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INTRODUCTION
PURPOSE

The Government of Canada has announced Canada’s Universal Child Care Plan. The Plan has two components:

(
Direct support for parents through the $100 per month, per child under six Universal Child Care Benefit.


Parents began receiving monthly Universal Child Care Benefit cheques in July. The cheques are provided in addition to existing measures such as the Canada Child Tax Benefit, the National Child Benefit Supplement and the Child Care Expense Deduction.
(
A commitment to work with employers and non-profit organizations to create 25,000 child care spaces per year through the Child Care Spaces Initiative, beginning in 2007.

The Canada Revenue Agency will have responsibility for delivering the Benefit and will be using their existing Canada Child Tax Benefit (CCTB) database to capture the names and addresses of eligible recipients.  However, it is estimated that approximately 12% of eligible children (200,000 to 300,000) live in 190,000 families that have not applied for the CCTB.  

An advertising campaign is being developed with the following communication objectives:

(
Inform parents with children under the age of six about the new Canada’s Universal Child Care Benefit (CUCCB)

(
Inform those families who have not applied for the Canada Child Tax Benefit that to receive the CUCCB they must apply for it through the CCTB

(
Explain how to apply for the CUCCB

The advertising materials assessed in the research were:

(
Two radio ads (Couple and Playground), presented in finished form

(
Internet ad, presented in a storyboard format

The research objectives included:

(
Assess the communication effectiveness of each ad (e.g., perceived messages, message clarity, tone, whether would get attention, etc.)

(
Identify possible revisions to each ad that might improve its communication effectiveness

METHOD
Number/Location of Focus Groups

Four focus groups were conducted July 31, 2006, as follows:

	
	Total
	Toronto
	Montréal

	Urban residents
	2
	1
	1

	Suburban residents
	2
	1
	1

	Total
	4
	2
	2


Each focus group lasted 1 hour and 45 minutes.

Recruiting and Incentives 

(
There were 9 participants in each focus group, for a total of 36 participants.

(
All participants were paid an incentive of $70.

Participant Qualifications

The following were the requirements for all groups:

(
Must have at least one child less than six years of age

(
Have a household income of $70,000 or higher


Note that with this minimum income requirement, some participants (e.g., those with household income in the $70,000 to $100,000 range) had started to receive the CUCCB.

(
Comfortable reviewing written materials and completing brief questionnaires

(
Not attended a focus group in the past 12 months

(
Does not work in any of the following areas:  marketing research, advertising/graphic design, the Government of Canada, media, public relations, child care

(
In the case of the French-language focus groups, there were screening questions to ensure French is the participants’ primary language
(
Mix of women and men

(
Minimum of 3-4 recruits from immigrant or ethnic sub-groups

Urban residents had an address in Toronto or Montréal proper, while suburban residents had an address outside of these cities.

Discussion Agenda

At the beginning of each focus group, and before any group discussion, the two radio ads were presented, followed by the Internet ad.  The order of presentation of the two radio ads was rotated across groups.  The radio ads were then discussed first, after which the Internet ad was discussed.  The full discussion agenda can be found in the Appendix.

LIMITATIONS OF QUALITATIVE RESEARCH

It is important to note that this research was qualitative in nature, not quantitative.  As such, the results provide an indication of the participants’ views about the issues explored, but cannot be statistically generalized to the full population.

EXECUTIVE SUMMARY
RADIO ADS

(
The majority of participants found the radio ads to be informative, providing details they may not have known before.

(
Both radio ads effectively communicated the messages that:

--
There is a new Canada’s Universal Child Care Benefit (CUCCB) for parents of children under the age of 6

--
The benefit is $100 per month/$1,200 per year
--
You may have to apply
--
You can apply by going to the Web site, universalchildcare.ca

The only element of the above key messages that was not effectively communicated was the actual Web site address, universalchildcare.ca.  Participants got the message that they could go to a Web site for more information about applying, but most said they could not remember the precise address after hearing the radio ads.  Nonetheless, many said this was not actually a problem, because they felt they would be able to easily find the CUCCB Web site either by using a search engine or by going to the Government of Canada Web site.

(
While both radio ads effectively communicated the key messages, there were a few nuances of difference between the two ads for some participants:

--
Couple:  Some participants perceived this ad as emphasizing more that one can spend the benefit however one wants.  This was because of the word whatever in the copy line, We can use it for daycare, play programs…whatever (the French phrase was peu importe).

--
Playground:  Some participants perceived this ad as emphasizing more the message that “you may have to apply.”  This was because of the reference to the “sister” in the copy lines, Oh, you know what?  My sister didn’t get it yet…  Well I heard some people have to apply.

(
Some participants did not have a preference for one radio ad over the other, but the majority did.  Among the latter, preference was overall about evenly split between the two ads.

There were some gender-related factors underlying ad preference:

--
Playground:  Some participants -- primarily males -- said they would be unlikely to listen to this ad because it starts out with two women talking with each other.  They said they would assume the ad is for some product for women, and tune it out.  

--
Couple:  Some participants -- including both males and females, but somewhat more males -- did not like that the male is portrayed as not being well-informed about what is happening in their home.  On the other hand, some male participants preferred Couple over Playground because it does include a male/father role.

These gender differences in ad preference, together with the nuances of difference in message communication noted earlier, suggest there may be value in running both radio ads.

(
There were several issues common to both radio ads:
--
A number of participants suggested the ads should contain a telephone number for people who do not have convenient access to the Internet.  It is important to note, however, that almost all the participants had home Internet access, and did not personally need to have the telephone number.

--
The majority of participants perceived the ads as conveying that the CUCCB is for everyone with a child under six.  However, there were some participants who perceived the ads as implying there might be further eligibility requirements.  It is important to note, however, that this did not appear to deter them from being interested in checking the Web site for more information.

--
Some participants were not sure from the ads whether there are constraints on how people can spend the CUCCB, both because of the phrase “child care” in the name of the program, and the examples given in the ads.

INTERNET AD

(
Overall, the majority of participants had a positive reaction to the Internet ad.  For example, when asked to rate it on a 5-point scale from Bad to Excellent, the majority rated it as Good or better.
(
In terms of message communication, most perceived the text to be clear and simple, and felt the ad focused on the appropriate points and was at an appropriate level of detail.

(
Participants identified several aspects of the ad that might be changed, including:
--
Toy house graphic:  The graphic at the top of the ad is a toy house comprised of stacked blocks.  However, because of the relatively small size of this image in the context of the Internet ad, most participants did not realize this is what the image is.  A number of participants perceived it to be a dog house, while others perceived it to be a house (but not one comprised of stacked blocks, and therefore not a child’s toy).  In both cases, participants were generally mystified as to why this graphic was chosen, and in the case of the dog house some participants felt this was a negative image to use in connection with children.

--
Addition of “click here”: Many participants suggested adding an instruction to “click here”, usually to the final frame of the ad.

Another suggestion was to place the CUCCB Web site address on the frames.  Depending on how this is done graphically, it might then not be necessary to also have a “click here” graphic.

--
Colour contrast of text to background:  Some participants commented that particularly on Frame #4, and to some extent on Frame #3, the colour of text is such that it tends to fade into the background.  They suggested there needs to be better contrast between the text and the background graphics on these frames.


