?
PROBE ON INFORMATION SOURCES: Where would you look for more information in
choosing which country to study in?

e How do you know if a given country offers a high quality of education? What sources do
you consult/ who do you talk to in order to find this out?

e Recommendations from family, friends, agents etc...

e What you read, see and hear in the media (TV, RADIO, NEWSPAPER) about this country?
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Creative Concept Testing (55 minutes)

Participants will be presented with two different creative concepts individually that are market/audience
specific. [MODERATOR ROTATE ORDER OF CONCEPTS FROM ONE GROUP TO THE NEXT]

| am going to hand out two separate print concepts one at a time —| would like you to take a few

moments to review each one (please don’t discuss amongst yourselves until | say so) — feel free to make

notes on the page if that helps you — once everyone has had an opportunity to review it we will discuss
[MODERATOR ALLOW A FEW MINUTES FOR REVIEW BEFORE OPENING UP THE FLOOR FOR
DISCUSSION]

Journey Concept (20 minutes)

What are your first impressions of this concept?

What is the purpose of this concept — what is it trying to do?

What's the first thing you notice? What is your eye drawn to?

What is the main message? That is, what is it trying to say?

Is it convincing? What makes you say that?

How did it make you feel? Why?

What organization is responsible for preparing it?

Is it informative? That is, does it provide you with any new or important information? What
new information specifically?

Are there any elements that are confusing — that you don’t understand?

Who is this information intended for?

Would you do anything as a result of seeing this? What would you do specifically?
What if you wanted more information, what would you do?

Do you feel like the featured student is telling his/her own story? Is he/she real?

Is there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

PR Concept (20 minutes)

What are your first impressions of this concept?

What is the purpose of this concept —what is it trying to do?

What's the first thing you notice? What is your eye drawn to?

What is the main message? That is, what is it trying to say?

Is it convincing? What makes you say that?

How did it make you feel? Why?

What organization is responsible for preparing it?

Is it informative? That is, does it provide you with any new or important information? What
new information specifically?

Are there any elements that are confusing — that you don’t understand?

Who is this information intended for?

Would you do anything as a result of seeing this? What would you do specifically?
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=  What if you wanted more information, what would you do?

= |s there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

[MODERATOR - IF NOT MENTIONED PROBE ON EduCanada Logo]

=  What is EduCanada?
=  What does the logo mean to you? [IF NOT MENTIONED PROBE Education in Canada]

Comparison of two concepts (15 minutes)

Now that you have had an opportunity to review both concepts | would like you to tell me which one is
most appealing to you — that is which one is most likely to get you to stop and pay attention? What is it
about this concept specifically that captures your attention?

= Which one does the best job of communicating the benefits of studying in Canada? What
makes you say that?

= And which one would be most compelling in terms of getting you to seek out more
information about studying in Canada? What makes you say that?

[TIME PERMITTING] I'd like us to come back and take a look again at the photo boards we discussed
earlier. Looking at the top images that you had selected when we started our conversation, which of
these do you think fit the best with the concept we chose together?

5.0 Interest in Studying in Canada (20 minutes)

[MODERATOR READ] | would now like us to spend our remaining time together discussing Canada
specifically as a foreign studies destination.

=  When you think of Canada specifically as a foreign study destination, what are some of the
things that come to mind?
=  How does Canada compare to some of the other countries mentioned?

PROBES [COMPARING PROMPTS BELOW TO U.S., U.K., Australia, NZ]:

= More or less affordable?

= Higher or lower quality of education?

= Better or worse in terms of career/job prospects?

=  PROBE: Do you think in terms of job prospects at home or in Canada?

= Higher or lower quality of life?

= Easier or harder in terms of immigration issues (for example, getting a student visa,
immigrating to the country after your studies are done)?

= Possibility to travel

= Other comparisons?

= AGENTS: Having access to information, including international rankings?
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[TIME PERMITING] MODERATOR - USING FLIP CHART TAKE DOWN STRENGTHS AND WEAKNESSES,
ADVANTAGES AND DRAWBACKS ASSOCIATED WITH STUDYING IN CANADA. MAKE SURE TO PROBE
THROUGHOUT FOR REASONS WHY/WHAT MAKES PARTICIPANTS SAY THIS.

= All things considered, what would you identify as the key strengths of pursuing studies in
Canada?

= And what would you identify as the main drawbacks to pursuing studies in Canada?

= Are these strengths/weaknesses unique to Canada?

If I had to convince you that you should consider Canada as a foreign study destination, what would |
have to say? What would you need to know, what would make you choose Canada over some other
country? What would make you pay attention and consider it over alternative study destinations?

6.0 Final Comments and Conclusion (5 minutes)

Thinking about all that we’ve talked about, what is the most important piece of advice you have for The
Government of Canada with respect to this initiative? Any other thoughts about studying in Canada or
the creative elements we discussed?

Thank you for your time and input.

F2. Master Copy - Parents’ Guide - English

1.0 Introduction (5 minutes)

Explain to participants:

= |psos and moderator introduction

= Describe the research purpose and research sponsor, described, at a minimum, in the same manner
as in recruiting

= the length of discussion group (2 hours)

= taping of the discussion group (audio/video)

= One-way mirror and colleagues/client viewing in back room Results are confidential and
reported in aggregate/individuals are not identified/participation is voluntary

= the role of moderator is to ask questions, timekeeper, objective/no vested interest

= role of participants: not expected to be experts, speak openly and frankly about opinions, no
right/wrong answers

= (obtain consent to proceed at this point)

= Get participants to introduce themselves: ( No. of family members, Ages of children, which
class/year in school or university)

2.0 Brochure Image Testing (20 minutes)

To get started, | would like to show you some images you might see in promotional materials or on a
brochure...

[BROCHURE IMAGES — HAND OUT ONE PER PARTICIPANT WITH PENS]
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I’'m giving each of you a sheet of paper with XX images on it.

In each case I’'m going to ask you to take a few minutes to review the images presented and then | want
you to use the pen we have provided and CIRCLE 3 IMAGES you find most appealing for whatever

reason. If they evoke a strong positive emotional response | want you to circle them.

Once you've done that | would also like you to CROSS OUT 3 IMAGES you find the least appealing, for
whatever reason.

Once you have completed this exercise we are going to take a few minutes to discuss what you have
circled and more importantly why specifically you have done so.

[MODERATOR PROBE ON MIN 1 IMAGE PER THEME AND TOP IMAGE PER PARTICIPANT]

= Qverall reactions to the images presented? As a whole how did they make you feel?

= OK-let’s spend a few minutes discussing what you have circled [MODERATOR GO AROUND
THE TABLE AND ASK PARTICIPANTS TO DISCUSS CHOICES MADE]

=  What s it about these images specifically that appeals to you? What emotions do these
images bring about in you? What do they convey?

Of all of the images — is there one that appeals to you/ resonates with you more than the others? Which
one and why is that?

And now thinking of the images that you crossed out — is there one in particular that brings about strong
negative sentiments? Which one and why do you think that is?

3.0 Exploration of Studying Abroad (15 minutes)

(PARENTS) First off I'd like us to take a few minutes in order to discuss some of the factors you would
consider if your child were thinking of going to study in another country.

What drives your interest in encouraging your child to study abroad? What prompted you to consider it?

=  PROBE: What types of experiences would you expect them to have while studying abroad?

If your child could study in any other country, which one would you encourage them to study in and
why? [NOTE: IF CANADA IS MENTIONED HERE, GIVE THE SAME FOCUS AS OTHER COUNTRIES
MENTIONED]

PROBES PER COUNTRY MENTIONED:

= Specific academic institution (Reputation of post-secondary institution considered)
= PROBE ON QUALITY: What does quality mean in the context of education? (Variety of course
offerings, Investment in R&D, Research facilities, Supportive/ Accessible teachers)
e What about how universities are ranked — how important is that?
= PROBE ON COST: How important is affordability when it comes to higher education? Is the
cost of studying abroad a consideration when it comes to deciding on where specifically your
child would go to get a university (post-secondary) education?
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e What about the ability to stay and work in that country once studies are completed — how
important of a consideration do you think that would be ?
PROBE ON EXPERIENCES: What about the social aspect of campus life (life outside of classes)
how important would that be for your child? (PROMPT AS NEEDED: Arts & culture, local
food/cuisine, entertainment, sports, sightseeing?)
e Future career/job prospects (in country of origin / or country of study)?
PROBE ON INFORMATION SOURCES: Where would you and your child look for more
information in choosing which country to study in?
e How do you know if a given country offers a high quality of education? What sources do
you consult/ who do you talk to in order to find this out?
e Recommendations from family, friends, agents etc...
e What you read, see and hear in the media (TV, RADIO, NEWSPAPER) about this country?

Creative Concept Testing (55 minutes)

Participants will be presented with two different creative concepts individually that are market/audience
specific. [MODERATOR ROTATE ORDER OF CONCEPTS FROM ONE GROUP TO THE NEXT]

| am going to hand out two separate print concepts one at a time —I would like you to take a few
moments to review each one (please don’t discuss amongst yourselves until | say so) — feel free to make

notes on the page if that helps you — once everyone has had an opportunity to review it we will discuss
[MODERATOR ALLOW A FEW MINUTES FOR REVIEW BEFORE OPENING UP THE FLOOR FOR
DISCUSSION]

Journey Concept (20minutes)

What are your first impressions of this concept?

What is the purpose of this concept — what is it trying to do?

What's the first thing you notice? What is your eye drawn to?

What is the main message? That is, what is it trying to say?

Is it convincing? What makes you say that?

How did it make you feel? Why?

What organization is responsible for preparing it?

Is it informative? That is, does it provide you with any new or important information? What
new information specifically?

Are there any elements that are confusing — that you don’t understand?

Who is this information intended for?

Would you do anything as a result of seeing this? What would you do specifically?
What if you wanted more information, what would you do?

Do you feel like the featured student is telling his/her own story? Is he/she real?

Is there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?
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PR Concept (20 minutes)

= What are your first impressions of this concept?

=  What is the purpose of this concept — what is it trying to do?

= What’s the first thing you notice? What is your eye drawn to?

=  What is the main message? That is, what is it trying to say?

= |sit convincing? What makes you say that?

=  How did it make you feel? Why?

=  What organization is responsible for preparing it?

= s itinformative? That is, does it provide you with any new or important information? What
new information specifically?

= Are there any elements that are confusing — that you don’t understand?

= Who is this information intended for?

=  Would you do anything as a result of seeing this? What would you do specifically?

=  What if you wanted more information, what would you do?

= |s there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

[MODERATOR - IF NOT MENTIONED PROBE ON EduCanada Logo]

=  What is EduCanada?
=  What does the logo mean to you? [IF NOT MENTIONED PROBE Education in Canada]

Comparison of concepts (15 minutes)

Now that you have had an opportunity to review both concepts | would like you to tell me which one is
most appealing to you — that is which one is most likely to get you to stop and pay attention? What is it
about this concept specifically that captures your attention?

= Which one does the best job of communicating the benefits of studying in Canada? What
makes you say that?

= And which one would be most compelling in terms of getting you to seek out more
information about studying in Canada? What makes you say that?

[TIME PERMITTING] I'd like us to come back and take a look again at the photo boards we discussed
earlier. Looking at the top images that you had selected when we started our conversation, which of
these do you think fit the best with the concept we chose together?

5.0 Interest in Studying in Canada (20 minutes)

[MODERATOR READ] | would now like us to spend our remaining time together discussing Canada
specifically as a foreign studies destination.

= When you think of Canada specifically as a foreign study destination, what are some of the
things that come to mind?
= How does Canada compare to some of the other countries mentioned?
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PROBES [COMPARING PROMPTS BELOW TO U.S., U.K., Australia, NZ]:

= More or less affordable?

= Higher or lower quality of education?

= Better or worse in terms of career/job prospects?

=  PROBE: Do you think in terms of job prospects at home or in Canada?

= Higher or lower quality of life?

= Easier or harder in terms of immigration issues (for example, getting a student visa,
immigrating to the country after your studies are done)?

= Possibility to travel

= Other comparisons?

= AGENTS: Having access to information, including international rankings?

[TIME PERMITING] MODERATOR — USING FLIP CHART TAKE DOWN STRENGTHS AND WEAKNESSES,
ADVANTAGES AND DRAWBACKS ASSOCIATED WITH STUDYING IN CANADA. MAKE SURE TO PROBE
THROUGHOUT FOR REASONS WHY/WHAT MAKES PARTICIPANTS SAY THIS.

= All things considered, what would you identify as the key strengths of pursuing studies in
Canada?

=  And what would you identify as the main drawbacks to pursuing studies in Canada?

= Are these strengths/weaknesses unique to Canada?

If I had to convince you that you should consider Canada as a foreign study destination, what would |
have to say? What would you need to know, what would make you choose Canada over some other
country? What would make you pay attention and consider it over alternative study destinations?

6.0 Final Comments and Conclusion (5 minutes)

Thinking about all that we’ve talked about, what is the most important piece of advice you have for The
Government of Canada with respect to this initiative? Any other thoughts about studying in Canada or
the creative elements we discussed?

Thank you for your time and input.
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F3. Brazil - Students’ Guide - Portuguese

1.0 Introducado (5 minutos)
ExplicacBes para os participantes:

=  Apresentacao da Ipsos e do moderador

= Descrigdo do objetivo da pesquisa e apresentagdo do contratante da pesquisa (no minimo, da mesma
forma em que foi apresentado durante o recrutamento)

= Aduragdo do grupo (2 horas)

= Gravagdo do grupo (dudio/video)

= Espelho falso e colegas/cliente assistindo na sala de apoio

= Resultados sdo confidenciais e relatados de forma compilada/sem identificacdo das pessoas
/ participacdo é voluntaria

= A func¢do do moderador é fazer perguntas, controlar o tempo; objetividade, imparcialidade

=  Funcdo dos participantes: ndo se espera que sejam especialistas; é para serem abertos e
sinceros em suas opinides, ndo ha respostas certas/erradas

= (peca o consentimento dos participantes neste momento)

= Pecga que os participantes se apresentem: (ldade, se estdo estudando ou ndo, ano escolar,
ensino médio ou universidade; nome da escola ou universidade).

2.0 Avaliacao das Imagens dos Folhetos (20 minutos)

Para comegar, gostaria de mostrar algumas imagens que poderdo estar presentes em materiais
promocionais ou folhetos...

Eu estou entregando uma folha de papel com 32 imagens.

Em cada caso, vou pedir que examinem as imagens por alguns instantes e em seguida, gostaria que
usassem a caneta para CIRCULAR 3 IMAGENS que consideram ser as mais atraentes por quaisquer

motivos. Circulem as imagens que mais repercutem emocionalmente em vocés.

Depois disto, também gostaria que COLOCASSEM UM 'X' NAS 3 IMAGENS que consideram menos
atraentes, por quaisquer motivos.

Depois de fazerem este exercicio, vamos discutir o que vocés circularam e, o mais importante, por que
especificamente escolheram estas imagens.

[MODERADOR: EXPLORE PELO MENOS 1 IMAGEM POR TEMA E A IMAGEM MAIS ATRAENTE DE CADA
PARTICIPANTE]

= ReacgOes gerais as imagens apresentadas? De uma forma geral, como vocés se sentiram
olhando para estas imagens?

=  OK-agora vamos passar alguns instantes discutindo as suas escolhas [MODERADOR: UM A
UM, PECA PARA OS PARTICIPANTES DISCUTIREM SUAS ESCOLHAS]
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= O que especificamente atraiu vocés nestas imagens? Que tipo de emocao estas imagens
desperta em vocés? O que transmitem?

De todas estas imagens, tem alguma que desperta / repercute em vocés mais do que as outras? Qual
seria e por qué?

Agora, pensando nas imagens que vocés fizeram um X - tem alguma em particular que desperta
sentimentos bastante negativos? Qual seria e por qué?

3.0 Discussao Sobre Estudar no Exterior (15 minutos)

(ESTUDANTES) Para comegar, vamos pensar nos fatores que vocés levariam em conta ao pensar em
estudar em um outro pais.

O que motiva / desperta interesse em estudar no exterior? O que os levou a considerar esta
possibilidade?

=  EXPLORAR Que tipos de experiéncias esperariam ter estudando no exterior?

Se pudesse estudar em qualquer pais, qual escolheriam e por qué? [OBS.: SE MENCIONAREM CANADA
NESTE MOMENTO, EXPLORE COM A MESMA ENFASE QUE OS OUTROS PAISES MENCIONADOS]

EXPLORAR PARA CADA PAiS MENCIONADO:

= |nstituicdo académica especifica (renome da instituicdo superior considerada)

= EXPLORE QUALIDADE: O que significa qualidade no contexto de educacdo? (Variedade de
cursos oferecidos, investimentos em Pesquisa e Desenvolvimento, Infraestrutura de
pesquisa, professoras atenciosos / acessiveis)

= EXPLORE CUSTO: Qual é a importancia de acessibilidade quando o assunto é ensino

superior? O custo de estudar no exterior é uma das consideragdes na decisdao de onde ir?
e E apossibilidade de permanecer e trabalhar no pais onde estudou - esta consideracdo é
importante?

* EXPLORE EXPERIENCIAS: E a vida social no campus (vida fora das aulas), qual é a importancia
deste aspecto? Quais os aspectos de vida no campus pelos quais mais se interessariam se
estivessem estudando em outro pais? (EXPLORE CONFORME NECESSARIO: Arte e Cultura,
Culinaria/Gastronomia local, Entretenimento, Esportes, Passeios turisticos?)

e Carreira futura / perspectivas de emprego (no pais de origem / no pais de estudo)?
EXPLORE FONTES DE INFORMACOES: Onde buscariam mais informacdes sobre qual pais
escolher para estudar no exterior?

e Como sabem se um determinado pais oferece educacdo de alta qualidade? Quais fontes
consultam / com quem conversam para descobrir estas informagdes?

e Recomendacgdes de familiares, amigos, agentes, etc...

e O que leem, veem e escutam na midia (TV, RADIO, JORNAL) sobre este pais?
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4.0 Avaliacao do Conceito Criativo (55 minutos)

Serdo apresentados aos participantes dois conceitos criativos diferentes, um a um, desenvolvidos
especificamente de acordo com o mercado/publico-alvo. [MODERADOR: RODIZIE A ORDEM DE
APRESENTACAO DOS CONCEITOS ENTRE OS GRUPOS]

Eu vou entregar a vocés dois conceitos, um de cada vez - gostaria que examinassem cada conceito por
alguns instantes (ndo conversem entre si neste momento) - vocés podem fazer anotagdes na pagina para
ajudar - depois que todos tenham tido a oportunidade de examinar o conceito, vamos discuti-lo em
grupo [MODERADOR: DE AOS PARTICIPANTES ALGUNS MINUTOS PARA EXAMINAREM O CONCEITO
INDIVIDUALMENTE ANTES DE ABRIR PARA DISCUSSAO]

Conceito Journey (Jornada) (20 minutos)

= Quais sdo as primeiras impressdes sobre este conceito?

= Qual é o objetivo deste conceito - o que esta tentando alcancgar?

= Qual é a primeira coisa que notaram? O que atrai o olhar?

= Qual é a mensagem principal? Isto é, o que esta tentando dizer?

* E convincente? O que o torna convincente?

= Como fez vocés se sentirem? Por qué?

= Qual é a organizagdo responsavel por elaborar isto?

* Einformativo? Isto é, fornece alguma informagdo nova ou importante? O que,
especificamente?

=  Existe alguma coisa confusa - que ndo da para entender?

= A quem sdo dirigidas estas informagoes?

= Vocés fariam alguma coisa depois de ver isto? O que especificamente?

= E se quisessem mais informacgdes, o que fariam?

= Sentem que este aluno(a) estd contando sua prépria histdria? Ele(a) é real?

= Alguma coisa pode ser feita para melhorar as informacdes apresentadas? O que sugerem
especificamente?

Conceito PR (20 minutos)

= Quais sdo as primeiras impressdes sobre este conceito?

= Qual é o objetivo deste conceito - o que esta tentando alcancar?

= Qual é a primeira coisa que notaram? O que atrai o olhar?

= Qual é a mensagem principal? Isto é, o que esta tentando dizer?

* E convincente? O que o torna convincente?

= Como fez vocés se sentirem? Por qué?

= Qual é a organizagdo responsavel por elaborar isto?

* Einformativo? Isto é, fornece alguma informagdo nova ou importante? O que,
especificamente?

= Existe alguma coisa confusa - que nao da para entender?

= A quem sdo dirigidas estas informagoes?
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= Vocés fariam alguma coisa depois de ver isto? O que especificamente?
= E se quisessem mais informacgdes, o que fariam?

= Tem alguma coisa que pode ser feita para melhorar as informacdes apresentadas? O que
sugerem especificamente?

[MODERADOR - SE NAO MENCIONAREM ESPONTANEAMENTE, EXPLORE o logo EduCanada]

= O que é EduCanada?
= O que este logo significa para vocés? [SE NAO MENCIONAREM ESPONTANEAMENTE,
EXPLORE Educagdo no Canada]

Comparacao dos 2 conceitos (15 minutos)

Agora que tiveram a oportunidade de avaliar os dois conceitos, gostaria que me falassem qual é o mais
atraente - isto €, qual teria mais chance de fazer vocés pararem e prestarem atenc¢do?

= Qual cumpre melhor o objetivo de comunicar os beneficios de estudar no Canadd? Por qué?
= E qual seria mais motivador, no sentido de fazer com que busquem mais informacdes sobre
estudar no Canada? Por qué?

[SE HOUVER TEMPO] Gostaria de voltar as fotos que discutimos no inicio. Olhando para as imagens que
selecionaram no inicio, quais destas mais combinam com o conceito que escolhemos?

5.0 Interesse em Estudar no Canada (20 minutos)

[MODERADOR LEIA] Agora, gostaria de passar os minutos finais da nossa reunido discutindo o Canada
especificamente como um destino para estudar no exterior.

= Quando pensam no Canada especificamente como um destino para estudar no exterior, o
gue vem a mente?
= Como o Canada se compara com os outros paises mencionados?

QUESTOES A EXPLORAR [COMPARAR COM ESTADOS UNIDOS, REINO UNIDO, AUSTRALIA, NOVA
ZELANDIA NOS SEGUINTES QUESITOS]:

= Mais ou menos acessivel?

= Melhor ou pior qualidade da ensino?

= Melhor ou pior em termos de perspectivas de carreira/emprego?

= EXPLORAR Pensam em perspectivas de carreira/emprego no pais de origem ou no Canada?

= Melhor ou pior qualidade de vida?

= Mais facil ou mais dificil em termos de questdes de imigragdo (por exemplo, obter um visto
de estudante, imigrar para o pais depois de completar os estudos)?

= Possibilidade de fazer viagens

= Qutras comparagdes?
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= AGENTES: Ter acesso as informacgdes, incluindo rankings internacionais?

[SE HOUVER TEMPO] MODERADOR — USAR O FLIP CHART PARA ANOTAR OS ASPECTOS POSITIVOS E

NEGATIVOS, VANTAGENS E DESVANTAGENS DE ESTUDAR NO CANADA. SEMPRE EXPLORANDO 0S
MOTIVOS / POR QUE OS PARTICIPANTES DIZEM O QUE DIZEM.

= Levando tudo em consideragao, o que diriam sdo os principais aspectos positivos de estudar
no Canada?

= E o que diriam sdo as principais desvantagens de estudar no Canadd?

= Estes aspectos positivos/negativos sdo especificos do Canada?

Se eu tivesse que convencer vocés de que deveriam considerar o Canada para estudar no exterior, o que
eu teria que dizer? O que precisariam conhecer, o que faria com que escolhessem o Canadd em vez de
outro pais? O que despertaria o interesse de vocés e os faria considerar o Canada em vez de outros
destinos para estudar?

6.0 Comentarios Finais e Conclusao (5 minutos)

Pensando em tudo que conversamos, qual é o conselho mais importante que teriam para o Governo do
Canadd em relacdo a esta iniciativa? Mais algum comentario sobre estudar no Canada ou sobre os
conceitos criativos que discutimos hoje?

Obrigado pela participacdo e contribuicao.
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F4. China - Students’ Guide - Chinese
Date : 2016-04-14

EDUCATION BRANDIGHiAIIAH

(Z4E4H , 120 3%
BER | PR TIRIENATRIEIAS | ERAGUEET IR IE—EERAE
MIEEREER,. BANAE. IFSFHEERBRIRIER. BRI AN EERAIEER
RENXY | MRUMEE BRI RS EI kR,

1. &8 (554

o NEBE@MERMEFA.

o GERSRIHMR—EFRENBEHFTERIFIAFTARA.

o TTIBHHK2/)NEY

o TEXRRNERAIEAEN - 40 - FERRITIE | (NN TRBREILERIERIIEL | iRBX5E |
(3R AR U

o BRIBEHEFTANR  AFELWEN

o RABRNARE (RE. RMESHER ) RREAIRIL ;

o IREERAFIRBIAEHEFSRIBDXIEFIHT ;

o ERABENA

o WIHEBBENGE : Ha. FR. Rk XE2FE

2. EfefE RNk (205344)

[(EFAREEERER - HESHEIIE—ZE

o DEEARRBA—SKEIEOGKE FRIER.

o 20FPE—THRSK EERIE R F NI RSB ER 35K TTIe - AR EEMS IR [fEAYE
REEEH&EERN=KERE , HAREEEBNANEH=KEEFER. FEKBIIE
A

© AR LA EERIIBE/ LSRR — MREENE R | G —TER
HASREXEE RS,

[EFFARBNEERE FFEAER LS LR E DEL N E R EEIFEEHEF]

o XOIXLEMREIARIIZERINT ? XLE R BIMGIRAIRGTIN T ?
o YFHY-TEIE(IRICLBEEEEER G TILE H [EHF AR RS — (i hEiE XL E
RREE ]
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o IXEERASRIIRS SRIREERFEIRL ? XEE R REEH AR ? REEREMEA TEH ARG
B ?
o XEERT EEEW—IKE H LA —3KE HERK S e B LIS ? B

BB—3K ? 9tk ?
o ETRXTEXI=RER
? B—5K ? A4 ?

B—iKRILETAERR R ? 94 ?

3. HEEFEREARR (1553%)

(Z45)  ETRESREE LRI — T8N F AR EE B —LEER.

R AZILRIBIMEEFE T B ? R AHMRRETEXHEE ?

o 1B : {RANBINBEENB EHENEE?

INRIFAILAKERS | (REEBNER ? A ?
T2 MRXBFHERITINEKX , BRFNEXFFMRIBINER—HHXEE] EBERD

H’:‘lﬁ’l‘lil% :

o BNERER (THEAENEREE

o BRRE : WANRENTHERNREKRENA ? (RESTHSIHFIRE  ARBAS | AR
RS, ITELR. )

o MERRHZEED?EZER?

o BRZEH : BEZEANSEMERNEZEE ? XEIHEEBN | (RESERIN EZHRA
PN SE 2L

- RWERE , SZEESMTFERARGE EEL ?ASEE?

