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1. EXECUTIVE SUMMARY
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1.1 Background, Purpose and Methodology

Background and Purpose 

· The Office of Petroleum Price Information (OPPI) was created by the Government of Canada (GoC) as the main source of contact for Canadian consumers and stakeholders seeking pricing information on petroleum products (e.g., gasoline, diesel, furnace oil).
· The OPPI website was launched October 28, 2005 to provide timely information on crude oil and petroleum product prices and to allow for single-window access to consumer information and relevant government programs in areas such as energy efficiency (with links to other relevant websites, including the Office of Energy Efficiency (OEE) of Natural Resources Canada, which provides energy conservation tips for consumers).

· The main purpose of the research was to  SEQ CHAPTER \h \r 1explore Canadians’ needs and expectations for information related to petroleum products and pricing; to test their receptivity to the new OPPI website; and, to elicit suggestions for improvement.  The research concentrated on 3 core issues:  

· Usefulness of content, usability, and visual appeal. 

A secondary objective was to collect suggestions about alternative ways to deliver such information.

Methodology

· A total of 16 two-hour focus groups with Canadian men and women were conducted with 116 respondents in 8 locations across the country, from November 3-10, 2005.

· The 12 English-speaking groups were in Halifax, Moncton, Toronto, Calgary, Saskatoon and Vancouver, and the 4 French-speaking groups were in Sherbrooke and Montreal.

· In each location:

· The first group was with "experienced" OPPI visitors, defined as those who agreed to do a 15-20 minute client-approved homework assignment before attending their session.  They were asked to complete 4 tasks which involved finding different types of information on the OPPI site.  (The focus was on usability.)  

· The second group was with "first-time" visitors, who had never seen the site before.  (The focus was on usefulness of content.)

· The target population was the Canadian general public 18 years of age or over who drove a car and/or used heating oil for their home.  A range of ages, educational levels, total household incomes, occupations and ethnic backgrounds were represented in each group.  All had used the Internet at least one hour a day, and no one had participated in a focus group in the past year.

· Each respondent received an incentive payment to thank them for their participation ($75 for experienced visitors and $50 for first-timers).  

· Two client-approved discussion guides were developed for the experienced and first-time visitors to the site (appended to the report).

· All 16 sessions were held in fully-equipped focus group facilities, with a viewing room for observers, and audio-taping capacity.

· In each facility, the moderator used one computer connected to the Internet (via high-speed), and a large screen projector to display the OPPI site so that participants (and observers) could see it.

· Note that focus groups, as with all other qualitative research, are best used as a learning tool to discover and understand the range of reactions to the site, and detect possible trends in attitudes.  Findings are not quantifiable, and may or may not represent the target audience at large. 

1.2 Key Findings

Overview

· Overall, findings from the 16 focus groups were fairly consistent.  Most sessions tended to take on a positive tone, with constructively critical comments.  

· The existence of the OPPI site met with approval since it seemed to fill a need by participants to understand and deal with what was happening with petroleum product prices (PPP). 

· As it stands now, despite some cynicism displayed towards most government initiatives, the site elicited a positive response.

· Many people were favourably impressed with the breadth and depth of information the site provided.  Somehow, having more information and/or knowing it was available seemed to help people deal with their frustration and sense of powerlessness over rising petroleum prices.

· The information was generally considered trustworthy, because it came from the GoC.

· Receptivity to the site and its contents tended to increase with familiarity (hands-on usage), although this was not always the case.

· Overall, one of the best opportunities for improvement would be to clearly and prominently state the purpose of the site and of OPPI, because it took some time for visitors to discover this information, and many did not and thus were left with some ambiguity at the end of the discussions.

· Response to the site was quite positive in terms of relevance and ease of use, but much less so when it came to organization, readability, and presentation of information. 

· One important thing to note, although PPP was relevant to some, programs designed to help people cope with rising PPP and save money (i.e., government rebate and incentive programs) had much greater personal meaning. 

· In fact, most participants expected and wanted the site to have more of this type of information, and were disappointed that it did not.

· Most in all locations were interested in gasoline (rather than petroleum) prices. 

· Other interests included home heating prices (for oil and natural gas), information on energy efficiency methods, and alternative sources of energy.  People were also disappointed that this type of information was missing from the site.

· People were aware of a connection between crude oil and gasoline pricing, but did not really understand it.

· For these reasons, there was some ambivalence when it came to the usefulness of the site.  While it was seen as informative, it did not go far enough to be useful in a practical way to consumers.

· Most participants in all groups, including those who used the Internet less frequently than others, saw the Internet as the best source of information compared to other media, not only for PPP, but for most other types of information.  

· Other valid sources of information included radio, TV, newspapers and magazines.

Understanding and Approval of the Initiative

· Overall, most participants in most locations thought the site was created due to public complaints this past summer about soaring gasoline prices.  Some felt the site would help create consumer awareness vis-à-vis oil and gas prices.

· However, some were skeptical about the site with regard to the upcoming election, and suspected some political motivations behind it, to appease public anger and frustration.  The site made it look like the government was doing something.  Some suggested that while the site was intended to be transparent, and it sought to give that impression, that full disclosure was unlikely to occur.

· Despite their skepticism, even among hard core cynics who were fairly hostile towards government in general, and despite discussion of the OPPI’s 5-year, $15 million budget, most participants indicated they approved of the government initiative, and would rather have the site and the information it provided, than not have it.  At least it was something.

· Note that people were able to set aside their emotional reactions to high gas prices and suspend their beliefs when supporting the creation of the site. 

General Perceptions about the OPPI Site

· Overall, the purpose of the site (and OPPI) was not clear to most participants.  Their overriding interest was gas prices and understanding the price fluctuations, but the site did not immediately appear to provide this.

· The homepage did not seem to provide enough relevant information to visitors to let them know at-a-glance what the site was and what OPPI was.

· People generally understood the site had to do with petroleum, a term that was recognized, but which was not part of their daily language.

· Furthermore, the homepage did not effectively convey the idea that the site was intended to be a one-stop shop related to petroleum product pricing.

· Most participants were surprised and pleased to find so much content on the site, some of which was considered quite interesting.  

· However, some felt the information was presented in an old-fashioned, text-heavy format, with long paragraphs not really suitable for the Internet.

· In addition, many people in most locations agreed that important information about OPPI and the site was buried or hidden in the FAQs and/or About Us items, with no guidelines to indicate where this information could be found on the site.

· Participants identified a range of information they felt was missing from the site (which is presented in section 1.3 below).

· Despite whatever concerns people expressed, overall most participants agreed that the information on the site was trustworthy because it came from government.

· However, there was mixed reaction to questions about the site's usefulness.  Ratings tended to be high, but comments indicated otherwise.

· Participants who had already sought out information on energy and/or prices found the site extremely useful and very interesting.

· Others did not see the site as particularly useful for 4 main reasons: (1) it was not consumer-oriented; (2) the information was static, not interactive; (3) the site lacked information about the government's future plans regarding alternative energy; and, (4) there was no complaint mechanism.

· Most participants said they understood the language used on the site, except for the term "petroleum," which was never used by anyone in this study.  In fact, many participants criticized the name of the site as being too limited or restrictive because the information available extended beyond petroleum to energy in general, and because petroleum was a cumbersome word, which was not part of their everyday vocabulary.  A typical type of comment was:

· Who says petroleum nowadays?

· Overall, most participants in all sessions not only found the site easy to use, but it also seemed that it would be easy to use from the first visit.

· However, some thought it took "too many clicks" to get where they needed to go.  

· Others were confused when the left menu took them offsite to different NRCan pages, and various people worried they might never get back to the OPPI homepage. 

· This actually happened to several individuals, who ended up having to start over again by typing in the OPPI web address.

· Perceptions of the site's simplicity varied.  While most agreed it was simple to navigate, in that it only required a number of clicks and click-backs to move around, many found it difficult to locate certain information quickly and efficiently.
Reaction to the OPPI Homepage

· Overall, most participants felt the OPPI homepage looked like a familiar, typical Government of Canada website – official-looking, basic and generic, and lacking in visual appeal.  

· This contributed to the general feeling that the site was not aimed at consumers (i.e., respondents themselves).

· Participants identified 6 main positives for the homepage: 

· (1) it was clear and uncluttered; (2) it seemed well-organized; (3) it seemed simple to use; (4) it looked uncomplicated; (5) it downloaded easily; and, (6) it was clearly Canadian.

· However, there were about twice as many negatives cited.  In fact, all of the following perceived negatives about the homepage could be considered as suggestions for improvement:  

· (1) the purpose of the site and OPPI was unclear and difficult to discern; (2) there were no drop-down menus on the left menu to indicate where the user would go; (3) the page was not consumer-friendly or consumer-oriented; (4) the centre of the homepage had only text, and no buttons, icons or graphics to enhance its visual appeal; (5) there was no prominent site-specific search engine; (6) it lacked a site map; (7) the page lacked interactivity; (8) some left menu items were in an unfamiliar location; (9) most links in the body copy were duplicated on the left menu; (10) there were some ambiguous left menu headings; (11) there was no button to enlarge font size; and, (12) the visual presentation was uninviting, bland and boring.

Reaction to the Second-Level Pages (and Beyond)

· Overall, reaction to most of the second-level (and subsequent) pages was quite positive, in that the information offered was of potential interest.

· Participants had their favourites, usually the Energy Efficiency Programs and Initiatives and Fuel Saving Tips, because they contained the most relevant information and they were relatively easy to identify as such on the homepage.

· In general, participants felt that the FAQ page answered many of their questions, but that some of the information, especially in the General Section 4, belonged on the homepage.  

· Some of the second and third-level pages were criticized as being needlessly complicated (Petroleum Product Prices, Crude Oil Prices), poorly labelled (Reports and Fact Sheets), or disappointing in that they did not contain enough relevant or consumer-friendly information (Fuel Saving Tips, Energy Efficiency Programs and Initiatives).

· Most of the two dozen changes respondents suggested for the second-level (and subsequent) pages touched on the following key components: 
1) Visual presentation, and use of more user-friendly charts, graphs, icons and other visual aids to clarify and help people understand and grasp the data in tables and text.

2) Interactivity, to enable visitors to enter information and get personalized answers, such as a search engine, a calculator or a place to ask questions. 

3) Labelling and identifying the main sections and/or contents of menu items or topics, to give an at-a-glance guide about the type of information it contained, using mainly drop-down menus, maps, and clearer headings.

4) Direct links from the homepage to important and relevant information currently buried in second, third (or subsequent) level pages, such as Determination of Prices, Taxes, Rebates and Incentives.

5) Simple explanations to explain complex charts (such as those for crude oil prices).

6) Including more relevant information related to saving money, the environment and the GoC’s future plans with regard to energy consumption and conservation.

1.3 Improvements Suggested by Respondents

· The following suggestions about the OPPI site made by participants fit into 6 main categories (in order of importance):

· Changes to the homepage

· Improve the visual presentation and readability

· Add relevant consumer-oriented content

· Make the site more interactive

· Have fewer offsite links

· Changes to second-level pages

Changes to the Homepage  

· Most of the improvements suggested by respondents for the homepage seemed to stem from their need to have this site be as effective as possible.  For example, the following comment reflected a typical attitude:
· I think it is good to address these issues that are on everyone’s minds. The homepage has to be completely redone.

1) Make it more attractive, more visually appealing.  

2) Include some of the information contained in the About Us and FAQs sections on the homepage to help users understand the site’s purpose and OPPI’s mandate.

3) Aim the site content at specific user types, by featuring icons to indicate whether the visitor is a consumer or business (similar to the one shown on the Competition Bureau home page).

4) Include a much more visible search function "embedded" on the homepage, where people can type in a keyword to search the OPPI site, or perhaps ask a question (using an "Ask Jeeves" type of format).

5) Change the left menu:

· Make it easier and faster to access information by using drop down menus (or pop-ups) to indicate the content or categories on left menu items. 

· Put Fuel Saving Tips closer to the top of the left menu.

· Put FAQ closer to the bottom.

· Include some categories on the left menu.  For example:

· How prices are determined?

· Why prices change?

· Taxes

· Rebates and Incentives

· Include a "Definition" of Terms (instead of the Glossary on the top menu). 

· Include a site map.

· Include a "More About Us" item.

· Include a "Contact Us" item, rather than have it on the upper menu.

· Make the "Contact Us" page interactive, so people can ask questions or make suggestions or comments.

6) Avoid duplication of links. Items that appear on the left menu should not be hyperlinked in the central text on the homepage.

Improve the Visual Presentation and Readability

1) Throughout the site, remove the red text, and use a colour easier on the eyes.

2) When providing charts and tables, use alphabetical order to present geographical information, instead of presenting it west to east.

3) Provide a button to increase font size which is especially useful when reading tables.

Add Relevant Consumer-Oriented Content  

· The suggestions in this category were drawn from discussions about what participants expected or hoped to find on the site but didn't, what people felt was missing from the site, and what they considered most relevant to them.  They wanted the following types and categories of information available:

1) How to improve energy efficiency and/or reduce energy reliance and consumption.

· Needs more information about fuel efficiency and programs to help encourage fuel efficiency.

· Relate it to environmental issues, relate it to Kyoto, what is every province going to do.

2) Specific programs and measures proposed by the GoC to help Canadians with high costs, now and in the future.

· What are they doing to help families pay for their heating this winter?

3) How to apply for current relevant government programs.

· I am a single mom with 2 kids and a house.  How am I going to heat it this year?

4) Information on what the government is currently doing to encourage development of alternative energy sources for home heating and vehicles, and future government plans and programs with regard to alternative energy.

· I didn’t see anything about hybrid cars, pushing consumers toward new technology.

· Would like to see something about hybrid cars, I do not understand why it isn’t there.

· It should include info about tax breaks in purchasing fuel efficient cars like they do now for appliances that are energy efficient.

5) The government's role and power to set and/or influence prices.

6) More detail on the prices, hidden costs, taxes and profits of PPP.  For example:

· How are prices regulated?  Who determines this and how?

· The taxes the Canadian government is receiving and where that money is going.

· Is the tax money going into the roads and the transportation system?

7) Canada as an oil producer, in terms of its future and relevance to Canadians and the rest of the world.

· Nous produisons et exportons du pétrole. J’aimerais trouver de l’information sur ce qui se fait ici, sur l’avenir, une nouvelle encourageante. (We produce and export petroleum. I’d like to have information on Canadian production, on the future, and what we are doing to encourage things.)

8) Unbiased information on multinational companies.
· J’aurais aimé une information impartiale sur les multinationales, le boycottage, quels sont les efforts que fait le gouvernement pour réduire la consommation d’énergie. (I would like to have unbiased information on the multinationals, on boycotts, on what the government is doing to reduce energy consumption, etc.)

Make the Site More Interactive

1) Throughout the site, wherever possible, use pictures, diagrams and graphics to convey information more clearly, either instead of or to supplement or explain information currently in graph or table formats, or densely packed text.  

· For example: the tables in the PPP and Crude Oil Prices pages could be enhanced or replaced by pie-charts, bar-graphs, barrels of oil, etc.

2) Provide a few "fun" things people can do to obtain information.  For example:
· Provide a map of Canada so visitors can click on the province, region and/or city they want information about. This would meet the widespread need for visitors to regionalize the information they seek and/or obtain.
3) Provide a calculator, so visitors can calculate percentages, or what they spend on gasoline or heating fuel per month/year, etc.