DETAILED FINDINGS

RADIO ADS
PRIOR AWARENESS OF THE CUCCB
Most participants had heard of the CUCCB prior to coming to the focus groups, and many (e.g., those at the lower end of the allowed income range for the focus groups) had started to receive the benefit.

Nonetheless, the majority of participants found the radio ads to be informative, providing details they may not have known before.  While general awareness of the CUCCB was widespread among the participants, a number of participants knew little about it beyond the fact that some sort of plan existed to provide a benefit.  For example, they may not have known the precise name of the benefit, that the benefit had already started, or the amount of the benefit.
MESSAGE COMMUNICATION
The intended key messages in the two radio ads were:

(
There is a new Canada’s Universal Child Care Benefit (CUCCB) for parents of children under the age of 6
(
You may have to apply
(
You can apply by going to the Web site, universalchildcare.ca

Both radio ads effectively communicated these key messages, and also the message that the benefit is $100 per month/$1,200 per year.

The only element of the above key messages that was not effectively communicated was the actual Web site address, universalchildcare.ca.  Participants got the message that they could go to a Web site for more information about applying, but most said they could not remember the precise address after hearing the radio ads.  Reasons given for the difficulty in remembering the Web site address were that it is only stated once in the ad, and it is a very long name.  Associated with these reasons, some participants suggested repeating the Web site address, or changing to a shorter address.
Note that the statement of the French Web site address also included an explanation that it includes an “s”:  le site gardedenfants.ca , enfants avec un s.  This explanatory phrase generated a few negative comments in each group, with several participants indicating that it disrupted the flow of the ad or seemed strange to them.  However, other participants responded to this view by arguing that the presence of the “s” needs to be specified, otherwise they would not have the exact address and would not be able to access the site.  Another positive impact of the explanation of the “s” is that it helped draw attention to the fact that more information can be found on the Internet, even though as noted in the previous paragraph participants tended to have difficulty remembering the exact Web site address.
Although participants had difficulty remembering the specific Web site address, many said this was not actually a problem, because they felt they would be able to easily find the CUCCB Web site either by using a search engine (e.g., Google) or by going to the Government of Canada Web site.
While both radio ads effectively communicated the key messages, there were a few nuances of difference between the two ads for some participants:

(
Couple:  Some participants perceived this ad as emphasizing more that one can spend the benefit however one wants.  This was because of the word whatever in the copy line, We can use it for daycare, play programs…whatever (the French phrase was peu importe).  The copy in Playground did not contain an analogous indicator of open-ended usage.
(
Playground:  Some participants perceived this ad as emphasizing more the message that “you may have to apply.”  This was because of the reference to the “sister” in the copy lines, Oh, you know what?  My sister didn’t get it yet…  Well I heard some people have to apply.

OVERALL AD PREFERENCE
While some participants did not have a preference for one radio ad over the other, the majority did.  Among the latter, preference was overall about evenly split between the two ads.
It should also be noted that there was quite a strong order-of-presentation effect on preference, with participants tending to prefer the ad that was presented second -- probably because by that point they could more quickly/easily perceive the intended messages.  The results by city:
(
Toronto:  In each group, the majority of participants preferred the ad presented second.  Since the order of presentation was rotated, this resulted in a split preference overall.

(
Montréal:  In the group where Couple was presented second, the majority preferred that ad.  In the group where Playground was presented second, preference was split between the two ads (and about half of participants had no preference).

There were some gender-related factors underlying ad preference:

(
Playground:  Some participants -- primarily males -- said they would be unlikely to listen to this ad because it starts out with two women talking with each other.  They said they would assume the ad is for some product for women, and tune it out.  Conversely, some female participants said they were particularly attracted to this ad because it is a “gossipy” conversation between two female friends.

(
Couple:  Some participants -- including both males and females, but somewhat more males -- did not like that the male is portrayed as not being well-informed about what is happening in their home -- namely, that the household is already receiving the CUCCB.  On the other hand, some male participants preferred Couple over Playground because it does include a male/father role.
These gender differences in ad preference, together with the nuances of difference in message communication noted earlier, suggest there may be value in running both radio ads.

ISSUES COMMON TO BOTH RADIO ADS
It was noted earlier that for both radio ads, most participants had difficulty remembering the exact Web site address for the CUCCB.  The following are other issues common to both ads:

(
Absence of a telephone number:  The radio ads refer to getting more information about applying on the Internet, but do not include a toll-free telephone number.  A number of participants suggested the ads should contain a telephone number for people who do not have convenient access to the Internet.  It is important to note, however, that almost all the participants (who were in the upper income range that is the target for this advertising campaign) had home Internet access, and did not personally need to have the telephone number.  Rather, they were suggesting it be present for “other” people.
(
Perceived universality of the CUCCB:  The majority of participants perceived the ads as conveying that the CUCCB is for everyone with a child under six.  However, there were some participants who perceived the ads as implying there might be further eligibility requirements.  The latter perception was triggered by the message in the ads that not everyone will receive the benefit automatically and that it may be necessary to apply.  The ads do not give the reason why this is the case, and associated with this some participants inferred that the reason might be because some people with children under six are not eligible for the benefit.

It is important to note, however, that although some participants were uncertain about whether the benefit is truly “universal”, this did not appear to deter them from being interested in checking the Web site for more information.
(
Perception of the CUCCB can be used:  Some participants were not sure from the ads whether there are constraints on how people can spend the CUCCB, both because of the phrase “child care” in the name of the program, and the examples given in the ads (e.g., preschool, daycare, play programs).  As noted earlier, the Couple ad was a bit clearer on this point, because some participants noted the reference to whatever (peu importe) in the script, and interpreted as implying there are no constraints on how the benefit can be spent.
COUPLE
Perceived Positive Aspects of the Execution
(
The scenario of a couple talking to each other with children playing in the background was generally perceived to be a positive and appropriate one, given the subject matter of the ad.

(
The inclusion of both the father and the mother is consistent with both parents being involved in raising their children.


As noted earlier, in comparison with the Playground ad which features two women, some male participants said they would be more likely to listen to the Couple ad because of the presence of the father.

(
Some participants felt the Couple ad presents information in a simpler, more structured “question-and-answer” format than does the Playground ad, which uses a looser, more conversational structure.  These participants felt it was easier to get information from the Couple ad than from the Playground ad.

(
Some participants liked the humour of the last line, Well, I’ll take this over a bill any day.
Perceived Issues

(
As described earlier, some participants (more often male participants) did not like that the male is portrayed as not being well-informed about what is happening in their home.

(
Some participants felt the opening line was rather weak in terms of likelihood of getting a listener’s attention:  Hey Karen, have you seen the mail?  By contrast, the opening line of Playground -- Hey Claire, did you get it? -- tended to be perceived as more engaging and intriguing, and as more energetically delivered.
(
Several participants suggested the ad should include a time criterion for when/whether to look into applying for the CUCCB -- for example, a statement of the form, “If you haven’t received a cheque by September 1, then apply.”  The reason was these participants were not sure if the benefit program had already started, or whether it was about to start and that people should still wait to see if they will automatically receive the benefit.


Note that this reaction was less likely to occur in the context of the Playground ad because of the copy, Oh, you know what?  My sister didn’t get it yet…Well, I heard some people have to apply.  The phrase, “didn’t get it yet”, implies the program has already started, and therefore suggests looking right away into applying if one has not yet received any benefit payments.