< BRI : BEABRGRTEIMBEEEIHRERD (BT DRUSMORINETE ) ? BBFMRHIRE

BHrRRREED ? (FEAEBRR - 2R, SHRE , &R, EaIHXER ? )
—  ASKRAVERI AR ( [EIEEEETESD )

o BRIERERECER : (FaBIPLRERESEREFER

- BEANIEPLRNENEREBRHUHESRENHE ? G RESSHEMPLERE/ERIELEA

SERIGHERRIEREER ? (HKEKRR , IR , PATIEFATEN )

- WTFEEEHRFRAKBINER , (MIBEABIZREREN , T #E , RO ? 2iE

BREASS ?
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4. BLEA (5598 )

MNTFARHIR/MR , HHEBRIREEIR N ARNEIEHRS. [ESAEER T—ERSRER
lisiF]

B TR —RGEER MR TENE S - A2 ENEE TEMLE (AR LUZAIS A EEE
ZIERITIE ) - MNRASEERBANE | BT LEBRKELSR LHRMES - SR ABETMSEHAISS
—Eiie. [(ETHeFHRpisER ALiinE — LR ENE—THE]

BRRRIEES: ( 20934 )

o EIERMESHE—EISRE ?

o EEEIRMESHEINRMHAS ? - XMESERERRI NG A ?

. EEIRMESEE—NIEEERA ? RS SRR ?

o XMESERERTHABRSER?

o BREXMRSERIRIE ? HALERECHFEERKRD ?

o XMESIHIGRIEAR ? B4

o IERBHAFIHNWERARSAESXERS ?

o BREXHXMEEFERS ? MRFEE X MISERRASE T HUIVEERIE
B ? SVEREAEMLE ? MRABEFE | SREERRTHEER ?

?
o BRPEMRLEERA BRI ?
ERISX ML SRR SR ?
o BEIXVERMEHAB ? RS | (Redk— FEANSMIBLSEG ?
o NMRGMEETHEZHER  BIEEAM?
o IEISIXLHENESIMINT ? BIEXUF ARSI HERND ?
BIXMESHIEEENHNERERB IS FERSH ? BRIRRENE ?

[ )
Y

5
%

0N
U
o &

PREEE ( 205344 )

o EHXMESHIBE—EIRE ?

o BREXMEISHERNZEFARL ? - XMEISENERBEIUGEFA ?
EEIXMESEE —NERERIRMA ? K5 IEREKAIE ?

o XMRBEFEELERTHARBRER?

(&)Y
4%
O
X
o EBREBXMESERIRAE ? HALLEREERERKR ?
X
él}

]

[ ]
Y

p X

.

o XMESILIERTEARE ? A7
,f
[ ]

7

B AFIESRRA SRR EFRX SRS ?

ck
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BREXMXEEFED ? WRFENE | BBXMSESRMGE THIHIEEERNE
B ? FREERAEHLE ? MRABFE |, BRERRTIEER ?

°
e

R

o ISP EMLEEEAEEMERHN ?

o BB MESRLELMLNESRR ?

o BEERXNMERMEHAID ? IIRE |, (Rl — FEARNSMHIBILEED ?

o MREFEETHREZNES  BEERAM?

o (REGHEEZFEEHAMIIE SAYEES ? (RnSIXESDS ?

o BHE/XMISHERENSXEELB A RERSM ? EHERENE

[EFA- R EEIREEEREduCanada RtFE]

o FAMEH4REduCanadall ?

o XMRIEXHERIRERENA ? [ERMINEXREEHIENS]

HEESELER (15939 )

MEE LS —TFRMES: | FREEESFEBMISRERS S - HEMSLLEBEHRE
MEETMFHEENRS ? UREHARREZRILX MESEEBRS S5 ER ?

o I—MESRIFHMEA TEMNEXBZFGAMERER ? IHA?

o I—MESERS S ? ENNRERRIANE L BEHEEEINRE ? AHA?

[EfFa0E] BiIRBELRR—ERINIATieErEBRBRR. XFEKENIFIRAIHER
(RMIFMEHAREIEEFRIEBRE |, SANEMSIHERESHE R 2K ?

5. WEFMEXAIFGR (20 )

[EIFAE] DERA IR BRI TRRE—ERiie— N EEMERNXME-L,
o HIRFIBFMEX , BN RRE—HEIERIA?
o {EABRFNER  MEASHMERBHE ?
B[ [iEM—TS=ItEEE , #E , BAFIEHNHHTE=]
o BHFEEMA
o HBRE?
o REFUBIR?
- 1BE : EFERFRFMEIRE , BREERNZFRETREEEINEK ?
o HERE
o BRIEZEE (thun , EFEIE , BIEBREE)
o IBEISIZTFEIEMIREILER
o HfttwSEER RIS ?
o BEEFPNMAIRS : é%ﬁ%(@%%&lhﬁ%)ﬁmm@ﬂ& SHEM%
® [Ei5A] BEERABRRS TEFMEXRMTBGEE, m&nmﬁﬁﬁﬂML@EEO

¢
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o ROFEAMBEERRE . FEEHLERFNEARTERIME ?
o BERIRANEFZNEARETERNSS?
o XEMBMSHBRMEAENEERFIEZIRERIS ?
NRFBEEFEWFINRFEIIEAFAEFHESR , (RIEERMIZIHFRAA ? (REERELH
A ? BHARRSILFNGEEESR |, MiSENEXFABFER ? ERLRERERT LIRS F
R, IMFREEEIN—REFERTEBRNEK ?

6. REATHEHIRES (5 )

IBRIBFAEBEANTIEEIHNRE | MTRG ESHFERFE | BENEXBFNRERN—5E

WEHA ? WTEFINEKX | (MIEBHARMAEEREDE— TS ?
( FHFAFIHEVNERZE , TN BEFZE /T )
IEERBARS RSS!
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F5. China - Parents’ Guide - Chinese
Date : 04-14
EDUCATION BRANDIGE S IEXAH
(R | 120 $5h)
BER | AANEA T IHRIENAMASRIEIINS , TEAGBEETHRIE—LER SIS

I/EERLER, BEONAE. INFSFLAHERAERNER. RN EERAIERER
RN , MRUMEES RAREA IR SERI KRR,

1. &8 (554

MATSFEMERA.

GERERIEHE—FERNBAR B RIS AEA.

THEeHH<2/\

MERANERANEAEN - 40« JFECRITIE | (NE THRLE RN
(X AR rUB S ;

FEEBREMNR , FREZUEW ;

BENBRE (RE. RMEEREE ) MRERRLE ;
REERAFIREARERFE LMRIERITFIHLT ;

FRABBNEA

HIHBEBHNA  gR. FR. Rl XBRFS

MIE% | IRBNISE

2. StemER Wi (20534)

[ERANREEEMER - FHESAHITE—ZE

MIELERZFREBAN—IKEDEOGKE F AR,

B TRBARBARZOWE— MK LENE R F RN RS IRIFER H3KTIEH AR

EEAFRIRS [SE R AR XIEH =K ERAER. NRKEIE R,
HARFKEBTeAA ERHSEBA NG Lot — NMREHRIE R |
HASREXEE RIS,

BA MG — &R

[EFARBNEERE FFEANER LS LR E DEL B RS EEHEF]

XL EHS B ISR ? IX L R BRI AR 2

4R TEERC LA AEEEERGE TILE H [EFA RSB RE— (i hE X EE

REEE ]
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o XEERFFHIRS |ERIREEAWRL ? XEE LB ARK ? XEEREEXTER AR
BEEIR?

o XEERT EEEW—IKE H LA —3KE HERK S e B LIS ? B
BB—3K ? 9tk ?

o ETRXTEXI=RER

B—iKRILETAERR R ? 94 ?

- HEEFREAHRER (155)
(&) - ETRBBRE—LERETE—TISSRLENEFIB I ERFIREEHS
EEEIMLEEEE ?
o 1B : SERRFESINFEIREHEEMIIEERETAENERD ?
MREHIZFREBER— M ERES | GRS (i) ZW—PER? A4
[E% : IRZXBHLHFRI TMZEX | SHEFNEXHFMEZIRINER—HIXKEE]
ERRFISANER :
« BARFREMR ( THEXFNEREE
BHERE  WANRENTHERRERETA? (RESHSHERE  IRRAS | RIRER
i, ImENR. )
- BERAHREERR P BEER?
- BEEE | SENERFEEHERTRN  BFERNSMENERREEEE ? SEiEarHE LS
B, I8 BEFEEI EFRIRRAKTE S ?
- BREEEFEERNENT , BERMER T FRRARERITREE S X ? -E51E
"BRBEIMTFERARELE EEL?ESEE?
BRI : BBEABGRTEIMEEEIHRERD (BT DRUSMORINETE ) ? BT
BENEFRREED ? (FEEERR | SR, SHRE , RK , EaifXE ? )
- ARSRAVERVP AR ( [EIEEGEETE=SM )
< BRIERRE : SR FSBIBLRENESERFER ?
- BB RKBIEREBIRHERENIHE ? B RESSE RS/
EASSRIGAXRAVEBEERS ? ( ZREMRR , IR , PSRN )
- WTFEEEZFRGBIESR |, (MIRTABI SEERNEM , 1, REKERN 2=
EBEER ?

w

4. BEAh (5598 )

< J
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MTFABHIH/MR , HHERBRIRRETIH A EREIEHRS. [ESAZEER T—ENRSRER

lsF]

BB RGN A T EMES- B SR LRAE ML (ERRIUZRIEAERE

ZIARGTIE ) - MNRASEERBANE | BT LEBRRELS R LREEMEC - ZAMEABEMSERHIIES

—iEiie.

hixtE

)
el
&

[EiSEFHRRIEER AR HE— LA EL Lt IE— TS

B (20534 )

EXFXMESHIE—EIRE ?

CEXMESHERZHARL ? - XMESEXERBEIUEEA ?
FXMEZEE—NEBEIRIRMA 7 RS SIREKAYR ?
/NfEE FEERTHAGRESE?

SXMESBRRAIG ? HAILETEERERR ?
HSREEARE ? A A?

H‘ A1‘$H’J’|ﬂ1"]‘Efﬂéﬂ%ﬁfﬁ%_‘“’fﬂi’\ ?

SMEEFED ? NRFERNE | BB MESERERMEEE T HIFIEEZE
EI’J{ SEEMEIL ? IRABFE | ERERRTHEESE ?
Elﬂﬁﬂﬂﬁmﬁ{ SR EEMTRRERT ?

TS MR REMRE NIRRT ?

'J NESMEAAS ? IIRE | (ReER— TEARNSHBLERE ?
BETHBEZHER  BEEAM?

E: EERIESLEINE ? SREXEFEMEN RIS ?
MESHIERERSNEEEEH IS FERESH ? BHNERENE ?

ok

=\

TE%

CI.I]]] Jim

vﬂﬂ»&

“*“:n”

ETRDN DN D DY

N

0y
HY

S oSF 4B omi SF o)
f>‘<+ f>‘<r r;+ f>‘<+

ES R =1
dn dm Gy

= (2053%h)

Gy

o ek &
cu

XMESHIFE—EIRE ?
XM EI’JEEI’J%H‘/AUE ? - MRS ERBAUEEA ?
X MESEF—NESEREMA ? IREIIREREIE ?
4\TEE,U\$%1§J_TH‘/A E%éﬁ‘u :
BREXMESERRNE ? FALEREERERKRND ?

¥

/

l]]

l_] El_} C

2

f>‘<+f

XMESILERGEE AR ? A ?

BRI AR WISRRA R RERIEEIXLEAES ?

BREXMERFER ? WRFERNE | BBXMESEERMSE T I EERRNE
B ? FREREAEHY ? IRABFE |, BRERRTILER ?
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o ESFEMLEREEEWERTREY ?

o BREXNMESREWLNESY ?

o BEIXNEEMEAANL ? INIRE | (Reein— FEMRINSMIRLLEEN ?

o WREGHAEETHREZRIEE  BEEAM?

o BREXNMEISHEEENSXEERERASEERSH ? BRIEMENE

[EE?UA- NEeBiRASEREduCanada BItRE]

o EANBEH4REduCanadalg ?

o XMREXERIRBREMA ? [ERMNINEXZBRIENSR]

HBESELER (15 2%h)

MEERLSILE— TS, FEERESFERBMESRRS S - MEIPMSILEBEEHRR
HBETMHRAEIINE ? URETABARRERILX MESEEBIRS |SNER ?

o B—MESRIFIMELR THEMEXRBZFORIEXRER ? IHA?

o MP—MESERS|E ? EINRERUAISRINE S BEEEERRINRE ? AHA?

[IFEAIFRSE] FIRBELRFR—IEZINA eI BRIR. XFERENFFIRIIEHE
(RMilFmELNREIEEIFHRAE |, SIAPERSIESRZSHE R 26K ?

5. WEFMEKXAINER (20 53%4H)

[EIFAE] DERIF BRI TR E—RRITie— N BEMNEXIXME-R,
o NHIRFIBFMNEX , AL R(RE—REBZIAY?
o MRENETFHEERZ  IIEXSEMEZREINE ?
B [BE—TZ=xItEE , EE , BAFIEHFHTE=]
o BFEEH
o HBERE?
o REFHEIE?
- 1B : FBEFREHIAISH , SFRENZFRIEREEEINEK ?
o HERE
o BRIESEE (thun, E2EIE , BIEBRES )
o IBEIEEFEIZMBHREEAY LR
o HtEHEEAT LS ?
o BEPNARS - BER ( BEFZRERHES ) REEYERIME. £EM
[EI5A] EERARRES TRFMEXRAEIEEE, 15.56&1%7&15%#2&11&;_@%@0

o ROFEAMBERRE  FEEHLEERFNEAREERIME ?
o BERMANEFNERREENSE?
o XEABIMSBREIMNEXRIENEESR ?—E’JI%?E’E RIS ?
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SNRBAAEEWAINRAREMEAFAEZIER | RIEEHRMZIHRRTA ? (REEELH
A ? B ARSESIHFRGFEMESR  MISRINEXEABERNER ? BREERTLAKRSZ
R IHREEEIMN—REZERPEREIIEK ?

6. REATHEHIRE (5 )

IBRIBFAEBEANTIEEIHNRE | MTRG ESHFERFE | SENEXBFNRERN—5E

WEMA ? WTEFMNEX , (KMIEEH AR LIRSS =TS ?
( AR , TN EEFEEIFH T )
EERBARSKISS |
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India - Students’ Guide - Hindi

Introduction (5 minutes)

Explain to participants:¥TeN] &I @14

2.0

|psos and moderator introduction

T AN JEET 3 uhEg

Describe the research purpose and research sponsor, described, at a minimum, in the same manner
as in recruiting

e =1 9eevg &N e & Wi 9918, 39 9 79 99 99 § 99 AR fgede # aa
an

the length of discussion group (2 hours)

T isFm e g 2 50 &

taping of the discussion group (audiofvidea)

U f5&p9= &1 20 g (arfear s SifEa)

One-way mirrer and colleagues)/client viewing in back room

T4 o N el /TeEe @ % w0 § auT

Results are confidential and reported in aggregate/individuals are not identified/participation is
voluntary

ofirs ToE o gafiers W W R a9 =i w1 3 e T8 e
HHENT EieF &

the role of moderator is to ask questions, timekeeper, objective/no vested interest

ey &1 9 99 oA, W58 F O e J5eiE/ FIE g w fF9 TS

role of participants: not expected to be experts, speak openly and frankly about opinions, no
right/wrong answers

wENT ® giaE: Ges g9 A 9HE TR Fed £, 70 T Gosd AN 49E T o aie, $E
WE/ TTeid FarE gl

(obtain consent to proceed at this point)

(59 =52 9 TN W & o ey o)

Get participants to introduce themselves: (Age, whether studying, year in school/class, whether in

School or university, name of school or university).
wriEE W W w1 ONET 3 T AT 7R G T wE W R TS/ T w1 w9 T
T g o gfHeEfaE TRy o giEfEe) & )

Brochure Image Testing (20 minutes)

To get started, | would like to show you some images you might see in promaotional materials or on a

brochure.

TE F & g, &0 TET AN R 99N F o LAy AeT TEEES WEG 91 #1990 oE & el 8.
[BROCHURE IMAGES — HAND OUT ONE PER PARTICIPANT WITH PENS]
(Fre & FEN-TEE wiER B 9 & 9 8 €)

I'm giving each of you a sheet of paper with XX images on it
# g W F 90 W TTVEE TN % 9 i w1 WiE € O £
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In each case I'm going to ask you to take a few minutes to review the images presented and then | want
you to use the pen we have provided and CIRCLE 3 IMAGES you find most appealing for whatever

reason. If they evoke a strong positive emotional response | want you to circle them.

THFE AT d T AE S T TER R AN e F oy g e mwmm o & oy wEm AR e F
IEM fF 50 0 1 e w A I A fem € dw 2 TR ) e & A s e 91 e
W WY WO FEEE UG £ 9% § gadg wEaed oiEdr UeT s € o 8 =8 W 9 e

Once you've done that | would also like you to CROSS OUT 3 IMAGES you find the least appealing, for

whatever reason.

TE AT TH O F A A § 3 A T F a2 7= o w fAaw o F S v 9 e v
WFEF T B |

Once you have completed this exercise we are going to take a few minutes to discuss what you have

circled and more importantly why specifically you have done so.
UF 9% Te A0 A I B @ T AT B0 =9 w4 % (o 55 e = w7 fF e S e
formr & afv womer @R W oA o =16 fea)
[MODERATOR PROBE ON MIN 1 IMAGE PER THEME AND TOP IMAGE PER PARTICIPANT]
ety veis 4 % foY 9 9 99 (% @R N vls 9rierd @ fay gon a@R # fag o9 #=9)
*  Owverall reactions to the images presented? As a whole how did they make you feel?
UF F T FEN W R aaE TAiEa? etere? 9UE AR HE JEgE FE7
0K —let's spend a few minutes discussing what you have circled [MODERATOR GO ARCUND THE
TABLE AND ASK PARTICIPANTS TO DISCUSS CHOICES MADE]
3T 2 39 9 39 e @ fiy == =94 € 5 o 33 e e & diete te B A
FN A o qriER @ 5 T AR % A g 9= w9 & Ay §)

*  What is it about thess images specifically that appeals to you? What emotions do these images bring

about in you? What do they convey?
T dEE F 9 F 79 £ A 9UET WEN W SEhd fEa1? 39 TN A SR FE 9
g/ FEEd 2R 3 T = @ St = o &
Of all of the images — is there one that appeals to you/ resonates with you maore than the others? Which
one and why is that?
T OTEN § 999 B UF £ AE A0S SEE] ATE A AT/ AOR T P o 9 W8S THg ATl
9 Al AR 98 FOFT W TIET THE AT

And now thinking of the images that you crossed out — is there one in particular that brings about strong

negative sentiments? Which one and why do you think that is?
A E o TEN % TN 9= fa o i fFar €/ 99 0 - e W 397 o faes s
TENEE AEAN 417 BF | o 98 uer w6 78 7He Syl

3.0 Exploration of Studying Abroad (15 minutes)

(STUDEMNTS) First off I'd like us to take a few minutes in order to discuss some of the factors you would
consider when thinking of going to study in another country.

(I7) W UEe B9 TY TN W 94 F F o g fime o ff w59 fem e & w9 amw e
MW EE FH AR & a0 § O €

What drives your interest in studying abroad? What prompted you to consider it?
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T T I FaE TR § wmE e 7 ow e s #7329 O 99 90e 39 W AR 9 T

ERIGIN-0

PROBE: What types of experiences would you expect to have while studying abroad?

e w7 Y ¥ ugE = 99g TR uEn & oY B % 9EE e 87

If you could study in any other country, which one would you study in and why? [NOTE: IF CANADA 15
MENTIONED HERE, GIVE THE SAME FOCUS AS OTHER COUNTRIES MENTIONED]

Tfy 2y feedh ol 2w o ugrs + we, O 90 59 2w o garE w3 o w7 (e ofE Ot W e
TarE T4 & q@rd T gay et o Sfed 8)

PROBES PER COUNTRY MENTIONED:TaTd T8 wlls 29 ¥ $fgg &1

Specific academic institution (Reputation of post-secondary institution considered)

firr v W (AN frt T Ure-wEE TienIE % wiEn)

PROBE OM QUALITY: What does quality mean in the context of education? (Variety of course
offerings, Investment in R&D, Research facilities, Supportive Accessible teachers)
Wiee! W HE H¢ 7 F T=v § Wiiac & 997 9904 27 e ff &1 % =9 31
I oW U € ¥ PRy e 9t/ 9N, 950 S e/ A § iy
e anf2)

What about how universities are ranked — how important is that?

@ T § 5 ofEfiEe 3 39 I 5T 99 &- T fee mew 27

PROBE OM COST: How important is affordability when it comes to higher education? Is the cost of
studying abroad a consideration when it comes to deciding on where to get a university (post-
secondary) education’?

T W WE: W= 9= 0 % 99 @ € A 964 o & &6 [Han Jegy £owe g o
F T o & 5 RS et e R m R i A Ryt wE mad 3
T # =R e e &7

What about the ability to stay and work in that country once studies are completed — how important
of a consideration is that?

T3 Td 9 ® 9 96 oF § T AN F1H T T A9 F I § 99 859 W fEn
F1 foha HE=gel 27

PROBE OM EXPERIENCES: What about the sodial aspect of campus life (life outside of classes) how
impartant is that? What elements of campus life would you be most interested in if you were
studying in another country? (PROMPT AS NEEDED: Arts & culture, local food/cuisine, entertainment,
sports, sightseeing?)

HAwEl I U F: HEE F WES (TEE F G ) AEE) F gEhaS Teg & 90 4 79 B
T7 fha gg=gel 2| o o0 29 § g &0 § 1 dw & di99 & #9 # gfade w1
e T9F B | (WEEEAT % AR WEE S Fo oY Wi WEE @ e
TANAE, W WEeHH)

Future career/job prospects (in country of origin / or country of study)?

Wi § e/ e F TN (A | 3w/ A A w2

PROBE OM INFORMATION SOURCES: Where would you look for more information in choosing which
country to study in?

TEEN B wE W WS I3 399 F oy fF few 2w d uEen § o =E I EeN F Fa
el ly

How do you know if 2 given country offers a high quality of education? What sources do you consult/
who do you talk to in order to find this out?
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FT FE TA T £ 6 9 T T S 9= @lierel & e Sfew w27 e e et
¥ T Fe &0 A T e @ Ay o R At W A w8
* Recommendations from family, friends, agents etc...
UHEN, SN, Teed o e b Fawrim
*  What you read, see and hear in the media [TV, RADIO, NEWSPAPER) about this country?
99 56 W & A F difg # 7 U, dud o g # (6 e, ameEne

4.0 Creative Concept Testing (55 minutes)

Participants will be presented with two different creative concepts individually that are
market/audience specific [MODERATOR ROTATE ORDER OF COMCEPTS FROM OMNE GROUP TO THE

MNEXT]

HTER T Fa-de B 5= $yfcs T fommr A & e/ onfsgw & oy favm £ (dfeter
UF IO ¥ T 0 § T # B w5 e w)

I am going to hand out two separate print concepts one at a time -l would like you to take a few
moments to review each one (please don't discuss amongst yourselves until | say so) — feel free to make
notes on the page if that helps you — once everyone has had an opportunity to review it we will discuss
[MODERATOR ALLOW A FEW MINUTES FOR REVIEW BEFORE OPENING UP THE FLOOR FOR
DISCUSSION]

T AUH TF (F 0% o AT (6 S o4 a1 78 &—5 J5m F 06 75 & w6 F 5
oy 2T 999 of ({U9 G ™4 9% == A1 B4 A9 o A99 (@ T & (o) 91 F81 70 -3E Ame
T Hy A1 90 3H OF W A w9 F 90 W9 mEE Fi-99 W91 afest w1 9HE w9 & g 5
WA 99 B9 39S 9 F == F

(dizter = #1 & F ¥ 75w o & foy 59 e 71 999 )

Journey Concept (20minutes)
®*  What are your first impressions of this concept?

T FIAAT W AUFH Teol THE S HRI T 87
*  What is the purpose of this concept —what is it trying to do?
U BT B TS¥T 99 B TE IUT T P (Y Fed # BN W @ 87
®  What's the first thing you notice? What is your eye drawn to?
FOA TEH UEA R 9 W aE Bt fem S A e il = e R
*  What is the main message? That is, what is it trying to say?
&0 HeT 791 27 THE Toed O5 F91 T b FI9E FW TE BV
* |sit convincing ? What makes you say that?
FOT T WS U W BT w0 v A wEs 87
*  How did it make you feel? Why?
SHT WUET AT FEEH TG0 T
*  What organization is responsible for preparing it?
* |sitinformative? That is, does it provide you with any new or important infermation? What new
information spedfically?
T TF FEEN S I 27 THF Aded 39 I A0S TP T4 N ey SEent w17
fredn ™ 9 9 78 aEen?
*  Are there any elements that are confusing — that you don’t understand?

Wﬁﬂﬁ—ﬁ??m?ﬁ?“‘_‘#g‘ THH Ooeid 06 98 Wod ¥ I &Y
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Wheo is this information intended for?

Tg SN fFd o AT @ a7

Would you do anything as a result of seeing this? What would you do specifically ¥

T A TH TGS ® FNO §9 HaT7 A9 FEEdN W™ =\ Fa6r

What if you wanted more information, what would you do?

oft @y weT FEETG T, J A S

Do you feel like the featurad student is telling his/her own story? I he/she real?

T A0 TEE 9 & 5 9w o A WR T /T &7 7O 9% 9T &Y

|5 there anything that could be done to improve on the way the information is presented? What
specifically would you suggest?

T £T § A AEEN B U9 FA F oS ¥ gaN $Y GFa1 87 A fHieEh o T gae
7

PR Concept {20 minutes)

What are your first impressions of this concept?

W T T FUFH TEoT UEE S ERE I &7

What is the purpose of this concept —what is it trying to do?

T P T Fo¥0 I - TE T9T T & 09 Fad ) B9 F 5 57

What's the first thing you notice? What is your eye drawn to?

H WY UEA fRW 3 W @e fm? faw &3 9 ama 99 F1 arsia et
What is the main message? That is, what is it trying to say?

J&T We¥ 791 27 THF Toee O T Fed F R0 T TE B

Is it convincing 7 What makes you say that?

T TE WS U VET §7 A Qur 4 FEd 7

How did it make you feel? Why?

What organization is responsible for preparing it?

I5 it informiative? That is, does it provide you with any new or important information? What new
information specifically?

FLT TF AHEN o Gl 87 THE gdoid 991 TEA A0S FY 9491 SN TEEge e €7
faged @ #f9 W 78 IEER?

Are there any elements that are confusing — that you don’t understand?