4) Include more interactive information, rather than static information (such as that found in statistics and reports).
Have Fewer Offsite Links

1) Increase OPPI pages, and cut-back on direct links to NRCan pages.

2) Make as much information as possible emanate directly from the OPPI site.  

· Especially the Petroleum Products Prices and Crude Oil Prices, so people don't need so many clicks to find information.

3) In contrast, some left menu items can and should take people off-site – but this should be indicated before it happens.  For example:

· Energy Efficiency can be an off-site link.

· Related Links – the list of related links (i.e. on the page clicked to) should be an OPPI page, but the links emanating from the list would of course take visitors off-site. 

4) In addition, when visitors move offsite, wherever possible, they need to be able to return to the OPPI homepage in only one click.  

Changes to Second Level Pages

FAQ
1) Have a drop-down menu from each Section heading in the FAQ.

2) Move much of the information in Section 4 (General) to the homepage.

3) Have an icon (with heading) on the homepage to connect to Section 1 in the FAQ, which was considered highly relevant.

4) Include information related to the environment and the future.

5) Change the red text colour to something more palatable, even though it is highly correlated with Canadian.

Petroleum Product Prices

· Present the information in a more visual manner, using more graphs, pie-charts and visuals to make the information consumer-friendly.  For example:

1) Include a map of Canada, where people could click on their particular location and get the price.

2) Provide a drop down menu allowing people to search by province and/or city.

3) Show the tax percentages on the table.

4) Instead of a table, show a graphic of a barrel of oil indicating the percentages paid in tax.

5) Include a calculator with the table, so visitors can enter information and determine the amount of tax paid in their area.

6) Separate out the different grades of gasoline, and make the focus "regular."

7) When tables are used, use alphabetical order instead of listing cities in geographical order, west to east.

Crude Oil Prices

1) Display the information in a simple graph or in chart form.

2) Explain the information contained in the tables for people who want to learn, in a visually simple way. 

3) Use drop-down menus for easier searching, to reduce the number of clicks currently needed to get to the tabled information.

4) Make the pages more interactive.  For example, include a search engine where you could simply type in the date on the second-level page, and be immediately linked to the information.

5) Include some information related to the environment in chart or graph form.  For example, the environmental impact of both diesel and gas expressed as a comparison.

Reports and Fact Sheets

1) Use graphs, charts or other visual ways to present the information on the Consumption Tax Tables.

2) Change the title on the left menu (of the homepage) to better reflect the content of these pages.  For example, Industry Overview or Industry Trends.

Energy Efficient Programs and Initiatives

1) Make the highly relevant Rebates and Incentives clearly visible and directly accessible from the OPPI site (either the homepage or left menu).

2) Segment the second-level OEE page into Consumer vs. Business streams.

3) Improve the way information is categorized and organized by including drop down menus, segmented by province.  

4) Provide "how to save money" tips related, for example, to a new furnace. 

Related Links 

1) The second-level page needs to be an OPPI page, but all the links listed on this page would not be OPPI, and would take visitors off-site.  

2) Advise visitors that they would be moving off-site when this occurs.

Fuel Saving Tips

1) Move this highly relevant graphic (and topic) close to the top of the left menu on the OPPI homepage.

2) Include a direct link from the OPPI homepage to money saving tips that the consumer can use.

3) Add fuel saving tips for the home to the relevant second or third level OEE pages.

Glossary of Terms

1) Put the Glossary feature on the left menu of the OPPI homepage.

2) Change the name from Glossary to "Definition of Terms".

About Us

1) Include some of the information from About Us on the OPPI homepage, especially related to what OPPI is and what it is mandated to do.

2) Rename this item "More About Us" and include it on the left menu.

1.4 Best Opportunities for Improvement

· Among the list of almost 60 suggested improvements made by respondents, we have selected what we feel are the top 25 best opportunities for improvement and organized them into 5 categories: 

· (1) relevance and content; (2) organization of information; (3) presentation and readability of information; (4) navigation; and, (5) labelling.

1. Relevance and content

1) Include some of the information contained in About Us and FAQ on the homepage to help users understand the site’s purpose and OPPI’s mandate.

2) Include information on the site about:

· How to improve energy efficiency and/or reduce energy reliance and consumption.

· Specific programs and measures proposed by the GoC to help Canadians with high costs, now and in the future.

· How to apply for current relevant government programs.

· What the GoC is currently doing to encourage development of alternative energy sources for home heating and vehicles, and future GoC plans and programs regarding alternative energy.

· Canada as an oil producer, in terms of its future and relevance to Canadians and the rest of the world.

3) On the PPP second-level page, show the tax percentages on the tables.

4) Wherever possible on the site, explain the information in the tables, in a visually simple way, to help people learn. 

2. Organization of information

1) Move much of the information in the FAQ Section 4 (General) to the homepage.

2) Have a consumer and business stream on the homepage.

3) Have an icon (with heading) on the homepage to connect to the highly relevant Section 1 in the FAQ.

4) Make it easier and faster to access information by using drop down menus to indicate the content or categories on the homepage left menu items. 

5) Include a site map on the homepage.

6) Make the highly relevant Rebates and Incentives clearly visible and directly accessible from the OPPI site, either from the centre of the homepage or on the left menu.

7) Put Fuel Saving Tips closer to the top of the left menu.

8) Include some informational categories as drop-down items on the left menu.  For example:  

· How prices are determined?

· Why prices change?

· Taxes

· Rebates and Incentives

9) Move "Contact Us" to the left menu (from the unnoticed upper menu), and make it interactive, so people can ask questions or make suggestions or comments.

10) Move the highly relevant Fuel Saving Tips close to the top of the left menu on the OPPI homepage.

11) Include a direct link from the OPPI homepage to Money Saving Tips that the consumer can use.

12) Add fuel saving tips for the home to the relevant second or third level OEE pages.

13) Segment the second-level OEE page into Consumer vs. Business streams.

3. Presentation and readability of information

1) Throughout the site, wherever possible, use pictures, diagrams and graphics to convey information more clearly, either instead of or to supplement or explain information currently in graph or table formats, or densely packed text.  For example, replace the tables in the PPP and Crude Oil Prices pages with pie-charts, bar-graphs, or icons (e.g., barrels of oil).

2) Throughout the site, remove the red text, and use a colour easier on the eyes.

3) When providing charts and tables, use alphabetical order to present geographical information, instead of presenting information from west to east.

4) Provide a button to increase font size, which is especially useful when reading tables.

4. Navigation

1) Provide a map of Canada so visitors can click on the province, region and/or city they want information about.  This would meet the widespread need for visitors to regionalize the information they seek and/or obtain.
2) Wherever possible, when visitors move offsite, they need to be able to return to the OPPI homepage in only one click.  

5. Labelling

1) On the homepage, include a "Definition of Terms" (instead of the Glossary on the upper menu).

2) Change the title "Reports and Fact Sheets" on the homepage left menu to better reflect the content of these pages.  For example, Industry Overview or Industry Trends.

1.5 Concluding Comments

· In sum, at this time, the site could be considered relevant and informative, even though the purpose of the site was far from obvious.  We would highly recommend a clearer and stronger positioning of the site's purpose and mandate on the homepage.  

· On the other hand, the site was not as user-friendly as it could be, nor was it useful in terms of what people could do with the information they obtained.

· Overall, from a visitor perspective, there was a lack of balance between information provided and help available.  

· Therefore, there is a need to increase the visibility of current government programs, plans and even ideas, and to increase the availability of help, either from the government itself or other sources.  

· For example, there could be a bulletin board where visitors to the site could post their own ideas and experiences in saving money and/or reducing their energy costs or consumption.

· At this period of time, the site is relevant because energy prices are high and volatile.  But what about periods when this is not the case?  

· If the content aimed at helping Canadians is more prominent, the site would continue to maintain its relevance and usefulness.

· In fact, this might also counter-balance people's tendency to see the GoC as unable to do anything about PPP.
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2. SOMMAIRE EXÉCUTIF
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1.6 CONTEXTE, OBJECTIF ET MÉTHODOLOGIE

Contexte et objectif 

· Le gouvernement du Canada (GdC) a créé le Bureau d’information sur les prix des produits pétroliers (BIPP) dans le but d’en faire une porte d’entrée principale pour les parties prenantes et les consommateurs canadiens qui cherchent de l’information sur les prix des produits pétroliers (i.e. de l’essence, du diesel ou de l’huile à chauffage).
· Le site Web du « Bureau d’information sur les prix des produits pétroliers » a été lancé le 28 octobre 2005 pour fournir de l’information pertinente sur les prix du pétrole brut et des produits pétroliers, de façon à offrir un guichet unique pour de l’information destinée aux consommateurs et de l’information sur les programmes gouvernementaux pertinents tels que l’efficacité énergétique (avec des liens vers d’autres sites Web pertinents, incluant l’Office de l’efficacité énergétique (OEE) de Ressources naturelles Canada qui donne des conseils aux consommateurs pour conserver l’énergie).

· L’objectif principal de la recherche était d’ SEQ CHAPTER \h \r 1explorer les besoins et les attentes des Canadiens en matière d’information relative aux produits pétroliers et aux prix, de tester leur réceptivité au nouveau site Web du BIPP et d’obtenir des suggestions d’amélioration.  La recherche s’est concentrée principalement sur trois aspects du site :  

· utilité du contenu, convivialité et attrait visuel. 

Un objectif secondaire était d’obtenir des suggestions quant à d’autres façons d’offrir de telles informations.

Méthodologie

· Au total, 16 discussions de groupe d’une durée de deux heures chacune ont été réalisées avec 116 Canadiens et Canadiennes, dans 8 villes à travers le pays, entre les 3 et 10 novembre 2005.

· Les 12 groupes de discussion en anglais ont été réalisés à Halifax, Moncton, Toronto, Calgary, Saskatoon et Vancouver, et les 4 groupes en français ont été réalisés à Sherbrooke et Montréal.

· Dans chaque ville:

· Le premier groupe a réuni des visiteurs expérimentés du BIPP, soit des participants qui avaient préalablement accepté de faire chez eux un exercice d’une durée de 15 à 20 minutes, avant d’assister à la discussion.  Le contenu de l’exercice avait préalablement été approuvé par le client.  Nous leur avons demandé de réaliser 4 tâches de recherche de divers types d’information sur le site Web du BIPP.  (L’accent a été mis sur la convivialité.)  

· Le deuxième groupe était composé de participants qui n’avaient jamais visité le site auparavant et en étaient donc à leur première visite. (L’accent a été mis sur l’utilité et le contenu.)

· La population cible était le grand public canadien âgé de 18 ans ou plus qui conduit une auto et/ou qui utilise de l’huile à chauffage pour leur maison.  Dans chaque groupe, nous avons obtenu une variété d’âges, de niveaux de scolarité, de revenus familiaux, d’occupations et d’origines ethniques.  Tous utilisaient l’Internet au moins une heure par jour, et aucun d’entre eux n’avait participé à une discussion de groupe au cours de la dernière année. 

· Chaque participant a reçu un paiement incitatif pour le remercier de sa participation (75 $ aux visiteurs expérimentés et 50 $ à ceux dont c’était la première visite).  

· Deux guides de discussion approuvés par le client ont été élaborés, l’un pour les visiteurs expérimentés et l’autre pour les premiers visiteurs (en annexe du présent rapport).

· Chacune des 16 discussions s’est tenue dans une salle spécialement équipée pour les discussions de groupe, munie d’une pièce adjacente pour les observateurs et permettant l’enregistrement audio.

· Dans chaque salle, l’animatrice a utilisé un ordinateur branché à l’Internet (haute vitesse), et un projecteur grand écran pour afficher le site du BIPP, de telle sorte que les participants (et les observateurs) puissent le voir.

· Soulignons que les focus groupes, comme toute autre recherche de nature qualitative, sont un outil de recherche particulièrement approprié pour découvrir et comprendre l’étendue des réactions au site, et pour détecter d’éventuelles tendances dans les attitudes.  Les résultats ne sont cependant pas quantifiables et peuvent ou non représenter le public cible dans son ensemble. 

1.7 PRINCIPAUX RÉSULTATS

Globalement

· Dans l’ensemble, les résultats issus des 16 focus groupes ont été assez homogènes. La plupart des séances ont pris un ton positif, avec des commentaires constructifs.  

· L’existence même du site du BIPP a reçu l’approbation des participants puisqu’il semblait combler leur besoin de comprendre et de composer avec ce qui se passait au niveau des prix des produits pétroliers (PPP). 

· Tel qu’il était au moment des évaluations, le site a suscité des réactions favorables, malgré le cynisme qu’on observe habituellement envers la plupart des initiatives gouvernementales.

· Plusieurs participants ont été impressionnés par l’étendue et la profondeur de l’information contenue dans le site. D’une certaine manière, le fait d’avoir plus d’information et/ou de savoir qu’elle était disponible semblait aider les participants à composer avec leur frustration et leur sentiment d’impuissance envers la hausse des prix des produits pétroliers.

· L’information a généralement été considérée comme digne de confiance, parce qu’elle provenait du GdC.

· La réceptivité envers le site et son contenu avait tendance à croître au fur et à mesure que les participants devenaient plus familiers (utilisation concrète), bien que ce ne fût pas toujours le cas.

· Dans l’ensemble, il s’avère qu’une des meilleures opportunités d’améliorer le site serait d’établir de façon claire et évidente la raison d’être du site du BIPP, parce qu’il a fallu un certain temps aux visiteurs pour découvrir des indices dans ce sens, et plusieurs n’y sont pas parvenu et sont donc restés avec un certain sentiment d’ambiguïté à la fin des discussions.

· Les réactions au site on été assez positives au niveau de la pertinence perçue du contenu et de la facilité d’utilisation, mais beaucoup moins au niveau de l’organisation, de la lisibilité et de la présentation de l’information. 

· Une chose importante à noter : bien que les PPP semblaient une information pertinente pour certains, les programmes destinés à aider les gens à se débrouiller avec la hausse des PPP et à économiser de l’argent (i.e. rabais gouvernementaux et programmes incitatifs) présentaient beaucoup plus d’intérêt personnel. 

· En fait, la plupart des participants s’attendaient à ce que le site ait davantage d’information de ce genre, et ont été déçus qu’il n’y en ait pas davantage.

· La plupart des participants dans chacune des villes étaient intéressés par les prix de l’essence (plutôt que des produits pétroliers). 

· Les autres informations qui intéressaient les participants comprenaient les prix du chauffage des maisons (pour le mazout et le gaz naturel), l’information sur les méthodes d’efficacité énergétique, et les sources alternatives d’énergie.  Les participants étaient aussi déçus que ce type d’information soit absente du site.

· Les participants savaient qu’il y a un lien entre le prix du pétrole brut et celui de l’essence, mais ne le comprenaient pas vraiment.

· Pour ces raisons, il y avait une certaine ambivalence quant à la pertinence du site. Tout en étant perçu comme informatif, il n’allait pas assez loin pour être utile de manière pratique pour les consommateurs.

· La plupart des participants dans chacun des groupes, incluant ceux qui utilisaient l’Internet moins souvent que les autres, considéraient que l’Internet était la meilleure source d’information comparativement à d’autre moyens, pas seulement pour les PPP, mais aussi pour la plupart des autres types d’information.  