PLAYGROUND
Perceived Positive Aspects of the Execution

(
A number of participants -- albeit more likely female than male participants -- liked the scenario of two women having a conversation and sharing information.  They found this interesting and engaging (“you are listening in on a conversation”).  Some also commented that this is a realistic scenario in the sense that this was very much like how they had first heard about the CUCCB -- i.e., in a conversation with someone.

(
Some participants commented they perceived Playground to have a more positive tone than Couple.  This seemed to be because in Playground both characters were somewhat knowledgeable about the CUCCB, whereas in Couple the mother is knowledgeable but the father is not.  
(
As described in the previous section, some participants felt the beginning line of Playground was more effective in getting a listener’s attention than is the first line of Couple.
Perceived Issues

(
As described earlier, some participants -- particularly males -- said they would probably stop listening to the ad right after hearing the opening lines, because they would assume the ad is about some product for women.

(
In the French recording of the ad, it appears the voices used caused some difficulty in understanding the scenario.  It was suggested the two characters have very similar voices, making it difficult to tell who was talking -- the first woman or the second woman.  Note, though, that this did not appear to interfere with perceiving the intended messages in the ad.

(
Some participants felt the speech delivery was a bit too fast.  This comment was made about both the English and French versions of the ad, but was a bit more likely to be made about the French version.
(
Several participants did not like the last line of the ad, looks like we’re not the only ones who get it, because they did not feel it had a clear meaning.
INTERNET AD

Overall, the majority of participants had a positive reaction to the Internet ad.  For example, when asked to rate it on a 5-point scale from Bad to Excellent, the majority rated it as Good or better.

In terms of message communication, most perceived the text to be clear and simple, and felt the ad focused on the appropriate points and was at an appropriate level of detail.

(
A few participants did suggest adding text to reinforce that the benefit is for everybody, because for them the line You may need to apply implied there might be limited eligibility.

Perceived Positive Aspects of the Execution

(
Participants generally liked the use of different colours in the title, and the background illustration of the children playing in a circle.  They felt this gave the ad a warm and appealing feeling.
(
The body text is easy to read in terms of the size of the print (however, as noted below, there are issues with the colour of body text on some frames).

(
The Canada wordmark is important not only for identifying the program sponsor, but also for assuring the user of the “safety” of clicking on the ad.

Perceived Issues

Major Issues

(
Toy house graphic:  The graphic at the top of the ad is a toy house comprised of stacked blocks.  However, because of the relatively small size of this image in the context of the Internet ad (and it should be noted that the images tested in the focus groups were larger than the images that would likely appear on a Web site), most participants did not realize this is what the image is.  A number of participants perceived it to be a dog house, while others perceived it to be a house (but not one comprised of stacked blocks, and therefore not a child’s toy).  In both cases, participants were generally mystified as to why this graphic was chosen, and in the case of the dog house some participants felt this was a negative image to use:  “I would never keep my child in dog house.”

Participants suggested alternative graphics such as a teddy bear, a bike, lego blocks, or a child on a skateboard.  One participant suggested replacing the graphic with the word “New” (and they suggested putting it inside a child’s drawing of a rising sun).  The rationale for the latter was that this could help draw attention to the ad, and several other participants in the group endorsed the suggestion.
(
Addition of “click here”:  Prior to presenting the Internet ad, the moderator explained that one could click anywhere on the ad at any time to get to a detailed information page on the CUCCB.  Nonetheless, after seeing the ad, many participants suggested adding an instruction to “click here”, usually to the final frame of the ad.  They gave several reasons:
--
Some people may not realize that you can typically click anywhere on an ad to get to a more detailed page.

--
Some participants said they deliberately avoid moving their mouse over Internet ads for fear of triggering pop-up ads.  As a result, they would never see the mouse cursor change to hand signal over the ad, signaling that the ad is clickable.

--
A few participants said that although they know ads are generally clickable, they nonetheless might not think to click the ad without an explicit invitation to do so.
We also note the following:

--
Although participants usually suggested adding the “click here” graphic to the final frame, in practical terms it might be better to make it an element on all the frames, so that the invitation to click is visible all the time rather than just for several seconds.

--
Proximity to the Canada wordmark would probably be helpful, because the wordmark signals that this would be a “safe” ad to click on.

Another suggestion was to place the CUCCB Web site address on the frames.  Depending on how this is done graphically, it might then not be necessary to also have a “click here” graphic.

(
Colour contrast of text to background:  Some participants commented that particularly on Frame #4, and to some extent on Frame #3, the colour of text is such that it tends to fade into the background.  They suggested there needs to be better contrast between the text and the background graphics on these frames.
Other Issues/Participant Suggestions

(
Frame #1:  Some participants suggested deleting the first frame, because it does not have any body copy on it.

(
Frame #2:  One participant suggested adding the word “receive” -- that is, instead of $100 per month per child under six, to say “Receive $100 per month per child under six.”  They said that for a moment they thought the line was talking about something that would cost the parent $100 per month.
(
Diversity in the background graphic:  In Toronto, several participants suggested there needs to be more diversity in the ethnic backgrounds of the children.  Note, though, that this issue did not emerge in the Montréal groups, and in fact there a few participants commented positively on the diversity of the children.

(
Animation of the background graphic:  A few participants suggested partial animation of the background graphic -- that is, each time text in a frame fades and is replaced by a new line of text, the circle of children would rotate.  They felt this could make the ad more attention-getting, and one participant in Toronto suggested this could be used to enhance the perceived diversity of the children.  Note, though, that some participants were concerned this sort of animation in the background might distract attention from the text, and therefore reduce the message communication effectiveness of the ad.

APPENDIX


SCREENERS

Child Care Benefit Screener

Note to recruiter:  When terminating a call with someone, say:  Thank you for your cooperation.  We already have enough participants who have a similar profile to yours, so we are unable to invite you to participate.

Hello, I’m ___________________ from R.I.S. Christie, a marketing research company.  We are conducting research for the Government of Canada.  May I speak to either the male or the female head of your household?  [When you have the person on the line, re-introduce yourself as necessary, and continue].

This research project is about some communication materials the Government of Canada is developing for parents of young children.  The purpose of the research is to make sure the communication materials are clear and easy to understand.

We will be asking individuals like yourself to sit down with several others to review the draft communication materials, and you would be asked to provide your opinions and ideas.  We are having a few of these sessions, and would be interested in possibly having you participate.

Your participation is completely voluntary and your decision to participate or not will not affect any dealings you may have with the federal Government.  All information collected, used and or disclosed will be used for research purposes only and administered as per the requirements of the Privacy Act.  The full names of participants will not be provided to the government or any other third party.  May I continue?  (If “no”, thank and terminate)

I need to ask you a few questions to see if you fit the profile of the type of people we are looking for in this research.  This will only take a few minutes.