T FE Yohc £ A AOF §hT Fio b— SHF TooE IR TR 99 § I 87

Who is this information intended for?

TE FFEN 5y & o &7

Would you do anything as a result of seeing this? What would you do specifically ¥

T A W eEA & FEO FF F17 A9 FEEdR woFm 97

What if you wanted more information, what would you do?

TTE FTT TSl WAEn =R, A7 T T FA7

Is there anything that could be done to improve on the way the information is presented? What

specifically would you suggest?
T £T § A AEEN B U9 FA F oS ¥ gaN $Y GFa1 87 A fHieEh o T gae
7
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[MODERATOR - IF NOT MENTIONED PROBE ON EduCanada Logo]
(dtEte— aft 78 sam & < e e A W 0 =)
*  What is EduCanada?
TgFArel 9 27
*  What does the logo mean to you? [IF NOT MENTIOMED FROBE Education in Canada]
Fmoe oy S = 79 O9a0e 27 (gfE T8 Tor € @ Ferer f fen o Ee =)

Comparison of two concepts (15 minutes)
= FE F g

MNow that you have had an opportunity to review both concepts | would like you to tell me which one is

most appealing to you — that is which one is most likely to get you to stop and pay attention? What is it
about this concept specifically that captures your attention?
AT A BE BN T OGEE T A1 £ F FEm F aw gH a9 F o W e W e = e
ATFET T 6—T0md UF had T7 A0 g =% N 20 o7 & 4e] O9E 87 59 0 & a8 5
TR W 79 fa S0 | =

*  Which one does the best job of communicating the benefits of studying in Canada® What makes you

say that?
T W TN W YF A9 ¥ IEE $ Fhel §f 999 9= o9 9 99 &7 o0 W w1 FEe
=

»  And which one would be most compelling in terms of getting you to seek out more information about

studying in Canada? What makes you say that?

HN T W FE W AUF FE FE F TEE B $ AN SIS AEEnl e ® Wew 4

R THEifEd FOT7 A I 7 FEd &7
[TIME PERMITTING]I'd like us to come back and take a look again at the photo boards we discussed
earlier. Looking at the top images that you had selected when we started our conversation, which of
these do you think fit the best with the concept we chose together?
(Awg % IgAfa) &9 9@ TR = T F R v 9 F i 9 i faae e # ' uEe 919 @1 oY)
6 TN $I S@ gy a9 A0 BN a=d & IH &0 WHG 9491 41 A6 58 o 6y 9 £ T
FEEF T A SS TE AR et T T T Ty T 87

5.0 Interest in Studying in Canada (20 minutes)

[MODERATOR READ] | would now like us to spend our remaining time together discussing Canada
specifically as a foreign studies destination.
(HTEvey ud) @9 & 9w 6 39 90 79 g U F RV d WEE ¥ WH F w0 4 FAe & 96§ gE=d
T &= T
»  When you think of Canada specifically as a foreign study destination, what are some of the things that
come to mind?

o fRTimE s e s Wi NI TR g I AW E
s femmT F e &7
*  How does Canada compare to some of the other countries mentioned?
T T T ¥ T F gEA § FATST ST &7
PROBES [COMPARING PROMPTS BELOW TO L.5., U.K., Australia, NZ]:
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mm 73, I B 9 & mh St w gE 7
More or less affordable?
FH T ST 9g9Arg?
* Higher or lower quality of education?
e & =rET T F=1 FEAd)
*  Better or worse in terms of mreer,f'jﬂb prospects?
Fh /AF T TEEE $ Ted § 9897 I &0
*  PROBE: Do you think in terms of job prospects at home or in Canada?
W HE T 90 W W W Fae § A g & w=d J e fE7
*  Higher or lower quality of life?
S F a= O wee =@

*  Easier or harder in terms of immigration issues (for example, getting a student visa, immigrating to

the country after your studies are done)?
HY AWEE S FANTA S Ao BIAEN T Siod &1 (G F 1Y, Wi &nar 91, o=
TE F O T F 9€ o9 J quaErd / FHIEE)
*  Possibility to travel
*  Other comparisons?
F Je T
" AGENTS: Having access to information, including internationzal rankings?
» IR FEEN o F T, darsE R0 s wihe w1 gr
[TIME PEEMITING]MODERATOR — USING FLIP CHART TAKE DOWMN STRENGTHS AND WEAKNESSES,
ADVANTAGES AND DRAWBACKS ASSOCIATED WITH STUDYING IN CANADA. MAKE SURE TO PROBE
THROUGHOUT FOR REASONS WHY/WHAT MAKES PARTICIPANTS SAY THIS.

(Fag %1 argefs) dister—{tay S ¥ S99 $90 §Y el o suaifl, Fren & ga & 9 9
ﬂmmmmmm#wmmmmﬂﬁ;wﬁmmwmh

All things considered, what would you identify as the key strengths of pursuing studies in Canada?
T 3 W A w90 gR 90 el § e F 9% SO/ Wiees 5 O 27
*  And what would you identify as the main drawbacks to pursuing studies in Canada?
#N o FeT § wE T w0 w9 T Oy &7
*  Are these strengths/weaknesses unigue to Canada?
9T O% WA/ FEE FAE & Y o 87

If | had to convince you that you should cansider Canada as a foreign study destination, what would |

have to say? What would you need to know, what would make you choose Canada over some other
country? What would make you pay attention and consider it over alternative study destinations?

oft g2 OF FET I WE F WA F w0 % T W AR w1 % 5y S w2 B T gE 99 A
="1Trﬂ'—-fu T SR, R = rﬁwfﬂj*ﬂiwm—r?——lﬁ‘w—r——lﬂv ®H
i tF0F I F U % 9™ 39 ™ @ 21 @ =R v g e

6.0 Final Comments and Conclusion (5 minutes)

Afeag femorr 2w ey

Thinking about all that we've talked about, what is the most important piece of advice you have for The
Government of Canada with respect to this initiative? Any other thoughts about studying in Canada or
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the creative elements we discussed?

Thank you for your time and input.

T AN F Tl e N M I F E TR T I PE E A AT T T &
T iIFRI TR R TR Fe i e s s N i s A o e v fa
FHA =1 @ 27

WS THY AN AEENT & o e s |
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F7. Mexico - Students’ Guide - Spanish

1.0 Presentacion (5 minutos)
Explicar a los participantes lo siguiente:

= A qué se dedican lpsos y el moderador

= El objetivo del estudio y qué compaiiia lo financia, descritos al menos igual que en la etapa
de reclutamiento

= Duracién de la sesién de grupo (dos horas)

= Qué se grabara el estudio (en audio/video)

= Que colegas/el cliente estan supervisando el estudio detras del espejo

= Los resultados son confidenciales y se reportan de forma global/la identidad de los
respondientes sigue siendo confidencial/su participacion es voluntaria

= El papel del moderador: hacer preguntas y llevar registro del tiempo; deben tener una
actitud objetiva/no hay intereses personales de por medio

= El papel de los participantes: no se espera que sean expertos; deben expresar abiertamente
y honestamente su opinidn; no hay respuestas correctas/incorrectas

= (En este punto, obtener el consentimiento del participante para continuar)

= Pedir a los participantes que se presenten: niUmero de integrantes de su familia, edad y qué
grado escolar o de universidad cursan

2.0 Prueba de la imagen del folleto (20 minutos)

Para empezar, me gustaria mostrarles algunas imagenes que podrian ver en materiales promocionales o
en un folleto.

Les voy a dar una hoja de papel con imagenes de XX.

Les voy a pedir que se tomen algunos minutos para revisar cada una de ellas y que usen las plumas que
les di para ENCERRAR EN UN CIRCULO LAS TRES IMAGENES que les parezcan las mds atractivas, sin
importar la razdn. Si éstas provocan una fuerte respuesta emocional positiva, quiero que las encierren

en un circulo.

Una vez que hayan terminado, me gustaria que TACHARAN LAS TRES IMAGENES que les parezcan las

menos atractivas, sin importar la razon.

Una vez que hayan completado este ejercicio, nos vamos a tomar unos minutos para hablar sobre lo que
encerraron en un circulo y, mas importante aun, por qué lo hicieron especificamente asi.

[MODERADOR: INDAGAR MINIMO UNA IMAGEN POR TEMA Y UNA IMAGEN DE LA PARTE SUPERIOR
POR PARTICIPANTE]

= Reacciones generales a las imagenes presentadas. ¢éQué sentimientos les provocaron en
conjunto?

= De acuerdo, vamos a tomarnos unos minutos para hablar sobre las imagenes que encerraron
en el circulo [MODERADOR: RECORRER LA MESA Y PEDIRLE A LOS PARTICIPANTES QUE
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HABLEN SOBRE LO QUE ELIGIERON]
= iQué eslo que particularmente les llama la atencidn de estas imagenes? { Qué emociones les
generan estas imagenes? ¢ Qué comunican?
De todas la imagenes, é¢hay una que les llame la atencion / con las que se identifiqguen mas que con
otras? ¢ Cudl y por qué?

Ahora, pensando en las imagenes que tacharon, ¢hay una en especial que les provoque fuertes
sentimientos negativos? éCudl y por qué?

3.0 Exploracidn sobre la educacidon en el extranjero (15 minutos)

(ESTUDIANTES) Antes que nada, me gustaria que nos tomdaramos unos cuantos minutos para hablar
sobre algunos factores que tomarian en cuenta si estuvieran pensando en estudiar en el extranjero.

¢Qué motiva su interés en estudiar en el extranjero? ¢ Qué los hizo considerar esa opcion?

= INDAGAR: {Qué tipos de experiencias esperarian vivir al estudiar en el extranjero?
Si pudieran estudiar en otro pafs, écudl seria'y por qué? [NOTA: SI MENCIONAN CANADA EN ESTE
PUNTO, PRESTAR LA MISMA ATENCION QUE A OTROS PAISES MENCIONADOS]

INDAGAR POR PAIS MENCIONADO:

= |nstitucidon académica especifica (reputacion de la institucién de educacidn superior
considerada)

= INDAGAR EN CALIDAD: ¢ Qué significa calidad en el contexto educativo? (Variedad de oferta
educativa, inversidon en investigacion y desarrollo, instalaciones para investigacion,
profesores que brinden apoyo/sean accesibles)

e (Y qué opinan de la lista de universidades? ¢ Qué tan importante es?
INDAGAR EN COSTO: ¢Qué tan importante es la accesibilidad a la educacién superior? ¢ El
costo de estudiar en el extranjero es un aspecto a considerar cuando se trata de decidir a

qué institucién educativa (educacion superior) ingresar?

e (iQué podrian decirme sobre la posibilidad de quedarse y trabajar en ese pais una vez que
hayan completado sus estudios? ¢Qué tan importante creen que seria este aspecto a
considerar?

= |INDAGAR EN EXPERIENCIAS: ¢ Qué podrian decirme sobre el aspecto social en la vida
universitaria (fuera del aula)? ¢ Qué tan importante seria para ustedes? (INDAGAR TANTO
COMO SEA NECESARIO: arte y cultura, comida/gastronomia local, entretenimiento,
deportes, turismo)

e Futura carrera/posibles empleos (en el pais de origen/ de estudios)
INDAGAR EN FUENTES DE INFORMACION: ¢ Dénde buscarian mas informacién al elegir el
pais a donde se irdn a estudiar?

e iComo saben si un determinado pais ofrece educacion de alta calidad? ¢ Qué fuentes
consultan/con quién hablan para poder averiguarlo?

e Recomendaciones de familiares, amigos, agentes, etc.

e ¢Qué han leido, visto y escuchado en los medios (TELEVISION, RADIO, PERIODICO) sobre
este pais?
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4.0 Prueba de concepto creativo (55 minutos)

Se les mostrard a los participantes dos conceptos creativos diferentes, por separado, mismos que son
especificos para un mercado/publico. [MODERADOR: ROTAR ORDEN DE CONCEPTOS DE UN GRUPO AL
SIGUIENTE].

Les voy a entregar dos conceptos impresos diferentes, uno a la vez. Me gustaria que se tomaran un
momento para revisar cada uno (por favor, no hablen de ellos hasta que yo lo indique); si creen que les
puede ser de utilidad, siéntanse libres de tomar notas en la hoja. Una vez que todos hayan revisado los
conceptos, vamos a hablar de ellos. [MODERADOR: DARLES ALGUNOS MINUTOS PARA QUE LOS
REVISEN, ANTES DE INICIAR LA SESION]

Concepto del trayecto (20 minutos)

= (Cuales fueron sus primeras impresiones de este concepto?

= (Cual es el objetivo de este concepto? ¢ Qué trata de hacer?

= iQué fue lo primero que notaron? ¢ Qué les parece atractivo?

= (Cual es el mensaje principal? Es decir, ¢qué trata de comunicar?

= (Es convincente? ¢ Por qué creen eso?

= iQué les hizo sentir? ¢ Por qué?

= :Qué compaiiia fue la responsable de su elaboracion?

= (Esinformativo? Es decir, éles comunica informaciéon novedosa e importante? ¢Qué
informacién novedosa en particular?

= iHay elementos que confusos, que no puedan entender?

= (A quién va dirigida esta informacion?

= ¢Actuarian de alguna forma tras ver esto? ¢ Qué harian especificamente?

= Siquisieran obtener mas informacién, ¢ qué harian?

= (Creen que el estudiante que aparece ahi estd contando su propia historia? ¢El personaje es
real?

= ¢Hay algo que podria hacerse para mejorar la forma de presentar la informacion? ¢Qué
recomendarian especificamente?

Concepto PR (20 minutos)

= (Cuales fueron sus primeras impresiones de este concepto?

= (Cual es el objetivo de este concepto? ¢ Qué trata de hacer?

= :Qué fue lo primero que notaron? ¢ Qué les parece atractivo?

= (Cual es el mensaje principal? Es decir, {qué trata de comunicar?

= (Es convincente? ¢ Por qué creen eso?

= (iQué les hizo sentir? ¢Por qué?

= (Qué compaiiia fue la responsable de su elaboracidn?

= (Esinformativo? Es decir, éles comunica informacion novedosa e importante? ¢Qué
informacién novedosa en particular?

= (Hay elementos que confusos, que no puedan entender?

= (A quién va dirigida esta informacion?
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= ¢Actuarian de alguna forma tras ver esto? éQué harian especificamente?
=  Siquisieran obtener mas informacién, i qué harian?

= iHay algo que se pueda hacer para mejorar la forma de presentar la informacion? ¢Qué
recomendarian especificamente?

[MODERADOR: SI NO LO MENCIONAN, INDAGAR EN EL LOGO DE EduCanada]

= iQué es EduCanada?
= iQué comunica el logo? [SI NO LO MENCIONAN, INDAGAR EN Educacién en Canadd]

Comparacion de conceptos (15 minutos)

Ahora que ya tuvieron la oportunidad de revisar ambos conceptos, me gustaria que me dijeran cual les
resulta mas atractivo, es decir, cual es mas probable que los haga detenerse y ponerle atencidn. ¢Qué
aspecto especifico del concepto llama su atencién?

= (Cual comunica mejor los beneficios de estudiar en Canada? é¢Por qué?
= iCudl seria el mds convincente para hacerlos buscar mds informacién sobre estudiar en
Canada? éPor qué?
[SI HAY TIEMPO SUFICIENTE] Me gustaria que retomaramos el tema y veamos de nuevo los photoboards
de los que hablamos anteriormente. Al ver las imagenes de la parte superior que eligieron cuando
empezamos la sesion, écudl creen que va mejor con el concepto que elegimos juntos?

5.0 Interés en estudiar en Canadd (20 minutos)

[MODERADOR: LEER] Ahora me gustaria que durante el resto de la sesién hablemos especificamente
sobre Canada como destino para estudiar en el extranjero.

= iQué cosas les vienen a la mente cuando piensan especificamente en Canada como destino
para estudiar en el extranjero?
= iComo se compara Canadd con los demas paises mencionados?
INDAGAR [COMPARAR CON EE. UU., Reino Unido, Australia, Nueva Zelanda CON AYUDA DE LAS
PREGUNTAS SIGUIENTES]:

= ¢Es mas o menos accesible?

= :Tiene un nivel educativo mas alto o mas bajo?

= ¢(Es mejor o peor en términos de carrera/posibles empleos?

= INDAGAR: Al hablar de posibles empleos, épiensan trabajar en su pais o en Canada?

= ilacalidad de vida es mejor o peor?

= (Es mas facil o mas dificil en asuntos migratorios? (Por ejemplo, obtener visa de estudiante,
migrar al pais después de haber concluido los estudios)

= Posibilidad de viajar

= iOtras comparaciones?

= AGENTES: tener acceso a la informacién, incluyendo las listas internaciones de universidades
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[SI HAY TIEMPO SUFICIENTE] MODERADOR: CON AYUDA DEL ROTAFOLIO, REGISTRAR LAS FORTALEZAS
Y DEBILIDADES, VENTAJAS Y DESVENTAJAS DE ESTUDIAR EN CANADA. ASEGURARSE DE INDAGAR EN
TODAS LAS RAZONES / POR QUE LOS PARTICIPANTES CREEN ESO.

= Considerando todo lo que abordamos, i qué identificarian como fortalezas clave de estudiar
en Canada?
= (Qué identificarian como las principales desventajas de estudiar en Canada?
= (Estas fortalezas/debilidades son exclusivas de Canada?
Si tuviera que convencerlos de considerar a Canada como destino para estudiar en el extranjero, équé les
tendria que decir? ¢ Qué necesitarian saber para elegir Canadd por encima de otro pais? ¢ Qué los haria
voltear a verlo y considerarlo sobre otros destinos de estudio?

6.0 Comentarios finales y conclusién (5 minutos)

Pensando en todo lo que hablamos, écudl es el consejo mas importante que le darian al gobierno de
Canada con relacidn a esta iniciativa? ¢Les gustaria hacer otro comentario sobre estudiar en Canada o de
los elementos creativos que abordamos?

Gracias por su tiempo y participacién.
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F8. Mexico - Parents’ Guide — Spanish

1.0 Presentacion (5 minutos)
Explicar a los participantes lo siguiente:

= Presentacion de lpsos y del moderador

= Describir El objetivo del estudio y compafiia quién lo financia, al menos como se describid en
la etapa de reclutamiento

= Laduracién de la sesién de grupo (2 horas)

= Grabacion del estudio (en audio/video)

= Explicar que hay colegas/el cliente esta supervisando el estudio detras del espejo

= Que los resultados son confidenciales y se reportan de forma global/la identidad de los
participantes sigue siendo confidencial/su participacion es voluntaria

= El papel del moderador: hacer preguntas vy llevar registro del tiempo; deben tener una
actitud objetiva/no hay intereses personales de por medio

= El papel de los participantes: no se espera que sean expertos; deben expresar abiertay
honestamente su opinidn; no hay respuestas correctas/incorrectas

= (En este punto, obtener el consentimiento del participante para continuar)

= Pedir a los participantes que se presenten: nimero de integrantes de su familia, edades de
sus hijos y qué grado escolar o de universidad cursan

2.0 Prueba de la imagen del folleto (20 minutos)

Para empezar, me gustaria mostrarles algunas imagenes que podrian ver en materiales promocionales o
en un folleto.

Les voy a dar una hoja de papel con imagenes de XX.

Les voy a pedir que se tomen algunos minutos para revisar cada una de ellas y que usen las plumas que
les di para ENCERRAR EN UN CIRCULO LAS TRES IMAGENES que les parezcan las mas atractivas, sin
importar la razdn. Si éstas provocan una fuerte respuesta emocional positiva, quiero que las encierren

en un circulo.

Una vez que hayan terminado, me gustaria que TACHARAN LAS TRES IMAGENES que les parezcan las

menos atractivas, sin importar la razén.

Una vez que hayan completado este ejercicio, nos vamos a tomar unos minutos para hablar sobre lo que
encerraron en un circulo y, mas importante aun, por qué lo hicieron especificamente asi.

[MODERADOR: INDAGAR MINIMO UNA IMAGEN POR TEMA Y UNA IMAGEN DE LA PARTE SUPERIOR
POR PARTICIPANTE]

= Reacciones generales a las imagenes presentadas. éQué sentimientos les provocaron en
conjunto?
=  De acuerdo, vamos a tomarnos unos minutos para hablar sobre las imagenes que encerraron
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en el circulo [MODERADOR: RECORRER LA MESA'Y PEDIRLE A LOS PARTICIPANTES QUE
HABLEN SOBRE LO QUE ELIGIERON]
= (iQué es lo que particularmente les llama la atencién de estas imagenes? ¢ Qué emociones les
generan estas imdagenes? ¢ Qué comunican?
De todas la imagenes, éhay una que les llame la atencién/con las que se identifiquen mas que con otras?
¢Cudl y por qué?

Ahora, pensando en las imagenes que tacharon, ¢hay alguna en especial que les provoque fuertes
sentimientos negativos? éCudl y por qué?

3.0 Exploracion sobre la educacién en el extranjero (15 minutos)

(PADRES DE FAMILIA) Antes que nada, me gustaria que nos tomaramos unos cuantos minutos para
hablar sobre algunos factores que tomarian en cuenta si sus hijos estuvieran pensando en estudiar en el
extranjero.

¢Qué motiva su interés al animar a sus hijos a estudiar en el extranjero? ¢ Qué los hizo considerar esa
opcion?

= INDAGAR: {Qué tipos de experiencias esperarian que sus hijos vivieran al estudiar en el
extranjero?
Si sus hijos pudieran estudiar en otro pais, écual los alentarian a elegir y por qué? [NOTA: S|
MENCIONAN CANADA EN ESTE PUNTO, PRESTAR LA MISMA ATENCION QUE A OTROS PAISES
MENCIONADOS]

INDAGAR POR PAIS MENCIONADO:

= Institucién académica especifica (reputacién de la instituciéon de educacion superior
considerada)
= INDAGAR EN CALIDAD: ¢ Qué significa calidad en el contexto educativo? (Variedad de oferta
educativa, inversion en investigacion y desarrollo, instalaciones para investigacion,
profesores que brinden apoyo/sean accesibles)
e (Y qué opinan de la lista de universidades? ¢ Qué tan importante es?
INDAGAR EN COSTO: ¢Qué tan importante es la accesibilidad a la educacién superior? ¢ El

costo de estudiar en el extranjero es un aspecto a considerar cuando se trata de decidir a
gué institucién educativa (educacidon superior) ingresarian sus hijos?

e (Qué podrian decirme sobre la posibilidad de que sus hijos se queden y trabajen en ese
pais una vez que hayan completado sus estudios? ¢ Qué tan importante creen que seria
este aspecto a considerar?

= |INDAGAR EN EXPERIENCIAS: ¢ Qué podrian decirme sobre el aspecto social en la vida
universitaria (fuera del aula)? ¢ Qué tan importante seria para sus hijos? (INDAGAR TANTO
COMO SEA NECESARIO: arte y cultura, comida/gastronomia local, entretenimiento,
deportes, turismo

e Futura carrera/posibles empleos (en el pais de origen/de estudios)
INDAGAR EN FUENTES DE INFORMACION: ¢ Dénde buscarian ustedes y sus hijos mas
informacion al elegir el pais a donde se irdn a estudiar?
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e (iCbémo saben si un determinado pais ofrece educacidn de alta calidad? ¢ Qué fuentes
consultan/con quién hablan para poder averiguarlo?

e Recomendaciones de familiares, amigos, agentes, etc.

e ¢Qué han leido, visto y escuchado en los medios (TELEVISION, RADIO, PERIODICO) sobre
este pais?

4.0 Prueba de concepto creativo (55 minutos)

Se les mostrard a los participantes dos conceptos creativos diferentes, por separado, mismos que son
especificos para un mercado/publico. [MODERADOR: ROTAR ORDEN DE CONCEPTOS DE UN GRUPO AL
SIGUIENTE].

Les voy a entregar dos conceptos impresos diferentes, uno a la vez. Me gustaria que se tomaran un
momento para revisar cada uno (por favor, no hablen de ellos hasta que yo lo indique); si creen que les
puede ser de utilidad, siéntanse libres de tomar notas en la hoja. Una vez que todos hayan revisado los
conceptos, vamos a hablar de ellos. [MODERADOR: DARLES ALGUNOS MINUTOS PARA QUE LOS
REVISEN ANTES DE INICIAR LA SESION]

Concepto del trayecto (20 minutos)

= (Cuales fueron sus primeras impresiones de este concepto?

= (Cual es el objetivo de este concepto? ¢ Qué trata de hacer?

= iQué fue lo primero que notaron? ¢ Qué les parece atractivo?

= (Cual es el mensaje principal? Es decir, ¢qué trata de comunicar?

= (Es convincente? ¢ Por qué creen eso?

= (iQué les hizo sentir? ¢Por qué?

= :Qué compaiiia fue la responsable de su elaboracion?

= (Esinformativo? Es decir, éles comunica informacion novedosa e importante? ¢Qué
informacién novedosa en particular?

= :Hay elementos confusos, que no puedan entender?

= (A quién va dirigida esta informacidn?

= ¢Actuarian de alguna forma tras ver esto? ¢ Qué harian especificamente?

= Siquisieran obtener mas informacién, ¢ qué harian?

= (Creen que el estudiante que aparece ahi estd contando su propia historia? ¢El personaje es
real?

= (Hay algo que podria hacerse para mejorar la forma de presentar la informacion? ¢Qué
recomendarian especificamente?

Concepto PR (20 minutos)

= iCuales fueron sus primeras impresiones de este concepto?

= (Cual es el objetivo de este concepto? ¢ Qué trata de hacer?

= (iQué fue lo primero que notaron? ¢{Qué les parece atractivo?

= (Cual es el mensaje principal? Es decir, {qué trata de comunicar?



65

Education Brand Refresh - Appendix

= (Es convincente? ¢ Por qué creen eso?

= iQué les hizo sentir? ¢ Por qué?

= (Qué compaiiia fue la responsable de su elaboracion?

= iEsinformativo? Es decir, ¢les comunica informacidn novedosa e importante? ¢ Qué
informacién novedosa en particular?

= (Hay elementos confusos, que no puedan entender?

= (A quién va dirigida esta informacion?

= ¢Actuarian de alguna forma tras ver esto? ¢ Qué harian especificamente?

= Siquisieran obtener mas informacién, ¢ qué harian?

= iHay algo que se pueda hacer para mejorar la forma de presentar la informacion? ¢Qué
recomendarian especificamente?

[MODERADOR: SI NO LO MENCIONAN, INDAGAR EN EL LOGO DE EduCanada]

= (iQué es EduCanada?
= (:Qué les comunica el logo? [SI NO LO MENCIONAN, INDAGAR EN Educacién en Canada]

Comparacion de conceptos (15 minutos)

Ahora que ya tuvieron la oportunidad de revisar ambos conceptos, me gustaria que me dijeran cudl les
resulta mas atractivo, es decir, cual es mas probable que los haga detenerse y ponerle atencidn. ¢Qué
aspecto especifico del concepto llama su atencion?