· Les autres sources d’information appropriées comprenaient la radio, la télévision, les journaux et les magazines.

Compréhension de l’initiative et niveau d’appui 

· Globalement, la plupart des participants dans la plupart des villes pensaient que le site avait été créé suite à des plaintes relatives à la montée en flèche des prix de l’essence l’été dernier. Certains avaient le sentiment que le site aiderait à sensibiliser les consommateurs quant aux prix du mazout et de l’essence.

· Toutefois, à cause de la proximité d’une élection fédérale, certains étaient sceptiques et soupçonnaient qu’il y ait des motivations politiques derrière la création du site, pour apaiser la colère et la frustration du public. Le site leur donnait l’impression que le gouvernement agit. Certains ont suggéré que malgré l’apparente volonté de rendre le site transparent, ce que le site semblait projeter, il était peu probable qu’une telle chose se produise réellement.

· Malgré ce scepticisme et même parmi les plus cyniques qui étaient assez hostiles envers le gouvernement en général, et bien qu’ils aient discuté du budget de 15 millions $ sur cinq ans du BIPP, la plupart des participants ont dit qu’ils appuyaient cette initiative du gouvernement et qu’ils préféraient avoir ce site et l’information qu’il fournit que de ne pas l’avoir. 

· Notons que les participants ont réussi à mettre de côté leurs réactions émotives envers les prix élevés de l’essence et leurs croyances, pour appuyer la création de ce  site. 

Perceptions générales du site du BIPP

· Dans l’ensemble, la raison d’être du site (et du BIPP) n’était pas claire aux yeux de la plupart des participants.  Leur principal centre d’intérêt était de connaître le prix de l’essence et d’en comprendre les fluctuations, mais à première vue, le site ne semblait pas répondre à ce besoin.

· La page d’accueil ne semblait pas communiquer suffisamment d’information pertinente aux visiteurs pour leur faire savoir d’un coup d’oeil ce qu’étaient le site et le BIPP.

· Les gens ont généralement compris que le site avait un lien avec les produits pétroliers, un terme qui était reconnu, mais qui ne faisait pas partie de leur langage quotidien.

· De plus, la page d’accueil ne transmettait pas de façon efficace l’idée que le site visait à offrir un guichet unique sur la tarification des produits pétroliers.

· La plupart des participants ont été surpris et contents de trouver autant de contenu sur le site, dont une partie a été jugée d’un grand intérêt.  

· Toutefois, certains avaient le sentiment que l’information était présentée de façon désuète, textuellement lourde, avec de longs paragraphes qui ne convenaient pas vraiment à l’Internet.

· De plus, plusieurs participants dans la plupart des villes s’accordaient pour dire que de l’information importante relative au BIPP et au site était enterrée ou cachée dans les sections FAQ et/ou Au sujet du Bureau, sans directions pour indiquer où l’information pouvait être trouvée sur le site.

· Les participants ont mentionné plusieurs types d’information qu’ils considéraient manquantes sur le site (présenté à la section 1.3 plus loin).

· Malgré les diverses préoccupations soulevées par les participants, globalement, la plupart s’entendaient pour dire que l’information sur le site était digne de confiance parce qu’elle émanait du gouvernement.

· Toutefois, l’utilité du site a suscité des réactions inégales. Les scores d’appréciation ont généralement été élevés, mais les commentaires pointaient dans l’autre direction.

· Les participants qui avaient déjà recherché de l’information sur l’énergie et/ou les prix ont trouvé que le site était extrêmement utile et très intéressant.

· Les autres n’ont pas considéré que le site était très utile, pour l’une ou l’autre des 4 raisons principales suivantes : (1) il n’était pas axé vers les consommateurs; (2) l’information n’était pas interactive mais statique; (3) le site n’avait pas assez d’information sur les plans d’avenir du gouvernement concernant les énergies alternatives; et, (4) il n’offrait pas de mécanisme pour se plaindre.

· La plupart des participants ont dit comprendre le niveau de langage utilisé sur le site, sauf pour le terme “pétrolier”, qui n’a jamais été utilisé par aucun des participants de cette étude.  En fait, plusieurs participants ont critiqué le nom du site parce que trop limitatif ou restrictif, étant donné que l’information disponible allait bien au-delà du pétrole ou de l’énergie en général, et parce que “pétrolier” était un mot peu courant, qui ne fait pas partie de leur vocabulaire de tous les jours.  Un commentaire typique a été:

· Qui dit « pétrolier » de nos jours?

· Dans l’ensemble, la plupart des participants dans tous les groupes ont trouvé le site non seulement facile d’utilisation, mais aussi qu’il semblait facile de l’utiliser dès la première visite.

· Toutefois, certains pensaient qu’il fallait  « trop de clics » pour se rendre là où il fallait.  

· D’autres ont ressenti de la confusion lorsque le menu de gauche les a amenés hors du site vers différentes pages de NRCan, et diverses personnes se sont inquiétées de ne pas pouvoir revenir sur la page d’accueil du BIPP. 

· Cela s’est effectivement produit pour quelques individus, qui ont dû recommencer en tapant l’adresse Internet du BIPP.

· Quant à une question sur la simplicité du site, elle a engendré diverses perceptions. Alors que la plupart s’entendaient pour dire que le site était simple à naviguer, dans la mesure où il ne fallait que quelques clics et retours en arrière pour se déplacer, plusieurs ont constaté qu’il était difficile de trouver certaines informations rapidement et efficacement.
Réactions à la page d’accueil du BIPP

· Dans l’ensemble, la plupart des participants avaient le sentiment que la page d’accueil du BIPP était familière, typique des sites Web du gouvernement du Canada – d’apparence officielle, simple et générique, et manquant d’attrait visuel.  

· Cela a contribué au sentiment général que le site n’était pas destiné aux consommateurs (i.e., les répondants eux-mêmes)

· Les participants ont associé 6 principaux aspects positifs à la page d’accueil: 

· (1) elle était claire et pas encombrée; (2) elle semblait bien organisée; (3) elle semblait simple à utiliser; (4) elle ne semblait pas compliquée; (5) elle téléchargeait rapidement et (6) elle était clairement canadienne.

· Toutefois, environ deux fois plus d’aspects négatifs ont été mentionnés.  En fait, tous les aspects négatifs qui suivent au sujet de la page d’accueil pourraient être considérés comme des suggestions d’amélioration :  

· (1) l’objet du site et du BIPP n’était pas clair et était difficile à discerner; (2) il n’y avait pas de menu déroulant à gauche pour indiquer où l’utilisateur se rendrait; (3) la page n’était pas axée ou pensée en fonction des consommateurs; (4) le centre de la page d’accueil contenait seulement du texte, pas de boutons, d’icônes ou d’images pour améliorer son attrait visuel; (5) il n’y avait pas de moteur de recherche spécifique au site en évidence; (6) il n’y avait pas de carte du site; (7) la page n’était pas assez interactive; (8) certaines rubriques du menu de gauche étaient placés à un endroit inhabituel; (9) la plupart des liens dans le corps de la page étaient des répétitions de ceux retrouvés dans le menu de gauche; (10) certains titres du menu de gauche étaient ambigus; (11) il n’y avait pas de bouton pour agrandir la taille de police et (12) la présentation visuelle n’était pas invitante, plutôt terne et ennuyante.

Réactions aux pages de deuxième niveau (et subséquents)

· Globalement, les réactions aux pages de deuxième (et subséquents) niveau ont été assez positives, parce que l’information offerte était potentiellement intéressante.

· Les participants ont manifesté certaines préférences, habituellement pour les programmes et initiatives d’efficacité énergétique et les conseils pour économiser le carburant, parce qu’elles contenaient les informations les plus pertinentes et elles étaient assez faciles à identifier comme telles sur la page d’accueil.

· En général, les participants avaient le sentiment que la page de FAQ répondait à plusieurs de leurs questions mais que certaines informations, plus particulièrement dans la section 4 (Généralités), devraient être placées sur la page d’accueil.  

· Certaines des pages de deuxième et troisième niveaux ont été critiquées parce que plus compliquées que nécessaire (Prix des produits pétroliers, Prix du pétrole brut), mal étiquetées (Rapports et fiches d’information), ou décevantes parce qu’elles ne contenaient pas assez d’information pertinente ou conviviale pour les consommateurs (Conseils pour économiser le carburant, Programmes et initiatives pour économiser le carburant).

· La plupart des douze changements suggérés par les répondants pour les pages de deuxième (et subséquents) niveau concernaient les aspects clés suivants: 
1) Présentation visuelle, et l’utilisation de graphiques, d’images, d’icônes et d’autres aides visuelles plus conviviales, pour aider les gens à comprendre les données dans les tableaux et le texte et les rendre plus claires.

2) Interactivité, pour permettre aux gens de soumettre de l’information et obtenir des réponses personnalisées, comme un moteur de recherche, une calculatrice ou un endroit pour poser des questions. 

3) Étiqueter et identifier les principales rubriques et/ou le contenu des principaux items ou sujets du menu, pour donner d’un coup d’oeil une bonne idée du type d’information qu’elles contiennent, en utilisant surtout des menus déroulants, des cartes et des entêtes plus claires.

4) Liens directs sur la page d’accueil vers l’information importante et pertinente présentement enterrée dans les pages de deuxième, troisième (ou subséquents) niveaux, tel que la Détermination des prix, Taxes, Mesures incitatives et remboursements.

5) Explications simples pour vulgariser des graphiques complexes (tels que ceux pour les prix du pétrole brut)

6) Plus d’informations pertinentes relatives à l’économie d’argent, à l’environ-nement et aux plans d’avenir du GdC en ce qui concerne la consommation et la conservation d’énergie.

1.8 Améliorations suggérées par les répondants

· Les suggestions des participants au sujet du site du BIPP peuvent être regroupées en 6 principales catégories (en ordre d’importance):

· Changements à la page d’accueil

· Améliorer la présentation visuelle et la lisibilité

· Ajouter du contenu pertinent axé vers les consommateurs

· Rendre le site plus interactif

· Réduire le nombre de liens hors site

· Changements aux pages de deuxième niveau

Changements à la page d’accueil  

· La plupart des améliorations suggérées par les participants pour la page d’accueil semblaient découler de leur désir de voir ce site devenir aussi efficace que possible.  Par exemple, le commentaire qui suit reflète une attitude typique :
· Je pense qu’il est bien d’aborder ces sujets qui concernent tout le monde.  La page d’accueil devrait être entièrement revue.

1) Le rendre plus attirant, plus attrayant sur le plan visuel.  

2) Inclure certaines informations contenues dans les sections Au sujet du Bureau et FAQ sur la page d’accueil pour aider les utilisateurs  à comprendre l’objet du site et le mandat du BIPP.

3) Cibler le contenu du site en fonction de types d’utilisateurs spécifiques, en faisant figurer des icônes pour indiquer si le visiteur est un consommateur ou une entreprise (semblable à celui présent sur la page d’accueil du Bureau de la concurrence).

4) Inclure une fonction de recherche beaucoup plus visible, "insérée" sur la page d’accueil, où les gens peuvent entrer un mot à rechercher sur le site du BIPP, ou peut-être poser une question (en utilisant un type de format "Ask Jeeves").

5) Changer le menu de gauche:

· Rendre plus facile et rapide l’accès à l’information en utilisant des menus déroulants (ou des pop-ups) pour indiquer le contenu ou les catégories sur les items du menu de gauche 

· Déplacer Conseils pour économiser le carburant plus haut dans le menu de gauche

· Descendre la FAQ plus bas

· Inclure des catégories dans le menu de gauche.  Par exemple:

· Comment les prix sont déterminés

· Pourquoi les prix fluctuent

· Les taxes

· Mesures incitatives et remboursements

· Inclure une "Définition" des termes (plutôt que le glossaire sur le menu du haut) 

· Inclure une carte du site

· Inclure un item "En savoir plus sur le Bureau" 

· Inclure un item "Nous contacter", plutôt que de l’inclure dans le menu du haut

· Rendre la page "Nous contacter" interactive, pour que les gens puissent poser des questions ou faire des suggestions ou des commentaires.

6) Éviter la duplication des liens. Les items qui apparaissent dans le menu de gauche ne devraient pas contenir d’hyperlien dans le texte central de la page d’accueil.

Améliorer la présentation visuelle et la lisibilité

1) Partout sur le site, changer le texte en rouge pour une couleur plus agréable pour les yeux.

2) Dans les graphiques et les tableaux, présenter l’information géographique en ordre alphabétique plutôt que d’ouest en est.

3) Fournir un bouton permettant d’augmenter la taille de la police, particulièrement utile pour lire les tableaux.

Ajouter du contenu pertinent axé vers les consommateurs  

· Les suggestions dans cette catégorie ont été tirées de discussions au sujet de ce que les participants s’attendaient ou espéraient trouver sur le site mais n’ont pas trouvé, ce que les participants considéraient qu’il manquait sur le site et ce qu’ils considéraient le plus pertinent pour eux. Ils souhaitaient les types et catégories d’information suivants :

1) Comment améliorer l’efficacité énergétique et/ou réduire la consommation d’énergie et la dépendance envers celle-ci.

· A besoin de plus d’information sur l’efficacité énergétique et sur les programmes incitant à l’efficacité énergétique.

· Le relier aux préoccupations environnementales, le relier à Kyoto, ce que chaque province fera.

2) Programmes et mesures spécifiques proposés par le GdC pour aider les Canadiens à composer avec les prix élevés, maintenant et à l’avenir.

· Qu’est-ce qu’ils font pour aider les familles à payer leur chauffage cet hiver?

3) Comment formuler une demande pour bénéficier des programmes pertinents du gouvernement qui sont existants.

· Je suis une mère monoparentale avec 2 enfants et une maison. Comment vais-je chauffer cet hiver?

4) De l’information au sujet de ce que le gouvernement fait pour encourager le développement de sources alternatives d’énergie pour le chauffage des maisons et les véhicules, et les plans d’avenir du gouvernement en ce qui a trait aux énergies alternatives.

· Je n’ai rien vu au sujet des autos hybrides, rien qui pousse les consommateurs vers les nouvelles technologies.

· J’aimerais voir quelque chose au sujet des autos hybrides, je ne comprends pas pourquoi ce n’est pas là.

· Ça devrait contenir de l’information sur les crédits de taxes pour l’achat d’autos énergétiquement efficaces comme ils font maintenant pour les électroménagers qui sont énergétiquement efficaces.

5) Le rôle et le pouvoir du gouvernement pour établir et/ou influencer les prix.

6) Plus de détails sur les prix, les coûts cachés, les taxes et les profits dans les PPP.  Par exemple:

· Comment les prix sont-ils réglementés? Qui les détermine et comment?

· Les taxes que le gouvernement canadien reçoit et où va cet argent.

· L’argent des taxes va-t-il pour les routes et le système de transport?

7) Le Canada, en tant que pays producteur de pétrole, en termes d’avenir et la pertinence pour les Canadiens et le reste du monde.

· Nous produisons et exportons du pétrole. J’aimerais trouver de l’information sur ce qui se fait ici, sur l’avenir, une nouvelle encourageante. 
8) De l’information neutre on sur les entreprises multinationales.

· J’aurais aimé une information impartiale sur les multinationales, le boycottage, quels sont les efforts que fait le gouvernement pour réduire la consommation d’énergie. 