0)
Record gender:
	Male
	1
	Monitor quotas

	[image: image5.jpg]Female
	2
	


1)
Do you have any children 5 years of age or younger living with you?
	Yes
	1
	

	No
	[image: image6.wmf]2
	Thank and terminate


2)
Do you, or does anyone in your household, work in any of the following areas?  (Read list) 

	
	No
	Yes
	

	A marketing research firm
	(    )
	(    )
	If “yes” to any,
thank and terminate

	A magazine or newspaper
	(    )
	(    )
	

	The Government of Canada
	(    )
	(    )
	

	A radio or television station
	(    )
	(    )
	

	A public relations company
	(    )
	(    )
	

	An advertising agency or graphic design firm
	(    )
	(    )
	

	In the area of child care
	(    )
	(    )
	


3)
We would like to talk to a cross-section of people with different income levels.  Which one of the following groups best describes your household income before taxes?  (Read List) 

	Under $34,000
	[image: image7.png]


1
	
	Thank and terminate

	$34,000 to $69,000
	2
	
	

	$70,000 to 99,000
	3
	
	Qualifies

	$100,000 or more
	5
	
	


4)
We would like to invite people in different age groups.  Into which one of the following groups should I place you?  (Read List)
	Under 18
	1
	
	Thank and terminate

	18-24
	2
	

	25-34
	3
	

	35-44
	4
	

	45 or older
	5
	


5)
We would like to talk to people who live in different areas.  What city do you live in?

___________________

Based on the city mentioned, classify as Urban or Suburban

[     ]
Urban

[     ]
Suburban

6)
We would like to include a cross-section of people in our group discussion.  Which ethnic or cultural group do you most closely associate yourself with?

_________________________________________________________  (Monitor quotas)
7a)
Are you currently in the paid labour force?

Yes
Is that …
Full-time
1



or
Ask Q.7b

Part-time
2

No
3
7b)
And what is your occupation -- that is, the type of work you do and the type of company you work for?

______________________________
______________________________


(Type of work)
(Type of company)

(Check against exclusions in Q.2)
IF RECRUITING FOR URBAN AND SUBURBAN GROUPS IN MONTRÉAL, ASK Q.8a-8b
IF RECRUITING FOR URBAN AND SUBURBAN GROUPS IN TORONTO, GO TO Q.9
8a)
Do you speak French or English most often…?  (Read list.  Accept one answer only for each place)

	
	French most often
	English most often
	Other language

	At home
	1
	2
	3

	At work
	1
	2
	3


8b)
In which language do you listen most often to/read…?  (Read list.  Accept one answer only for each medium)

	
	French most often
	English most often
	Other language

	Television
	1
	2
	3

	Radio
	1
	2
	3

	Newspapers or magazines
	1
	2
	3



QUALIFIES FOR MONTRÉAL GROUPS IF ANSWERS:

· ‘FRENCH MOST OFTEN’ FOR AT LEAST 1 ITEM IN Q.8a

and

· FRENCH MOST OFTEN’ FOR NEWSPAPERS OR MAGAZINES AND EITHER RADIO OR TELEVISION IN Q.8b

ASK EVERYONE:

9)
As I mentioned to you earlier, we are organizing some discussion groups among people like yourself.  Have you ever taken part in such discussion groups?

	Yes
	1
	
	Go to Q.10a

	No
	2
	
	Go to Q.11


10a)
And when was the last time you attended a discussion group?

	12 months ago or less 
	1
	
	Thank and terminate

	OR more than 12 months ago
	2
	
	


10b)
What topics have you ever discussed?


__________________________________________________________________________


(If related to child benefits, thank and terminate)
11)
Participants in the discussion session will be asked to read some printed materials and fill in a short questionnaire.  Would you be comfortable doing this?

	Yes
	1
	
	

	No
	2
	
	Thank and terminate



Terminate if person gives a reason such as sight, hearing, verbal ability, or related to reading/writing ability, or if they think they may have difficulty expressing their thoughts.

Thank you.  We would like to invite you to participate in one of our group discussions.  Refreshments will be provided, and you will be paid $70 for your participation.  The discussion will last 1 hour and 45 minutes and will be held (give date/time/location, then go to “Name/Address”).

	City/Date:
	Location:
	Time:

	Toronto
Mon.., July 31
	Head Quarters (downtown)
1255 Bay St., 3rd Floor

	Suburban 6:00 pm:  (    )

Urban  7:45 pm:  (    )

	Montréal
Mon.., July 31
	Ad Hoc Research
1250 Guy Street, Vox Populi Room, Suite 900
	Suburban 6:00 pm:  (    )

Urban  7:45 pm:  (    )


“Name/Address” Section

Someone from our office will be calling you back to confirm these arrangements.  Could I please have your name and phone number where we can reach you during the evening and during the day?

Name:


Address:


Evening phone:

Day time phone:


Thank you very much!

Recruited by:


Confirmed by:

Questionnaire de sélection sur l’indemnité de garde d’enfants

Note à l’intention du recruteur :  Lorsque vous mettez fin à un appel avec quelqu’un, dites :  Merci pour votre coopération.  Nous avons déjà un nombre suffisant de participants qui ont un profil semblable au vôtre.  Donc, il nous est impossible de vous inviter à participer. 

Bonjour.  Je m’appelle ___________________ et je travaille pour R.I.S. Christie, une société de recherche en marketing.  Nous effectuons un sondage pour le Gouvernement du Canada.  Est-ce que je peux parler avec l’homme ou la femme de votre foyer ?  [Lorsque cette personne est en ligne, présentez-vous de nouveau, au besoin, et continuez]
Ce projet de recherche porte sur certains documents de communication que le Gouvernement du Canada élabore.  Le but de la recherche est de s’assurer que les documents de communication sont clairs et faciles à comprendre.

Nous demanderons à des gens, comme vous, de venir s’asseoir avec plusieurs autres personnes pour lire les documents préliminaires de communication et nous solliciterons vos opinions et idées. Nous organisons quelques-unes de ces séances et nous serions intéressés à votre participation.

Votre participation est tout à fait volontaire et votre décision de participer ou non n’affectera aucunement les relations que vous pourriez avoir avec le gouvernement fédéral.  Tous les renseignements recueillis, utilisés et(ou) divulgués seront utilisés à des fins de recherche seulement et ils seront administrés en conformité avec les exigences de la Loi sur la protection des renseignements personnels.  Les noms des participants ne seront pas transmis au gouvernement ou à tout autre tiers.  Est-ce que je peux continuer?  (Si « non », remerciez et terminez)
Je dois vous poser quelques questions pour voir si vous correspondez au type de personne que nous recherchons pour cette recherche.  Cela ne prendra que quelques minutes.

0)
Inscrivez le sexe :
	Homme
	1
	Surveillez les quotas

	Femme
	2
	


1)
Avez-vous des enfants de 5 ans ou moins qui habitent avec vous? 