= iCudl comunica mejor los beneficios de estudiar en Canada? ¢Por qué?
= iCudl seria el mds convincente para hacerlos buscar mas informacién sobre estudiar en
Canada? ¢Por qué?
[SI HAY TIEMPO SUFICIENTE] Me gustaria que retomaramos el tema y veamos de nuevo los photoboards
de los que hablamos anteriormente. Al ver las imagenes de la parte superior que eligieron cuando
empezamos la sesidn, écual creen que va mejor con el concepto que elegimos juntos?

5.0 Interés en estudiar en Canadd (20 minutos)

[MODERADOR: LEER] Ahora me gustaria que durante el resto de la sesién hablemos especificamente
sobre Canada como destino para estudiar en el extranjero.

= iQué cosas les vienen a la mente cuando piensan especificamente en Canada como destino
para estudiar en el extranjero?
= iComo se compara Canada con los demas paises mencionados?
INDAGAR [COMPARAR CON EE. UU., Reino Unido, Australia, Nueva Zelanda CON AYUDA DE LAS
PREGUNTAS SIGUIENTES]:

= ¢Es mas o menos accesible?

= ¢Tiene un nivel educativo mas alto o mas bajo?

= ¢(Es mejor o peor en términos de carrera/posibles empleos?

= INDAGAR: Al hablar de posibles empleos, épiensan en su pais o en Canada?
= ilacalidad de vida es mejor o peor?
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¢Es mas facil o mas dificil en asuntos migratorios? (Por ejemplo, obtener visa de estudiante,
migrar al pais después de haber concluido los estudios)

Posibilidad de viajar

¢Otras comparaciones?

AGENTES: tener acceso a la informacidn, incluyendo las listas internaciones de universidades

[SI HAY TIEMPO SUFICIENTE] MODERADOR: CON AYUDA DEL ROTAFOLIO, REGISTRAR LAS FORTALEZAS

Y DEBILIDADES, VENTAJAS Y DESVENTAJAS DE ESTUDIAR EN CANADA. ASEGURARSE DE INDAGAR EN
TODAS LAS RAZONES / POR QUE LOS PARTICIPANTES CREEN ESO.

Considerando todo lo que abordamos, équé identificarian como fortalezas clave de estudiar
en Canada?

¢Qué identificarian como las principales desventajas de estudiar en Canada?

¢Estas fortalezas/debilidades son exclusivas de Canada?

Si tuviera que convencerlos de considerar a Canada como destino para estudiar en el extranjero, équé les

tendria que decir? ¢ Qué necesitarian saber para elegir Canadd por encima de otro pais? ¢Qué los haria

voltear a verlo y considerarlo sobre otros destinos de estudio?

6.0

Comentarios finales y conclusién (5 minutos)

Pensando en todo lo que hablamos, écudl es el consejo mas importante que le darian al gobierno de

Canada con relacidn a esta iniciativa? ¢ Les gustaria hacer otro comentario sobre estudiar en Canada o de

los elementos creativos que abordamos?

Gracias por su tiempo y participacién.
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FO. Morocco - Students’ Guide - French

1.0 Introduction (5 minutes)
Expliquer aux participants :

= Présentation du modérateur et de Ipsos

= Décrire le but de I'’étude au minimum, de la méme maniére que dans le recrutement

= Durée du groupe de discussion (2 heures)

= Enregistrement du groupe de discussion (audio/video)

= Miroir a sens unique et les collégues/ clients qui sont dans la salle derriére

= Les résultats sont confidentiels et rapportés au total/les individus ne sont pas identifiés/ la
participation est volontaire.

= Ler6le du modérateur est de poser les questions, chronométrer le temps, il est objectif et
n’a pas d’intérét particulier.

= Roéle des participants : on ne s’attend pas a ce qu’ils soient des experts, parler ouvertement
et franchement a propos des opinions, pas de bonnes/mauvaises réponses.

= (Obtenir I'accord de procéder a ce point)

=  Demander aux participants de se présenter : (Age, quelles études, année/niveau d’études,
quelle école ou université, nom de I'école ou I'université).

2.0 Test des images brochure (20 minutes)

Avant de commencer, j'aimerais vous montrer quelques images que vous pourriez voir peut étre dans du
matériel publicitaire ou dans une brochure...

Je vais donner a chacun de vous, une feuille de papier avec XX images dessus.

Dans chaque cas, je vais vous demander de revoir pendant quelques minutes les images présentées puis
je voudrais que vous utilisiez les stylos que nous vous avons fourni et ENTOURER 3 IMAGES que vous
trouvez les plus attirantes pour n'importe quelle raison. Si elles évoquent une émotion forte et positive

je veux que vous les encercliez.

Une fois que vous avez fait cela, je voudrais aussi que VOUS BARREZ 3 IMAGES que vous trouvez les

moins attirantes, pour n’importe quelle raison.

Une fois que vous avez complété cet exercice nous allons prendre quelques minutes pour discuter ce que
vous avez encerclé et surtout pourquoi ce choix spécialement

[LE MODERATEUR PROBE SUR MIN 1 IMAGE PAR THEME ET LA MEILLEURE IMAGE PAR PARTICIPANT]

= Réactions globales face aux images présentées ? En général, quels sentiments vous ont-ils
donnés ?
=  OK - prenons quelgues minutes pour parler de ce que vous avez encerclé [LE MODERATEUR
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FAIT UN TOUR DE TABLE ET DEMANDE AUX PARTICIPANTS DE DISCUTER LES CHOIX FAITS]
= Qu’est ce quivous attire spécifiquement au niveau de ces images ? Quelles sentiments vous
donnent elles ? que transemettent-elles ?

Dans toutes ces images — Y a-t-il une qui vous attire/vous parle plus que les autres ? Laquelle et
pourquoi ?

Et maintenant parlons des images que vous avez barré — Y a-t-il une en particulier qui provoque en vous
de forts sentiments négatifs? Laquelle et pourquoi?
3.0 Exploration des études a I’étranger (15 minutes)

(ETUDIANTS) Tout d’abord j'aimerais que nous discutions quelques minutes des facteurs que vous
prenez en considération quand vous pensez a faire des études a I'étranger.

Qu'’es- ce qui vous rend intéressé par des études a I'étranger? Qu’est ce qui vous pousse a
considérer cette option?

=  PROBE: a quels types d’expériences vous attendez-vous durant des études a I'étranger?

Si vous pouviez étudier dans un pays étranger, ce serait lequel et pourquoi? [PS : S| CANADA EST
MENTIONNE ICI, FAIR UN FOCUS DESSUS COMME POUR LES AUTRES PAYS MENTIONNES]

CREUSER PAR PAYS MENTIONNES:

Institution académique spécifique (Réputation de I'établissement post secondaire considéré)
CREUSER SUR LA QUALITE: que signifie la qualité dans le milieu de I'éducation ? (variété des
cours offerts, investissement en R&D, outils/moyens de recherche, soutien/accessibilité des

enseignants)

e Qu’en est-il du classement des universités — est-ce important a vos yeux ?
CREUSER SUR LE COUT: I'accessibilité financiére est-elle importante quand il s’agit
d’enseignement supérieur? Est-ce que le colt des études a I'étranger est pris en

considération quand il s’agit de décider ou faire des études universitaires (post-secondaire)?
e Qu’en est-il de la possibilité de s’installer et travailler dans ce pays une fois les études
finies — est-ce un point important pour vous ?

=  CREUSER SUR LES EXPERIENCES: Qu’en est-il de I'aspect social de la vie au campus (la vie en
dehors des heures de cours) quelle importance a-t-il ? Quels sont les éléments de la vie au
campus qui vous intéresseraient le plus si vous étudiez a I’étranger ? (relancer si nécessaire :
arts et culture, local pour nourriture/cuisine, divertissement, sports, visites touristiques ?)

e Carriere future/perspectives d’emploi (dans le pays d’origine/ou pays des études) ?
CREUSER SUR SOURCES D’INFORMATIONS: Ou iriez-vous chercher plus d’informations
concernant le choix des pays ou étudier ?

e Comment savez-vous si un pays donné offre une qualité d’études supérieure ? Quelles
sources vous consultez/a qui vous vous adressez pour avoir ce genre d’information ?
e Recommandations de la famille, amis, agent etc...
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e Que lisez-vous, regardez-vous et écoutez-vous dans les médias (TV, RADIO, NEWSPAPER)
a propos de ce pays ?

4.0 Test concept creative (55 minutes)

Deux différents concepts seront présentés aux participants individuellement, qui sont spécifiques au
marché/a I'audience. [LE MODERATEUR DOIT ASSURER UNE ROTATION DES CONCEPTS D’UN GROUPE
A L’AUTRE]

Je vais distribuer séparément un par un deux concepts imprimés— j’aimerais que vous preniez quelques
moments pour revoir chacun d’eux (SVP ne discutez pas entre vous jusqu’a ce que je vous le demande) —
vous étes libre de prendre des notes sur la page si ca peut vous aider — une fois que tout le monde aura
vu les concepts, nous en discuterons [LE MODERATEUR ACCORDE QUELQUES MINUTES POUR REVOIR
AVANT D’OUVRIR LE DEBAT]

Concept Voyage (20 minutes)

= Quelles sont vos premieres impressions sur ce concept?

= Quel est I'objet de ce concept — a quoi sert-il ?

= Quelle est la premiére chose que vous remarquez? Qu’est ce qui vous a attiré?

= Quel est le message principal? Autrement dit, qu’ils essaient de nous dire ?

=  Est-ce convaincant? Qu’est-ce qui vous fait dire cela ?

= Quels sentiments vous donne-t-il ? Pourquoi ?

= Quelle est a votre avis I'organisation responsable de son élaboration ?

= Est-ce informatif ? si oui, vous fournit-il une information nouvelle/importante ? Quelle
nouvelle information spécifiquement ?

= Y-a-il des éléments qui portent a confusion — que vous n’avez pas compris?

= A qui est destinée cette information?

= Feriez-vous quelque chose aprés avoir vu ceci ? Que feriez-vous au juste ?

= Etsivous vouliez plus d’'information, qu’allez-vous faire ?

= Vous sentez vous a la place de cet(te) étudiant(e) qui raconte son histoire ? Est-il/elle
réel/réelle ?

= Y a-t-il quelque chose qui pourrait étre faite pour améliorer la fagon dont I'information est
présentée ? Que proposeriez-vous spécifiquement?

Concept PR (20 minutes)

= Quelles sont vos premieres impressions sur ce concept?

= Quel est I'objet de ce concept — a quoi sert-il ?

= Quelle est la premiéere chose que vous remarquez? Qu’est ce qui vous a attiré?
= Quel est le message principal? Autrement dit, qu’ils essaient de nous dire ?

= Est-ce convaincant? Qu’est-ce qui vous fait dire cela ?

= Quels sentiments vous donne-t-il ? Pourquoi ?

= Quelle est a votre avis I'organisation responsable de son élaboration ?
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= Est-ce informatif ? si oui, vous fournit-il une information nouvelle/importante ? Quelle
nouvelle information spécifiquement ?

= Y-a-il des éléments qui portent a confusion — que vous n’avez pas compris?

= A quiest destinée cette information?

=  Feriez-vous quelque chose apres avoir vu ceci ? Que feriez-vous au juste ?

= Etsivous vouliez plus d’'information, qu’allez-vous faire ?

= Vous sentez vous a la place de cet(te) étudiant(e) qui raconte son histoire ? Est-il/elle
réel/réelle ?

= Y a-t-il quelque chose qui pourrait étre faite pour améliorer la fagon dont I'information est
présentée ? Que proposeriez-vous spécifiquement?

[MODERATEUR — SI NON MENTIONNE RELANCER SUR EduCanada Logo]

= Qu'est-ce que EduCanada?
= Que signifie le logo pour vous? [SI NON MENTIONNE PROBER Education in Canada]

Comparaison des deux concepts (15 minutes)

Maintenant que vous avez eu la possibilité de voir en détail les deux concepts, j’aimerais vous demander
lequel vous a attiré le plus - lequel est le plus susceptible de vous faire arréter et auquel vous feriez le
plus attention? Qu'est-ce qui capte particulierement votre attention dans ce concept ?

= Lequel des deux communiquent le mieux sur les avantages d'étudier au Canada? Qu'est-ce
qui vous fait dire cela ?

= Etlequel vous incitera le plus a chercher plus d'informations sur les études au Canada?
Qu'est-ce qui vous fait dire ¢a?

[SI LE TEMPS LE PERMET] je voudrais qu’on jette un coup d’ceil sur les photos dont nous avons discuté
tout a I’heure. En regardant les meilleures images que vous aviez sélectionnés lorsque nous avons

commencé notre conversation, laquelle de ces derniéres pensez-vous étre la mieux adaptée au concept
gue nous avons choisi ensemble ?

5.0 Intérét pour des études au Canada (20 minutes)

[LE MODERATEUR LIT] Je voudrais maintenant que nous passions le temps qu’il nous reste ensemble a
discuter du Canada spécialement, comme destination étrangere pour les études.

= Quand vous pensez au Canada comme destination étrangere pour les études, quelles sont
les choses qui vous viennent a I'esprit ?
=  Que pensez-vous du Canada en comparaison aux autres pays mentionnés?

RELANCES [COMPARER LES DETAILS CI-DESSOUS AVEC ETATS UNIS, ANGLETERRE, AUSTRALIE,
NOUVELLE ZELANDE] :
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Plus ou moins abordable ?

Enseignement de qualité supérieure ou inférieure ?

Meilleure ou pire en termes d’opportunités de carriere/emploi ?

PROBE: Pensez-vous travailler plus tard au pays d’origine ou au Canada ?

Qualité de vie supérieure ou inférieure?

Plus facile ou plus difficile en termes de procédure d’immigration (par exemple, avoir le visa
étudiant, immigrer au pays aprés avoir terminé vos études) ?

Possibilité de voyager

Autres comparaisons ?

AGENTS: Avoir accés aux informations, y compris les classements internationaux ?

[SI LE TEMPS LE PERMET] MODERATEUR — UTILISER LE TABLEAU POUR NOTER LES FORCES ET

FAIBLESSES, AVNATAGES ET INCONVENIENTS ASSOCIES AUX ETUDES AU CANADA. ASSUREZ VOUS DE
CEUSER PAR POINT LE POURQUOI/CE QUI A FAIT DIRE CELA AUX PARTICIPANTS.

Tout bien réfléchi, Que retiendrez-vous comme principaux avantages de la poursuite de ces
études au Canada ?

Et que retiendrez-vous comme inconvénients de la poursuite de ces études au Canada ?
Ces avantages/inconvénients sont-ils spécifiques seulement au Canada?

Si je devais vous convaincre de considérer le Canada comme une destination étrangere pour les études,

gue devrai-je dire? Qu’auriez-vous besoin de savoir, qu’est-ce qui vous ferait choisir le Canada au lieu

d’un autre pays ? Qu’est ce qui attirera votre attention vers cette destination et vous incitera a la

considérer comme étant prioritaire aux autres destinations ?

6.0

Commentaires finaux et conclusion (5 minutes)

En pensant a tout ce dont nous avons parlé, quelle est le plus important conseil que vous donneriez au

gouvernement canadien concernant cette initiative? D’autres idées a propos des études au Canada ou

des pistes créatives dont nous avons discuté ?

Merci pour votre temps et votre contribution.
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F10. Vietnam - Students’ Guide - Vietnamese

1.0  Gidi thiéu (5 phut)
Moderator giai thich cho déap vién:

= |psos and moderator introduction

»  Gidi thiéu vé bdn thdn va céng ty Ipsos

= Describe the research purpose and research sponsor, described, at a minimum, in the same
manner as in recruiting

®  Muc dich nghién ctru va nha tai tro

= the length of discussion group (2 hours)

»  Thoilwong cua budi thdo luén nhém (2 tiéng)

= One-way mirror and colleagues/client viewing in back room Results are confidential and
reported in aggregate/individuals are not identified/participation is voluntary

= Viéc ghi @m va ghi hinh buéi thédo luén nhém (audio/video) va guwong mét chiéu va sw tham
gia cua Ipsos/khdch hang tir phong quan sat, viéc bdo mat théng tin cua ddp vién, théng tin
cd nhdn va tinh tw nguyén tham gia nghién ctru.

= the role of moderator is to ask questions, timekeeper, objective/no vested interest

»  Moderator sé la ngudi ddt cdu hdi, lwvu y thoi gian va lo ngudi khdch quan trong vén dé
nghién ctru

= role of participants: not expected to be experts, speak openly and frankly about opinions, no
right/wrong answers

» Vi tro cua ddp vién: Pdp vién khéng cén phdi la chuyén gia vé véan dé duoc héi, can trd Ioi
c6i mé va thdng thdn néu y kién, khéng cé cdu trd Ioi dung/sai

= (obtain consent to proceed at this point)

»  (ldy don dbng y tham gia cua ddp vién)

= Get participants to introduce themselves: ( No. of family members, Ages of children, which
class/year in school or university)

»  Cho ddp vién tw gidi thiéu bdn thén: (Tudi tdc, nghé nghiép hién tai, etc.)

2.0 Danh gid hinh anh to roi (brochure) (20 phat)

To get started, | would like to show you some images you might see in promotional materials or on a
brochure...

Dé bt dau, chung téi muén mdi ban nhin qua va ddnh gid mot s6 hinh dnh qudng cdo trén to roi sau...
[BROCHURE IMAGES — HAND OUT ONE PER PARTICIPANT WITH PENS]

[MODERATOR DUA CHO MOI PAP VIEN 1 TO' RO, 1 BUT VIET]

I’'m giving each of you a sheet of paper with XX images on it.

Maéi anh/chj & ddy vira dwoc phdt 1 to roi vdi X hinh dnh trén dé.
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In each case I'm going to ask you to take a few minutes to review the images presented and then | want
you to use the pen we have provided and CIRCLE 3 IMAGES you find most appealing for whatever

reason. If they evoke a strong positive emotional response | want you to circle them.

D6 véi moi hinh dnh, anh/chij héy danh chut thoi gian dé xem va nhdn xét vé hinh énh dd. Anh/chj hdy
khoanh tron 3 hinh dnh hép dén nhét déi véi ban thén vi bét c Iy do gi. Néu nhw hinh dnh dé goii 1én
cam xtc nao dé cho anh/chi, anh/chj vui long khoanh tron vao hinh dnh dé.

Once you've done that | would also like you to CROSS OUT 3 IMAGES you find the least appealing, for
whatever reason.

Sau dé, anh/chi hdy gach bé 3 hinh énh it hdp ddn nhét déi véi anh/chi.

Once you have completed this exercise we are going to take a few minutes to discuss what you have
circled and more importantly why specifically you have done so.

Khi anh/chi hoan thanh bai tép ndy, chung ta sé théo ludn vé nhirng hinh dnh anh/chj d& khoanh tron va
ly do cu thé vi sao anh chj lai chon khoanh nhi¥ng hinh dnh dé.

[MODERATOR PROBE ON MIN 1 IMAGE PER THEME AND TOP IMAGE PER PARTICIPANT]

[MODERATOR HOI KY 1 ANH CHO 1 THEME VA ANH DU'Q'C KHOANH TRON DAU TIEN CUA MOI DAP
VIEN]

= Qverall reactions to the images presented? As a whole how did they make you feel?
»  Anh/chj cém théy nhu thé ndo vdi nhitng hinh dnh dwoc trinh bay? Trén téng thé, anh/chi
cdm théy nhw thé nao?
= OK-let’s spend a few minutes discussing what you have circled [MODERATOR GO AROUND
THE TABLE AND ASK PARTICIPANTS TO DISCUSS CHOICES MADE]
= Tiép theo, ching ta sé thdo ludn vé nhing hinh dnh anh/chi dé& khoanh tron [MODERATOR
HOI TUNG PAP VIEN VE NHO'NG HINH ANH BU'Q'C BAN THAN KHOANH TRON]
=  What is it about these images specifically that appeals to you? What emotions do these
images bring about in you? What do they convey?
»  Pjéu gi & nhitng hinh Gnh dé lam anh/chi thdy hirng thi? Anh chi cé cdm gidc gi khi nhin théy
nhirng hinh énh dé? Hinh dnh dé ndi Ién diéu gi véi anh/chi?
Of all of the images — is there one that appeals to you/ resonates with you more than the others? Which
one and why is that?
Vdi tét cé cdc hinh Gnh anh/chj dé khoanh, cé hinh dnh ndo c¢é anh/chj cdm thdy quan tdm nhét/hdp dén
nhét/cé y nghia nhdt véi anh/chi? D6 la hinh dnh néao va vi sao?

And now thinking of the images that you crossed out — is there one in particular that brings about strong
negative sentiments? Which one and why do you think that is?

Déi vdi nhitng hinh anh anh/chi gach bé, cé hinh dnh nao mang lai cdm gidc tiéu cu'c manh mé? Hé la
hinh énh ndo va vi sao?
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3.0 Vé viéc di du hoc nuédc ngoai (15 phut)

(PARENTS) First off I'd like us to take a few minutes in order to discuss some of the factors you would
consider if your child were thinking of going to study in another country.

Ddu tién, chung ta sé cling thdo ludn vé cdc yéu té anh/chj sé cdn nhdc néu con cla anh/ chi nghi dén viéc
du hoc nudc ngoadi.

What drives your interest in encouraging your child to study abroad? What prompted you to consider it?

Diéu gi khién anh chi hirng thu vdi viéc khuyén khich con minh di du hoc nudc ngodi? Biéu gi lam anh chi
nghf ngay tdi viéc cén nhdc di du hoc nwdc ngodi?

=  PROBE: What types of experiences would you expect them to have while studying abroad?
»  PROBE: Anh/chj cé nhirng ky vong gi vé kinh nghiém va con ctia anh/chj sé thu thép duoc khi
di du hoc nwédc ngoai?

If your child could study in any other country, which one would you encourage them to study in and
why? [NOTE: IF CANADA IS MENTIONED HERE, GIVE THE SAME FOCUS AS OTHER COUNTRIES
MENTIONED]

Néu con cua anh/chij cé thé di du hoc & mét dat nuwdc khdc, anh/chi sé khuyén khich con minh chon quéc
gia néo va vi sao? [MODERATOR LUU Y: NEU PAP VIEN NHAC TG'l CANADA, MODERATOR CHi TAP
TRUNG HOI VO'I MU'C PO NHU' CAC QUOC GIA KHAC]

PROBES PER COUNTRY MENTIONED:
D01 VO MOI QUOC GIA PUQ'C NHAC TG'l, MODERATOR TAP TRUNG HOI:

= Specific academic institution (Reputation of post-secondary institution considered)

»  Cdc truong/hoc vién cu thé (Can nhdc uy tin cda truwdng/ hoc vién & céng trudng/ hoc vién cé
mure dé gido giuc sau tét nghiép phé théng trung hoc)

= PROBE ON QUALITY: What does quality mean in the context of education? (Variety of course
offerings, Investment in R&D, Research facilities, Supportive/ Accessible teachers)

»  PROBE VE CHAT LUONG: D3i véi anh/chi, chét lugng trong gido duc cé nghia I gi? (Pa
dang vé cdc mén hoc, s6 tién déu tw vao nghién ctru va phdt trién, co sé vat chét, giang vién
tan tinh/dé tiép cdn)

e What about how universities are ranked — how important is that?
e V& xép hang cla trwdng dai hoc thi sao? Diéu ndy cé quan trong vdi anh/chi hay khéng?

= PROBE ON COST: How important is affordability when it comes to higher education? Is the
cost of studying abroad a consideration when it comes to deciding on where specifically your
child would go to get a university (post-secondary) education?

»  PROBE VE CHI PHI: Chi phi c6 mirc dé quan trong nhu thé ndo déi vdi cdc céip bac gido duc
cao hon? Anh/chj cé cén nhdc tdi chi phi di du hoc cho con ctia minh khéng?

=  What about the ability to stay and work in that country once studies are completed — how
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important of a consideration is that?

» V& khd ndng sinh séng va lam viéc sau khi hoan thanh khéa hoc, mire d6 quan trong cua viéc
ndy déi vdi anh/chij khi cdn nhdc di du hoc la nhu thé nao?

= PROBE VE TRAI NGHIEM: What about the social aspect of campus life (life outside of classes)
how important is that? What elements of campus life would you be most interested in if you
were studying in another country? (PROMPT AS NEEDED: Arts & culture, local food/cuisine,
entertainment, sports, sightseeing?)

»  Mure d6 quan trong cla d&i séng xé héi sau I&p hoc déi véi anh/chi I gi? Yéu té ndo vé cube
séng sinh vién anh/chi quan tdm nhdt khi hoc tép & dét nudc khdc? (Nghé thuét, vdn héa,
adm thure, gidi tri, thé thao, etc.)

= Future career/job prospects (in country of origin / or country of study)?

»  Sw nghiép tuong lai/khd ndng viéc lam (tai dat nwde sé tai/dat nwde di du hoc)

=  PROBE ON INFORMATION SOURCES/PROBE VE NGUON THONG TIN: Where would you and
your child look for more information in choosing which country to study in?

»  Anh/chj va con sé tim théng tin & ddu khi chon dét nudc di du hoc?

=  How do you know if a given country offers a high quality of education? What sources do you
consult/ who do you talk to in order to find this out?

» [am sao d€ anh/chj biét dat nuréc dé cé nén gido duc chét lwong cao? Anh/chi tham khéo
hay tw vén tir nhifng ngudn nao dé tim hiéu vé viéc nay?

= Recommendations from family, friends, agents etc...

= Pé xudt tir gia dinh, ban bé, trung tdm, etc.

=  What you read, see and hear in the media (TV, RADIO, NEWSPAPER) about this country?

»  Cdc théng tin qua truyén théng (TV, BAI, BAO) vé ddt nudc do?

4.0 Creative Concept Testing | Test concept sang tao (55 phut)

Participants will be presented with two different creative concepts individually that are market/audience
specific. [MODERATOR ROTATE ORDER OF CONCEPTS FROM ONE GROUP TO THE NEXT]

Ddp vién sé duorc gidi thiéu 2 Y tudng khdc nhau cho cdc thi trwong/khdn gid khdc nhau [MODERATOR
LUU Y THAY DOI THU TU' Y TUG'NGS TRONG CAC GROUP]

| am going to hand out two separate print concepts one at a time —I would like you to take a few
moments to review each one (please don’t discuss amongst yourselves until | say so) — feel free to make
notes on the page if that helps you — once everyone has had an opportunity to review it we will discuss
[MODERATOR ALLOW A FEW MINUTES FOR REVIEW BEFORE OPENING UP THE FLOOR FOR
DISCUSSION]

Bay gid tdi sé trinh bay lan lwot cho anh/chij 2 Y twéng khac nhau. Anh/chi vui Idng danh chat thoi gian
dé danh gia ca nhan (vui long khong thao luan chung) vé céc Y twdng nay. Anh/chi cé thé thoai mai ghi
chd hay danh dau trén to' Y twdng tuy theo y kién riéng. Sau dé chuing ta sé& tién hanh thao luan nhém.
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Journey Concept (20 phut)

What are your first impressions of this concept?