Rendre le site plus interactif

1) Partout sur le site, lorsque possible, utiliser des  images, diagrammes et graphiques pour transmettre plus clairement l’information, soit en remplacement ou en complément ou pour expliquer l’information déjà présentée dans les figures ou tableaux, ou dans le texte dense.  

· Par exemple: les tableaux dans les pages du PPP et Prix du pétrole brut pourraient être rehaussés ou remplacés par des graphiques en pointes de tarte, des histogrammes, des barils de pétrole, etc.

2) Offrir des options amusantes que les gens peuvent utiliser pour obtenir de l’information. Par exemple:

· Fournir une carte du Canada pour que les visiteurs puissent cliquer sur la province, région et/ou ville pour laquelle ils souhaitent obtenir de l’information.  Cela remplirait le besoin répandu parmi les visiteurs de régionaliser l’information qu’ils recherchent  et/ou obtiennent.

3) Fournir une calculatrice pour que les visiteurs puissent calculer des pourcentages ou ce qu’ils dépensent en essence ou en huile à chauffage par mois ou par année, etc.

4) Inclure plus d’information interactive, plutôt que de l’information statique (telle que celle qu’on retrouve dans les statistiques et les rapports).

Réduire le nombre de liens hors site

1) Augmenter le nombre de pages du BIPP et réduire le nombre de liens directs vers des pages de NRCan.

2) Inclure autant d’information que possible directement sur le site du BIPP.  

· Particulièrement les Prix des produits pétroliers et les Prix du pétrole brut, pour que les gens n’aient pas à faire autant de clics pour trouver l’information.

3) D’autre part, certains items du menu de gauche pourraient et devraient amener les visiteurs hors du site – mais cela devrait être indiqué avant de se produire. Par exemple:

· L’efficacité énergétique peut être un lien hors site.

· Liens pertinents – la liste des liens pertinents (i.e. la page vers laquelle on clique) devrait être une page du BIPP, mais les liens dans la liste amèneraient évidemment les visiteurs hors site. 

4) De plus, lorsque les visiteurs se rendent hors du site, lorsque possible, ils doivent être capables de revenir à la page d’accueil du BIPP en un seul clic.  

Changements aux pages de deuxième niveau 

FAQ
1) Avoir un menu déroulant pour chaque entête de section de la FAQ.

2) Déplacer plusieurs informations de la section 4 (Généralités) vers la page d’accueil.

3) Avoir un icône (avec entête) sur la page d’accueil pour aboutir à la section de la FAQ, qui était considérée comme très pertinente.

4) Inclure de l’information relative à l’environnement et à l’avenir.

5) Changer la couleur rouge du texte pour une couleur plus agréable, même si le rouge fait très « canadien ».

Prix des produits pétroliers

· Présenter l’information actuelle de façon plus visuelle, en utilisant plus de figures, de graphiques en pointes de tarte et de visuels pour rendre l’information plus conviviale.  Par exemple:

1) Inclure une carte du Canada, sur laquelle les visiteurs pourraient cliquer sur leur ville en particulier et obtenir un prix.

2) Fournir un menu déroulant qui permettrait aux visiteurs de faire une recherche par province et/ou par ville.

3) Afficher les pourcentages de taxes dans le tableau.

4) À la place d’un tableau, afficher l’image d’un baril de pétrole indiquant les pourcentages de taxes payées.

5) Inclure une calculatrice au tableau, pour que les visiteurs puissent entrer de l’information et déterminer le montant de taxe payé dans leur région.

6) Séparer les différents indices d’octane d’essence et mettre l’accent sur la “régulière."

7) Dans les tableaux, utiliser l’ordre alphabétique plutôt que de présenter la liste de villes en ordre géographique, d’ouest en est.

Prix du pétrole brut

1) présenter l’information dans une figure ou un graphique.

2) Expliquer l’information contenue dans les tableaux d’une manière visuellement simple pour les gens qui souhaitent apprendre. 

3) Utiliser des menus déroulants pour faciliter la recherche, pour réduire le nombre de clics présentement nécessaires pour se rendre à l’information mise en tableau.

4) Rendre les pages plus interactives. Par exemple, inclure un moteur de recherche dans lequel il serait possible de simplement inscrire la date sur la page de deuxième niveau, et être immédiatement mis en lien avec l’information.

5) Inclure de l’information relative à l’environnement sous forme de figure ou de graphique. Par exemple, l’impact environnemental comparatif du diesel et de l’essence.

Rapports et fiches d’information

1) Utiliser des figures, des graphiques ou d’autres outils visuels pour présenter l’information sur les taxes à la consommation, actuellement mise en tableau.

2) Changer le titre sur le menu de gauche (de la page d’accueil) pour mieux refléter le contenu de ces pages.  Par exemple, Vue d’ensemble de l’industrie ou Tendances de l’industrie.

Programmes et initiatives d’efficacité énergétique

1) Rendre la très pertinente section Mesures incitatives et remboursements clairement visible et directement accessible à partir du site du BIPP (soit sur la page d’accueil ou sur le menu de gauche)

2) Diviser la page de deuxième niveau sur l’OEE en deux, les consommateurs et les entreprises

3) Améliorer la façon dont l’information est structurée et organisée en incluant des menus déroulants, avec un découpage provincial.  

4) Fournir des trucs pour économiser de l’argent, relatifs par exemple, à l’achat d’une fournaise neuve. 

Liens pertinents 

1) La page de deuxième niveau doit être une page du BIPP, mais tous les liens présentés sur cette page ne seraient pas du BIPP et amèneraient les visiteurs hors du site.  

2) Avertir les visiteurs qu’ils sortiront du site lorsque cela se produit.

Conseils pour économiser l’énergie

1) Déplacer cette image (et ce sujet) très pertinente plus près du haut du menu de gauche sur la page d’accueil du BIPP.

2) Inclure un lien direct à partir de la page d’accueil du BIPP vers des conseils pour économiser de l’argent que le consommateur peut mettre en pratique.

3) Ajouter des conseils pour économiser l’énergie pour la maison aux pages pertinentes de deuxième ou troisième niveaux de l’OEE.

Glossaire

1) Insérer le glossaire dans le menu de gauche de la page d’accueil du BIPP.

2) Changer le nom de Glossaire pour « Définition des termes ».

Au sujet du Bureau

1) Inclure certaines des informations de cette section dans la page d’accueil du BIPP, particulièrement celles relatives au rôle et au mandat du BIPP.

2) Renommer cet item  « En savoir plus sur le Bureau » et l’inclure dans le menu de gauche.

1.9 Meilleures opportunités d’amélioration

· Parmi la liste de près de 60 suggestions d’amélioration émises par les répondants, nous avons sélectionné ce qui nous semblait être les 25 meilleures opportunités d’amélioration et les avons regroupées en 5 catégories : 

· (1) pertinence et contenu; (2) organisation de l’information; (3) présentation et lisibilité de l’information; (4) navigation; et (5) étiquetage.

1) Pertinence et contenu

1) Inclure certaines des informations contenues dans Au sujet du Bureau et dans la FAQ sur la page d’accueil pour aider les utilisateurs à comprendre l’objet du site et le mandat du BIPP.

2) Inclure de l’information sur le site au sujet de :

· Comment améliorer l’efficacité énergétique et/ou réduire la dépendance à l’énergie et sa consommation.

· Les programmes et mesures spécifiques proposés par le GdC pour aider les  Canadiens à composer avec les coûts élevés, présentement et dans l’avenir.

· Comment formuler une demande dans le cadre des programmes pertinents actuellement offerts par le gouvernement.

· Qu’est-ce que le GdC fait présentement pour encourager le développement de sources d’énergie alternatives pour le chauffage des maisons et pour les véhicules, et les plans et programmes à venir du GdC concernant les énergies alternatives.

· Le Canada en tant que producteur de pétrole, son avenir et la pertinence pour les Canadiens et le reste du monde.

3) Sur la page de deuxième niveau des PPP, afficher les pourcentages de taxes dans les tableaux.

4) Lorsque possible sur le site, expliquer l’information contenue dans les tableaux, d’une manière visuellement simple, pour aider les gens à apprendre. 

2) Organisation de l’information

1) Déplacer plusieurs informations de la section 4 de la FAQ (Généralités) vers la page d’accueil.

2) Avoir deux portes d’entrée sur la page d’accueil, Consommateurs et Entreprises.

3) Avoir un icône (et un titre) sur la page d’accueil pour se rendre à la très pertinente section 1 de la FAQ.

4) Rendre plus facile et rapide l’accès à l’information en utilisant des menus déroulants pour indiquer le contenu ou les catégories sur le menu de gauche de la page d’accueil. 

5) Inclure une carte du site sur la page d’accueil.

6) Rendre clairement visible et directement accessible à partir du site du BIPP la très pertinente section sur les Mesures incitatives et remboursements, soit à partir du centre de la page d’accueil ou du menu de gauche.

7) Déplacer plus haut dans le menu de gauche les Conseils pour économiser le carburant.

8) Inclure certaines catégories d’information dans un menu déroulant dans le menu de gauche.  Par exemple :  

· Comment les prix sont-ils déterminés?

· Pourquoi les prix fluctuent-ils?

· Taxes

· Mesures incitatives et remboursements

9) Déplacer  « Nous contacter » dans le menu de gauche (plutôt que dans le menu du haut très peu remarqué), et le rendre interactif, pour que les gens puissent poser des questions ou faire des suggestions ou des commentaires.

10) Déplacer le très pertinent icône Conseils pour économiser le carburant près du haut du menu de gauche de la page d’accueil du BIPP.

11) Inclure un lien direct sur la page d’accueil du BIPP vers Conseils pour économiser de l’argent que les consommateurs pourraient utiliser.

12) Ajouter des conseils pour économiser l’énergie pour la maison dans la section pertinente des pages de deuxième ou troisième niveau de l’OEE.

13) Segmenter la page de deuxième niveau de l’OEE en deux routes, Consommateurs et Entreprises.

3) Présentation et lisibilité de l’information

1) Partout où c’est possible sur le site, utiliser des images, des diagrammes et des graphiques pour transmettre l’information plus clairement, soit en remplacement de l’information présentement présentée sous forme de graphique ou de tableau ou dans le texte dense ou pour compléter cette information.  Par exemple, remplacer les graphiques et les tableaux dans les pages du PPP et du Prix du pétrole brut par des graphiques en pointe de tarte, des histogrammes ou des icônes (p. ex. des barils de pétrole). 

2) Partout sur le site, remplacer la couleur rouge du texte par une couleur plus agréable à l’oeil.

3) Dans les graphiques et les tableaux, utiliser l’ordre alphabétique pour présenter l’information géographique plutôt que de présenter l’information d’ouest en est.

4) Fournir un bouton pour accroître la taille de la police, ce qui est particulièrement utile pour lire les tableaux.

4) Navigation

1) Fournir une carte du Canada pour que les visiteurs puissent cliquer sur la province, région et/ou ville pour laquelle ils souhaitent obtenir de l’information.  Cela répondrait au besoin généralisé des visiteurs de régionaliser l’information qu’ils recherchent et/ou obtiennent.

2) Partout où c’est possible, lorsque les visiteurs se déplacent hors du site, ils ont besoin de retourner sur la page d’accueil du site du BIPP en un seul clic.  

5) Étiquettes

1) Sur la page d’accueil, inclure une  « Définition des termes » (plutôt que le glossaire sur le menu du haut).

2) Changer le titre  « Rapports et fiches d’information » sur le menu à gauche de la page d’accueil pour mieux refléter le contenu de ces pages.  Par exemple, Aperçu des tendances de l’industrie.

1.10 Conclusions

· En somme, à l’heure actuelle, le site ressort comme pertinent et utile, même si sa raison d’être était loin d’être évidente.  Nous recommandons fortement de positionner plus clairement et fortement l’objet et le mandat du BIPP sur la page d’accueil.  

· D’un autre côté, le site n’était pas aussi convivial qu’il pourrait l’être et il n’était pas utile dans la mesure où les gens ne pouvaient rien faire avec l’information obtenue.

· Dans l’ensemble, du point de vue d’un visiteur tel que ceux que nous avons rencontrés, le site manquait d’équilibre entre l’information et l’aide disponible.  

· En conséquence, il y a un besoin pour une visibilité accrue des programmes, plans et idées actuelles du gouvernement, et pour accorder davantage d’importance à l’aide disponible, que ce soit celle du gouvernement ou d’autres sources.  

· Par exemple, il pourrait y avoir un bulletin sur lequel les visiteurs du site pourraient afficher leurs idées et leur expérience pour économiser de l’argent et/ou réduire leurs coûts d’énergie ou leur consommation.

· Ces temps-ci, le site est pertinent parce que les prix de l’énergie sont élevés et volatils. Mais que ce produira-t-il lorsque ce ne sera plus le cas?  

· Si le contenu qui vise à aider les Canadiens était davantage mis en évidence, le site maintiendrait sa pertinence et son utilité.

· En fait, cela pourrait aussi contrebalancer la tendance des gens à croire que le GdC est incapable de faire quoi que ce soit au sujet des PPP.
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2.1 Background Context

· The Office of Petroleum Price Information (OPPI) was created by the Government of Canada as the main source of contact for Canadian consumers and stakeholders seeking pricing information on petroleum products (e.g., gasoline, diesel, furnace oil).
· The OPPI website was launched October 28, 2005 to provide timely information on crude oil and petroleum product prices and allow for single-window access to consumer information and relevant government programs in areas such as energy efficiency (with links to other relevant websites, including the Office of Energy Efficiency (OEE) of NRCan, which provides energy conservation tips for consumers).

· Receptivity to any website is likely to stem from a comparison of what people feel the site should offer (expectations) and what is actually offered.  More generally, receptivity is linked to two dimensions: (1) usability -- the site's process or functional dimension, i.e., "how" the information is delivered; and, (2) the outcome or content dimension, i.e., “what” people receive, the benefits of using the service, its relevance and in some instances, its drawbacks.

· Usually, information offered by an informational website consists of three components:

(1) The core information (kinds of information most useful, relevant, or looked for).

(2) The supplementary information, content that adds value to the core information.

(3) Complementary information, which neither facilitates, supports or adds value to the core information, but which is relevant, self-contained, convenient to include, and adds value to the website overall.

· The success of the OPPI website therefore depends on the public's expectations of how it satisfies or meets their information needs related to petroleum products and pricing.  Thus, the OPPI site needs to offer its users:

· Content that is relevant and comprehensive;

· A clearly-presented homepage that is highly functional;

· An intuitive, easy-to-use and speedy navigation system; and,

· A look and feel that is appropriate to its purpose and to the GoC.

2.2 Purpose of the Study

· The main purpose of the research was to  SEQ CHAPTER \h \r 1explore Canadians’ needs and expectations for information related to petroleum products and pricing, to test their receptivity to the new OPPI website, and to elicit suggestions for improvement. 

· The research concentrated on 3 core issues:  

· Usefulness of content;

· Usability; and,

· Visual appeal. 

· A secondary objective was to collect suggestions about alternative ways to deliver such information.

2.3 Target Population

· The target group for this study was the general public aged 18 years of age and older. However, because relevance and usability could not be properly assessed with segments of the general public who were less interested in or less in need of information delivered through the OPPI website, the focus was on Canadians who would probably use the site most frequently, i.e., people who drove a car, and/or who used heating oil as fuel in their home.