	Oui
	1
	

	Non
	2
	Remerciez et terminez


2)
Est-ce que vous ou toute autre personne dans votre ménage, travaillez dans l’un des domaines suivants?  (Lisez la liste)
	
	Non
	Oui
	

	Une firme de recherche en marketing
	(    )
	(    )
	Si « oui » à un,
remerciez et terminez

	Une revue ou un journal
	(    )
	(    )
	

	Le Gouvernement du Canada
	(    )
	(    )
	

	Une station de radio ou de télévision
	(    )
	(    )
	

	Une société de relations publiques
	(    )
	(    )
	

	Une agence de publicité ou une firme de graphisme
	(    )
	(    )
	

	Dans le domaine de garde ou soin d’enfants
	(    )
	(    )
	


3)
Nous aimerions discuter avec un groupe représentatif de personnes ayant des revenus différents.  Lequel des groupes, parmi les suivants, décrit le mieux le revenu de votre ménage avant impôts?  (Lisez la liste) 

	Moins de 34000 $
	1
	
	Remerciez et terminez

	Entre 34 000 et 69 000 $
	2
	
	

	Entre 70 000 et 99,000 $
	3
	
	Admissible

	100 00 $ ou plus
	5
	
	


4)
Nous aimerions inviter les gens faisant partie de différents groupes d’âges. Dans quel groupe d’âges, parmi les suivants, devrais-je vous placer?  (Lisez la liste)
	Moins de 18 ans
	1
	
	Remerciez et terminez

	18-24
	2
	

	25-34
	3
	

	35-44
	4
	

	45 ans ou plus
	5
	


5)
Nous aimerions parler avec des gens qui habitent différentes régions.  Dans quelle ville habitez-vous ? 

___________________

D’après la ville mentionnée, classes comme urbain ou banlieue.

[     ]
Urbain

[     ]
Banlieue

6)
Nous aimerions inclure un groupe représentatif de personnes dans notre discussion de groupe.  Avec quel groupe ethnique ou culturel vous associez-vous le plus étroitement ? 

_____________________________________________________  (Surveillez les quotas)
7a)
Avez-vous présentement un emploi rémunéré?

Oui
Est-ce un emploi…
à temps plein
1




ou



Posez Q.7b


à temps partiel
2

Non

3

7b)
Et quelle est votre occupation, c'est-à-dire le type de travail que vous faites et le type de compagnie pour laquelle vous travaillez ? 

______________________________
______________________________


(Type de travail)
(Type de compagnie)

(Vérifiez les exclusions de Q.2)

SI VOUS RECRUTEZ POUR LES GROUPES URBAIN ET DE BANLIEUE À MONTRÉAL, POSEZ LA Q.8a-8b

SI VOUS RECRUTEZ POUR LES GROUPES URBAIN ET DE BANLIEUE À TORONTO, ALLEZ À LA Q.9
SI VOUS RECRUTEZ POUR MONTRÉAL, POSEZ LA Q.8a-8b
8a)
Parlez-vous  le français ou l’anglais le plus souvent…?  (Lisez la liste.  Acceptez une seule réponse pour chaque endroit)

	
	Français
le plus souvent
	Anglais
le plus souvent
	Autre langue

	À la maison
	1
	2
	3

	Au travail
	1
	2
	3


8b)
Dans quelle langue écoutez-vous ou lisez-vous le plus souvent…?  (Lisez la liste.  Acceptez une seule réponse pour chaque média)

	
	Français 
le plus souvent
	Anglais 
le plus souvent
	Autre langue

	Télévision
	1
	2
	3

	Radio
	1
	2
	3

	Journaux ou revues
	1
	2
	3



ADMISSIBLE AUX GROUPES DE MONTRÉAL, SI LES RÉPONSES SONT :

· « FRANÇAIS LE PLUS SOUVENT » POUR AU MOINS 1 ÉNONCÉ À LA Q.8a

et

· « FRANÇAIS LE PLUS SOUVENT » POUR JOURNAUX OU REVUES ET SOIT RADIO SOIT TÉLÉVISION À LA Q.8b

DEMANDEZ À TOUS LES RÉPONDANTS :
9)
Comme je vous l’ai mentionné plus tôt, nous organisons quelques groupes de discussion auprès des gens, comme vous.  Avez-vous déjà participé à de tels groupes de discussion?

	Oui
	1
	
	Allez à la Q.10a

	Non
	2
	
	Allez à la Q.11


10a)
Et à quand remonte la dernière fois que vous avez participé à un groupe de discussion?

	Il y a 12 mois ou moins 
	1
	
	Remerciez et terminez

	OU il y a plus de 12 mois
	2
	
	


10b)
Quels sujets ont été discutés?


__________________________________________________________________________


(Si le sujet se rapporte aux indemnités et prestations pour enfant, remerciez et terminez)
12)
On demandera aux participants à la séance de discussion de lire quelques courts documents imprimés et de répondre à un bref questionnaire.  Seriez-vous à l’aise de faire ceci?

	Oui
	1
	
	

	Non
	2
	
	Remerciez et terminez



Terminez si la personne donne comme raison un problème de vue, d’ouïe, verbal ou se rapportant à la lecture ou l’écriture ou si elle pense qu’elle pourrait avoir de la difficulté à exprimer ses pensées.

Merci.  Nous aimerions vous inviter à participer à l’une de nos discussions de groupe.  Des rafraîchissements seront servis et vous recevrez 70 $ pour votre participation.  La discussion durera une (1) heure et 45 minutes et aura lieu à (donnez la date/l’heure/l’endroit, puis allez à « Nom/adresse »).

	Ville/Date :
	Endroit :
	Heure :

	Toronto

Lundi, 31 juil.
	Head Quarters (centre-ville)

1255 Bay St., 3e étage
	Banlieue 18 h  : (    )

Urbain 19 h 45 : (    )

	Montréal

Lundi, 31 juil.
	Ad Hoc Research

1250, rue Guy, Salle Vox Populi, bureau 900
	Banlieue 18 h  : (    )

Urbain 19 h 45 : (    )


Section « Nom/Adresse »

Une personne de notre bureau vous téléphonera pour confirmer ces dispositions.  Pourrais-je connaître votre nom et votre numéro de téléphone où nous pouvons vous rejoindre le soir et le jour?

Nom :


Adresse :


Téléphone le soir :

Téléphone le jour :


Merci beaucoup!

Recruté par :


Confirmé par :


DISCUSSION MATERIALS

Discussion Guide

1)
Introduction (5 minutes)

a)
Introduce self, and explain purpose of research:  This research is being sponsored by the Government of Canada.  The Government is considering running an advertising campaign in the next several months.  They have ideas for how to do this advertising campaign.  What I’ll be doing is showing you the ideas they have, and asking you for your opinions.

b)
Review group discussion procedures:
--
Role of moderator

--
No right or wrong answers

--
Confidentiality:  Your full names will not be provided to the Government of Canada or to any other third party

--
Audio-taping

--
Presence of observers from the Government of Canada

--
Please turn off cellphones, pagers

c)
Participant self-introductions:  first name only, number and age of children

2)
Review concepts (25 minutes)
a)
Overview of procedure:  The Government of Canada is planning to run an advertising campaign, and they have developed two radio ads and an ad that would appear on the Internet.


In the first part of this session, I am going to show you the ads and ask you to fill in some short questionnaires on your reactions.  After you have seen everything and filled in the questionnaires on your own, we will discuss your reactions.

Presentation of Radio Ads
There are two radio ads.  The Government may choose to run both ads, or just one of them.

I will play each radio ad for you twice, and after each ad will ask you to fill in a brief questionnaire on your reactions.

--
Pass out and review Radio Ad questionnaire 

(
Tell participants not to write on the questionnaire until they are done listening to the ad

(
Don’t worry about spelling or grammar, but please do make notes for yourself

(
Don’t discuss this with other group members – assume you are listening to the ad alone 

--
Play each radio ad, and after each have participants fill in the questionnaire

Rotate order of showing the two ads across the two focus groups

--
After both radio ads have been presented, have participants complete Radio Ad Preference questionnaire

Presentation of the Internet Ad
The Internet ad would appear on various websites that might be visited by parents.