An twong déu tién cda anh chi vdi Y tudng nay g gi?

What is the purpose of this concept — what is it trying to do?

Muc dich cta Y tuéng nay la gi? Y tudng dé dang muén truyén tdi diéu gi?

What'’s the first thing you notice? What is your eye drawn to?

Diéu dau tién anh/chj dé y tdi la gi? Thj gidc cda anh/chi bi hut vao diém nao?

What is the main message? That is, what is it trying to say?

Théng diép chinh cua Y twéng nay la gi? Y twdng nay dang mudn truyén téi diéu gi?

Is it convincing? What makes you say that?

Y twéng nay cé did thuyét phuc vdi anh/chi? Piéu gi lam anh/chi nghi vay?

How did it make you feel? Why?

Y twéng nay lam anh/chj cém thdy thé ndo? Vi sao

What organization is responsible for preparing it?

Theo anh chj nghi, té chirc ndo la nguedi viét ra/chuén bj Y tuéng nay?

Is it informative? That is, does it provide you with any new or important information? What
new information specifically? |

Y twdng nay cé ddy di théng tin khéng? Cé bé sung cho anh/chij théng ndo quan trong hay
mdi mé khéng? Néu cé théng tin mdi, dé la théng tin gi?

Are there any elements that are confusing — that you don’t understand?

C6 yéu té nao lam anh/chj cdm thdy bj réi hay khé hiéu khéng?

Who is this information intended for?

Anh/chj nghf rdng théng tin nay danh cho déi twong nao?

Would you do anything as a result of seeing this? What would you do specifically?

Sau khi doc Y twéng nay xong, anh/chj sé hanh déng nhw thé nao? Cu thé ra sao?

What if you wanted more information, what would you do?

Néu anh/chi muén tim hiéu thém théng tin, anh/chij sé lam gi?

Do you feel like the featured student is telling his/her own story? Is he/she real?

Anh/chj cé thdy sinh vién trong Y twdng ndy dang tw thudt lai cGu chuyén cua bén than?
Anh/chj cé nghi sinh vién nay la cé that?

Is there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

Y twdng ndy cd thé cdi thién dwoc hay khéng? Nhw thé nao? Anh/chj cé nhitng gop y cu thé
nao?

PR Concept (20 phut)

What are your first impressions of this concept?

An tuong ddu tién cia anh chj vdi Y tudng nay la gi?

What is the purpose of this concept — what is it trying to do?

Muc dich cda Y tudng nay la gi? Y tudng dé dang muén truyén tdi diéu gi?
What's the first thing you notice? What is your eye drawn to?

Didu dau tién anh/chj d€ y tdi la gi? Thi gidc cda anh/chj bi hut vao diém nao?
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=  What is the main message? That is, what is it trying to say?

» Théng diép chinh cta Y tuéng nay la gi? Y tuwdng nay dang mudn truyén téi diéu gi?

= |sit convincing? What makes you say that?

»  Ytwdng ndy cé du thuyét phuc vdi anh/chi? Biéu gi lam anh/chi nghi vay?

=  How did it make you feel? Why?

»  Ytwdng ndy lam anh/chj cém thdy thé ndo? Vi sao

= What organization is responsible for preparing it?

» Theo anh chj nghi, t6 chtrc ndo Ia ngudi viét ra/chudn bj Y twdng nay?

= |sitinformative? That is, does it provide you with any new or important information? What
new information specifically?

»  Ytwdng nay cé day du thdng tin khdng? C6 bé sung cho anh/chj théng ndo quan trong hay
mdi mé khéng? Néu cé théng tin mdi, dé la théng tin gi?

= Are there any elements that are confusing — that you don’t understand?

» (6 yéu tbé ndo lam anh/chj cdm théy bj réi hay khd hiéu khéng?

= Who is this information intended for?

»  Anh/chj nghi rdng théng tin ndy danh cho déi tuong ndo?

=  Would you do anything as a result of seeing this? What would you do specifically?

»  Sau khi doc Y twéng nay xong, anh/chij sé hanh déng nhu thé ndo? Cu thé ra sao?

=  What if you wanted more information, what would you do?

= Néu anh/chj muén tim hiéu thém théng tin, anh/chj sé lom gi?

= Do you feel like the featured student is telling his/her own story? Is he/she real?

»  Anh/chij cd thdy sinh vién trong Y twéng nday dang tw thudt lgi cGu chuyén ctia bén thén?
Anh/chj cé nghi sinh vién nay la cé that?

= |s there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

»  Ytwdng ndy cd thé cdi thién dwoc hay khéng? Nhw thé nao? Anh/chj cé nhitng gép y cu thé
nao?

[MODERATOR - IF NOT MENTIONED WHERE? PROBE ON EduCanada Logo]
[MODERATOR - NEU KHONG DE CAP DEN BIA DIEM? HOI KY VE logo ctia EduCanadal

=  What is EduCanada?

» FduCanada la gi?

=  What does the logo mean to you? [IF NOT MENTIONED PROBE Education in Canada]

» [ogo ndy cd y nghia nhw thé ndo véi anh/chi? [Néu khéng dworc nhdc tdi, Moderator héi
“Education in Canada”]

Comparison of two concepts (15 minutes) | So sanh 2 concept (15’)

Now that you have had an opportunity to review both concepts | would like you to tell me which one is
most appealing to you — that is which one is most likely to get you to stop and pay attention? What is it
about this concept specifically that captures your attention?

= Which one does the best job of communicating the benefits of studying in Canada? What
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makes you say that?
=  And which one would be most compelling in terms of getting you to seek out more
information about studying in Canada? What makes you say that?

[TIME PERMITTING] I'd like us to come back and take a look again at the photo boards we discussed
earlier. Looking at the top images that you had selected when we started our conversation, which of
these do you think fit the best with the concept we chose together?

Sau khi danh thoi gian ddnh gid cé 2 Y twdng nhu trén, anh/chi héy cho biét Y tudng ndo hdp ddn nhét
déi véi ban thén (Y twéng thu hit duoc nhiéu sy tdp trung nhdt)? Diéu gi & Y tudng nay thu hit suw tap
trung cua anh/chij dén nhw véy?

»  Ytwdng ndo truyén dat loi ich du hoc & Canada tét nhdt? Diéu gi lam anh/chi cém thdy nhw
vdy

» Y twdng ndo khién anh chi muén tim hiéu nhiéu théng tin du hoc Canada hon? Diéu gi lam
anh/chj cdm théy nhuw véy

[NEU CON THO'I GIAN] T6i muén ching ta quay lai dénh gid nhitng hinh énh vira rdi. B6i véi nhitng hinh
dnh anh/chj dd khoanh & trén, anh/chj nght hinh dnh ndo phu hop vdi nhitng Y tudng ndy?

5.0 Interest in Studying in Canada (20 minutes) | M&c d6 quan tam vé viéc di
du hoc Canada (20')

[MODERATOR READ] | would now like us to spend our remaining time together discussing Canada
specifically as a foreign studies destination.

Tiép theo, ching ta sé thdo luén vé Canada vdi tw cdch la dia diém du hoc

= When you think of Canada specifically as a foreign study destination, what are some of the
things that come to mind?

»  Khi nghT t&i Canada nhu mét dét nwde dé du hoc, anh/chi nght ngay tdi diéu gi?

= How does Canada compare to some of the other countries mentioned?

»  Anh/chj thdy Canada nhu thé ndo khi so sdnh vdi cdc quéc gia anh/chi liét ké & trén?

PROBES [COMPARING PROMPTS BELOW TO U.S., U.K., Australia, NZ]
MODERATOR SO SANH CAC Y SAU GIU’A CANADA VA US, UK, UC, NZ

= More or less affordable?

= Murc dd chi trg?

= Higher or lower quality of education?

»  Chét lwong gido duc tét hon/kém hon?

=  Better or worse in terms of career/job prospects?

»  Co héiviéc lam/sy nghiép tét/kém hon?

= PROBE: Do you think in terms of job prospects at home or in Canada?
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= Anh/chi nghi tdi co héi viéc lam tai qué nha hay Canada?

= Higher or lower quality of life?

»  Chdt lwong cudc séng tét hon/kém hon?

= Easier or harder in terms of immigration issues (for example, getting a student visa,
immigrating to the country after your studies are done)?

»  Thd tuc hdi quan/xuédt nhdp cdnh khé/dé hon? (Vi du: Idy visa, thd tuc tdi nhdp cénh)

= Possibility to travel

= Khd nédng du lich

= Other comparisons?

= Anh/chj cé so sdnh nao khdc nita khéng?

= AGENTS: Having access to information, including international rankings? |

» CAC TRUNG TAM: c6 diéu kién tiép cén vdi théng tin, bao gém xép hang cdc trudong quéc té?

[TIME PERMITING] MODERATOR — USING FLIP CHART TAKE DOWN STRENGTHS AND WEAKNESSES,
ADVANTAGES AND DRAWBACKS ASSOCIATED WITH STUDYING IN CANADA. MAKE SURE TO PROBE
THROUGHOUT FOR REASONS WHY/WHAT MAKES PARTICIPANTS SAY THIS.

MODERATOR SU’ DUNG FLIP CHART DE LIET KE DIEM MANH/YEU, UU/NHU'Q'C DIEM KHI DI DU HOC
CANADA. LUU Y PROBE VAO LY DO PAP VIEN NEU RA

= All things considered, what would you identify as the key strengths of pursuing studies in
Canada?

»  Nhin chung, anh/chij nghi réng déu la diém manh cho viéc du hoc Canada?

= And what would you identify as the main drawbacks to pursuing studies in Canada?

»  Anh/chj nghirdng bét lgi khi di du hoc Canada I gi?

= Are these strengths/weaknesses unique to Canada?

»  Nhitng diém manh/yéu anh/chj vira liét ké chi cé tai Canada?

If I had to convince you that you should consider Canada as a foreign study destination, what would |
have to say? What would you need to know, what would make you choose Canada over some other
country? What would make you pay attention and consider it over alternative study destinations?

DE thuyét phuc anh/chj chon Canada la dia diém du hoc, téi sé phdi ndi gi véi anh chi? Anh/chi sé cén biét
nhitng théng tin gi, diéu gi sé khién anh/chj chon Canada thay vi cdc nudc khdc? Diéu gi sé khién anh/chj
chu y va cén nhdc thay thé cho cdc diém dén du hoc khdc?

6.0 Final Comments and Conclusion (5 minutes) | K&t luan va két thuc (5’)

Thinking about all that we’ve talked about, what is the most important piece of advice you have for The
Government of Canada with respect to this initiative? Any other thoughts about studying in Canada or
the creative elements we discussed?

Thank you for your time and input.

Sau budi théo luén ngay hém nay, anh/chi cé 1&i khuyén gi cho chinh phu Canada vé viéc du hoc tai dét
nuéc nay? Anh/chj cé y kién ndo khdc vé viéc du hoc tai Canada hay cdc Y twdng ching ta dé thdo ludn?
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Cdm on anh/chj da danh thoi gian cho budi thdo luén ngay hém nay.
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F11. Vietnam - Parents’ Guide - Vietnamese

1.0  Gidi thiéu (5 phut)
Moderator giai thich cho déap vién:

= |psos and moderator introduction

»  Gidi thiéu vé bdn thdn va céng ty Ipsos

= Describe the research purpose and research sponsor, described, at a minimum, in the same
manner as in recruiting

®  Muc dich nghién ctru va nha tai tro

= the length of discussion group (2 hours)

»  Thoilwong cua budi thdo luén nhém (2 tiéng)

= One-way mirror and colleagues/client viewing in back room Results are confidential and
reported in aggregate/individuals are not identified/participation is voluntary

= Viéc ghi @m va ghi hinh buéi théo luén nhém (audio/video) va guwong mét chiéu va sw tham
gia cua Ipsos/khdch hang tir phong quan sat, viéc bdo mat théng tin cua ddp vién, théng tin
cd nhdn va tinh tw nguyén tham gia nghién ctru.

= the role of moderator is to ask questions, timekeeper, objective/no vested interest

»  Moderator sé la ngudi ddt cdu hdi, lwu y thoi gian va lo ngudi khdch quan trong vén dé
nghién ctru

= role of participants: not expected to be experts, speak openly and frankly about opinions, no
right/wrong answers

» Vi tro cua ddp vién: Pdp vién khéng cén phdi la chuyén gia vé vdan dé duoc héi, can trd Ioi
c6i mé va thdng thdn néu y kién, khéng cé cdu trd Ioi dung/sai

= (obtain consent to proceed at this point)

»  (ldy don dbng y tham gia cua ddp vién)

= Get participants to introduce themselves: ( No. of family members, Ages of children, which
class/year in school or university)

»  Cho ddp vién tv gidi thiéu bdn thén: (Tudi tdc, nghé nghiép hién tai, etc.)

2.0 Danh gid hinh anh to roi (brochure) (20 phat)

To get started, | would like to show you some images you might see in promotional materials or on a
brochure...

Dé bt dau, chung téi muén mdi ban nhin qua va ddnh gid mot s6 hinh dnh qudng cdo trén to roi sau...
[BROCHURE IMAGES — HAND OUT ONE PER PARTICIPANT WITH PENS]

[MODERATOR DUA CHO MOI PAP VIEN 1 TO' RO, 1 BUT VIET]

I’'m giving each of you a sheet of paper with XX images on it.

Maéi anh/chj & ddy vira dwoc phdt 1 to roi vdi X hinh dnh trén dé.
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In each case I'm going to ask you to take a few minutes to review the images presented and then | want
you to use the pen we have provided and CIRCLE 3 IMAGES you find most appealing for whatever

reason. If they evoke a strong positive emotional response | want you to circle them.

D6 véi moi hinh dnh, anh/chij héy danh chut thoi gian dé xem va nhdn xét vé hinh énh dd. Anh/chj hdy
khoanh tron 3 hinh dnh hép dén nhét déi véi ban thén vi bét c Iy do gi. Néu nhw hinh dnh dé goii 1én
cam xtc nao dé cho anh/chi, anh/chj vui long khoanh tron vao hinh dnh dé.

Once you've done that | would also like you to CROSS OUT 3 IMAGES you find the least appealing, for
whatever reason.

Sau dé, anh/chi hdy gach bé 3 hinh énh it hdp ddn nhét déi véi anh/chi.

Once you have completed this exercise we are going to take a few minutes to discuss what you have
circled and more importantly why specifically you have done so.

Khi anh/chi hoan thanh bai tdp ndy, chung ta sé théo ludn vé nhirng hinh dnh anh/chj d& khoanh tron va
ly do cu thé vi sao anh chj lai chon khoanh nhi¥ng hinh dnh dé.

[MODERATOR PROBE ON MIN 1 IMAGE PER THEME AND TOP IMAGE PER PARTICIPANT]

[MODERATOR HOI KY 1 ANH CHO 1 THEME VA ANH DU'O'C KHOANH TRON DAU TIEN CUA MOI DAP
VIEN]

= Qverall reactions to the images presented? As a whole how did they make you feel?
*  Anh/chj cém théy nhu thé ndo vdi nhitng hinh dnh dwoc trinh bay? Trén téng thé, anh/chi
cdm théy nhw thé nao?
= OK-let’s spend a few minutes discussing what you have circled [MODERATOR GO AROUND
THE TABLE AND ASK PARTICIPANTS TO DISCUSS CHOICES MADE]
= Tiép theo, ching ta sé thdo ludn vé nhing hinh dnh anh/chi dé& khoanh tron [MODERATOR
HOI TUNG PAP VIEN VE NHO'NG HINH ANH BU'Q'C BAN THAN KHOANH TRON]
=  What is it about these images specifically that appeals to you? What emotions do these
images bring about in you? What do they convey?
= Pjéu gi & nhitng hinh Gnh dé lam anh/chi thdy hirng thi? Anh chi cé cdm gidc gi khi nhin théy
nhirng hinh dnh dé? Hinh dnh dé ndi Ién diéu gi véi anh/chj?
Of all of the images — is there one that appeals to you/ resonates with you more than the others? Which
one and why is that?
V@i tét cé cdc hinh Gnh anh/chj dé khoanh, cé hinh dnh ndo c¢é anh/chj cdm thdy quan tdm nhét/hdp dén
nhét/cé y nghia nhdt véi anh/chi? D6 la hinh dnh néao va vi sao?

And now thinking of the images that you crossed out — is there one in particular that brings about strong
negative sentiments? Which one and why do you think that is?

Déi vdi nhitng hinh dnh anh/chj gach bé, cé hinh dnh nao mang lai cdm gidc tiéu cu'c manh mé? Hé la
hinh énh ndo va vi sao?
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3.0 Vé viéc di du hoc nuédc ngoai (15 phut)

(PARENTS) First off I'd like us to take a few minutes in order to discuss some of the factors you would
consider if your child were thinking of going to study in another country.

Ddu tién, chung ta sé cling thdo ludn vé cdc yéu té anh/chj sé cdn nhdc néu con cla anh/ chi nghi dén viéc
du hoc nudc ngoadi.

What drives your interest in encouraging your child to study abroad? What prompted you to consider it?

Diéu gi khién anh chi hirng thu vdi viéc khuyén khich con minh di du hoc nudc ngodi? Biéu gi lam anh chi
nghf ngay tdi viéc cén nhdc di du hoc nwdc ngodi?

=  PROBE: What types of experiences would you expect them to have while studying abroad?
»  PROBE: Anh/chj cé nhirng ky vong gi vé kinh nghiém va con ctia anh/chj sé thu thép duoc khi
di du hoc nwédc ngoai?

If your child could study in any other country, which one would you encourage them to study in and
why? [NOTE: IF CANADA IS MENTIONED HERE, GIVE THE SAME FOCUS AS OTHER COUNTRIES
MENTIONED]

Néu con cua anh/chij cé thé di du hoc & mét dat nuwdc khdc, anh/chi sé khuyén khich con minh chon quéc
gia néo va vi sao? [MODERATOR LUU Y: NEU PAP VIEN NHAC TG' CANADA, MODERATOR CHi TAP
TRUNG HOI VO'I MU'C PO NHU' CAC QUOC GIA KHAC]

PROBES PER COUNTRY MENTIONED:
D01 VO MOI QUOC GIA PUQ'C NHAC TG'l, MODERATOR TAP TRUNG HOI:

= Specific academic institution (Reputation of post-secondary institution considered)

»  Cdc truong/hoc vién cu thé (Can nhdc uy tin cda truwdng/ hoc vién & céng trudng/ hoc vién cé
mure dé gido giuc sau tét nghiép phé théng trung hoc)

= PROBE ON QUALITY: What does quality mean in the context of education? (Variety of course
offerings, Investment in R&D, Research facilities, Supportive/ Accessible teachers)

»  PROBE VE CHAT LUONG: D3i véi anh/chi, chét lugng trong gido duc cé nghia I gi? (Pa
dang vé cdc mén hoc, s6 tién déu tv vao nghién ctru va phdt trién, co sé vat chét, giang vién
tan tinh/dé tiép cdn)

e What about how universities are ranked — how important is that?
e V& xép hang cla trwdng dai hoc thi sao? Diéu ndy cé quan trong vdi anh/chi hay khéng?

= PROBE ON COST: How important is affordability when it comes to higher education? Is the
cost of studying abroad a consideration when it comes to deciding on where specifically your
child would go to get a university (post-secondary) education?

»  PROBE VE CHI PHI: Chi phi c6 mirc dé quan trong nhu thé ndo déi vdi cdc céip bac gido duc
cao hon? Anh/chj cé cén nhdc tdi chi phi di du hoc cho con ctia minh khéng?

=  What about the ability to stay and work in that country once studies are completed — how
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important of a consideration is that?

» V& khd ndng sinh séng va lam viéc sau khi hoan thanh khéa hoc, mire d6 quan trong cua viéc
ndy déi vdi anh/chij khi cdn nhdc di du hoc la nhu thé nao?

= PROBE VE TRAI NGHIEM: What about the social aspect of campus life (life outside of classes)
how important is that? What elements of campus life would you be most interested in if you
were studying in another country? (PROMPT AS NEEDED: Arts & culture, local food/cuisine,
entertainment, sports, sightseeing?)

»  Mure d6 quan trong cla d&i séng xé@ héi sau I&p hoc déi véi anh/chi I gi? Yéu té ndo vé cube
séng sinh vién anh/chi quan tdm nhdt khi hoc tép & dét nudc khdc? (Nghé thuét, vdn héa,
adm thure, gidi tri, thé thao, etc.)

= Future career/job prospects (in country of origin / or country of study)?

»  Sw nghiép tuong lai/khd ndng viéc lam (tai dat nwde sé tai/dat nwdée di du hoc)

=  PROBE ON INFORMATION SOURCES/PROBE VE NGUON THONG TIN: Where would you and
your child look for more information in choosing which country to study in?

»  Anh/chj va con sé tim théng tin & ddu khi chon dét nudc di du hoc?

=  How do you know if a given country offers a high quality of education? What sources do you
consult/ who do you talk to in order to find this out?

» [am sao d€ anh/chj biét dat nuréc dé cé nén gido duc chét lwong cao? Anh/chi tham khdo
hay tw vén tir nhifng ngudn nao dé tim hiéu vé viéc nay?

= Recommendations from family, friends, agents etc...

= Pé xudt tir gia dinh, ban bé, trung tdm, etc.

=  What you read, see and hear in the media (TV, RADIO, NEWSPAPER) about this country?

»  Cdc théng tin qua truyén théng (TV, BAI, BAO) vé dét nudc do?

4.0 Creative Concept Testing | Test concept sang tao (55 phut)

Participants will be presented with two different creative concepts individually that are market/audience
specific. [MODERATOR ROTATE ORDER OF CONCEPTS FROM ONE GROUP TO THE NEXT]

Ddp vién sé duorc gidi thiéu 2 Y tudng khdc nhau cho cdc thi trwong/khdn gid khdc nhau [MODERATOR
LUU Y THAY DOI THU TU' Y TUG'NGS TRONG CAC GROUP]

| am going to hand out two separate print concepts one at a time —I would like you to take a few
moments to review each one (please don’t discuss amongst yourselves until | say so) — feel free to make
notes on the page if that helps you — once everyone has had an opportunity to review it we will discuss
[MODERATOR ALLOW A FEW MINUTES FOR REVIEW BEFORE OPENING UP THE FLOOR FOR
DISCUSSION]

Bay gid tdi sé trinh bay lan lwot cho anh/chij 2 Y twéng khac nhau. Anh/chi vui Idng danh chat thoi gian
dé danh gia ca nhan (vui long khong thao luan chung) vé céc Y twdng nay. Anh/chj cé thé thodi mai ghi
chd hay danh dau trén to Y twdng tuy theo y kién riéng. Sau dé chung ta sé tién hanh thao luan nhém.
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Journey Concept (20 phut)

What are your first impressions of this concept?

An twong déu tién cda anh chi vdi Y tudng nay g gi?

What is the purpose of this concept — what is it trying to do?

Muc dich cta Y tuéng nay la gi? Y tudng dé dang muén truyén tdi diéu gi?

What'’s the first thing you notice? What is your eye drawn to?

Diéu dau tién anh/chj dé€ y tdi la gi? Thj gidc cda anh/chi bj hut vao diém nao?

What is the main message? That is, what is it trying to say?

Théng diép chinh cua Y twéng nay la gi? Y twdng nay dang mudn truyén téi diéu gi?

Is it convincing? What makes you say that?

Y twéng nay cé did thuyét phuc vdi anh/chi? Piéu gi lam anh/chi nghi vay?

How did it make you feel? Why?

Y twéng nay lam anh/chj cém thdy thé ndo? Vi sao

What organization is responsible for preparing it?

Theo anh chj nghi, té chirc ndo la nguedi viét ra/chuén bj Y tuéng nay?

Is it informative? That is, does it provide you with any new or important information? What
new information specifically? |

Y twdng nay cé ddy di théng tin khéng? Cé bé sung cho anh/chij théng ndo quan trong hay
mdi mé khéng? Néu cé théng tin mdi, dé la théng tin gi?

Are there any elements that are confusing — that you don’t understand?

C6 yéu té nao lam anh/chj cdm thdy bj réi hay khé hiéu khéng?

Who is this information intended for?

Anh/chj nghf rdng théng tin nay danh cho déi twong nao?

Would you do anything as a result of seeing this? What would you do specifically?

Sau khi doc Y twdng nay xong, anh/chj sé hanh déng nhw thé nao? Cu thé ra sao?

What if you wanted more information, what would you do?

Néu anh/chi muén tim hiéu thém théng tin, anh/chij sé lam gi?

Do you feel like the featured student is telling his/her own story? Is he/she real?

Anh/chj cé thdy sinh vién trong Y twdng ndy dang tw thudt lai cGu chuyén cua bén than?
Anh/chj cé nghi sinh vién nay la cé that?

Is there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

Y twdng ndy cd thé cdi thién dwoc hay khéng? Nhw thé nao? Anh/chj cé nhitng gop y cu thé
nao?

PR Concept (20 phut)

What are your first impressions of this concept?

An tuong ddu tién cia anh chj vdi Y tudng nay la gi?

What is the purpose of this concept — what is it trying to do?

Muc dich cda Y tudng nay la gi? Y tudng dé dang muén truyén tdi diéu gi?
What's the first thing you notice? What is your eye drawn to?

Didu dau tién anh/chj d€ y tdi la gi? Thi gidc cda anh/chj bi hut vao diém nao?
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=  What is the main message? That is, what is it trying to say?

» Théng diép chinh cta Y tuéng nay la gi? Y tuwdng nay dang mudn truyén téi diéu gi?

= |sit convincing? What makes you say that?

»  Ytwdng ndy cé du thuyét phuc vdi anh/chi? Biéu gi lam anh/chi nghi vay?

=  How did it make you feel? Why?

»  Ytwdng ndy lam anh/chj cém thdy thé ndo? Vi sao

= What organization is responsible for preparing it?

» Theo anh chj nghi, t6 chtrc ndo Ia ngudi viét ra/chudn bj Y twdng nay?

= |sitinformative? That is, does it provide you with any new or important information? What
new information specifically?

»  Ytwdng ndy cé day du thdng tin khéng? C6 bé sung cho anh/chj théng ndo quan trong hay
mdi mé khéng? Néu cé théng tin mdi, dé la théng tin gi?

= Are there any elements that are confusing — that you don’t understand?

» (6 yéu tbé ndo lam anh/chj cdm théy bj réi hay khd hiéu khéng?

= Who is this information intended for?

»  Anh/chj nghi rdng théng tin ndy danh cho déi tuong ndo?

=  Would you do anything as a result of seeing this? What would you do specifically?

»  Sau khi doc Y twéng nay xong, anh/chij sé hanh déng nhu thé ndo? Cu thé ra sao?

=  What if you wanted more information, what would you do?