2.4 Number and Type of Sessions

· Accordingly, from November 3-10, 2005, a total of 16, 2-hour focus groups with Canadian men and women were conducted with 116 respondents in 8 locations across the country (with 2 groups in each location). 

· Twelve groups with English-speaking respondents were held in Halifax, Moncton, Toronto, Calgary, Saskatoon and Vancouver.

· Four groups with French-speaking respondents were held in Sherbrooke and Montreal.

· In each location:

· The first group was with "experienced" OPPI visitors, defined as those who agreed to do a 15-20 minute client-approved homework assignment before attending their session.  

· Each experienced participant was required to complete 4 specific tasks, wherein they would look for 4 different types of information on the OPPI site.  

· The focus for experienced participants was on usability.  

· The second group was with "first-time" visitors to the OPPI site.  These respondents had not seen the OPPI website before attending their sessions.  

· All first-time participants did the same 4 tasks (that had been assigned as homework to the experienced groups) during their 2-hour session.

· The focus for first-time respondents was on usefulness of content.

· The following table illustrates the distribution of sessions by location and focus.

	
	Total Sessions
	Experienced Visitors

Focus on Usability
	First-time Visitors

Focus on Content

	Larger Centres

· Halifax

· Montreal *

· Toronto

· Calgary

· Vancouver
	10

2

2

2

2

2
	5

One

One

One

One

One
	5

One

One

One

One

One

	Smaller Centres

· Saskatoon

· Sherbrooke *

· Moncton
	6
2

2

2
	3

One

One

One
	3

One

One

One

	Total sessions
	16
	8
	8



*    French-speaking participants in Montreal and Sherbrooke.

· All 16 sessions were conducted in fully-equipped focus group facilities, with a viewing room for observers, and audio-taping capacity.

· In each facility, the moderator used one computer connected to the Internet (via high-speed), and a large screen projector to display the OPPI site so that participants (and observers) could see it.

· Sessions in most locations had observers present behind the mirror.  

· There was also a conference phone hook-up so that observers who could not personally attend the session could listen to the discussions.

2.5 Respondent Selection Criteria

· All participants were randomly recruited by Createc according to the following specifications:

· In each focus group, about half of the participants were men, and half were women.

· All were aged 18 years or older, with a broad range of ages represented in each group.

· In total, a good range of educational backgrounds, employment types, household incomes and ethnic backgrounds were represented.

· All participants drove a car (or other vehicle) at least twice a week, and/or used heating oil to heat their home.

· All had access to the Internet at home, and spent at least 1 hour daily on the Internet, excluding emails and chatting.

· The standard work exclusions applied.   No participants or members of their families worked for:

· The GoC or other level of government; 

· A political organization;

· A marketing research, advertising, public relations or graphic design firm;

· Any media (radio/TV or print); and,

· The computer or Internet industry, or the oil or heating oil industries.

· No one had participated in a focus group in the past year and no one had ever participated in a focus group on petroleum product pricing.
2.6 Participant Incentive

· All respondents received an incentive payment to thank them for their participation.

· Experienced participants each received $75, to compensate them for the time spent doing their homework assignment on the OPPI site.

· First-time participants each received $50.

2.7 Discussion Guide

· Two client-approved discussion guides were developed – one each for the experienced and first-time visitors to the site.

· Participants in each group were queried along the lines of these guides, which are appended to the report (in English and French).

2.8 Qualitative Considerations

· While public opinion surveys can tap the views of the Canadian public as a whole, qualitative research canvasses individual beliefs, views and feelings by posing questions and listening, and having participants answer freely.  The aim of this study was to discover the informational needs and expectations of Canadians vis-à-vis the OPPI site, and to understand the various viewpoints by listening to and observing participants.   

· Focus groups provided the most appropriate context for participants to express their views with the flexibility, tone and direction they desired. In addition, the focus group methodology enabled an honest, open discussion and free exchange among respondents and between respondents and the moderator. 

· We note here that the aim of the qualitative process is to explore awareness, perceptions and views.  The moderator's role, in this case, was not to inform or suggest right or wrong answers, but to facilitate the discussion, to collect information and to observe, while encouraging participants to speak freely and honestly (which they did). 

· As in all qualitative research, and in accordance with the Code of Ethics and Standards of the Marketing Research Intelligence Association (MRIA)
, findings from this study may or may not be regarded as statistically representative of the target populations at large.  However, this research may be further pursued by other instruments (qualitative and/or quantitative) to contribute to our knowledge base. 

2.9 Research Team

· Mr. Grégoire Gollin acted as the project manager. He was responsible for client relations, translation, design of the work methodology, overall coordination, and supervision of the final report.

· Ms. Natalie Gold (based in Toronto) moderated and analyzed 6 English sessions conducted in Vancouver, Calgary and Toronto, prepared and presented the one-hour verbal debrief to the client on November 16, 2005 (which incorporated findings from all 16 groups), and prepared the final report.

· Ms. Sharon Archibald (based in Halifax) moderated and analyzed 6 English sessions conducted in Halifax, Moncton and Saskatoon. 

· Ms. Louise Saint-Pierre (based in Montreal) moderated and analyzed 4 French sessions conducted in Sherbrooke and Montreal.

2.10 About the Report

· This report presents the findings from all 16 focus groups together, incorporating views from both the experienced and first-time visitors to the OPPI website.

· Views and findings were relatively consistent overall, but the report points out where relevant differences emerged, whether by location/language or type of user. 

· The report begins with an Executive Summary, which provides an overview of the key findings.  It not only offers suggestions for improvement made by respondents, but also provides some recommendations and implications for consideration. 

· This is followed by the Detailed Findings, and the Appendices, which contain the Discussion Guides. 

· With regard to style:

· This report is written using respondents' own language, wherever possible, to let them speak in their own words.  

· For clarity and ease, the report is written in bullet format, and respondent verbatims appear in italics (usually without quotation marks, except when incorporated into the text).  

· Some verbatims have undergone slight editing to make people's comments understandable, but all have been used within their intended context.

· Throughout the report: 

· Respondents who did homework on the OPPI site are referred to as experienced visitors, the experienced group(s), or experienced participants.

· Those who visited the OPPI site for the first time during their sessions are referred to as first-time visitors, first-timers, the first-time group(s) or first-time participants.

· Petroleum product pricing is referred to as PPP.


4. DETAILED RESULTS


3.1 Overview

· Because findings from the 16 focus groups were fairly consistent, they have been combined in the report, with differences in language, location and type of participant (experienced vs. first-time) pointed out when relevant. 

· The existence of the OPPI site met with approval since it seemed to fill a need by participants to understand and deal with what was happening with PPP. 

· Receptivity to the site and its contents tended to increase with usage and familiarity, although in some instances, this was not always the case.

· Most sessions tended to take on a positive tone, with constructively critical comments.  Only a small number of groups tended to be more negative than positive.  For example:

· The experienced Toronto group tended to be more negatively predisposed than the first-timers.

· In both Saskatoon sessions, participants tended to stick by their combative perceptions of government and their hostility provided a negative lens through which they viewed the site.

· Participants in all groups made consistent suggestions for improvement to the site, mainly related to the homepage.  

3.2 About the Participants

3.2.1
Informational Needs 

· Overall, interest in petroleum product pricing ranged from moderate to high in most locations, and focused on how people could save money.

· One overwhelmingly consistent finding was that when it came to petroleum product pricing, across all 8 locations, and in all groups, most participants wanted and were mainly interested in the price of gasoline.  This was the most relevant petroleum product issue by far.

· Somehow, having more information seemed to help people deal with their frustration and sense of powerlessness over rising prices.

· Ça vient de notre frustration. Plus on a l’impression de se faire voler et plus on a le goût de s’informer.  (Interest in information comes from our frustration.  The more you feel that they cheat customers, the more you want to have information.)

· In each location, some participants knew about Internet sites that pointed out where they could get the cheapest gas in their area.  For example:

· The www.gasbuddy (Halifax) website provides gas prices available across Canada and the United States
· calgarygasprices.com

· torontogasprices.com

· gastips.com (Vancouver)

· Il y a un regroupement au Québec pour la défense des consommateurs qui s’appelle « L’essence à juste prix », je crois.  (There is a group in Quebec for consumer protection named “L’essence à juste prix” -- Gas at the right price.)
· Many said that before they were involved in this study, if they wanted to find information about gas prices, and/or to understand why and how these prices rose and fell, they would probably "Google it," i.e., type in the key words "gas prices" in a familiar search engine window.

· Some said they would also pay attention to such information in news reports, on TV, radio, and in newspapers.

· Others said they would simply drive around their areas, paying attention to posted prices.

· Other interests included home heating prices (for oil and natural gas), information on energy efficiency methods, alternative sources of energy, and rebate and incentive programs.   As one participated stated: 

· The most pertinent information is how you are going to save money.
· Thus, essentially, people across the board were looking for ways to cut costs and save money.

· How can I as a consumer cut costs?

· Are rebate programs available to help consumers?

· Most said that apart from prices and how to save money, they probably would not seek out any other information about petroleum product pricing.

· However, when given the opportunity to think about it, and/or ask questions, participants in various locations expressed interest in topics ranging from Canada's role as a petroleum producer, how and why prices rise and who benefits, gas taxes and how they are set and spent, and alternative environmentally-friendly energy sources, as indicated by the following:

· If Canada has all this supply, why is it so affected by world commodity prices?

· On est le seul pays qui produit du pétrole et qui n’a aucun contrôle sur ses prix, ce n’est pas normal. (We are the only country that produces petroleum but who has no control of the price. That’s not right.)

· Who benefits when the prices go up?

· How are prices calculated?

· Who drives the prices?

· Why do prices vary from region to region, city to city, etc.?

· What are the profit margins for retailers?

· What types of products are influenced by fluctuations in natural gas prices?

· What is the breakdown in terms of the amount of tax we pay? 

· Why does the government take so much tax? 

· What they do with the taxes they collect?

· What types of research are oil and gas companies doing for alternate sources of energy?

· What is the government doing about alternative energy sources?

· What are the advantages of diesel on the environment?

· Avoir plus d’information de l’impact des produits pétroliers sur la santé. (I’d like more information on the impact of petroleum products on health.)

· When buying oil and gas from different companies, are you buying the same stuff (quality/BTU)?

· Most people seemed to know that there was a connection between crude oil and gas pricing, but they really didn't understand it.

· However, some in different locations tracked crude oil prices for various reasons:

· It influenced the stock market.

· I’m interested. I like looking at the background from an international level and down to the micro provincial level.  From the trade buildings straight down – it’s kind of fun.

· It gave them lead time to fill up their cars or get a fixed rate on home heating fuels.  For example:  

· Halifax participants described the situation immediately after Hurricane Rita (the second in the series), when a rumour spread that gas prices would exceed $2/litre.  Apparently there were line-ups for blocks at gas stations across the city.

3.2.2
Internet Usage and Attitudes

· On average, people in the 8 experienced groups spent anywhere between half an hour to 7-8 hours a day on the Internet, not including email and chatting.  Some were self-employed and/or worked from home, and some were retired.

· In contrast, those in the first-time groups usually spent about half an hour to 2 hours a day, on average, on the Internet.

· Most participants had visited at least one federal government website, and several in most locations had visited more than four.  Overall, a wide range of government sites were mentioned by participants.

· The CCRA site was mentioned in most groups.

· Other sites identified by respondents included:  (described exactly as they were referred to):

· Parks Canada, Foreign Affairs, Industry Development, Health Canada, Justice Canada, Northern Affairs, Publications Assistance Website, HRDC, PAP, CPP, Public Works and Government Services, Customs, Canada Savings Bonds, CBC.

· People used government sites for a wide range of purposes, including:

· getting (downloading) forms

· getting information on:

· exports, imports

· health issues

· passports

· immigration

· eligibility for rent assistance

· fishing regulations

· student loans re ASCAP

· employment and unemployment

· personal vehicle initiatives

· travel advisories

· name change

· marriage

· retirement 

· labour laws

· national historic sites

· addictions and rehabilitation.

· Most participants in all groups, including those who used the Internet less frequently than others, saw the Internet as the best source of information, not only for PPP, but for most other types of information.  

· Some felt that the Internet was probably the only information source they would consult for most things.

· If you can’t find it on the Internet you’ll probably not go to the library or anywhere else to look for it.
· Participants identified about 8 perceived advantages to the Internet as an information source, about PPP or any topic:

1) Always available

· There's no scale. It's the top of the scale. It's anywhere and everywhere you want instantaneously.

2) Current and up-to-date information

3) Fast

4) Easy to use

5) Personalized information, specific to your needs

6) Convenient

7) Different sources of information are available so you can validate or compare the information

· You can compare quite easily if you have to.
8) No fees

· In contrast, there were only about 4 main perceived drawbacks to the Internet as an information source:

1) Information is not always reliable. 

· Is the information truthful? Is it biased?

· L’information sur Internet, c’est pas toujours très fiable.  (Information on the Internet is not always reliable.)

2) Too much information, so it takes time to find exactly what you are looking for.

· You have to poke around a lot.

· You have to ask the right question.

3) Discrepancies between web sites in terms of accuracy, updating.

4) Not easy for those unfamiliar with the Internet, who are not computer-literate.

· You can't ask questions.
3.3 THE OPPI WEBSITE

3.3.1
Overall Reaction

· Most experienced respondents began their sessions with a somewhat positive attitude towards the OPPI site.

· First-timers initially tended to view the site with more skepticism, which gradually became more favourable after spending time on it with their respective groups.

Perceived Motives behind the OPPI Site

· Overall, most participants in most locations thought the site was created due to public complaints this past summer about soaring gas prices.

· It is always going to be beneficial if we are informed when it comes to energy programs.

.

· Pacify people.

· Some felt the site would help create consumer awareness vis-à-vis oil and gas prices.

· There is nothing we can do or change about the prices. There is nobody we can complain to, but here is the information anyway.

· Quand il s’agit de justifier leurs taxes, ils vont tout faire. (The government of Canada has to justify taxes on gas.)

· However, some were skeptical about the site with regard to the upcoming election, and suspected some political motivations behind it, to appease public anger and frustration.

· The site made it look like the government was doing something.

· It is the government’s commitment to the public to say they are looking at pricing so that when Canadians ask what the government is doing for them, the government can say they are doing their part and direct consumers to a website.  
· L’intention du gouvernement n’est pas claire. Ils tentent de se justifier, de montrer qu’ils font quelque chose même s’ils sont impuissants.  (The intention of the government is not clear. They are trying to justify things, to show they are doing something, but they are powerless.)

· In this context, some participants complained about taxes on fuel products, in several different ways.  People either saw high taxes as part of the problem, and that the government could do something about that aspect, or they felt the government had become too dependent on this lucrative source of funds, or they wondered what, in fact, the government was doing with these particular monies.

· Le gouvernement pourrait faire quelque chose, mais ils ne le feront pas car il y a les taxes.  Ils perdraient de l’argent.  (The government could do something but they don't because of taxes. They would lose money if they did.)

· We put this much [$15 million] into this for you, money that disappeared from you to start with.

· Some suggested that while the OPPI site was intended to be transparent, and to give that impression, but that full disclosure was unlikely to occur.

· They pretend to be transparent but they keep so much hidden.