The ad would appear in a box on part of the Web page you are viewing.  As you stay on that Web page, what you see in the ad box would continuously alternate between two images.  There would not be any sound.  Each image would display for a few seconds, and then the other image would display for a few seconds.  

I cannot show you a live version of the ad.  Instead, I will show it to you using boards that I will hold up.  However, I want you to use your imagination to think about what the ad would look like on the Internet.  On the Internet, each image you see would stay on your screen for several seconds, and then be replaced by the other image I show.  I want you to use what you see here to imagine what the Internet ad would look like on a computer screen, and then react to the ads on that basis.

(
Pass out and review Internet Ad Questionnaire

--
Tell participants not to write on the questionnaire until we have seen all the ad concepts

--
Don’t worry about spelling or grammar, but please do make notes for yourself

(
Present the Internet ad twice.  When finished, leave the boards displayed until participants have completed the questionnaire, then turn them over.

(
Have participants complete Internet Ad questionnaire

GROUP DISCUSSION
RADIO AD CONCEPTS  (55 minutes)
(
Refer participants to Radio Ad Preference questionnaire, and do votes on which was liked more, and which would be more likely to be listened to.  Use the results to decide which radio ad to discuss first, and which second.

For the first radio ad:

(
Re-play the radio ad
(
Do vote on overall reaction (Q.1)

(
Starting with those most positive towards the ad, ask each participant why they gave it the rating they did, and probe on:

--
Thoughts and feelings;  How do you feel about tone of the ad?

--
Perceived messages

Note:  key message areas are:

· Make aware of the Universal Child Care Benefit

· May have to apply

· Can apply by going to the website, universalchildcare.ca
--
Perceived personal importance of the messages;  did you learn anything new?

Probes:
Before today, had you heard of the Universal Child Care Benefit?


If yes:
Did you know if you were eligible for the benefit?



Have started receiving the benefit?


Do you receive monthly payments of the Canada Child Tax Benefit?
--
What, if anything, particularly liked about the ad?

Probe:
If prefer this ad over the other radio ad, why?

--
What, if anything, was unclear, or disliked?

--
Likelihood of listening to the ad if you were listening to the radio

Probe:
If more likely to listen to this ad than the other radio ad, why?

--
Do/would you remember the website address?  Do you think you might actually go to the website as a result of hearing this ad on the radio?

For the second radio ad:

(
Re-play the radio ad
(
Do vote on overall reaction (Q.1)

(
Starting with those most positive towards the ad, ask each participant why they gave it the rating they did, and probe on:

--
Thoughts and feelings;  How do you feel about tone of the ad?

--
Perceived messages

Note:  key message areas are:

· Make aware of the Universal Child Care Benefit

· May have to apply

· Can apply by going to the website, universalchildcare.ca

Were the messages in this ad different from the other one?  If so, different in what way?

--
What, if anything, particularly liked about the ad?

Probe:
If prefer this ad over the other radio ad, why?

--
What, if anything, was unclear, or disliked?

--
Likelihood of listening to the ad if you were listening to the radio

Probe:
If more likely to listen to this ad than the other radio ad, why?

INTERNET AD CONCEPT  (20 minutes)

(
Display the boards, and pass out paper copies

(
Do vote on overall reaction (Q.1)

(
Starting with those most positive towards the ad, ask each participant why they gave it the rating they did, and probe on:

--
What, if anything, particularly liked about the ad?

--
Likelihood of watching the ad if you were at a website where it was present

--
Do you think if you saw the ad you would click through to the website?  If not, why not?

--
What, if anything, was unclear, or disliked?

Note:  key message areas are:

· Make aware of the Universal Child Care Benefit

· May have to apply

· Can apply by going to the website, universalchildcare.ca
WRAP-UP

Thank participants for their input.

Radio Ad H

1)
Overall, taking everything into consideration, how would you rate this radio ad?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Bad


2)
What are your thoughts and feelings after hearing this ad?

3)
What are the messages you get from this ad?

4)
Please write down anything that you particularly like about this ad:

5)
Please write down anything that you don’t like about this ad, or anything that you found confusing:

Radio Ad P

1)
Overall, taking everything into consideration, how would you rate this radio ad?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Bad


2)
What are your thoughts and feelings after hearing this ad?

3)
What are the messages you get from this ad?

4)
Please write down anything that you particularly like about this ad:

5)
Please write down anything that you don’t like about this ad, or anything that you found confusing:

Radio Ad Preference

1)
Comparing the two radio ads you heard, do you:
	1
	Like radio ad H more

	2
	Like radio ad P more

	3
	Have no preference for one over the other


2)
If you were listening to the radio, would you be more likely to pay attention to one ad than the other?
	1
	More likely to listen to radio ad H

	2
	More likely to listen to radio ad P

	3
	No difference in likelihood of listening


Internet Ad

1)
Overall, taking everything into consideration, how would you rate this ad?  (Please circle one number below)

	1
	Excellent

	2
	Good

	3
	OK

	4
	Not very good

	5
	Bad


2)
Is there anything unclear in the text, or anything you would change about the text?


______________________________________________________________________________

Guide de discussion 

1)
Introduction (5 minutes)

a) Présentez-vous et expliquez le but de la recherche : Ce projet de recherche est parrainé par le gouvernement du Canada qui pense effectuer une campagne publicitaire dans les mois à venir. Ils ont des idées sur la façon de faire cette campagne publicitaire. Je vais donc vous montrer les idées qu’ils ont et recueillir vos opinions à leur sujet. 

b) Passez les procédures de la discussion de groupe en revue :
--
Le rôle de l’animatrice 

--
Il n’y a pas de bonnes ni de mauvaises réponses

--
Confidentialité. Vos noms au complet ne seront pas communiqués au gouvernement du Canada ni à qui que ce soit d’autre.  Dans le rapport qui sera rédigé, aucun commentaire ne sera attribué à une personne en particulier.

--
Enregistrement sur cassette audio

--
Présence d’observateurs du gouvernement du Canada.

--
Veuillez éteindre vos cellulaires et vos pagettes SVP. 

--
La discussion durera environ 2 heures 

c)
Les participants se présentent eux-mêmes :  prénom seulement, nombre d’enfants et leur âge. 

2)
Révision des concepts (25 minutes)
a)
Présentation de la procédure:  Le gouvernement du Canada prévoit diffuser une campagne publicitaire et il a développé 2 annonces radio et une annonce qui apparaîtrait sur Internet. 


Durant la première partie de cette session, je vais vous montrer les annonces et vous demander de remplir une sorte de petit questionnaire sur vos réactions. Après que vous aurez tout vu et que vous aurez rempli vos questionnaires, chacun pour vous-mêmes, nous discuterons vos réactions ensemble. 

Présentation des annonces radio

Il y a 2 annonces radio. Le gouvernement pourra choisir de diffuser les 2 annonces, on juste une des deux. 

Je vais faire jouer chaque annonce radio 2 fois et, après chaque annonce, je vais vous demander de remplir un court questionnaire sur vos réactions. 