= Néu anh/chj muén tim hiéu thém théng tin, anh/chj sé lom gi?

= Do you feel like the featured student is telling his/her own story? Is he/she real?

»  Anh/chij cd thdy sinh vién trong Y twéng nday dang tw thudt lgi cGu chuyén ctia bén thén?
Anh/chj cé nghi sinh vién nay la cé that?

= |s there anything that could be done to improve on the way the information is presented?
What specifically would you suggest?

»  Ytwdng ndy cd thé cdi thién dwoc hay khéng? Nhw thé nao? Anh/chj cé nhitng gép y cu thé
nao?

[MODERATOR - IF NOT MENTIONED WHERE? PROBE ON EduCanada Logo]
[MODERATOR - NEU KHONG DE CAP DEN BIA DIEM? HOI KY VE logo ctia EduCanadal

=  What is EduCanada?

» FduCanada la gi?

=  What does the logo mean to you? [IF NOT MENTIONED PROBE Education in Canada]

* [ogo ndy cd y nghia nhw thé ndo véi anh/chi? [Néu khéng dworc nhdc tdi, Moderator héi
“Education in Canada”]

Comparison of two concepts (15 minutes) | So sanh 2 concept (15’)

Now that you have had an opportunity to review both concepts | would like you to tell me which one is
most appealing to you — that is which one is most likely to get you to stop and pay attention? What is it
about this concept specifically that captures your attention?

= Which one does the best job of communicating the benefits of studying in Canada? What
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makes you say that?
=  And which one would be most compelling in terms of getting you to seek out more
information about studying in Canada? What makes you say that?

[TIME PERMITTING] I'd like us to come back and take a look again at the photo boards we discussed
earlier. Looking at the top images that you had selected when we started our conversation, which of
these do you think fit the best with the concept we chose together?

Sau khi danh thoi gian ddnh gid cé 2 Y twdng nhu trén, anh/chij héy cho biét Y tudng ndo hdp ddn nhét
déi véi ban thén (Y twéng thu hit duoc nhiéu sy tdp trung nhdt)? Diéu gi & Y tudng nay thu hut sw tap
trung cua anh/chij dén nhw véy?

»  Ytwdng ndo truyén dat loi ich du hoc & Canada tét nhdt? Diéu gi lam anh/chi cém thdy nhw
vdy

» Y twdng ndo khién anh chi muén tim hiéu nhiéu théng tin du hoc Canada hon? Diéu gi lam
anh/chj cdm théy nhuw véy

[NEU CON THO'I GIAN] T6i muén ching ta quay lai dénh gid nhitng hinh énh vira rdi. B6i véi nhitng hinh
dnh anh/chj dd khoanh & trén, anh/chj nght hinh dnh ndo phu hop vdi nhitng Y tudng ndy?

5.0 Interest in Studying in Canada (20 minutes) | M&c dd quan tam vé viéc di
du hoc Canada (20')

[MODERATOR READ] | would now like us to spend our remaining time together discussing Canada
specifically as a foreign studies destination.

Tiép theo, ching ta sé thdo luén vé Canada vdi tw cdch la dia diém du hoc

= When you think of Canada specifically as a foreign study destination, what are some of the
things that come to mind?

»  Khi nghT t&i Canada nhu mét dét nwde dé du hoc, anh/chi nght ngay tdi diéu gi?

= How does Canada compare to some of the other countries mentioned?

»  Anh/chj thdy Canada nhu thé ndo khi so sdnh vdi cdc quéc gia anh/chi liét ké & trén?

PROBES [COMPARING PROMPTS BELOW TO U.S., U.K., Australia, NZ]
MODERATOR SO SANH CAC Y SAU GIU’A CANADA VA US, UK, UC, NZ

= More or less affordable?

= Murc dd chi trg?

= Higher or lower quality of education?

»  Chét lwong gido duc tét hon/kém hon?

=  Better or worse in terms of career/job prospects?

»  Co héiviéc lam/sy nghiép tét/kém hon?

= PROBE: Do you think in terms of job prospects at home or in Canada?
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= Anh/chi nghi tdi co héi viéc lam tai qué nha hay Canada?

= Higher or lower quality of life?

»  Chdt lwong cudc séng tét hon/kém hon?

= Easier or harder in terms of immigration issues (for example, getting a student visa,
immigrating to the country after your studies are done)?

»  Thd tuc hdi quan/xuédt nhdp cdnh khé/dé hon? (Vi du: I8y visa, thd tuc tdi nhdp cénh)

= Possibility to travel

= Khd nédng du lich

= Other comparisons?

= Anh/chj cé so sdnh nao khdc nita khéng?

= AGENTS: Having access to information, including international rankings? |

» CAC TRUNG TAM: c6 diéu kién tiép cén vdi théng tin, bao gém xép hang cdc trudong quéc té?

[TIME PERMITING] MODERATOR — USING FLIP CHART TAKE DOWN STRENGTHS AND WEAKNESSES,
ADVANTAGES AND DRAWBACKS ASSOCIATED WITH STUDYING IN CANADA. MAKE SURE TO PROBE
THROUGHOUT FOR REASONS WHY/WHAT MAKES PARTICIPANTS SAY THIS.

MODERATOR SU’ DUNG FLIP CHART DE LIET KE DIEM MANH/YEU, UU/NHU'Q'C DIEM KHI DI DU HOC
CANADA. LUU Y PROBE VAO LY DO PAP VIEN NEU RA

= All things considered, what would you identify as the key strengths of pursuing studies in
Canada?

»  Nhin chung, anh/chj nghi réng déu la diém manh cho viéc du hoc Canada?

=  And what would you identify as the main drawbacks to pursuing studies in Canada?

»  Anh/chj nghirdng bét lgi khi di du hoc Canada I gi?

= Are these strengths/weaknesses unique to Canada?

»  Nhitng diém manh/yéu anh/chj vira liét ké chi cé tai Canada?

If I had to convince you that you should consider Canada as a foreign study destination, what would |
have to say? What would you need to know, what would make you choose Canada over some other
country? What would make you pay attention and consider it over alternative study destinations?

DE thuyét phuc anh/chj chon Canada la dia diém du hoc, téi sé phdi ndi gi véi anh chi? Anh/chi sé cén biét
nhitng théng tin gi, diéu gi sé khién anh/chj chon Canada thay vi cdc nudc khdc? Diéu gi sé khién anh/chj
chu y va cén nhdc thay thé cho cdc diém dén du hoc khdc?

6.0 Final Comments and Conclusion (5 minutes) | K&t luan va két thuc (5’)

Thinking about all that we’ve talked about, what is the most important piece of advice you have for The
Government of Canada with respect to this initiative? Any other thoughts about studying in Canada or
the creative elements we discussed?

Thank you for your time and input.

Sau bubi théo luén ngay hém nay, anh/chi cé 1&i khuyén gi cho chinh phu Canada vé viéc du hoc tai dét
nuéc nay? Anh/chj cé y kién ndo khdc vé viéc du hoc tai Canada hay cdc Y twdng ching ta dé thdo ludn?



89

Education Brand Refresh - Appendix

Cdm on anh/chj da danh thoi gian cho budi thdo luén ngay hém nay.
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Appendix G. Screener

G1. Master Copy - Students Screener - English
INTERVIEWER: DATE: INTERVIEW TIME: minutes
1.0 Introduction
Good morning/afternoon/evening, my name is and | am calling from the

Ipsos, an international marketing research organization. First off, let me assure you that we are not
trying to sell you anything. We are a professional public opinion research firm that gathers opinions
from people. From time to time, we solicit opinions by talking with people in a group discussion setting.

We are preparing to conduct a series of these discussions about education of [AS APPLICABLE Brazilian,
Chinese, Indian, Mexican, Moroccan, Vietnamese] students abroad and would like to know if you would
be willing to participate.

As part of these discussions you will be asked to review and provide feedback on certain visual materials.
Do you feel comfortable doing this?

=  Yes
= No (THANK AND TERMINATE)

Please be assured, your participation is voluntary and should you agree to participate your identity will
remain confidential.

1. Do you currently reside in [INSERT CITY FROM BELOW]?
2. Would you be interested in participating in this discussion which will be held at a location in
on ?

[ensure time mentioned will reflect scheduling of UNDERGRADUATE and GRADUATE groups]
Yes CONTINUE

No THANK AND TERMINATE

Date(s) &
Time

Country/Market Composition — Group 1 Composition — Group 2

. Secondary/Post-secondary students | Graduate students
Sao Paulo, Brazil (coIIege/l}/niversity underg);raduates) TBD
) Secondary/Post-secondary students | Graduate students
Beijing, China (college/university undergraduates) TBD
Secondary/Post-secondary students | Graduate students
New Delhi, India (coIIege/li/niversity underg);raduates) TBD
. . . Secondary/Post-secondary students | Graduate students
Mexico City, Mexico (college/university undergraduates) TBD
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Casabl M Secondary/Post-secondary students | Graduate students TBD
asablanca, fvlorocco (college/university undergraduates)

Ho Chi Minh City, Secondary/Post-secondary students | Graduate students TBD
Vietnam (college/university undergraduates)

2.0 MRIA Standards Screeners

Now, | would like to ask you a few questions to see if you qualify to attend. This will take about 5
minutes.

[NOTE TO RECRUITER If recruiting by telephone, obtain the potential participant’s consent to continue
with the screening process]

(INTERVIEWER RECORD GENDER, DO NOT ASK) (AIM FOR 50/50 MIX)

Male (Continue for possible recruit)
Female (Continue for possible recruit)

1. Do you or does anyone in your household work in any of the following industries? (READ
LIST) IF "YES" TO ANY - THANK AND TERMINATE

=  Market Research or Marketing

=  Public Relations or Media (TV, Print)

= Advertising and communications

= An employee of a political party [MIAY NOT BE APPROPRIATE DEPENDING ON MARKET]

=  An employee of a government department or agency [MAY NOT BE APPROPRIATE
DEPENDING ON MARKET]

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

NO MORE THAN THREE RECRUITS WITHIN EACH GROUP MAY SAY YES

IF Q2= YES, ASK Q3-5, ELSE SKIP TO Q6
3. How many focus groups have you attended in the past five years?

TERMINATE IF MORE THAN 4

4. Have you attended a discussion group or a market research focus group in the past six
months? IF "YES" - THANK AND TERMINATE

3.0 Study Specific Screener

1. Are you a citizen or permanent resident of [INSERT: BRAZIL, CHINA, INDIA, MEXICO,
MOROCCO, VIETNAM] or you are living here temporarily, for example, are you here on a
work visa or on another temporary basis?

= Citizen/Permanent Resident [CONTINUE]
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Temporary Resident [THANK AND TERMINATE]

Are you currently enrolled in a high school, University or College here in [INSERT CITY]?
Yes [CONTINUE]
No [THANK AND TERMINATE]

And is that as a: (READ list)

High school student (CONTINUE FOR POSSIBLE RECRUIT INTO SECONDARY/
UNDERGRADUATE GROUP)

College student (CONTINUE FOR POSSIBLE RECRUIT INTO SECONDARY/ UNDERGRADUATE
GROUP)

Undergraduate student (CONTINUE FOR POSSIBLE RECRUIT INTO SECONDARY/
UNDERGRADUATE GROUP)

Graduate student (CONTINUE FOR POSSIBLE RECRUIT INTO GRADUATE/POST GRADUATE
GROUP)

Post-graduate student (CONTINUE FOR POSSIBLE RECRUIT INTO GRADUATE/POST
GRADUATE GROUP)

Other [SPECIFY]

And how interested would you be in studying abroad?

Very interested

Somewhat interested

Not very interested [NO MORE THAN 2 PER SESSION]
Not at all interested [THANK AND TERMINATE]

And if circumstances allowed, how likely do you think it is that you would ever study abroad?

Very likely

Somewhat likely

Not very likely [NO MORE THAN 2 PER SESSION]
Not at all likely [THANK AND TERMINATE]

Demographics and Confirmation

| am going to read you a series of age categories, please stop me when | get to the one that
applies to you.

18-24 years
25-34 years
35 years or more

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.
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ALSO TERMINATE IF YOU HAVE ANY CONCERNS ABOUT PARTICIPANTS ABILITY TO BE UNDERSTOOD IN
THE LANGUAGE TO BE USED DURING SESSION.

*%**(IN_ EACH LOCATION, PLEASE ENSURE 10 PARTICIPANTS ARE RECRUITED FOR 8-10 TO SHOW)****

[Read to Stand-by Respondents]

Thank you for answering my questions. Unfortunately, at this time, the group you qualify for is full. We
would like to place you on our stand-by list. This means that if there is an opening in the group, we
would then call you back and see if you are available to attend the group. May | please have a daytime
contact number, an evening contact number an email address, if you have one, so that we can contact
you as soon as possible if an opening become available? [RECORD CONTACT INFO]

[Read to Screened In Respondents]

Wonderful, you qualify to participate in one of these group discussions which will take place on, (DATE)
@ (TIME) for no more than 2 hours. The Government of Canada is sponsoring this research. All those
who participate will receive an $XX honorarium as a thank you for their time.

Do you have a pen handy so that | can give you the address where the group will be held? It will be held
at:

Date(s) &
Time/Location

Country/Market Composition — Group 1 Composition — Group 2

. Secondary/Post-secondary students | Graduate students

Sao Paulo, Brazil (college/university undergraduates) TBD
Secondary/Post-secondary students | Graduate students TBD

Beijing, China (college/university undergraduates)
Secondary/Post-secondary students | Graduate students TBD

New Delhi, India (college/university undergraduates)
Secondary/Post-secondary students | Graduate students TBD

Mexico City, Mexico | (college/university undergraduates)
Secondary/Post-secondary students | Graduate students TBD

Casablanca, Morocco | (college/university undergraduates)
Ho Chi Minh City, Secondary/Post-secondary students | Graduate students TBD

Vietnam (college/university undergraduates)
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We ask that you arrive at least 20 minutes early to be sure you locate the facility and have time to check-
in with the hosts. Prior to being admitted into the focus group room you will be required to sign a non-
disclosure agreement, failure to do so will result in you being denied participation in the focus group
session for which you have been selected, payment of the incentive is contingent on participation in the

focus group sessions.

In addition, we will be checking your identification prior to the group, so please be sure to bring two
pieces of government issued photo identification with you (i.e. driver’s license, health card or other).
Also, if you require glasses for reading, please bring them with you.

At the discussion you will be audio- and videotaped. This taping is being done to assist us with our report
writing. Also, in this room there is a one-way mirror. Sitting behind the mirror may be members of the
staff from the organization that sponsored this research, as well as staff members from the Ipsos-Reid
Corporation. They are simply there to get a first-hand look at the research. This is standard focus group
procedure.

As we are only inviting a small number of people, your participation is very important to us. As we have
invited you to participate based on the questions we went through a moment ago, we ask that you do
not send a representative on your behalf should you be unable to participate. IF FOR SOME REASON
YOU ARE UNABLE TO ATTEND, PLEASE CALL SO THAT WE MAY GET SOMEONE TO REPLACE YOU. You
can reach us at 1-xxx-xxx-xxxx at our office. Someone will call you the day before to remind you about
the discussion.

What would be a good time to reach you?
And at what telephone numbers?

May | please get your name? ON FRONT PAGE

Thank you for very much for your help!
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G2. Master Copy - Parents Screener - English
INTERVIEWER: DATE: INTERVIEW TIME: minutes
1.0 Introduction
Good morning/afternoon/evening, my name is and | am calling from the

Ipsos, an international marketing research organization. First off, let me assure you that we are not
trying to sell you anything. We are a professional public opinion research firm that gathers opinions from
people. From time to time, we solicit opinions by talking with people in a group discussion setting.

We are preparing to conduct a series of these discussions about education of [AS APPLICABLE Brazilian,
Chinese, Indian, Mexican, Moroccan, Vietnamese] students abroad and would like to know if you would
be willing to participate.

As part of these discussions you will be asked to review and provide feedback on certain visual materials.
Do you feel comfortable doing this?

= Yes
= No (THANK AND TERMINATE)

Please be assured, your participation is voluntary and should you agree to participate your identity will
remain confidential.

1. Do you currently reside in [INSERT CITY FROM BELOW]?
2. Would you be interested in participating in this discussion which will be held at a location in
on ?

Yes CONTINUE

No THANK AND TERMINATE

Country/Market Audience Date(s) &
Time/Location
Beijing, China Parents of students in high school, potentially TBD
Mexico City, Mexico interested in studying abroad in grade 10,11 or 12 | TBD
Ho Chi Minh City, Vietnam (one group among parents) TBD

2.0 MRIA Standards Screeners

Now, | would like to ask you a few questions to see if you qualify to attend. This will take about 5
minutes.

[NOTE TO RECRUITER If recruiting by telephone, obtain the potential participant’s consent to continue
with the screening process]

(INTERVIEWER RECORD GENDER, DO NOT ASK) (AIM FOR 50/50 MIX)

Male (Continue for possible recruit)
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Female (Continue for possible recruit)

Do you or does anyone in your household work in any of the following industries? (READ
LIST) IF "YES" TO ANY - THANK AND TERMINATE

Market Research or Marketing

Public Relations or Media (TV, Print)

Advertising and communications

An employee of a political party [MAY NOT BE APPROPRIATE DEPENDING ON MARKET]
An employee of a government department or agency [MAY NOT BE APPROPRIATE
DEPENDING ON MARKET]

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

NO MORE THAN THREE RECRUITS WITHIN EACH GROUP MAY SAY YES

IF Q2= YES, ASK Q3-5, ELSE SKIP TO Q6

7.

How many focus groups have you attended in the past five years?

TERMINATE IF MORE THAN 4

8.

3.0

10.

11.

12.

96

Have you attended a discussion group or a market research focus group in the past six
months? IF "YES" - THANK AND TERMINATE

Study Specific Screener

Are you a citizen or permanent resident of [INSERT: BRAZIL, CHINA, INDIA, MEXICO,
MOROCCO, VIETNAM] or you are living here temporarily, for example, are you here on a
work visa or on another temporary basis?

Citizen/Permanent Resident [CONTINUE]
Temporary Resident [THANK AND TERMINATE]

Are you the parent or guardian of children currently enrolled in a high school, here in
[INSERT CITY]?

Yes [CONTINUE]

No [THANK AND TERMINATE]

And how interested would you be in having your child study abroad?

Very interested

Somewhat interested

Not very interested [NO MORE THAN 2 PER SESSION]
Not at all interested [THANK AND TERMINATE]

And if circumstances allowed, how likely do you think it is that your child would ever study
abroad?
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= Very likely

= Somewhat likely

= Not very likely [NO MORE THAN 2 PER SESSION]
= Not at all likely [THANK AND TERMINATE]

4.0 Demographics and Confirmation

13. | am going to read you a series of age categories, please stop me when | get to the one that
applies to you.

= 35-44 years
= 45-54 years
= 55 years or more

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.

ALSO TERMINATE IF YOU HAVE ANY CONCERNS ABOUT PARTICIPANTS ABILITY TO BE UNDERSTOOD IN
THE LANGUAGE TO BE USED DURING SESSION.

*%**(IN_ EACH LOCATION, PLEASE ENSURE 10 PARTICIPANTS ARE RECRUITED FOR 8-10 TO SHOW)****

[Read to Stand-by Respondents]

Thank you for answering my questions. Unfortunately, at this time, the group you qualify for is full. We
would like to place you on our stand-by list. This means that if there is an opening in the group, we
would then call you back and see if you are available to attend the group. May | please have a daytime
contact number, an evening contact number an email address, if you have one, so that we can contact
you as soon as possible if an opening become available? [RECORD CONTACT INFO]

[Read to Screened In Respondents]

Wonderful, you qualify to participate in one of these group discussions which will take place on, (DATE)
@ (TIME) for no more than 2 hours. The Government of Canada is sponsoring this research. All those
who participate will receive an $XX honorarium as a thank you for their time.

Do you have a pen handy so that | can give you the address where the group will be held? It will be held
at:
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Country/Market Audience Date(s) &
Time/Location
Beijing, China Parents of students in high school, potentially TBD
Mexico City, Mexico interested in studying abroad in grade 10,11 or 12 | TBD
Ho Chi Minh City, Vietnam | (one group among parents) TBD

We ask that you arrive at least 20 minutes early to be sure you locate the facility and have time to check-
in with the hosts. Prior to being admitted into the focus group room you will be required to sign a non-
disclosure agreement, failure to do so will result in you being denied participation in the focus group
session for which you have been selected, payment of the incentive is contingent on participation in the

focus group sessions.

In addition, we will be checking your identification prior to the group, so please be sure to bring two
pieces of government issued photo identification with you (i.e. driver’s license, health card or other).
Also, if you require glasses for reading, please bring them with you.

At the discussion you will be audio- and videotaped. This taping is being done to assist us with our report
writing. Also, in this room there is a one-way mirror. Sitting behind the mirror may be members of the
staff from the organisation that sponsored this research, as well as staff members from the Ipsos-Reid
Corporation. They are simply there to get a first-hand look at the research. This is standard focus group
procedure.

As we are only inviting a small number of people, your participation is very important to us. As we have
invited you to participate based on the questions we went through a moment ago, we ask that you do
not send a representative on your behalf should you be unable to participate. IF FOR SOME REASON
YOU ARE UNABLE TO ATTEND, PLEASE CALL SO THAT WE MAY GET SOMEONE TO REPLACE YOU. You
can reach us at 1-xxx-xxx-xxxx at our office. Someone will call you the day before to remind you about
the discussion.

= What would be a good time to reach you?
=  And at what telephone numbers?
=  May | please get your name? ON FRONT PAGE

Thank you for very much for your help!
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G3. Brazil - Students’ Screener - Portuguese

ENTREVISTADOR: DATA: DURAGAO DA ENTREVISTA: minutos

1.0 Introducgao

Bom dia/boa tarde/boa noite, meu nome é e estou falando em nome da Ipsos,

um Instituto Internacional de pesquisa de mercado. Antes de mais nada, gostaria de assegurar que nao
se trata de venda de nenhum produto. Somos uma empresa profissional de opinido publica e a nossa
funcdo é apenas colher opinides das pessoas. Para esta finalidade, em alguns casos convidamos pessoas
para participarem de discussGes em grupo.

Atualmente, estamos organizando uma série destas discussdes sobre a educacdo de Brasileiros no exterior
e gostariamos de saber se vocé gostaria de participar.

Durante esta discussao, os participantes irdo avaliar e dar suas opinides sobre materiais visuais. Vocé se
sentiria a vontade fazendo isto?

= Sim
= N3o (AGRADEGCA E ENCERRE)

Para sua informagao, a sua participagdo é voluntaria e caso vocé aceite participar, a sua identidade sera
mantida em sigilo.

3. Vocé reside atualmente em Sao Paulo?
4. Vocé teria interesse em participar de uma discussdao em grupo que ird acontecer em uma sala de
pesquisa no dia as ?

[0 dia/horario mencionado devera refletir o grupo respectivo de ENSINO MEDIO/ GRADUACAO X POS-
GRADUACAO]

Sim CONTINUE

N3o AGRADECA E ENCERRE

Data &

Pais/Praga Composigao - Grupo 1 Composigao - Grupo 2

horario

Estudantes de Ensino Médio e Estudantes de pos-
Universitarios graduacgdo

A definir

Sao Paulo, Brasil

2.0 Filtros Padrao

Agora, eu vou fazer algumas perguntas para verificar se vocé se encaixa dentro do perfil que procuramos.
Este processo deve levar em torno de 5 minutos.

[OBSERVACAO PARA O RECRUTADOR: Se o recrutamento for por telefone, peca o consentimento do
participante em potencial antes de prosseguir com o processo de recrutamento]
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(ENTREVISTADOR: ANOTE O GENERO DO PARTICIPANTE; NAO PERGUNTE) (PROCURE OBTER UM MIX de
50% masculino/50% feminino).

1.Masculino (Continue como possivel recrutado)

2.Feminino (Continue como possivel recrutado)

14.

15.

Vocé ou alguém da sua residéncia trabalha com alguma das seguintes atividades? (LEIA A
LISTA) SE "SIM" PARA ALGUM CASO - AGRADECA E ENCERRE

Pesquisa de mercado ou marketing
Relagcbes Publicas ou Midia (TV, Impressa)
Propaganda/publicidade e comunicacdes

Vocé ja participou de alguma discussdo em grupo, entrevista ou pesquisa agendada com
antecedéncia e pela qual vocé recebeu uma gratificagdo em dinheiro?

NO MAXIMO TRES PARTICIPANTES POR GRUPO PODERAO DIZER SIM

SE Q2= SIM, FACA Q3-5, SENAO PULE PARA Q6

16.

De quantas discussdes em grupo vocé participou nos ultimos seis meses?

ENCERRE SE MAIS DE 4

17.

3.0

100

Vocé participou de alguma discussao em grupo nos ultimos 6 meses? SE "SIM" - AGRADECA
E ENCERRE

Filtro Especifico para Este Estudo

Vocé é cidaddo BRASILEIRO e residente permanente deste pais, ou esta aqui apenas
temporariamente; isto é, vocé esta aqui a trabalho ou por outro motivo temporario?

Cidaddo/Residente permanente [CONTINUE]
Residente temporario [AGRADECA E ENCERRE]

Vocé estd cursando atualmente o ensino médio ou faculdade/universidade em S3o Paulo
Sim [CONTINUE]
Nao [AGRADECA E ENCERRE]

E vocé é: (LEIA a lista)

Estudante de ensino médio (CONTINUE COMO PARTICIPANTE POTENCIAL PARA GRUPO DE
ENSINO MEDIO/GRADUACAO)

Estudante universitario em faculdade (CONTINUE COMO PARTICIPANTE POTENCIAL PARA
GRUPO DE ENSINO MEDIO/GRADUACAO)

Estudante universitario em universidade (CONTINUE COMO PARTICIPANTE POTENCIAL PARA
GRUPO DE ENSINO MEDIO/GRADUACAO)
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Estudante de pds-graduacdo (CONTINUE COMO PARTICIPANTE POTENCIAL PARA GRUPO DE
POS-GRADUACAO)

Estudante de mestrado (CONTINUE COMO PARTICIPANTE POTENCIAL PARA GRUPO DE POS-
GRADUACAO)

Outro [ESPECIFICAR]

10. Qual interesse vocé tem de estudar no exterior?

1.Muito interesse

2.Algum interesse

3.N3o tenho muito interesse [NAO MAIS QUE 2 PARTICIPANTES POR GRUPO]
4.N3o tenho nenhum interesse [AGRADECA E ENCERRE]

11. Se as circunstancias fossem favoraveis, qual seria a probabilidade de vocé efetivamente
estudar no exterior?

1.Muito provavel

2.Relativamente provavel

3.N3o muito provavel [NAO MAIS QUE 2 PARTICIPANTES POR GRUPO]
4.Nada provavel [AGRADECA E ENCERRE]

4.0 Dados Demograficos e Confirmacgao
12. Agora, eu vou ler algumas faixas de idade. Diga-me a faixa na qual vocé se encaixa:

1. De 18 a 24 anos
2. De25a34anos
3. 35 anos ou mais

ENCERRE SE O PARTICIPANTE APRESENTAR QUALQUER MOTIVO, TAL COMO PROBLEMA DE VISAO OU
AUDITIVO, PROBLEMA DE EXPRESSAO ESCRITA OU ORAL, PREOCUPAGCAO DE NAO CONSEGUIR SE
COMUNICAR ADEQUADAMENTE.