· Other reasons seen to be behind the creation of the OPPI site included:

· There must be disclosure laws so they have to.

· The GoC wants to present its explanation of the phenomena.

· Because of Kyoto we have to face drastic changes and take action, make small changes (Calgary).
· To reduce the government's guilt feelings. 

· Ils ont du recevoir beaucoup d’appels de la population. C’est pour se déculpabiliser qu’ils font cela. (They probably received a lot of phone calls from Canadians. That’s why they created this site – to remove guilt feelings.)

General Approval of the Initiative

· Despite any skepticism, even among the hard-core cynics who were fairly hostile to government in general, and despite the site's $15 million price tag re development costs, most participants indicated they approved of the government initiative, and would rather have the site and the information it provided, than not have it.  At least it was something.

· I appreciate the initiative.  I have mistrust of government and for them to do that and provide that conjures up a bit of trust, but I am waiting for the shoe to drop.

· Note that for the most part, people were able to set aside their emotional reactions to high gas prices and suspend their negative beliefs when supporting the creation of the site. 

· Most participants in most groups felt powerless and frustrated when gas prices rose because they simply had to pay the going price.  All they could do was track down the lowest price, and perhaps try to conserve.

· The average Joe Blow has no control over the prices anyway, the only information I’d be interested in is to curb the taxes that the government is getting on this oil.

· Many believed that the GoC had some type of role to play in solving the problem, but they didn't know what.

· People wanted to know any and all efforts by the GoC to help Canadians.

· Most also felt the site should be publicized, and certainly well-linked on government sites.

· I think there should be a link from the main GoC website.

· If they're going to have it and pay 15 million for it, by all means publicise it.

· The information is quite good but the consumer doesn’t know it’s available.

· It’s not valuable if you don’t know about it.

· A common refrain in various groups:

· If we hadn't been phoned for the focus group I would have never found this website.

Perceived Purpose of the Site

· Overall, participants in almost all groups were not clear about the purpose of the site.  

· Their overriding interest was gas prices and understanding price fluctuations, but the site did not immediately appear to provide this.

· The homepage did not seem to provide enough relevant information to visitors to let them clearly know what the site was about and what OPPI itself was about.

· In fact, several groups discussed why a separate site had been created.  Given that so much information on the site was linked to NRCan pages, some of these participants wondered why information on the OPPI site didn't emanate from NRCan pages.  For example, in the Toronto experienced group, people said:

· There's useful information but I cannot understand why there is a separate website [from NRCan].

· Once I get to the Natural Resources website then why would I go back to OPPI when everything I need is on Natural Resources?

· While most participants did not appear to query the reason why OPPI itself was created, it would be safe to say that hardly anyone was aware that OPPI was an arm's length entity, independent and distinct from other government-run departments, or why this was necessary.  This may be because participants were so focused on the site itself.

· When this topic came up in the Toronto experienced group, participants generally got confused.

· How can it be independent if it is a government agency – it’s impossible.

· Most confusing that the two [NRCan and OPPI] must be independent of each other and yet the sites are connected.

· What most people did seem to understand was that the OPPI site was about petroleum, a term that was recognized but which was not part of their daily language.

· We don’t call it petroleum we call it gas. It’s going to be a tough sale for that name.

· I was second-guessing what petroleum was, I was not expecting gas, I didn’t know what to expect.

· While experienced users tended to have a somewhat better grasp of the site's purpose than first-timers, even they described the purpose as relating to oil and gas pricing information, rather than use the term petroleum.

· In addition, a few people in Calgary admitted to being confused because they weren't used to connecting the government of Canada with the topic of petroleum pricing.

· The only that threw me off -- even though you see the Canadian flag with the GoC, when you read Office of Petroleum Price Information, it threw me off.

· On the other hand, what most did not understand, was that the OPPI site was a one-stop shop related to petroleum product pricing, a fact that was not effectively conveyed on the homepage.

· In sum, there was confusion about the purpose of the OPPI site, which definitely needs to be spelled out more clearly.

Site Content

· Overall, most participants were surprised and pleased to find so much informational content on the site, some of which was considered quite interesting.  

· C’est intéressant pour apprendre des choses, le prix du pétrole. Mais ce n’est pas un site que tu vas consulter tous les jours.  (It is interesting to learn something about petroleum pricing. Not a site to consult every day.)

· I was amazed at how much information was there.

· Pretty well-informed. The only thing I don't see an answer to is where your money is going.

· Je suis surprise de la quantité d’informations qu’il y a sur le site.  (I was surprised to discover such a large quantity of information on the site.)

· Il y a beaucoup trop d’information sur certaines pages, ça prend du temps pour passer au travers.  (There’s a lot of information on some pages, and it takes time to read through it.)

· However, some felt the information was presented in an old-fashioned, text-heavy format, with long paragraphs not really suitable for the Internet.

· The style is very academic and written as text that could be a small book rather than being written for the web which is small chunks of information at a time.  If you were researching a school paper it would be very useful but as a consumer looking for quick bits of information, it is academic in nature.

· In addition, many people in most locations agreed that important information about OPPI and the site was buried or hidden in the FAQ and/or About Us items, with no guidelines to indicate where this information could be found on the site.

· Participants identified a range of information they felt was missing from the site.  This information was anticipated and expected, because people considered it highly relevant: 

· The government's role and power to set and/or influence prices.

· Specific programs and measures proposed by the GoC to help Canadians with high costs, now and in the future.

· Information on what the government is currently doing to encourage development of alternative energy sources for home heating and vehicles, and future government plans and programs with regard to alternative energy.

· What the government is specifically doing to reduce energy consumption, etc.

· Information on the future of the Canadian petroleum industry.

· Unbiased information on multinational companies.

Trustworthiness

· Despite whatever concerns people expressed, overall most participants agreed that the information on the site was trustworthy because it came from government.

· When I realized it was government, I had more trust in it and I think the government would not lie to anybody with information.

· In addition, some felt that the non-government Related Links added credibility, because it exposed people to other sources and opinions.

· However, there was a touch of skepticism about how accurate and honestly presented the information was.

· It's probably fairly accurate.  They won't put blatant lies, but I do think the way they word things and present things may not be exact fact.

Usefulness

· Overall, there was mixed reaction to questions about the site's usefulness.  Ratings tended to be high, but comments indicated otherwise.

· Cela m’a fait rire de voir un site sur le pétrole.  On n’a aucun contrôle là-dessus.  (It makes me laugh because you don’t have any control of the prices.)

· The information is interesting but what can I do with the information other than learning about it. For example, researching fuel efficient vehicles. What is the purpose of me having this information?  I’m not sure.

· Participants who had already sought out information on energy and/or prices found the site extremely useful and very interesting.

· However, others did not see the site as particularly useful for 4 main reasons: (1) it was not consumer-oriented, (2) the information was static, not interactive, (3) it lacked information about the government's future plans re alternative energy, and (4) there was no complaint mechanism.

1) It was not consumer-oriented, and did not appear to provide them with new and relevant information aimed at them as consumers, i.e., it did not appear to focus on or be aimed at how people could save money.  

· Je ne me suis pas sentie beaucoup concernée en fait. C’est plus pour les gens d’entreprise que pour le petit consommateur ordinaire.  (I am not concerned. This site is not for me. More for business people than consumers.)

· If targeting consumers, we have no control over crude oil prices.

· Consumers wouldn't find it as interesting because you need a background in petroleum vocabulary.

· One suggestion made in various groups emerged after viewing the Competition Bureau website, where there seemed to be one separate stream for consumers and one for business.  People thought this might be helpful on the OPPI site.

2) Some who found consumer-related information on the site felt it was simply nice-to-know "tourist" information, a bit redundant and out-of-date, because it was "not interactive" or plugged in to an ever-changing database.   

· For example, gas prices in their area could fluctuate several times a day.  So learning the weekly price did not seem helpful in a practical way.

· It needs an interactive reports screen that connects you to the source of the information.

3) The site did not appear to provide some participants with information about the government's future plans regarding alternative energy sources, such as possible tax rebates for buying hybrid cars, or what the government is doing to encourage car manufacturers to produce more energy efficient vehicles. 

4) The site did not provide participants with a mechanism to launch a complaint.  People seemed to know that there was little or nothing that could be done to change the prices, and simply wanted to be heard.

Nomenclature

· Overall, most participants said they understood the language used on the site.  

· However, many in various locations criticized the name of the site because "petroleum" was not a familiar or commonly used term, especially by consumers.  
· L’appellation du site est trop restrictive.  On ne parle pas seulement des prix des produits pétroliers mais de l’énergie en général.  (The name of this site) is too limited or restricted because it is not only about PPP but also about energy in general.)

· Some thought that this was the government's way of seeming to be transparent, because no one would search the web using the term "petroleum."

· People generally agreed that "petroleum product pricing" was awkward, and a mouthful and they wanted this changed.

· On a more positive note, some respondents pointed out that the site happily did not include acronyms, which was a plus and unlike other government sites.

· Some in most locations also appreciated the Glossary of Terms, although not everyone noticed this item in its current location on the top menu (see section 3.3.3 for more on the Glossary).

Navigation

· Overall, most participants in all sessions not only found the site relatively easy to use, but it also seemed that it would be easy to use from the first visit.  This was true apparently for experienced visitors as well as first-timers.

· Simple, direct, straightforward.

· However, for some in various locations, it took "too many clicks" to get where you needed to go.  

· It’s slow for certain things.  You have to link, scroll, link, next, next, and more levels on one page would be simpler. Simplify the navigation.

· C’est facile de se perdre, c’est comme la pointe d’un iceberg, ça cache tellement de choses. (It is easy to get lost, like the tip of an iceberg, so much is hidden.)

· In addition, some participants in various locations were not aware that clicking on some of the left menu took them off-site to different NRCan pages.  When pointed out, some had no problem with this.  However, others were confused.

· A tad confusing.  I clicked on the body copy and it led to someplace totally different.

· Ce n’est pas très accessible pour les enfants, s’ils font une recherche. (It is not very easy for children, if they have to do research.)

· Some worried that when they moved off-site, that they might never get back.  This actually happened to several individuals, who ended up having to start over by typing in the OPPI web address.

· I ended up in another site and not where I wanted to be and got totally lost and I went to the beginning and started all over.

· When the topic of off-site links emerged, participants in some groups discussed whether or not they preferred having new windows open up instead of clicking to another website.  

· In general, most who discussed it preferred to click to another site, and use the back arrow to return to the OPPI site.

· Some said it would be useful to have the OPPI website homepage available on the sites visited.

Simplicity

· Overall, the question about the site's simplicity drew mixed and varied reaction.

· A number of participants in various locations thought the site was quite simple to use.  All you had to do was click or click back.

· Others weren't so sure.  For example, two respondents in different locations and group types (Vancouver experienced and Calgary first-time) each explained a rating of 3 out of 10 for simplicity:

· Because it was simple getting into it but not to find the information quickly and efficiently.

· I've been on a lot of websites. I don't think this one is necessarily a lot worse. The things we expected to find were difficult to find. They could make the site so much better by having it so that you can click on a link and find what you expect.  It shouldn't take so long to find what you want.

· In addition, in several groups, some participants insisted on breaking the simplicity category into several segments before rating it.

· In the Toronto experienced group, people rated the functional and visual simplicity.

· Functionally, the ratings were low (3-5), and visually the ratings were moderate (4-7).

· In the Vancouver first-time group, people wanted to rate the simplicity of design, navigation and content.

· For the most part, the design simplicity drew high ratings (5-10), the navigational simplicity received low to moderate scores (3-7), and the content simplicity received low ratings (2-5).

3.3.2
The OPPI Homepage

Familiarity and Visual Appeal

· Overall, most participants felt the OPPI homepage looked familiar, like a typical government of Canada website, which was reassuring for some.  

· It looks like an official GoC website. 

· Basic.

· Generic government.

· Standard.

· Pretty well template-type government website.

· Looks and feels like all government websites which is actually like it should be. I like that I can find the same on every page.

· No warm and fuzzies, but that's not what you're looking for.

· However, some felt the OPPI homepage was too official-looking, and this contributed to the general feeling that it was not aimed at consumers (discussed earlier in the report).

· Familiarity was mainly due to the presence of the Canadian flag, and the GoC logo. 

· Some respondents in various locations also identified the upper menu as being similar to that on other GoC sites they had visited. 

· It looks like the CCRA site. The header and footers are the same.

· However, for most, the homepage very clearly indicated that the site was Canadian, because of the red and white colours, and to a certain extent, the presence of maple leaves.

· You know you are on a Canadian site.

· Patriotic red & white.

· In Quebec, most agreed there were too much red and too many maple leaves.

· Il y a beaucoup trop de feuilles d’érable, ça ressemble à l’automne.  (There are too many maple leaves, it looks like autumn.)

· The red text itself actually bothered a number of participants in various locations. 

· Red text is apparently difficult to read for people who are colour-blind. 

· I dislike the red ink, font.

· Most participants in all locations found the OPPI homepage lacked visual appeal.  

· It was generally not seen as enticing, eye-catching, or attention-getting.  Instead, participants referred to it as:

· Bland

· Boring

· Low-budget

· Cookie-cutter.

· Pedestrian

· Old-fashioned

· Institutional

· Traditional

· The large amount of white space on the page visually appealed to some, because it made the page seem clean and simple, but it irritated others because it seemed like such a waste of space.
· Looks easy and simple.

· The use of white space is really distracting.

Main Homepage Positives

· Overall, participants identified about 6 main positives for the OPPI homepage.

1) Clear and uncluttered.

· I like that it wasn't flashy.

2) Appeared well-organized.

3) Seemed simple to use.

4) Looked uncomplicated.

5) Downloads quickly.

6) It's Canadian.

· Most did not notice any of the items on the top menu because people were so used to tuning these out when visiting government websites.  But the content of two items were well-liked when pointed out during the discussion:

· About Us

· Glossary of Terms.

Main Homepage Negatives

· Participants in all 16 sessions cited about a dozen negatives for the OPPI homepage, many more than they did the positives.

· In fact, all of the following perceived negatives about the homepage could be considered as suggestions for improvement:  (1) the purpose of the site and OPPI was unclear and difficult to discern, (2) there was no drop-down menus on the left menu to indicate where the user would go, (3) the page was not consumer-friendly or consumer-oriented, (4) the centre of the homepage had only text, and no buttons, icons or graphics to enhance its visual appeal, (5) there was no prominent site-specific search engine, (6) it lacked a site map, (7) the page lacked interactivity, (8) some left menu items were in an unfamiliar location, (9) most links in the body copy were duplicated on the left menu, (10) there were some ambiguous left menu headings, (11) there was no button to enlarge font size, and (12) the visual presentation was unenticing, bland and boring. 

1) The purpose of the site and of OPPI itself was unclear and difficult to discern.

· Je ne comprends pas ce que le gouvernement cherche à faire avec ce site. Est-ce pour nous donner de l’information simplement ou si c’est pour aider les Canadiens?  (I don’t understand why the government has this site. Is it just to give us information or is it to help Canadians?)

2) The left menu items did not have drop-down menus describing what would be found on the link.  This was mentioned by most participants in almost all groups.

· Define terms, explain where the links go.

3) The homepage was not very consumer-friendly or consumer-oriented.

· It's a tad too technical for an everyday person.

· Needs consumer friendly titles, i.e. gas prices, fuel prices.