--
Distribuer et reviser le questionnaire pour l’annonce radio  

(
Dire aux participants de ne pas écrire sur le questionnaire avant d’avoir écouté l’annonce

(
Ne vous inquiétez pas de l’orthographe ou de la grammaire mais assurez-vous de bien prendre des notes pour vous-mêmes.

(
Ne discutez-pas avec les autres et ne passez pas de commentaries – prenez pour acquis que vous êtes seul pendant que vous écoutez l’annonce. 

--
Faites jouer chaque annonce radio et, après chacune, faire remplir le questionnaire par les participants. 

Alterner l’ordre de presentation des deux annonces d’un groupe à l’autre. 

--
Après que les 2 annonces radio auront été présentées, demander aux participants de compléter le questionnaire “Annonce radio préférée” 

Présentation de l’annonce Internet 

L’annonce Internet pourrait se trouver sur différents sites Internet que les parents seraient susceptibles de visiter. 

L’annonce apparaîtrait dans un encadré ou petite fenêtre à l’écran de l’ordinateur, et il s’agirait d’un petit vidéo que l’on verrait dans cet encadré. Le vidéo n’aurait pas de son, au lieu il y aurait une série d’images qui montrent des mots à l’écran. Chaque image resterait à l’écran pendant plusieurs secondes puis l’image suivante apparaitrait. 

Je ne peux pas vous montrer la version animée de cette annonce dans la forme video qu’elle aurait. Au lieu, je vais vous la montrer en utilisant une série d’images fixes qui sont imprimées et collées sur des panneaux que je vais tenir pour vous les montrer. Cependant, je voudrais que vous vous serviez de votre imagination pour penser à ce à quoi l’annonce ressemblerait sur l’Internet. Sur l’Internet, chacune des images que vous voyez resterait à l’écran pendant plusieurs secondes et serait ensuite remplacée par l’image suivante que je vous montre. Je vous demande donc de vous servir de ce que je vous montre ici pour imaginer à quoi l’annonce Internet pourrait ressembler sur un écran d’ordinateur puis à y réagir en conséquence.   

(
Distribuer et revoir le questionnaire sur l’annonce Internet 

--
Dire aux participants de ne rien écrire sur le questionnaire tant qu’ils n’ont pas vu tout le concept 

--
Ne vous préoccupez pas de l’orthographe ou de la grammaire mais assurez-vous de bien prendre des notes pour vous-mêmes 

(
Présenter l’annonce Internet 2 fois. Après avoir terminé, laissez le panneaux en évidence jusqu’à ce que les participants aient complété le questionnaire, puis retournez-les. 

(
Faire remplir le questionnaire « Annonce Internet » par les participants 

DISCUSSION DE GROUPE 

CONCEPTS DES ANNONCES RADIO  (55 minutes)

(
Référer les participants au questionnaire “Annonce radio préférée” et prendre le vote pour savoir laquelle a été préférée et laquelle ils seraient le plus susceptible d’écouter. Utiliser les résultats pour choisir quelle annonce radio discuter en premier lieu et quelle aborder en deuxième lieu. 

Pour la première annonce radio:

(
Jouer l’annonce radio à nouveau 

(
Prendre le vote sur la réaction globale (Q.1)

(
En commencant par ceux qui sont les plus positifs envers l’annonce, demander à chaque participant pourquoi ils ont donné cette note et sonder :

--
Pensées et impressions;  quelles sont vos impressions au sujet du ton de cette annonce?

--
Message perçu

Note: les messages clefs sont: 

· Créer de la notoriété à propos de la Prestation Universelle pour la garde d’enfants 

· Peuvent devoir faire une demande 

· Peuvent faire une demande via le site Web, www.gardedenfants.ca
--
Perception personnelle face à l’importance des messages; avez-vous appris quelque chose de nouveau/que vous ne saviez pas auparavant?

Sonder:
Aviez-vous entendu parler des « Prestation Universelle pour la garde d’enfants »?


Si oui:
Saviez-vous si vous êtiez éligible?



Avez-vous commencé à recevoir cette allocation?


Recevez-vous des paiements mensuels dans le cadre du programme Prestation fiscale canadienne pour enfants (PFCE)?

--
Si c’est le cas, qu’est-ce que vous avez particulièrement aimé dans cette annonce? 

Sonder:
Si vous préférez cette annonce plutôt que l’autre, pourquoi?

--
Qu’est-ce qui n’est pas clair ou que vous n’avez pas aimé, s’il y a lieu?

--
Quelle est la probabilité que vous écoutiez cette annonce si vous écoutiez la radio?

Sonder:
Si plus susceptible d’écouter cette annonce que l’autre, pourquoi?

--
Est-ce que vous vous rappelez/rappeleriez l’adresse Internet?  Pensez-vous que vous seriez vraiment susceptible de consulter le site Internet après avoir entendu cette annonce à la radio?

Pour la deuxième annonce radio:

(
Jouer l’annonce radio à nouveau

(
Prendre le vote sur la réaction globale (Q.1)

(
En commencant par ceux qui sont les plus positifs envers l’annonce, demander à chaque participant pourquoi ils ont donné cette note et sonder :

--
Pensées et impressions;  quelles sont vos impressions au sujet du ton de cette annonce?

--
Message perçu

Note: les messages clefs sont: 

· Créer de la notoriété à propos de la Prestation Universelle pour la garde d’enfants 

· Peuvent devoir faire une demande 

· Peuvent faire une demande via le site Web, www.gardedenfants.ca

Les messages/idées étaient-ils différents de ceux de l’autre annonce? Si oui, de quelle façon?

--
Si c’est le cas, qu’est-ce que vous avez particulièrement aimé dans cette annonce? 

Sonder:
Si vous préférez cette annonce plutôt que l’autre, pourquoi?

--
Qu’est-ce qui n’est pas clair ou que vous n’avez pas aimé, si c’est le cas?

--
Quelle est la probabilité que vous écoutiez cette annonce si vous écoutiez la radio?

Sonder:
Si plus susceptible d’écouter cette annonce que l’autre, pourquoi?

CONCEPT DE L’ANNONCE INTERNET  (20 minutes)

(
Montrer les panneaux avec les annonces et passer les copies papier

(
Prendre le vote sur la réaction globale (Q.1)

(
En commencant par ceux qui sont les plus positifs envers l’annonce, demander à chaque participant pourquoi ils ont donné cette note et sonder:

--
Si c’est le cas, qu’est-ce que vous avez particulièrement aimé dans cette annonce? 

--
Quelle est la probabilité que vous regardiez l’annonce si elle se trouvait sur un site que vous regardez? 

--
Pensez-vous que si vous voyiez l’annonce, vous cliqueriez dessus sur le site Web? Si non, pourquoi pas?

--
Qu’est-ce qui n’est pas clair ou que vous n’avez pas aimé, si c’est le cas?

Note: les messages clefs sont: 

· Créer de la notoriété à propos de la Prestation Universelle pour la garde d’enfants 

· Peuvent devoir faire une demande 

· Peuvent faire une demande via le site Web, www.gardedenfants.ca
CONCLUSION

Remercier les participants de leur contribution. 

Annonce Radio H

1)
Globalement, tout bien considéré, quelle evaluation faites-vous de cette annonce radio?  (SVP encercler un chiffre ci-dessous)

	1
	Excellente

	2
	Bonne

	3
	OK

	4
	Pas très bonne

	5
	Mauvaise


2)
Quelles sont vos idées et impressions après avoir entendu cette annonce?