ENCERRE TAMBEM SE O PARTICIPANTE APARENTAR ALGUMA DIFICULDADE DE SE COMUNICAR EM
PORTUGUES.

*¥**(EM CADA PRACA, RECRUTE 10 PARTICIPANTES PARA GARANTIR A PRESENCA DE 8-10)****

[Leia para participantes de 'stand-by']

Obrigado por responder as minhas perguntas. Infelizmente, neste momento, o grupo para o qual vocé
qualificou esta todo preenchido. Mas gostariamos de deixar o seu nome em uma lista de 'stand-by'. Isto
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significa que se houver alguma desisténcia, entraremos em contato para verificar a sua disponibilidade
para participar do grupo. Vocé poderia me dar o seu telefone de contato e o seu e-mail, para que possamos
entrar em contato assim que surgir uma oportunidade? [ANOTES AS INFORMAGOES DE CONTATO]

[Leia para os Participantes Qualificados]
Perfeito, vocé esta qualificado(a) para participar de uma das discussdes em grupo que acontecera no dia

(DATA) @ (HORARIO) e durard em torno de 2 horas. O Governo do Canadé estd patrocinando esta
pesquisa. Todos os participantes receberdo uma gratificacdo de RS pela participacdo.

Vocé tem uma caneta, para anotar o endereco do grupo? O endereco é:

; o e Data &
Pais/Praca Composigao - Grupo 1 Composigao - Grupo 2 horario

~ . Estudantes de Ensino Médio e Estudantes de pos- .
Sao Paulo, Brasil Universitarios graduacio A definir

Pedimos que procure chegar com pelos menos 20 minutos de antecedéncia para nao ter dificuldades de
encontrar o local e para que possamos fazer as verificacGes devidas. Antes de iniciar o grupo, vocé devera
assinar um termo de confidencialidade. Vocé ndo podera participar do grupo se nao assinar este termo, e
0 pagamento da sua gratificacdo esta condicionado a sua participacdo no grupo.

Além disto, vamos verificar a sua identidade antes do inicio do grupo; portanto ndo esqueca de trazer
alguma identificagdo com foto (carteira de motorista, RG, etc.). Se vocé usar 6culos para leitura, ndo
esqueca de trazé-los.

O grupo sera gravado em audio e video. Estas grava¢des tém o objetivo de nos ajudar a escrever nosso
relatério. Na sala hd também um espelho falso. Atras do espelho podem ter pessoas da empresa
contratante e da nossa equipe da Ipsos assistindo aos grupos. Eles estdo bastante interessados em suas
opinides. Estes sdo procedimentos padrao em pesquisa de mercado.

Estamos convidando apenas um pequeno numero de pessoas, portanto a sua participacdo é muito
importante para nés. E como vocé foi convidado para participar com base nas perguntas que vocé acabou
de responder, caso vocé ndo possa participar, pedimos que ndo envie ninguém para participar no seu
lugar. MAS SE POR QUALQUER MOTIVO VOCE NAO PUDER PARTICIPAR, PEDIMOS QUE NOS INFORME O
QUANTO ANTES PARA QUE POSSAMOS ENCONTRAR ALGUEM PARA SUBSTITUI-LO. Vocé podera falar
conosco através do telefone . Alguém entrard em contato com

vocé no dia anterior para relembra-lo do nosso compromisso.

Qual seria um bom momento para falar com vocé?
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Através de qual nimero?

Vocé poderia me dizer o seu nome? NA PAGINA DE ROSTO

Muito obrigado pela sua colaboragao!

103
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G4. China - Students’ Screener - Chinese
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G5. China - Parents’ Screener - Chinese
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G6. Mexico — Students’ Screener — Spanish

ENTREVISTADOR: FECHA: DURACION DE LA ENTREVISTA: ___minutos

1.0 Presentacion

Buenos dias/tardes/noches. Me llamo y hablo de parte de Ipsos, agencia

internacional de investigacién de mercados. Antes que nada, permiteme asegurarte de que no
estamos tratando de venderte nada. Somos una agencia profesional de investigacion en opinién
publica y nos dedicamos a recopilar la opinidn de la gente. En ocasiones, pedimos opiniones hablando
con la gente mediante una sesién de grupo.

Vamos a llevar a cabo una serie de dichas sesiones sobre educacion de [COMO APLIQUE brasilefios,
chinos, indios, mexicanos, marroquies, vietnamitas] que estudien en el extranjero y nos gustaria saber
si podemos contar con tu participacion.

Como parte de estas sesiones, te pediremos revisar y compartir tus comentarios sobre ciertos materiales
visuales. ¢ Te agrada la idea?

= Si
* No (AGRADECER Y TERMINAR)

Quisiera reiterar que tu participacion es voluntaria y en caso de que aceptes participar, tu identidad
permanecera en confidencialidad.

5. ¢Actualmente vives en [INSERTAR UNA DE LAS SIGUIENTES CIUDADES]?
6. ¢Te interesaria participar en la sesidn, la cual tendra lugar en las instalaciones ubicadas en
el dia ?

[Asegurarse de que la hora mencionada concuerde con los horarios de los grupos de estudiantes de
LICENCIATURA y POSGRADO]

Si CONTINUAR

No AGRADECER Y TERMINAR

Pais/Mercado Composicién — Grupo 1 Composicién — Grupo 2 Feilh:::) y
Estudiantes de secundaria Estudiantes de posgrado
~ . /preparatoria .
Sdo Paulo, Brasil (?Estﬂdiantes de licenciatura/carrera Por confirmar
técnica)
Estudiantes de secundaria Estudiantes de posgrado
. Ipreparatoria .
Beijing, China (Estudiantes de licenciatura/carrera Por confirmar
técnica)
. . Estudiantes de secundaria Estudiantes de posgrado .
Nueva Deli, India Ipreparatoria Por confirmar
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(Estudiantes de licenciatura/carrera
técnica)

Estudiantes de secundaria Estudiantes de posgrado

Ciudad de México, Ipreparatoria
México (Estudiantes de licenciatura/carrera

técnica)

Por confirmar

Estudiantes de secundaria Estudiantes de posgrado

Casablanca, /preparatoria
Marruecos (Estudiantes de licenciatura/carrera

técnica)

Por confirmar

Estudiantes de secundaria Estudiantes de posgrado
Ciudad Ho Chi Minh, | /preparatoria

Vietham (Estudiantes de licenciatura/carrera
técnica)

Por confirmar

2.0 Filtros estandares MRIA

Me gustaria hacerte algunas preguntas para ver si eres candidato para participar. Esto nos tomara unos
5 minutos.

[NOTA PARA EL ENTREVISTADOR: Si el reclutamiento es via telefonica, obtener el consentimiento del
posible participante para continuar con el proceso de seleccién]

(ENTREVISTADOR: REGISTRAR GENERO; NO PREGUNTAR) (RECLUTAR MEZCLA DE 50/50)

Masculino (Continuar para posible reclutamiento)
Femenino (Continuar para posible reclutamiento)

18. ¢Tu o alguien de tu familiar trabaja en alguna de las siguientes industrias? (LEER LISTA) Sl
CONTESTA "Si" EN ALGUNA - AGRADECER Y TERMINAR

= |nvestigacién de mercados o marketing

= Relaciones publicas o medios (television, medios impresos)

= Publicidad y comunicacién

=  Empleado en un partido politico [PUEDE QUE NO SEA ADECUADO, DEPENDIENDO DEL
MERCADO]

=  Empleado en un dependencia o agencia gubernamental [PUEDE QUE NO SEA ADECUADO,
DEPENDIENDO DEL MERCADO]

19. ¢Alguna vez has participado en una sesidn de grupo, entrevista o encuesta, programada de
antemano y por la que hayas recibido una suma de dinero?

NO MAS DE TRES PUEDEN CONTESTAR “Si” POR GRUPO

S1 Q2= Si, PREGUNTAR Q3-5; DE LO CONTRARIO, PASAR A Q6
20. ¢En cudntas sesiones de grupo has participado en los ultimos cinco afios?

TERMINAR SI EN MAS DE 4
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15.
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¢Has participado en alguna sesidn de grupo para una investigacion de mercados en los
Gltimos seis meses? S| CONTESTA "Si" - AGRADECER Y TERMINAR

Filtro especifico del estudio

éEres ciudadano o residente fijo de [INSERTAR: BRASIL, CHINA, INDIA, MEXICO,
MARRUECOS, VIETNAM] o vives aqui de forma temporal; por ejemplo, estds aqui con una
visa de trabajo o en otra circunstancia temporal?

Ciudadano/Residente fijo [CONTINUAR]
Residente temporal [AGRADECER Y TERMINAR]

¢Actualmente estas inscrito en alguna preparatoria o universidad aqui en [INSERTAR
CIUDAD]?

Si  [CONTINUAR]

No [AGRADECER Y TERMINAR]

Y estds como: (LEER lista)

Estudiante de secundaria (CONTINUAR PARA POSIBLE RECLUTAMIENTO EN GRUPO DE
ESTUDIANTES DE LICENCIATURA/ POSGRADO)

Estudiante de preparatoria (CONTINUAR PARA POSIBLE RECLUTAMIENTO EN GRUPO DE
ESTUDIANTES DE LICENCIATURA/ POSGRADO)

Estudiantes de carrera técnica (CONTINUAR PARA POSIBLE RECLUTAMIENTO EN GRUPO DE
ESTUDIANTES DE LICENCIATURA/ POSGRADO)

Estudiante de licenciatura (CONTINUAR PARA POSIBLE RECLUTAMIENTO EN GRUPO DE
ESTUDIANTES DE LICENCIATURA/ POSGRADO)

Estudiantes de posgrado (CONTINUAR PARA POSIBLE RECLUTAMIENTO EN GRUPO DE
ESTUDIANTES DE LICENCIATURA/ POSGRADO)

Otro [ESPECIFICAR]

¢Qué tan interesado estarias en estudiar en el extranjero?

Muy interesado

Algo interesado

No muy interesado [NO MAS DE 2 POR SESION]
Para nada interesado [AGRADECER Y TERMINAR]

Si las circunstancias lo permitieran, équé tan probable seria que alguna vez fueras a estudiar
en el extranjero?

Muy probable

Algo probable

No muy probable [NO MAS DE 2 POR SESION]
Para nada probable [AGRADECER Y TERMINAR]
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4.0 Demograficos y confirmacion

18. Voy a leer una serie de categorias de edad; por favor, indicame cuando mencione la que
corresponde en tu caso.

= 18-24 anos de edad
= 25-34 anos de edad
= 35 afios de edad o mas

TERMINAR SI EL PARTICIPANTE DICE TENER UN PROBLEMA DE VISTA O AUDITIVO, PROBLEMAS PARA
ESCRIBIR O DE HABLA, O S| MUESTRA PREOCUPACION POR NO SER CAPAZ DE COMUNICARSE DE
FORMA EFECTIVA.

TAMBIEN TERMINAR SI AL ENTREVISTADOR LE PREOCUPA LAS HABILIDADES DE LOS PARTICIPANTES
PARA DARSE A ENTENDER EN EL LENGUAJE QUE SE USARA DURANTE LA SESION.

*#**(PARA CADA PLAZA: FAVOR DE RECLUTAR 10 PARTICIPANTES PARA TENER UNA ASISTENCIA DE 8-

[Leer a participantes en espera]

Gracias por contestar mis preguntas. Lamentablemente, el grupo para el que eres apto ya esta lleno por
el momento. Nos gustaria ponerte en nuestra lista de espera, lo cual significa que si hay un lugar vacante
en el grupo, volveriamos a llamarte para ver si estas disponible para asistir a la sesidn. ¢ Me podrias dar
un numero telefénico al que podamos contactarte en el dia y otro en la noche, asi como un correo
electrdnico, en caso de tener, para que nosotros podamos contactarte a la brevedad posible en caso de
que haya un lugar disponible? [REGISTRAR INFORMACION DE CONTACTO]

[Leer a participantes seleccionados]

Felicidades, ustedes fueron los seleccionados para participar en una de estas sesiones de grupo que se
realizaran el (FECHA) a la(s) (HORA) con una duracién aproximada de 2 horas. El gobierno de Canada es
el cliente de este estudio. Todos los participantes recibirdn una compensacién por $XX como muestra de
agradecimiento por su tiempo.

éTienes lapiz y papel a la mano para que pueda darte la direccidn donde se llevara a cabo la sesion? Sera
en:

Fecha(s) y
hora/lugar

Pais/Mercado Composicion — Grupo 1 Composicidon — Grupo 2
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Estudiantes de secundaria Estudiantes de posgrado
/preparatoria

(Estudiantes de licenciatura/carrera
técnica)

Sao Paulo, Brasil Por confirmar

Estudiantes de secundaria Estudiantes de posgrado Por confirmar
/preparatoria

Beijing, China (Estudiantes de licenciatura/carrera
técnica)

Estudiantes de secundaria Estudiantes de posgrado Por confirmar
/preparatoria

Nueva Deli, India (Estudiantes de licenciatura/carrera
técnica)

Estudiantes de secundaria Estudiantes de posgrado Por confirmar
/preparatoria
(Estudiantes de licenciatura/carrera

técnica)

Ciudad de México,
Meéxico

Estudiantes de secundaria Estudiantes de posgrado Por confirmar
Ipreparatoria

Casablanca, (Estudiantes de licenciatura/carrera

Marruecos técnica)
Estudiantes de secundaria Estudiantes de posgrado Por confirmar
Ciudad Ho Chi Minh, | /preparatoria
Vietnam (Estudiantes de licenciatura/carrera
técnica)

Te pedimos que llegues al lugar con 20 minutos de anticipacion para que ubiques las instalaciones y te dé
tiempo de registrarte en recepcién. Antes de permitirte la entrada a la sala donde se realizara la sesion,
se te pedira firmar un acuerdo de confidencialidad; en caso de que no aceptes firmar, no tendras acceso
a la sesién para la que fuiste seleccionado; el pago del incentivo depende de tu participacién en la sesidn

de grupo.

Ademas, vamos a verificar tu identidad antes de la sesion de grupo, asi que asegurate de llevar dos
documentos oficiales con fotografia (es decir, licencia de manejo u otra credencial). Del mismo modo, si
necesitas lentes para leer, por favor, llévalos a la sesion.

La sesion sera grabada en audio y video. Esta grabacidon se hace con el fin de ayudarnos para la
elaboracidn de nuestro reporte escrito. También quisiera mencionar que la sala tiene un espejo
unidireccional y del otro lado personal del cliente para quien realizaremos el estudio, asi como miembros
de Ipsos-Reid Corporation. Ellos sélo estan ahi para tener un panorama de primera mano del estudio.
Esto es un procedimiento estandar en las sesiones de grupo.
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Debido que sélo invitamos a un nimero reducido de gente, tu participacién es muy importante para
nosotros. Ya que tu fuiste el seleccionado para participar con base en las preguntas que te hice hace un
momento, te pedimos que no mandes a alguien en tu representacidn si es que no pudieras asistir. SI POR
ALGUNA RAZON NO PUEDES ASISTIR, POR FAVOR, CONTACTANOS PARA QUE PODAMOS CONSEGUIR
UN REMPLAZO. Puedes contactarnos a nuestras oficinas al 1-xxx-xxx-xxxx. Alguien te llamard un dia
antes para recordarte tu cita a la sesion.

¢A qué hora seria conveniente llamarte?
¢A qué nimeros telefénicos?

¢Podrias darme tu nombre? REGISTRAR EN PORTADA

iMuchas gracias por tu ayuda!

G7. Mexico - Parents’ Screener - Spanish

ENTREVISTADOR: FECHA: DURACION DE LA ENTREVISTA: ____minutos
1.0 Presentacion

Buenos dias/tardes/noches, me llamo y hablo de parte de Ipsos, una

agencia internacional de investigacion de mercados. Antes que nada, permitame asegurarle de que no
estamos tratando de venderle nada. Somos una agencia profesional de investigacion en opinidn publica
y nos dedicamos a recopilar la opinién de la gente. En ocasiones, pedimos opiniones hablando con la
gente en una sesion de grupo.

Vamos a llevar a cabo una serie de dichas sesiones sobre educacidon de [COMO APLIQUE brasilefios,
chinos, indios, mexicanos, marroquies, vietnamitas] que estudien en el extranjero y nos gustaria saber
si podemos contar con su participacion.

Como parte de estas sesiones, le pediremos revisar y compartir sus comentarios sobre ciertos materiales
visuales. ¢ Le agrada la idea?

= Si
= No (AGRADECER Y TERMINAR)

Quisiera reiterar que su participacién es voluntaria y en caso de que acepte participar, su identidad
permanecera confidencial.

3. ¢Vive actualmente en [INSERTAR UNA DE LAS SIGUIENTES CIUDADES]?
4. ¢Leinteresaria participar en la sesion, la cual tendrd lugar en las instalaciones ubicadas en
el dia ?
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Si CONTINUAR

No AGRADECER Y TERMINAR

Pais/Mercado Target Fecha(s) y
Hora/Lugar
Pequin, China Padres de estudiantes de preparatoria, Por confirmar
Ciudad de México, México potencialmente interesados en estudiar en el Por confirmar
extranjero los grados 10,11 o0 12 (un grupo entre Por confirmar
Ciudad Ho Chi Minh, Vietnam i)

2.0 Filtros estandares MRIA

Me gustaria hacerle algunas preguntas para ver si es candidatos para participar. Esto nos tomard unos 5
minutos.

[NOTA PARA EL ENTREVISTADOR: Si el reclutamiento es via telefdnica, obtener el consentimiento del
posible participante para continuar con el proceso de seleccién]

(ENTREVISTADOR: REGISTRAR GENERO; NO PREGUNTAR) (RECLUTAR MEZCLA DE 50/50)

Masculino (Continuar para posible reclutamiento)
Femenino (Continuar para posible reclutamiento)

22. ¢Usted o algun familiar suyo trabaja en alguna de las siguientes industrias? (LEER LISTA) SI
CONTESTA "Si" EN CUALQUIERA - AGRADECER Y TERMINAR

. Investigacion de mercados o mercadotecnia

] Relaciones publicas o medios (television, medios impresos)

] Publicidad y comunicacion

. Empleado en un partido politico [PUEDE QUE NO SEA ADECUADO, DEPENDIENDO DEL
MERCADO]

] Empleado en un dependencia o agencia gubernamental [PUEDE QUE NO SEA ADECUADO,
DEPENDIENDO DEL MERCADO]

23. ¢Alguna vez ha participado en una sesion de grupo, entrevista o encuesta, programada de
antemano y por la que haya recibido una suma de dinero?

NO MAS DE TRES PUEDEN CONTESTAR “Si” POR GRUPO

S1 Q2= Si, PREGUNTAR Q3-5; DE LO CONTRARIO, PASAR A Q6
24, ¢En cuantas sesiones de grupo ha participado en los ultimos cinco afios?

TERMINAR SI EN MAS DE 4

25. ¢Ha participado en alguna sesién de grupo para una investigacion de mercados en los
Gltimos seis meses? S| CONTESTA "Si" - AGRADECER Y TERMINAR
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Filtro especifico del estudio

¢éEs ciudadano o residente permanente de [INSERTAR: BRASIL, CHINA, INDIA, MEXICO,
MARRUECOS, VIETNAM] o vive aqui de forma temporal; por ejemplo, esta aqui con una visa
de trabajo o en otra circunstancia temporal?

Ciudadano/Residente permanente [CONTINUAR]
Residente temporal [AGRADECER Y TERMINAR]

¢Es usted el padre o tutor de jévenes que actualmente estén inscritos en alguna preparatoria
aqui en [INSERTAR CIUDAD]?

Si [CONTINUAR]

No [AGRADECER Y TERMINAR]

¢Qué tan interesado estaria en enviar a sus hijos a estudiar al extranjero?

Muy interesado

Algo interesando

No muy interesado [NO MAS DE 2 POR SESION]
Para nada interesado [AGRADECER Y TERMINAR]

Si las circunstancias lo permitieran, équé tan probable seria que sus hijos estudiaran en el
extranjero?

Muy probable

Algo probable

No muy probable [NO MAS DE 2 POR SESION]
Para nada probable [AGRADECER Y TERMINAR]

Demograficos y confirmacion

Voy a leer una serie de categorias de edad; por favor, indiqgueme cuando mencione la que
corresponde en su caso.

35-44 afnos de edad
45-54 anos de edad
55 afos de edad o mas

TERMINAR SI EL PARTICIPANTE DICE TENER UN PROBLEMA DE VISTA O AUDITIVO, PROBLEMAS PARA
ESCRIBIR O DE HABLA, O S| MUESTRA PREOCUPACION POR NO SER CAPAZ DE COMUNICARSE DE
FORMA EFECTIVA.

TAMBIEN TERMINAR SI AL ENTREVISTADOR LE PREOCUPAN LAS HABILIDADES DE LOS PARTICIPANTES
PARA DARSE A ENTENDER EN EL IDIOMA QUE SE USARA DURANTE LA SESION.
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*¥**(_PARA CADA PLAZA: FAVOR DE RECLUTAR 10 PARTICIPANTES PARA TENER UNA ASISTENCIA DE 8-
10)****

[Leer para participantes en espera]

Gracias por contestar mis preguntas. Lamentablemente, el grupo para el que es apto ya estd lleno. Nos
gustaria ponerlo en nuestra lista de espera, lo cual significa que, si hay un lugar vacante en el grupo,
volveriamos a llamarlo para ver si esta disponible para asistir a la sesién. ¢ Me podria dar un nimero
telefénico donde podamos contactarlo en el dia y otro en la noche, asi como un correo electrénico, en
caso de tener uno, para que nosotros podamos contactarlo a la brevedad posible en caso de que haya un
lugar disponible? [REGISTRAR INFORMACION DE CONTACTO]

[Leer a participantes seleccionados]

Felicidades, usted es uno de los seleccionados para participar en una de estas sesiones de grupo que se
realizaran el (FECHA) a la(s) (HORA) con una duracién aproximada de 2 horas. El gobierno de Canada es
el cliente de este estudio. Todos los participantes recibirdn una compensacién de $XX como muestra de
agradecimiento por su tiempo.

¢éTiene lapiz y papel a la mano para que pueda darle la direccién donde se llevara a cabo la sesion? Se

realizara en:

Pais/Mercado Fecha(s) y
hora/lugar
Pequin, China Padres de estudiantes de preparatoria, Por confirmar
Ciudad de México, México potencialmente interesados en estudiar en el Por confirmar
extranjero los grados 10,11 0 12 (un grupo entre Por confirmar
Ciudad Ho Chi Minh, Vietham padresj) g A

Le pedimos que llegue al lugar con 20 minutos de anticipacidn para que ubique las instalaciones y le dé

tiempo de registrarse en recepcion. Antes de permitirle la entrada a la sala donde se realizara la sesidn,
se le pedird firmar un acuerdo de confidencialidad; en caso de que no acepte firmar, no tendra acceso a
la sesion para la que fue seleccionado; el pago del incentivo depende de su participacién en la sesién de

grupo.
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Ademas, vamos a verificar su identidad antes de la sesidn de grupo, asi que asegurese de llevar dos
documentos oficiales con fotografia (es decir, licencia de manejo, tarjeta del seguro médico u otra
credencial). Del mismo modo, si necesita lentes para leer, por favor, llévelos a la sesion.

La sesidn sera grabada en audio y video. Esta grabacién se hace con el fin de ayudarnos para la
elaboracidn de nuestro reporte escrito. También quisiera mencionar que la sala tiene un espejo
unidireccional y del otro lado se encuentra personal del cliente para quien realizaremos el estudio, asi
como miembros de Ipsos-Reid Corporation. Ellos sélo estdn ahi para tener una visién generalde primera
mano del estudio. Esto es un procedimiento estandar en las sesiones de grupo.

Debido a que sdlo invitamos a un numero reducido de gente, su participacién es muy importante para
nosotros. Ya que usted fue el seleccionado para participar con base en las preguntas que le hice hace un
momento, le pedimos que no envie a nadie en su representacion si es que no pudiera asistir. S| POR
ALGUNA RAZON NO PUEDE ASISTIR, POR FAVOR, CONTACTENOS PARA QUE PODAMOS CONSEGUIR
UN REMPLAZO. Puede contactarnos a nuestras oficinas al 1-xxx-xxx-xxxx. Alguien lo llamara un dia
antes para recordarle su cita a la sesién.

= (A qué hora seria conveniente llamarlo?
= (iA qué nimeros telefénicos?
= (Podria darme su nombre? REGISTRAR EN PORTADA

iMuchas gracias por su ayudal!
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G8. Morocco - Students’ Screener - French

INTERVIEWER: DATE: DUREE DE L'INTERVIEW: minutes
1.0 Introduction
Bonjour/ bonsoir, je m’appelle et je représente Ipsos. Nous sommes un

institut d’études indépendant qui collecte les opinions. De temps en temps, nous sollicitons les opinions
en programmant des groupes de discussion.

Nous nous prétons a mener des réunions de groupe dans les pays suivants : (Brésil, Chine, Mexique, Inde,
Maroc, Vietnam) sur les études a I'étranger et nous aimerions savoir si vous voulez participer.