· On devrait faire une distinction entre l’information pour les consommateurs et celle pour les gens d’affaires.  (There should be a clear distinction between information for consumers and for professional or business people.)

4) The centre of the homepage had only text, and no buttons, icons or graphics to enhance its visual appeal.
· If they want people to check it out other than people that want specific information, they need to write more appealing things, with icons, like a gas pump to click on.

· Dry reading.
· On devrait mettre davantage d’animation comme un signe de dollar qui clignote.  (It might be good to have some animation, like a flashing dollar sign.) 

5) There was no site-specific search engine in a prominent place.

· Il n’y a pas de boîte de recherche. Normalement, il y en a une.  (There’s no search window. Normally, it should have one.)

· No cross-referencing. There's no window I can go to type in factors to bring paragraphs up. 

6) The page needed a site map to help orient users.

7) The homepage lacked interactivity.  A number of participants felt disappointed that they could not ask questions.

· Ce serait intéressant si on pouvait poser nos propres questions. (It would be interesting if we could ask our own questions.)

· Ce serait mieux si on avait une carte du Canada et on aurait tout simplement à cliquer sur notre province.  (It would be better to have a map of Canada and we could simply click on our province.)

8) The order of some items on the left menu was questioned.  For example:

· FAQ were usually located at the bottom of the left menu, not the top.

· Fuel Savings Tips.  Some did not see this because it was at the bottom of the menu, or at the bottom of the page.

· Energy efficiency needs to be near the top to catch my eye more.

9) Most, but not all links in the body text in the centre of the homepage were repeated on the left menu, which was confusing for some, and seen as unnecessary.  Only "consumer information" was not repeated. 

· Highlighted copy in the body is confusing, some of the links are on the side and others are in the body.  It would be better if it was all on the side, links are duplicated.

· C’est quoi la différence entre l’onglet à gauche dans le menu et le même mot qui est souligné dans le texte?  Ça peut mêler les gens.  (What is the difference between the tab in the left menu and the word underlined in the text? That could be confusing to some people.)

10) The names of some headings on the left menu were ambiguous or lacked resonance, e.g. Reports and Fact Sheets.

11) Some wanted a button so they could enlarge the font size.

12) The page was generally thought to be presented in a visually unenticing, bland and boring way.  

· Doesn’t make you want to hang out there.

· In addition, several participants in a few locations pointed out that when they moved the mouse over the links on the page, the underlining disappeared.  They preferred having the links become bold instead, since that was what they were used to.

3.3.3
Second Level Pages (and Beyond)

· Note that all items in this section were links on the left main menu.  

· Most of the two dozen changes respondents suggested for the second-level (and subsequent) pages touched on the following key components: 
1) Visual presentation, and use of more user-friendly charts, graphs, icons and other visual aids to clarify and help people understand and grasp the data in tables and text.

2) Interactivity, to enable visitors to enter information and get personalized answers, such as a search engine, a calculator or a place to ask questions.

3) Labelling and identifying the main sections and/or contents of menu items or topics, to give an at-a-glance guide about the type of information it contained, using mainly drop-down menus, maps, and clearer headings.

4) Direct links from the homepage to important and relevant information currently buried in second, third (or subsequent) level pages, such as Determination of Prices Taxes, Rebates and Incentives.

5) Simple explanations to explain complex charts (such as those for crude oil prices).

6) Including more relevant information related to saving money, the environment and future plans.

· For each, the report provides some introductory comments, followed by the main positives, the main negatives and any suggestions for improvement made by participants.

Frequently Asked Questions

Introduction

· Most participants both liked and appreciated the FAQ.

· There was some mixed reaction to the spelling out of this category heading.

· Some found it strange, because it was usually an acronym (FAQ), while others thought it would be a bit more user-friendly to website users.

· Another mixed issue related to where it was positioned on the left menu.

· Some liked that it was positioned at the top, and thought that people unfamiliar with the web would be more likely to notice it there.

· However, others found it disconcerting, because most sites featured the FAQ on or near the bottom of the left menu.

· Some participants in various locations wanted to be able to ask their own questions, and get answers by clicking on some icon or button, perhaps on the FAQ page, perhaps somewhere else on the site, like the homepage.

· Ce serait intéressant si on pouvait poser nos propres questions. (It would be interesting if we could ask our own questions.)

Main Positives

· Highly relevant and useful content.  It answered people's key questions, especially Section 1, Determining Energy Prices.

· The topics were well-defined.

· Positioned noticeably at the top of the left menu.

· The terminology was easy to understand.

Main Negatives

· Too much red text, was overwhelming.

· Some information belonged on the homepage, especially some data in the General Section (4).

· Not positioned in usual place at bottom of left menu.

· One respondent who worked as an editor pointed out what she saw as a style faux-pas.

· This has to with style and not content. The first two questions [in Section 1] are written as a normal sentence.  In every other one the words are capitalized, and that looks stupid.  I'm an editor so that’s why I'm irritated.

Improvements Suggested by Respondents

· Change the red text colour to something more palatable, even though it is highly correlated with Canadian.

· Move much of the information in Section 4 (General) to the homepage.

· Have an icon (with heading) on the homepage to connect to Section 1 in the FAQ, which was considered highly relevant.

· These questions are key and so they should have sections, i.e., more explanation on the components of the retail pump prices.

· Some suggested improvements related to the way the FAQ pages were organized.  For example:

· There was too much scrolling required reading all the questions in all the sections.  People wanted easier access to the section headings.

· Too much scrolling to do, it should be a drop down menu from each section heading, too many clicks.

· Include information related to the environment and the future.

· I’m disappointed because this is totally the oil business and I'd be more interested in what the oil companies and government are doing for environmental issues and forward thinking, which doesn't seem to be mentioned. 

Petroleum Product Prices

Introduction

· Overall, in most groups, consistent criticisms of this and subsequent pages on PPP far outweighed the positive comments.

· Some participants in various locations especially wondered about the accuracy of the data in the various tables provided.

· How accurate is it, if the prices change as often as they do, how do they keep track of it?

Main Positives

· Most participants really liked the blue colours on this page, especially after viewing the red FAQ.

· My eyes don’t hurt anymore.

· While most participants were extremely interested in seeing the information in the various tables, the way it was presented annoyed them no end.

· Many were surprised and pleased at the depth of information.

· I didn’t realize there would be so many divisions of it. I thought it would be in paragraph form, probably a page on pricing, instead of having it broken down.  It didn’t occur to me it would be across Canada.

Main Negatives

· A number of participants in various groups did not immediately notice the 4 types of petroleum products across the top of the second-level page.

· Je ne savais pas où aller en premier. Bien distinguer le prix des 4 produits puis ensuite pour plus d’information, en laissant plus d’espace.  (I don't know where to go first.  Make a clearer distinction between prices for the 4 products and the information that follows.)

· After clicking on Gasoline (or any other product), the table on the third-level page drew a number of criticisms:

1) The table was overwhelming to many, and had too much information.  

· People in various locations felt they could get easier access to this type of information by clicking on various websites which showed local gas prices, or simply by paying attention when driving around their area or by filling up at the gas pump.

2) The table headings disappeared when people scrolled down the table, so they didn't know what they were looking at.

3) People initially didn't understand that the order of locations on the chart moved from west to east.  Many preferred alphabetical order, or some explanation of the presentation order.

· On devrait mettre les noms des villes par ordre alphabétique ou regroupés par province.  (The names of cities should be listed in alphabetical order.)

4) Some wondered if the price was per litre, because the table didn't specify.

· Some in Moncton and Halifax felt they did not need to know what the amounts were excluding taxes.  However, they were in the minority. 

· Most people actually wanted the tax percentage included in the table, so they didn't have to figure it out themselves.

· Participants in some groups felt they needed a magnifying glass to be able to read the table.

· Des tableaux comme ça c’est difficile à lire sur mon écran de 19 pouces. Il devrait y avoir une loupe. (The tables are difficult to read. We need a magnifying glass because the numbers are so small.)

Improvements Suggested by Respondents

· People in various locations wanted the information on the PPP pages presented in a more visual manner, with more graphs, pie-charts and visuals to make the information consumer-friendly.  For example:

· Include a map of Canada, where people could click on their particular location and get the price.

· Provide a drop down menu allowing people to search by province and/or city.

· Show the tax percentages on the table.

· I would have liked to clearly see the taxes and not have to do the work myself.

· Instead of a table, people suggested featuring a graphic depiction of a barrel of oil (or whatever), showing the percentages paid in tax.

· Some suggested a calculator be included with the table, where visitors could enter certain information and determine the amount of tax paid in their area.

· Separate out the different grades of gasoline, and make the focus "regular."

Crude Oil Prices

Introduction

· Overall, there were consistently many negatives aimed at the second-level and subsequent pages related to crude oil prices.

· Some participants in various experienced groups didn't even visit these pages.

· Very few participants thought the information on these pages could interest consumers or would be relevant to them.  It would only be pertinent to businesses.

· Ça peut intéresser les chercheurs, les entreprises en transport et le secteur industriel plus que les consommateurs.  (This would interest the industrial sector, transport companies, researchers, etc.)
Main Positives

· Essentially, the main positive comment related to the fact that this information was available, and possibly useful to someone else (not them).

· It was easy to get to the information requested, by clicking on the various years and months.

Main Negatives

· Virtually no one understood the tables on the third and fourth-level pages, but assumed business or stock market followers would be interested.

· Most thought the tables were not presented well or explained, so that people could learn from the information presented.

· Not visual enough.

· Some wondered why Edmonton and Chicago were included on the tables.  Was this the stock market?

· Why is Chicago up there? I thought it was all about Canadian prices.

· People in the west wondered why there was no data for their regions.

· There's nothing for western Canada, is it just not filled in yet?

· Too many clicks were required to get to the tables. 
Improvements Suggested by Respondents

· Display the information in simple graph or chart form.

· Explain the information for people who want to learn.  For example, in a visually simple way. 

· Connect the crude oil price with the retail gas price.

· Use drop-down menus for easier searching, to reduce the number of clicks currently needed to get to the tabled information.

· Make the pages more interactive.  For example, include a search engine where you could simply type in the date on the second-level page, and be immediately linked to the relevant graphic, chart or table.

· If I want to search this out, let me type out Jan 2005.

· Include some information related to the environment in chart or graph form.

· I would like to see diesel and gas comparisons in regards to environmental impact.

Reports and Fact Sheets

Introduction

· Overall, much of the information on the Reports and Facts Sheets pages was considered relevant, interesting, and useful.

· Participants identified a similar number of positives and negatives.

· Some experienced participants had not visited these pages.

Main Positives

· A number of people in various locations were pleasantly surprised at the wealth of information on these pages.  Many had expected dry technical statistical reports, graphs and comparisons.  

· But what they found instead was interesting and thought-provoking information.

· I would never have thought it contained this information – I was surprised to see what is there.

· A few in the eastern groups said they would bookmark this particular menu item.

· Some appreciated having an abstract or summary, with the option to view the full working paper.

· You could just have the straight blurb but if you want to go further the full working paper is there.

· Some appreciated being able to click on the underlined links and learn the definition of those particular terms.

· Good that you can click and link to the glossary.
Main Negatives

· People generally disliked the use of so much red.

· Some, especially but not exclusively in Quebec, did not understand the difference between the content of these pages and the FAQ, and felt there was some duplication.

· In the section on Consumption Taxes, which participants visited while doing a task (either at home or during the session), people criticized the tables because: 

· They were poorly designed, confusing, and hard to read.

· They looked really amateurish to some.

Improvements Suggested by Respondents

· Use graphs, charts or other visual ways to present the information on the Consumption tax tables.

· A pie chart would be more easy to follow, something colourful rather than a table.

· Put the provinces separately.

· Have it so school kids can use it too.
· Change the title on the left menu (of the homepage) to better reflect the content on these pages.  For example:

· People in Moncton agreed with one person's suggestions: Industry Overview or Industry Trends.

Energy Efficiency Programs and Initiatives

Introduction

· Overall, most participants in all locations appreciated the Energy Efficiency Programs and Initiatives pages.  

· In fact, this topic was of major interest to a significant majority in this study.

· However, there was so much information that some participants found it hard to find and/or access.

Main Positives

· Most people appreciated the information on this and subsequent OEE pages.  It was considered useful and highly relevant.

· The second and subsequent level NRCan pages were the highlights of the site for a number of experienced and first-time visitors in various locations.  

· Many said they would bookmark this page or subsequent OEE pages, for example:

· Several people expressed interest in the R-2000 standards and the Energuide for Houses.

· Some in various locations particularly liked the Kids Section accessible on the OEE left menu.

· I printed a couple of pages. I ordered the teachers kit.

· Some in various groups also recognized the familiar One Tonne Challenge.

· The colours, layout and visual presentation of information on the OEE pages was generally considered more appealing and attractive than that on the OPPI site.

Main Negatives

· Some found the NRCan pages to be text heavy and too busy.

· Others did not understand the structure or organization of the OEE site, and got lost because:  

· The main heading, "Office of Energy Efficiency Programs" and the sub-headings seemed to be somewhat meaningless.
· People explained that it was not that easy to find relevant information specifically for consumers because it did not stand out.  It required hunting and searching through different levels, and some complained they still ended up with only general information.  For example:

· One of the most relevant programs i.e., Rebates and Incentives, was not highly visible or directly accessible from the OPPI site.
· Some participants explained that to avoid getting lost, they opened several windows at once.
· Some in various locations didn’t understand the link between the OPPI site and other types of energy, such as electricity.
Improvements Suggested by Respondents

· Make the highly relevant Rebates and Incentives clearly visible and directly accessible from the OPPI site.

· Segment the second-level OEE page into Consumer vs. Business streams.

· Improve the way information is categorized and organized by including drop down menus, segmented by province.  

· Provide "how to save money" tips related, for example, to a new furnace. 

· Here are the forms, here's who can do the work, this is how to do it.
Related Links

Introduction

· Not everyone explored the second-level Related Links page.

· Overall, it was considered useful to people who wanted to know more, but it was not for everybody.
Main Positives

· Some people in various locations appreciated the outside links which provided them with different points of view, and made the information contained on OPPI seem more credible.

· Lots of information.
Main Negatives

· The off-site links took people even further away from OPPI.  There was some concern about getting back.

· Some participants in Montreal asked why some links were in English only?  Was this data not available in French?

· Some wondered if repetitive information was included on this page.

· One person in Halifax thought that OPEC should be included and questioned why it wasn't.

Improvements Suggested by Respondents

· Participants did not suggest any ways to improve the Related Links page.

Fuel Saving Tips

Introduction

· Overall, findings for this icon and item were relatively consistent across locations and user type.

Main Positives

· The information anticipated in this section was seen as highly relevant and important because it was aimed at consumers.

· Absolutely useful.

· It’s very practical information vs. academic or statistical.

· On the second level pages, some in various locations recognized and were familiar with the One Tonne Challenge.

Main Negatives

· Many people in various locations did not see the Fuel Saving Tips graphic, because it was at the bottom of the OPPI homepage, opposite a lot of white space, so they didn't bother scrolling down.

· I missed it because it was so low down on the page and there were no other icons so I just thought it was a logo at the end of the page.
· Some participants in most locations had expected to find fuel saving tips for both vehicles and homes, and were disappointed not to.

· Some had mistakenly thought they saw rooftops on the upper portion of the graphic.