3)
Quels messages retenez-vous de cette annonce?

4)
SVP inscrire tout ce que vous aimez particulièrement à propos de cette annonce:

5)
SVP inscrire ce que vous n’aimez pas à propos de cette annonce ou que vous trouvez qui prête à confusion:

Annonce radio P

1)
Globalement, tout bien considéré, quelle evaluation faites-vous de cette annonce radio?  (SVP encercler un chiffre ci-dessous)

	1
	Excellente

	2
	Bonne

	3
	OK

	4
	Pas très bonne

	5
	Mauvaise


2)
Quelles sont vos idées et impressions après avoir entendu cette annonce?

3)
Quels messages retenez-vous de cette annonce?

4)
SVP inscrire tout ce que vous aimez particulièrement à propos de cette annonce:

5)
SVP inscrire ce que vous n’aimez pas à propos de cette annonce ou que vous trouvez qui prête à confusion:

Annonce Radio Préférée 

1)
En comparant les 2 annonces radio que vous avez entendues, est-ce que vous:
	1
	Aimez davantage l’annonce H

	2
	Aimez davantage l’annonce P

	3
	N’en préférez pas une plus que l’autre


2)
Si vous écoutiez la radio, est-ce que vous seriez plus susceptible de prêter attention à une annonce qu’à l’autre?
	1
	Plus susceptible d’écouter l’annonce H

	2
	Plus susceptible d’écouter l’annonce P

	3
	Pas de différence à propos de la probabilité de les écouter 


Annonce Internet

1)
Globalement, tout bien considéré, comment évaluez-vous cette annonce?  (SVP encercler un chiffre ci-dessous)

	1
	Excellente

	2
	Bonne

	3
	OK

	4
	Pas très bonne

	5
	Mauvaise


2)
Y a-t-il quelque chose qui n’est pas clair dans le texte ou quelque chose que vous changeriez dans le texte?


______________________________________________________________________________


RADIO ADS

RADIO


Advertising

33 Yonge Street, Toronto, Ontario, M5E 1X6

	Client:
	Government of Canada
	Date:
	July 28, 2006 – as recorded

	
	
	
	

	Product:
	Universal Child Care Benefit
	Job No.:
	TBD

	
	
	
	

	Title:
	Couple 
	Commercial No.:
	

	
	
	
	

	# of Pages:
	1
	Length:
	:30

	
	
	
	

	Writer:
	Ian Murray
	
	


	SFX:


	Background sounds of family home…TV on low in background. Young children can be heard playing.


	PATRICK:
	Hey Karen, have you seen the mail?

	KAREN:
	(from a distance) Yeah…it’s on the counter.

	SFX:
	Sound of mail being picked up and shuffled through.

	PATRICK:
	What’s this? (reading the outside of the letter)…Universal Child Care Benefit…

	KAREN:
	(Closer now, and excited having learned it came) Oh…that’s the hundred dollars a month we get now for each of the kids.

	PATRICK:
	(surprised) 1200 a year each?

	KAREN:
	Yeah…we get it ‘till they’re six.  We can use it for day care, play programs…whatever.

	PATRICK:
	(still kind of amazed by it) And we just get it automatically?

	KAREN:
	Well, most people do, but we had to apply…so I just got a form at universalchildcare.ca.



	PATRICK:
	Well, I’ll take this over a bill any day.

	M ANNCR:
	A message from the Government of Canada.


	
	[image: image1.jpg]



	Radio


	Client :
	Gouvernement du Canada

	Produit :
	Universal Child Care Plan

	Date :
	27 juillet 2006

	Titre :
	100 $ Couple – Fr ASREC

	No. de dossier :
	16818

	Rédacteur :
	Théoret/Bélanger


	
	Audio

	SFX

Patrick

Julie

SFX

Patrick

Julie

Patrick

Julie

Patrick

Julie

Patrick

Annonceur
	Jeunes enfants qui jouent à l’intérieur, télé en sourdine

Julie… as-tu vu le courrier ?

Ah, y’est sur le comptoir.

(bruit de courrier qu’on ramasse et qu’on regarde)

C’est quoi ça ? Prestation universelle pour la garde d’enfants. 

Ah, ça ? C’est le 100 $ par mois qu’on reçoit maintenant pour chaque enfant.

Ça fait 1 200 par année, par enfant ?

Ben oui. On va l’avoir jusqu’à ce qu’ils aient six ans. On peut s’en servir pour la garderie, des camps de jour, peu importe.

(encore un peu surpris) Pis on l’a automatiquement ?

Normalement, oui, sinon il faut la demander. J’suis allée sur le site gardedenfants.ca , enfants avec un s, pour avoir le formulaire

J’aime mieux ça qu’une facture !

Un message du gouvernement du Canada


RADIO


Advertising

33 Yonge Street, Toronto, Ontario, M5E 1X6

	Client:
	Government of Canada
	Date:
	July 28, 2006 – as recorded 

	
	
	
	

	Product:
	Universal Child Care Plan
	Job No.:
	TBD

	
	
	
	

	Title:
	Playground 
	Commercial No.:
	

	
	
	
	

	# of Pages:
	1
	Length:
	:30

	
	
	
	

	Writer:
	Ian Murray
	
	


	SFX:


	Children’s Playground noise (in background)



	KAREN:


	(curious) Hey Claire…Did you get it?



	CLAIRE:
	Did I get what?

	KAREN:
	The Universal Child Care Benefit…you know, a hundred dollars a month for each of your kids under six?

	CLAIRE:
	(suddenly getting it) Oh…yeah. We’re using it for babysitting…you?

	KAREN:
	We’re not sure yet….an extra $1200 dollars a year could help with preschool…

	CLAIRE:
	(remembering) Oh, you know what? My sister didn’t get it yet…



	KAREN:
	Well, I heard some people have to apply – but they made it easy...you just get a form at universalchildcare.ca…



	CLAIRE:
	That is easy…(jokingly) looks like we’re not the only ones who get it.

	M ANNCR:


	A message from the Government of Canada.
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	Client :
	Gouvernement du Canada

	Produit :
	Universal Child Care Plan

	Date :
	26 juillet 2006 (2)

	Titre :
	100 $ Deux filles ASREC

	No. de dossier :
	16818

	Rédacteur :
	Théoret/Bélanger


	
	Audio

	SFX

France

Annick
France

Annick
France

Annick
France

Annick

Annonceur
	Enfants qui jouent dehors (en sourdine)

(curieuse) Annick… l’as-tu reçu ?

Reçu quoi ?

La Prestation universelle pour la garde d’enfants. Tu sais, 
le 100 $ par mois pour chaque enfant de moins de six ans.

Ah oui. On va s’en servir pour payer la garderie. Vous autres ?

Pas sûr encore... 1 200 par année, ça va sûrement aider quand ils seront à la pré-maternelle.

(se rappelant d’un détail) Y’m’semble que ma sœur l’a pas encore eue.

J’ai entendu dire que certaines personnes doivent la demander. C’est facile, faut juste aller à gardedenfants.ca, enfants avec un s, pour avoir le formulaire.

Ouais, on ne sera certainement pas les seules à en profiter.

Un message du gouvernement du Canada.
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