1. Est-ce que vous résidez actuellement dans [INSERER LE PAYS DE CI-DESSOUS] ?

2. Etes-vous intéressé a participer a cette réunion de groupe qui aura lieu a le
_?
[Assurez que la date mentionnée reflétera le planning des groupes d’ETUDIANTS et des DIPLOMES]
Oui CONTINUER

Non REMERCIER ET TERMINER

Date(s) et

Composition — Groupe 1 Composition — Groupe 2 heure

Secondaires/Etudiants du niveau Etudiants diplomés
Sao Paulo, Brazil post-secondaire (Eleve/ Etudiant TBD
universitaire)

Secondaires/Etudiants du niveau Etudiants diplémés
Pékin, Chine post-secondaire (Eleve/ Etudiant TBD
universitaire)

Secondaires/Etudiants du niveau Etudiants dipldmés
New Delhi, Inde post-secondaire (Eléve/ Etudiant TBD
universitaire)

Secondaires/Etudiants du niveau Etudiants diplémés
Mexico , Mexique post-secondaire (Eleve/ Etudiant TBD
universitaire)

Secondaires/Etudiants du niveau Etudiants dipldmés
Casablanca, Maroc post-secondaire (Eleve/ Etudiant TBD
universitaire)

Secondaires/Etudiants du niveau Etudiants dipldmés
Ho Chi Minh, Vietnam | post-secondaire (Eléve/ Etudiant TBD
universitaire)
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2.0 MRIA Standards Screeners

Maintenant, je souhaiterai vous posez quelques questions pour voir si vous faites partie de la cible :

(INTERVIEWER INSCRIRE LE SEXE, NE PAS QUESTIONNER) (VISER 50/50 MIX)

Homme (Continuer pour les recrues possibles)
Femme (Continuer pour les recrues possibles)
31. Est-ce que vous ou un membre de votre famille travaille dans un des secteurs suivants ? (LIRE LA
LISTE) Si “OUI” a 'une des réponses — REMERCIER ET TERMINER

=  Etudes de marché ou Marketing

= Relations publiques ou Média (TV, écrits)

= Publicité et communication

=  Fonctionnaire dans un parti politique [NE PEUT PAS ETRE APPROPRIE SELON LA CIBLE]

= Employé dans un département au gouvernement ou une agence [NE PEUT PAS ETRE APPROPRIE
SELON LA CIBLE]

32. Avez-vous déja participé a une discussion de groupe, un entretien ou un questionnaire organisé a
I’avance et vous avez regu un incentive ?
PAS PLUS DE TROIS RECRUES DANS CHAQUE GROUPE PEUVENT DIRE OUI

Si Q2= 0UI, DEMANDEZ Q3-5, AUTRE PASSEZ A Q6

33. Combien de fois avez-vous participé a des réunions de groupes au cours des cing derniéres
années ?

PRENDRE FIN SI PLUS DE 4

34. Avez-vous participé a un groupe de discussion ou une étude de marché dans les six derniers
mois ? SI "OUI" — REMERCIER ET TERMINER

3.0 Study Specific Screener

1. Etes vous un citoyen ou un résident permanant a [INSERER : BREZIL, CHINE, INDE, MEXIQUE,
MAROC, VIETNAM] vous vivez temporairement, par exemple, vous étes ici pour un visa de
travail ou un séjour temporaire ?

= Citoyen/ Résident permanent CONTINUER
= Résident temporaire REMERCIER ET TERMINER

2. Etes-vous actuellement inscrit dans une école ou une université ici a [INSERER LA VILLE] ?
=  Qui [CONTINUER]
=  Non [REMERCIER ET TERMINER

3. Etc’estautant que : (LIRE LA LISTE)

= Lycéens (CONTINUER POUR LES RECRUES POSSIBLES DANS LE GROUPE DES ETUDIANTS AU
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NIVEAU SECONDAIRE)

= Eléves (CONTINUER POUR LES RECRUES POSSIBLES DANS LE GROUPE DES ETUDIANTS AU
NIVEAU SECONDAIRE)

=  Bacheliers (CONTINUER POUR LES RECRUES POSSIBLES DANS LE GROUPE DES ETUDIANTS
AU NIVEAU SECONDAIRE)

. Dipl6més (CONTINUER POUR LES RECRUES POSSIBLES DANS LE GROUPE DES ETUDIANTS
DIPLOMES/ OPTANT POUR UN PROGRAMME DE DOCTORAT)

= Doctorants (CONTINUER POUR LES RECRUES POSSIBLES DANS LE GROUPE DES ETUDIANTS
DIPLOMES/ OPTANT POUR UN PROGRAMME DE DOCTORAT)

= Autre [SPECIFIER]

4. Eta quel point seriez-vous intéressé a étudier a I'étranger ?

= Tres intéressé

= Peuintéressé

= Pasvraiment intéressé [REMERCIER ET TERMINER]
= Pas du tout intéressé [REMERCIER ET TERMINER]

35. Si les circonstances vous le permettent, a votre avis, quelles sont vos chances d’étudier a
I’étranger ?

= Tres probable

= Peu probable

=  Pasvraiment [REMERCIER ET TERMINER]

=  Pas du tout probable [REMERCIER ET TERMINER]

4.0 Demographics and Confirmation

36. Je vais vous lire une série de tranche d’age, veuillez me préciser a la tranche d’age a laquelle vous

appartenez :
= 18-24 ans
= 25-34 ans

= 35ansou plus

= TERMINER SI LE REPONDANT A DES PROBLEMES DE VUE ET L'OUIE, PROBLEME DE LECTURE ET
D’ECRITURE OU NE PAS ETRE APTE A DISCUTER AISEMENT.

= TERMINER AUSSI SI LE REPONDANT A DES PROBLEMES DE COMPREHENSION DE LA LANGUE QUI
SERA UTILISEE PENDANT LE FOCUS GROUPE.

[Read to Stand-by Respondents]
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Je vous remercie d’avoir répondu aux questions. Vous étes solicité a participer a la réunion de groupe.
Nous aimerions vous classez sur notre liste des recrues. Si vous étes ouvert a participer a la réunion,
merci de nous confirmer votre présence. Merci aussi de nous communiquer votre numéro de téléphone
et votre adresse mail, de sorte que nous puissions vous contacter dés que possible, est ce que vous étes
d’accord ? [Enregistrement des informations]

[Read to Screened In Respondents]

Vous étes invité a participer au groupe de discussion le, (DATE) @ (HEURE) pendant plus de 2 heures. Le
gouvernement de Canada parraine cette recherche. Tous ceux qui participent recevront un incentive en
guise de remerciement pour leur temps.

. o Date(s) et
Composition — Groupe 1 Composition — Groupe 2 heflr)e
Secondaires/Etudiants du niveau Etudiants diplémés
Sao Paulo, Brézil post-secondaire (Eleve/ Etudiant TBD
universitaire)
Secondaires/Etudiants du niveau Etudiants diplomés TBD

post-secondaire (Eleve/ Etudiant

Pékin, Chine S
universitaire)

Secondaires/Etudiants du niveau Etudiants diplomés TBD
post-secondaire (Eleve/ Etudiant

New Delhi, Inde o
universitaire)

Secondaires/Etudiants du niveau Etudiants diplémés TBD
post-secondaire (Eleve/ Etudiant

Mexico City, Mexique o
universitaire)

Secondaires/Etudiants du niveau Etudiants diplémés TBD
post-secondaire (Eleve/ Etudiant

Casablanca, Maroc . .
universitaire)

Secondaires/Etudiants du niveau Etudiants diplémés TBD
Ho Chi Minh, Vietnam | post-secondaire (Eléve/ Etudiant
universitaire)

140


http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html
http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html
http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html
http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html
http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html
http://www.linguee.fr/francais-anglais/traduction/%C3%A9tudiant+dipl%C3%B4m%C3%A9.html

141

Education Brand Refresh - Appendix

Nous vous prions d'arriver au moins 20 minutes a l'avance pour étre slr que vous avez trouvé
I'emplacement et avoir le temps de checker avec vous et les autres participants. Avant le démarrage du
groupe de discussion, vous serez tenu a signer un accord de confidentialité.

L'incentive ne vous sera attribuer qu’a la fin de votre participation.

Avant le groupe nous allons vérifier votre identification, merci de ne pas oublier votre carte d’identité. Par
ailleurs, si vous avez besoin des lunettes pour lire, s'il vous plait apporter les avec vous.

Vous serez enregistré en audio et vidéo. Cet enregistrement est fait pour nous aider au moment de la
rédaction du rapport. Par ailleurs, dans cette salle, il y a un miroir a sens unique, derriére le miroir peut
étre des membres du personnel qui travaille sur le projet seront présent. lls sont simplement la pour suivre
la réunion de groupe.

Comme nous sollicitons un nombre limité de personnes, votre participation est tres importante pour nous.
Nous vous demandons de ne pas envoyer un représentant ou autre si vous étes incapable de participer. Si
pour une raison VOUS NE POURRIEZ PAS ASSISTER, S'IL VOUS PLAIT CONTACTER NOUS POUR QUE NOUS
POUVONS trouver quelqu'un pour vous remplacer. Vous pouvez nous joindre au ............. .

Quelqu'un de notre bureau vous appellera avant la date de la réunion de groupe.

INFORMATIONS A DEMANDER

NOM :

PRENOM :

ADRESSE MAIL:

TELEPHONE :
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GO. Vietnam - Students’ Screener - Vietnamese
NGUOI PHONG VAN: NGAY: GiO PHONG VAN: phut

1.0 GIOI THIEU

Xin chao, teNtOi 1a oeevveeciecee e, va toi goi tur Ipsos, cong ty nghién clru thj truong.

Diéu dau tén, tdi cam doan rang ching téi dang khong c& ban cho anh/chi mét thit gi. Ching toi 1a mot
t6 chirc chuyén vé nghién ctru y kién cla cong déng va thu thap quan diém tir moi ngudi. Va ching toi
thu thap y kién clia moi ngwdi bang cac cudc thao luan nhém.

Chung t6i chuan bi c6 thdo ludn nhédm vé gido duc, dic biét 13 du hoc cla hoc sinh Viét Nam va muén moi
anh/chj tham gia.

Trong cudc thao luan, anh/chi s& dugc hdi dé xem lai va dua ra théng tin phan hoéi trén nhirng tai liéu
dugc nhin thay. Anh/chi déng y ch?

= Cé
= Khoéng (Cam o'n va ngung)

Sy tham gia clia anh/chi la tinh nguyén va théng tin tham gia cia anh/chi sé duoc gitt bi mat.

7. Hién tai ban dang cu trd tai? (Dién tén thanh phd vao bén dudi)
8. Anh/chj cé hirng thi dé tham gia vao budi thao ludn s& dwoc té chirc tai dia diém & HCM ?

[PVV LUV Y: Dam bao ring nhac dung thei gian cho déi twgng TRUGC PAI HOC va SAU DAl HOC]

Co Tiép tuc

Khéng CAM ON VA NGU'NG

Bét nwdc/ Thi truong Thanh phan — Nhém 1 Thanh phan — Nhém 2 Néia;/
TP.HCM, Vietnam Hoc sinh cép 3/ sinh vién (cao dang, | Sinh vién sau dai hoc Xac dinh
dai hoc) sal

2.0 BANG CAU HOI GAN LOC — PHAN CHUNG

Bay gi®, tdi mudn hdi ban mot s6 cau hodi d& xem néu ban néu ban d3 dd tiéu chuin dé tham gia. Nhitng
ciu hdi nay s& mat khoang 5 phut
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(PVV LU'U Y: Né&u tuyén dung bang dién thoai, phai duoc sw cho phép clia ngwei tham duw tiém ning
dé tiép tuc qua trinh gan loc)
(PVV GHI CHEP GI& TiNH, KHONG HOI) (RAI DEU)

Nam (TIEP TUC - PVV KIEM TRA QUOTA)
N (TIEP TUC - PVV KIEM TRA QUOTA)

37. Ban hodc c6 ai trong gia dinh ban dang lam nhitng nganh nghé sau day (BOC DANH SACH)
NEU “CO” V&1 BAT KY CAI NAO — CAM O'N VA NGUNG

= Nghién cttu thi trudng hoac Marketing

= Quan hé céng ching hodc Truyén théng (TV, Sach bdo)

* Quang cdo va giao tiép

= Chinh trj [CO THE KHONG PHU HOP TUY THEO THI TRUONG]

= Nhan vién chinh pht [CO THE KHONG PHU HOP TUY THEO THI TRUONG]

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

Ban c6 bao gid tham du vao mét budi thao ludn khich hang, hoan thanh mét bai phéng van
hodc khao sat duwoc xap xép truwdc va duoc tra tién hay khdng?
PVV LU'U Y: TUYEN TOI DA 3 DAP VIEN TRA LO1 “CO” TRONG MOI NHOM

Né&u Q2= €O, TIEP TUC HOI Q3-5. NEU KHONG, PI TIEP T&1 Q6

39. Ban c6 tham gia nghién ctru thj trwdng trong vong 5 nam qua dudi hinh thirc phong van
nhém?

NGUNG NEU CHON NHIEU HON 4

40. Ban d3 bao gid tham gia vao mot cudc thdo ludn nhdm hodc moét nhdm nghién ciru thi
trudng trong vong 6 thang vira qua? NEU “CO” — CAM O'N VA NGUNG

3.0 BANG CAU HOI GAN LOC CHI TIET

41. Anh/chj |a cdng dan hodc thudng trd tai VIET NAM hodc anh/chi dang lwu trd tam thoi & day,
vi dy, anh/chi dang & day vdi dang thi thyc di lam hodc 13 mét dang tam thoi khac?

Cong dan/ Thudng tra dan [TIEP TUC]
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42.

43.

44,

45.
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Tam tric [CAM ON VA NGU'NG]

Hién tai ban c6 dang theo hoc tai treong trung hoc, dai hoc hodc cao dang & day [CHEN VAO
THANH PHO)]

= C6 [TIEP TUC)
*  Khéng [CAM ON VA KET THUC]

Va né co phai la: (POC danh sach)

=  Hoc sinh trung hoc

* Sinh vién Cao Pang

=  Sinh vién Dai Hoc

*  Sinh vién d3 tét nghiép

= Sinh vién sau DPai Hoc

*  Khac (cu thé)

[Check quota va phan nhom Dap vién]

Ban c6 hirng thi nhu thé ndo dén viéc di du hoc?

= Rat hirng thu

= CO6 hirng thd mot chat

= Khéng hirng thd I15m [KHONG QUA 2 CHO MOI BUOI HOP]
=  Hoan toan khéng hirng thi [CAM ON VA KET THUC)

Va néu hoan canh cho phép, ban cé bao gi® nghi rang ban sé& di du hoc?
= Rancé bao
= Cbéthd
* Khdng hbao[KHONG QUA 2 DAP VIEN/NHOM]
* Hoan toan khong thIE[CAM O'N VA NGUNG]

THONG TIN CHUNG CUA DAP VIEN
Anh/chi & trong d6 tudi nao?

= 18-24 tudi
= 25-34 tudi
= Trén 35 tudi

NGUNG NEU PAP VIEN CO VAN DE VE THINH GIAC, POC/VIET CHUY, KHONG LU'U LOAT HAY
KHONG NHANH NHAY, cO VAN DE VE NGON NGU.

#x#%(MOI KHU VU'C, TUYEN 10 NGU'Ol CHO 8-10 TRONG NHOM) **%**
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[Cho nhitng dap vién extra/trong list cho]

Cam on d3 tham gia trd |&i cdu hdi. Tuy nhién, nhdm d3 dd ngudi, vy nén chidng t6i muén dua
anh/chij vao danh sach cho. Diéu nay cé nghia 1a néu cé chd trdng, ching t6i sé lién lac lai véi
anh/chi dé kiém tra liéu anh/chi cé thé tham gia héi thdo. Vui long chia sé s6 lién lac va dia chi
email (néu cd), d& chung toi cé thé lién lac vai anh/chi? [GHI NHAN SO LIEN LAC]

[Cho nhirng dap vién dat chuin]
Cam on anh/chj d3 déng y tham gia hoi thdo sé duoc dién ra tai vao ldc

v&i téng thoi gian khodng 2 ti€ng. Chinh ph Canada hé tro cho cudc nghién clru nay. Chung t6i
s& c6 phan qua glti anh/chi d& cam on thoi gian cta anh/chij bd ra tham gia nhom.

Day 13 dia chi noi t6 chire héi tho:

, . S . " . . " . Nga
Pat nuée/ Thi truweong Thanh phan - Nhom 1 Thanh phan — Nhém 2 éiag/
TP.HCM, Vietnam Hoc sinh cap 3/ sinh vién (cao dang, | Sinh vién sau dai hoc Xéc dinh
dai hoc) sau

Vui long téi sdm it nhat 20 phut dé dam bao anh/chi t&i dung noi va cé thai gian dang ki vao noi
t6& chirc hdi thdo. Ki vao Bién Ban Bdo Mat Thong Tin la diéu kién bat budc dé anh/chij cé thé
tham gia cudc hoi thao, qua dwoc dua trén sy tham gia ca anh/chi vao nhém.

Ngoai ra, ching toi s& kiém tra chirng minh thu cGa anh/chi trwdc budi gdp nhédm, vi vay xin vui
ldng chac chan rang anh/chi mang theo 2 gidy t& dwoc chinh quyén cap cé hinh nhan dang cla
anh/chi (vi du, gidy phép li xe, thé strc khde hodc gidy t& khac). Ngoai ra, néu anh/chij can kinh
dé doc, xin vui long mang theo.

Cudc thao luan s& duwoc ghi am va ghi hinh dé hd tro ching téi trong qua trinh viét bao cdo.
Ngoai ra, trong phong nay chi cé gwong mot chiéu. Ngbi dang sau chiéc guong nay cé thé [a nhan
vién cla céng ty da tai tro cho nghién cru ndy, va nhan vién cla cong ty Ipsos dé cé cai nhin rd
nhat d6i v&i cudc nghién clru nay. Diéu nay |3 thu tuc tiéu chuan cba thao ludn nhém.

Vi ching tdi chi dang mdi mét s6 lvong it ngwdi, su tham gia cha anh/chi rat quan trong vdi
chiing t6i. Nhu ching t6i d3 moi anh/chi tham gia dya trén nhirng cadu hdi ma ching ta d3 trai
qua khéng lau trudc d6, ching tdi yéu cau anh/chi khdng g&i mot ngwdi dai dién thay mat
anh/chi néu anh/chi khéng thé tham gia dwoc. NEU Vi MOT VAI LY DO NAO PO ANH/CHI
KHONG THE THAM GIA, XIN VUI LONG GQI CHO CHUNG TOI BE TiM NGU'Ol THAY THE
ANH/CHI. Anh/chi c6 thé goi ching tdi vao s 1-xxx-xxx-xxxx vao van phong ching tdi. S& c6
ngudi goi cho anh/chj trvdc mot ngay dé nhic anh/chi vé cudc thao luan.
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Théi gian nao 13 tot dé tim anh/chi?
Va s6 dién thoai nao?
T6i c6 thé c6 tén cta anh/chi chir? @ TRANG TRUGC

Cam o'n rat nhiéu cho sy gitp d& cha anh/chi!
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G10. Vietnam - Parents’ Screener - Vietnamese
NGUO1 PHONG VAN: NGAY: GiO PHONG VAN: phut

1.0  GIOITHIEU
Xin chao, teNtOi 1a oeevveeciecee e, va t6i goi tur Ipsos, cong ty nghién clru thi truong.

Diéu dau tén, tdi cam doan rang ching téi dang khong c& ban cho anh/chi mét thit gi. Ching toi 1a mot
td chirc chuyén vé nghién ctru y kién cla cong déng va thu thap quan diém tir moi ngudi. Va ching toi
thu thap y kién clia moi ngudi bang cac cudc thao luan nhém.

Chung t6i chuan bi c6 thdo ludn nhédm vé gido duc, dic biét 1a du hoc cla hoc sinh Viét Nam va mudn moi
anh/chj tham gia.

Trong cudc thao luan, anh/chi s& dugc hdi dé xem lai va dua ra théng tin phan hoéi trén nhirng tai liéu
dugc nhin thay. Anh/chi déng y ch?

= Cé
= Khoéng (Cam o'n va ngung)

Sy tham gia clia anh/chi la tinh nguyén va théng tin tham gia cia anh/chi sé duoc gitt bi mat.

9. Hién tai ban dang cu trd tai? (Dién tén thanh phd vao bén dudi)
10. Anh/chi cé hirng tha dé tham gia vao budi thdo luan sé duoc t6 chirc tai dia diém & HCM?

Cco [Tiép tuc]

Khong [Cam onva ngwng]

Pat nwéc/ Thi trwéeng Thanh phan nhém
TP.HCM, Vietnam Phu Huynh cua Hoc 51%}:1(?563, ¢6 y dinh cho con di Xéc dinh sau

2.0 BANG CAU HOI GAN LOC — PHAN CHUNG

Bay gid®y, téi mudn hoi anh/chi mot sé cau hdi trong khodng 5 phat.
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(GHI CHU POI VO1 PHONG VAN VIEN (PVV) Né&u tuyén dung bing dién thoai, c& ging gianh duoc sw
cho phép cuiia cac ngudi tham dy tiém ning dé ti€p tuc qua trinh gan loc)

(NGU'O1 PHONG VAN GHI CHEP GIO1 TiNH, KHONG HOI) (RAI DEU 50/50)

Nam (tiép tuc)
Nir  (tiép tuc)

2. Anh/chij hodc cé ai trong gia dinh anh/chi dang lam nhitng nganh nghé céng nghiép sau day (PQC
DANH SACH) NEU “CO” V&I BAT KY CAI NAO — CAM ON VA NGUNG

= Nghién cttu thi trudng hodac Marketing

= Quan hé céng ching hodc Truyén théng (TV, Sach bdo)

= Quangcdo

= Nhan vién clia mét t8 chirc chinh tri [CO THE KHONG PHU HOP TUY THEO THI TRUONG]

=  Nhan vién cla chinh phi ho3c co quan [CO THE KHONG PHU HOP TUY THEO THI TRUONG]

3. Anh/chi d3 bao gio tham du vao mét budi thdo ludn/phdng van/ khdo sat thj trudng chua?
KHONG QUA 3 THANH VIEN MG1 TRONG MOI NHOM €O THE NOI ¢

Né&u Q2= C6, Héi Q3-5, hodc Ia cho qua dén Q6

4. Co6 bao nhiéu nhém thao ludn ma anh/chi dd tham gia trong vong 5 ndm qua?

NGUNG NEU NHIEU HON 4

5. Anh/chj d3 bao gio tham gia vao mot cudc thdo ludn nhdm nghién ciru thi trudng trong vong 6
thang qua? NEU “CO” - CAM ON VA NGU'NG

3.0 BANG CAU HOI GAN LOC CHI TIET

6. Anh/chila cong dan hoidc thudng trd tai VIET NAM hodc anh/chi dang Iwu trd tam thoi & day, vi
du, anh/chi dang & day vai dang thi thuc di lam hodc la mét dang tam thoi khac?

Cong dan/ Thuong tra dan [TIEP TUC]
Tam trdc [CAM ON VA NGUNG]

7. Hién tai anh/chi la phu huynh hay nguoi giam ho cha hoc sinh trung hoc & HCM?
= C6[TIEP TUC]
»  Khong [CAM ON VA TIEP TUC]

8. Anh/chj cé hirng thi véi viéc cho con di du hoc khong?
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= R4t hirng thu
= Cé hirng thi mét chut
= Khong hitng thi 13m [KHONG QUA 2 DV/NHOM]
* Hoan toan khéng hirng thu [CAM ON VA NGUNG]
9. Va néu hoan cdnh cho phép, anh/chi cé du dinh cho con di du hoc?
*  R3tcothé
= Cothé

=  Khdng han [KHONG QUA 2 BAP VIEN/NHOM]
= Hoan toan khong thé [CAM ON VA NGUNG]

4.0 THONG TIN CHUNG CUA DAP VIEN
10. Anh/chi & trong d6 tudi nao?

= 35-44 tudi

" 45-54 tudi

*  Trén 55 tudi
NGUNG NEU PAP VIEN cO VAN BE VE THINH GIAC, POC/VIET CHT, KHONG LU'U LOAT HAY KHONG
NHANH NHAY, cO VAN DE VE NGON NGU.

*#%+(MOI KHU VU'C, TUYEN 10 NGU'Ol CHO 8-10 TRONG NHOM) ****

[Cho nhitng dap vién extra/trong list chd]

Cam on da tham gia tra |&i cdu hdi. Tuy nhién, nhém d3 dd ngudi, vay nén chdng t6i mudn dua anh/chi
vao danh sach cho. Biéu nay cé nghia la néu cé chd tréng, ching téi sé lién lac lai véi anh/chj dé kiém tra
liéu anh/chi cé thé tham gia héi thdo. Vui long chia sé s8 lién lac va dia chi email (néu cd), dé ching toi ¢
thé lién lac véi anh/chi? [GHI NHAN SO LIEN LAC]

[Cho nhirng dap vién dat chuan]
Cam on anh/chj da déng y tham gia hdi thao s& duoc dién ra tai vao luc vdi téng
thoi gian khoang 2 tiéng. Chinh phd Canada hd tro cho cudc nghién cru nay. Ching t6i s& cé phan qua

gli anh/chj dé cdm on thoi gian cta anh/chj bo ra tham gia nhém.

DAy 13 dia chi noi t6 chirc hoi thao:

Pat nwéc/ Thi trwéng Thanh phan nhém Ngay/ Gi¢

Phu Huynh ctia Hoc sinh cap 3, c¢6 y dinh cho con di

du hoc Xac dinh sau

TP.HCM, Vietnam
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Vui ldng tdi sé&m it nhat 20 phat d& dam bao anh/chi téi ding noi va cé thoi gian ding ki vao noi té chirc
hoi thao. Ki vao Bién Ban Bdo Mat Théng Tin 1a diéu kién bat budc dé anh/chj cé thé tham gia cudc hdi
thdo, qua duoc dua trén sy tham gia cha anh/chi vao nhém.

Ngoai ra, ching toi s& ki€ém tra chirng minh thu clia anh/chj trwdc budi gdp nhém, vi vay xin vui long chac
chan rang anh/chi mang theo 2 gidy t& dwoc chinh quyén cap cé hinh nhan dang clia anh/chi (vi du, gidy
phép l3i xe, thé strc khde hodc gidy t& khac). Ngoai ra, néu anh/chi can kinh dé doc, xin vui lobng mang
theo.

Cudc thao luan s& duoc ghi am va ghi hinh dé ho trg ching t6i trong qud trinh viét bdo cdo. Ngoai ra,
trong phong nay chi cé gwong mot chiéu. Ngdi dang sau chi€c guwong nay cé thé 1a nhan vién ctia cong ty
d3 tai tro cho nghién cru nay, va nhan vién cla cong ty Ipsos dé cé cai nhin rd nhat d6i véi cudc nghién
clru nay. Diéu nay la thu tuc tiéu chuin cda thao ludn nhém.

Vi chdng t6i chi dang mdi mét s6 luvong it ngwdi, sw tham gia cla anh/chi rat quan trong vdi ching téi.
Nhu ching téi d3 moi anh/chi tham gia dua trén nhitng cdu hdi ma ching ta d3 trai qua khéng lau trudc
do, ching téi yéu cau anh/chi khdng g&i mét ngudi dai dién thay mat anh/chi néu anh/chi khdng thé
tham gia duwoc. NEU Vi MOT VAI LY DO NAO DO ANH/CH| KHONG THE THAM GIA, XIN VUI LONG GOI
CHO CHUNG TOI DE TIM NGU'O1 THAY THE ANH/CHI. Anh/chi c6 thé goi chiing t&i VA0 s8 1-XXX-XXX-XXXX
vao van phong ching téi. S& c6 ngudi goi cho anh/chi trwdc mot ngay dé nhac anh/chi vé cudc thdo luan.

Thei gian nao 13 tét dé tim anh/chi?
Va s6 dién thoai nao?
T6i c6 thé cé tén chia anh/chi chi¥? @ TRANG TRU'GC

Cam o'n rat nhiéu cho sy giup d& cda anh/chi!
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