· If you go to Fuel Saving Tips, that little box should say that it is only for automobiles; otherwise you think that it’s for everything like homes. It would take too long to find homes.  If that's what you were looking for you would have left the site by now for something else.

· Some in various locations criticized the way information was organized, because it took too many clicks, only to end up with information that was not necessarily relevant. 
· Sometimes people said didn't know where they were, and didn't know how to return to the OPPI site.

improvements suggested by respondents

· Move this highly relevant graphic (and topic) closer to the top of the left menu on the OPPI homepage.

· Include a direct link from the OPPI homepage to money saving tips that the consumer can use.

· I think honestly the personal ones should be on the cover page (the OPPI homepage], some of them. That's where I can get better savings for my investment dollar.

· Add fuel saving tips for the home to the relevant second or third level OEE pages.

Glossary of Terms

Introduction

· Most participants did not notice the Glossary feature on the upper menu of the OPPI homepage (and subsequent OPPI pages).  People were apparently familiar with visiting government websites, and tended to ignore the upper menu items. 

· When pointed out by the moderator or by a respondent who had used it, the Glossary was generally considered an asset to the OPPI site.

Main Positives

· The Glossary was considered very useful and helpful for those who noticed it on the top menu.

· Some clicked on specific terms within the text of various OPPI pages, and were pleasantly surprised to get the definitions, which helped them understand what they were reading.

Main Negatives

· Generally unavailable and unnoticeable on the top menu.

· The term "Glossary" was seen by several as out-of-date and unfamiliar to consumers.

improvements suggested by respondents

· Put the feature on the left menu of the OPPI homepage.

· Change the name from Glossary to "Definition of Terms".

About Us

Introduction

· Similar to the Glossary of Terms, the About Us feature was generally unseen and overlooked by most in this study.

· Once noticed, however, it received mostly positive comments.

Main positives

· Some of the information it contained was seen as relevant and helped people understand what OPPI was and what it did.

Main Negative

· In Quebec, no one visited this section.  However, several participants agreed that the heading in French "à propos du Bureau" was inappropriate.
· On devrait appeler ça plutôt à propos de nous, à propos du site, notre mission.  (It should be called something more suitable, more appropriate to the site . . . our mission.) 
improvements suggested by respondents

· Include some of the information on the OPPI homepage.

· Rename this item "More About Us" and include it on the left menu.

3.3.4
Task Assignments

· Overall, findings from the 4 tasks were consistent, in that many of the same issues and concerns emerged across the country, as well as positive reactions to finding the various types of information.

· Note that:

· The 8 experienced groups (one in each location) had done the assignments as homework before attending their sessions.

· The 8 first-time groups did each of the tasks as a group, during their discussions.

· Any suggested improvements made by respondents regarding the various OPPI pages they visited during the tasks, have been incorporated into the improvements section for those pages or topics.

Task #1:
 Find the cost of heating oil that you would pay in your region.

· Most participants in all 16 groups found this information, or at least found where the information was located on the OPPI site.

· Fairly easy.

· Most participants appeared to have taken the same route.  

· To PPP on the left menu

· Several people in different locations used the PPP link in the centre of the homepage.

· A few used consumer information, also in the centre of the homepage, but found this did not lead them anywhere useful.

· Then they clicked on furnace oil and found the table.

· There were a few difficulties encountered.

· In Saskatoon, people were confused because they don't use heating oil, they use natural gas.  And so they thought this fuel should be included as a category in the Petroleum Products Prices category. 

· This idea supported their desire to call the section "fuel prices" instead of PPP.

· In addition, some participants complained that there was no information explaining why N/A appeared on the tables with regard to western and other cities.
Task #2:  
What is the difference between the Office of Petroleum Price Information and the Competition Bureau.

· Overall, most participants in most groups found this information, some fairly easily, but others in a very complicated way.

· Some stumbled on the exact information in Section 5 of the FAQ, while others remembered seeing it there when they perused the site.

· However, many did not use the FAQ.  Instead, they went to:

· The consumer information link on the OPPI homepage, but found nothing relevant there.

· Glossary.

· I went to Energy Efficiency first then went to Reports and Facts Sheets (on the OPPI menu) and found the answer right at the bottom.

· Some clicked on Related Links, then on the Competition Bureau and went from there.

· Some participants in various locations gave up finding anything on the OPPI site.

· I went through all 4 underlined links on the main page and it didn’t occur to me to go to FAQ, then I gave up.

· Some went offsite and simply Googled the Competition Bureau.

· Some said they "cut and paste" statements from the Competition Bureau and the OPPI homepage to derive their answer.

· Completing this task contributed in part to the desire for a search engine on the OPPI homepage, similar to the one on the Competition Bureau homepage.

· If there was a decent search box, I’d just type it in, this is too much reading and scrolling.
· In fact, visiting the Competition Bureau homepage, which many participants praised, gave some the idea of having a similar consumer and business stream on the OPPI homepage.

· However, some participants questioned the relevance of information about the Competition Bureau.

· Je me questionne sur la pertinence de cette information.  Pourquoi devrait-on savoir cela ?  (I wonder about the relevance of this information.  Why do we have to know that?)

Task #3:
What existing programs are available to help Canadians save energy.

· Almost everyone knew where and how to access this highly relevant and interesting information.

· People clicked on the Energy Efficiency Programs and Initiatives link on the OPPI homepage menu, and went from there.

· Some in various locations criticized the presentation on the OEE pages, especially with regard to the unclear classifications:  "Buildings,"  "Equipment," and "Housing."   Some weren't sure which applied to consumers, and had to search around.

· In general, most participants were pleased to locate and explore the OEE pages, and some said they even bookmarked them.  

· However, some in various locations were also somewhat disappointed with the information available.

· This isn't what the everyday consumer is interested in.  I want actual comparisons.  If I put in a new fridge I'll save $25 per month, for instance.

· Visiting the OEE pages inspired some participants to request a direct link from the OPPI homepage to the Rebates and Incentives programs available, since that was a topic of considerable relevance.

Task #4:
What percentage of gasoline prices goes for taxes.
· Overall, this task was difficult for some, and easy for others. 

· However, most participants in many groups got different percentage figures from others in their group.

· Navigation routes were very different, for example:

· A few in various groups remembered that Consumption Taxes were included on Reports and Fact Sheets, and clicked on this item in order to find the tables.

· Note that the tables themselves did not provide the percentages.  People had to calculate the percentages themselves.

· Some clicked on PPP, then on gasoline, and calculated the percentages.

· You click on Petroleum Prices, then gasoline link but you have to convert it yourself which was annoying.

· Some went directly to the FAQ, and then clicked on the components of retail pump prices.  While some then clicked on taxes, and then on Consumption Taxes, ending with the tables (where they still had to do the calculations), others got confused and did not click on taxes, so they went elsewhere or gave up.

· One Moncton woman said that she spent 3 hours on the site and eventually gave up because the information didn't seem to be there.

· Overall, people felt they should not have to work so hard and have it be so complicated for such an important topic.  Some participants suggested different ways to present the tax information, for example:

· They should have a pie-chart where you can just click on your province, or on your little piece of the pie to find out more. 

· On the other hand, some participants questioned the relevance of this information, since it was available at the gas station pumps.
· On peut retrouver cette information dans les stations services sur les réservoirs. (We can get this information from the gas pump at the gas station.)
· Perhaps taxes need to be a separate left menu item on the OPPI homepage.  Participants found this topic highly relevant.

· This is what we want to know, how much they make in taxes where are they going?

· We have a right to know.

· They are trying to be transparent so they should be explaining where the tax is going and why are they not reducing taxes as the prices increase.
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	City
	Time and Date
	Location

	Halifax, NS

(Sharon Archibald)
	5:30 pm
	Thursday November 3rd
	Nucleus
1701 Hollis Street, Suite L108

Founders' Square 

Tel.:  (902) 491-5242

	
	7:30 pm
	
	

	Montreal, QC

(Louise Saint-Pierre)
	5:30 pm
	Friday November 4th 
	Centre de Recherches contemporaines

1250 Guy, Bureau 802. 

Tel.:  (514) 932-7511

	
	7:30 pm
	
	

	Vancouver, BC

(Natalie Gold)
	5:30 pm
	 Monday November 7th  
	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tel.:  (604) 664-2400

	
	7:30 pm
	
	

	Calgary, AL

(Natalie Gold)
	5:30 pm
	Tuesday November 8th
	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tel.:  (403) 229-3500

	
	7:30 pm
	
	

	Saskatoon, SK

(Sharon Archibald)
	5:30 pm
	Tuesday November 8th 
	Norsask Consummer

401- 220, 3rd Avenue South

Tel.:  (306) 652-5160

	
	7:30 pm
	
	

	Sherbrooke, QC

(Louise Saint-Pierre)

	5:30 pm
	Wednesday November 9th 
	Praxis Communication 

65, rue Belvédère Nord, bur. 120

Tel.:  (819) 566-2633

	
	7:30 pm
	
	

	 Moncton, NB 

(Sharon Archibald)
	5:30 pm
	Thursday November 10th 
	Omnifacts Bristol Research

720 Main street, 3rd Floor

Tel. :  (506) 855-5510 

	
	7:30 pm
	
	

	Toronto, ON

(Natalie Gold)
	5:30 pm
	Thursday November 10th 
	Research House 

1867 Yonge Street - 2nd Floor

Tel.:  (416) 488-2328

	
	7:30 pm
	
	


	1. INTRODUCTION (5 minutes)


· Focus groups are used as a learning tool. The process is not to build consensus, but to explore the range of reactions.

· Findings may or may not represent the target population at large.

This initial stage of the discussion is to establish a level of confidence and a rapport between the moderator and the participants. Participants are informed of the purpose of the discussion and what is expected of them.

Participants in this group were NOT invited to visit the site before attending their session.

GUIDELINES
· Word of welcome and introduction of moderator. CELL PHONES OFF

· Objectives of the research: “To gather your opinions, impressions, expectations and suggestions as a potential user of the new web site “Office of Petroleum Price Information” or OPPI, launched last October 28 by the Government of Canada.” 

· We are going to look at and discuss the OPPI web site.  I would like to have your honest feedback on what you like, dislike, etc. There are no right or wrong answers. All opinions are acceptable. All your answers will remain confidential. Your opinions will be combined with those of other participants to help improve this web site. Any help you can give us is appreciated.
· Role of moderator / observer behind one-way mirror / taping for note-taking purpose only.

· Neutrality of moderator (doesn’t work for the government or any organization related to the topic being discussed, is definitely not an expert on the Internet, intranet or information technology and is not here to judge anything or anyone but only to listen).

· Role of participants 

· Duration: 2 hours

· Are there any questions?

GO-AROUND
· Given name, brief description of current occupation

· Average # of hours/day on Internet – for work / personal use

· Apart from email and chatting, what do you use the Internet for, at home?

· Which government web sites have you visited, say, in the past year? 

	2. WARM-UP (15 minutes)


Before we take a look at the OPPI web site, I would like to talk about information related to energy in general and to petroleum products in particular.

Moderator:  Do not display any page of the site (black screen).

1. When we say “petroleum products”, what comes to your mind? What products would you expect to be included in that category?

2. Before you were invited to be in this study, did you ever look for information on energy in general, petroleum products, prices etc. using any means? 

· What did you look for? 

· What made you look for this information?  How did you go about it?

· Which websites did you visit? Do you recall who ran these sites?

· How interested are you in information about petroleum product prices?

· What kind of information about petroleum product prices would be most relevant to you, personally?

· Apart from the site I just talked about and that we will test, what other web sites do you know about with information on petroleum product prices? 

· With consumer information on energy?

3. If you had to look for information on petroleum product prices, what would you do? 

4. Overall, how would you rate the Internet as a source of information for petroleum product prices? Is it the best source? Why/why not?

· What are the advantages of using the Internet for information on petroleum product prices?   

· The drawbacks?

5. Besides the Internet, what other ways can you get information about petroleum product prices? 

· About consumer information related to energy?

	3. THE OPPI WEB SITE (60 minutes)


	· Explain procedure.  “We are now going to take a look at the new OPPI web site. 

Moderator:

· Access http://www.oppi.gc.ca
· Display HOME PAGE


Moderator:  When the HOME PAGE is displayed, do not go further, but engage discussion.
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FIRST IMPRESSION / HOME PAGE (20 minutes)

1. Just looking at the home page, what is your first impression?  

· Does it look familiar? Interesting? 

· What do you like / dislike about it? 

· On its own, what does it tell you about the content of the site?

2. Just by looking at this first page. . . 

· Do you expect any difficulties?  

· Is there anything that seems annoying? What?

· Who do you think this first page is aimed at?

·  Is it aimed at you?  What makes you think/feel that way?

· (If not aimed at participant)  What about it makes it seem like it isn't aimed at you?

3. Without looking at the screen, what would you say is the main purpose of this site? 

· Why would people use it?

4. Could you briefly describe how this page is organized? (Moderator: use the mouse / pointer when required.)

5. What do you think/how do you feel about the various ways to access the content?  (Moderator:  Do not click on each tab). For each tab, ask :

· What do you think of the words, names, labels, language used?

· What do you expect to find behind this tab?

· Frequently Asked Questions

· Petroleum Products Prices 

· Crude Oil Prices 

· Reports and Fact sheets

· Energy Efficiency Programs and Initiatives 

· Related Links 

· Fuel Saving Tips 

· Glossary of Terms 

· About Us

6. Anything important missing?  

· Anything unnecessary included?

7. On a scale of 1 to 10, where 1 is extremely low, 10 extremely high, how useful is the homepage?   

· What made you give this rating? 

8. On a scale of 1 to 10, where 1 is extremely low, 10 extremely high, how easy to use is the homepage?   

· What made you give this rating?

9. How would you improve the homepage?

2nd LEVEL PAGES:  EXPLORATORY (40 minutes – about 5 minutes each page)  

· Frequently Asked Questions

· Please, look at this printed copy and write down your impressions or comments

· Petroleum Products Prices 

· Crude Oil Prices 

· Reports and Fact Sheets

· Energy Efficiency Programs and Initiatives 

· Related Links -- click also on one of the proposed links 

· Fuel Saving Tips 

· About Us

Moderator: 

FOR EACH TAB / PAGE click the tab and ask, when appropriate:

1. Is this what you expected?

· How easy to use is it?

· What do you think of the language used?

· (For Reports and Facts Sheets + About Us only): Is this what you expected to find in there? If not, what else were you expecting?
· (For Reports and Facts Sheets + About Us only): Is there enough / not enough / too much information?

· Is anything missing?
· Is anything unnecessary
· (For Reports and Facts Sheets + About Us only):  How useful is it compared to the information found in the other tabs?

2. How can this page be improved?

Moderator: When clicking a related link leads to an outside web site: observe participant’s reaction, probe how people feel about that.

	4. TASKS (35 minutes)


Moderator: Have participants (a different participant for each task) try to accomplish the following tasks and comment aloud (15 minutes):
Ask: Could you find:

1. FIND THE COST OF HEATING OIL THAT YOU WOULD PAY IN YOUR REGION.

2. WHAT IS THE DIFFERENCE BETWEEN THE OFFICE OF PETROLEUM PRICE INFORMATION AND THE COMPETITION BUREAU.

3. WHAT EXISTING PROGRAMS ARE AVAILABLE TO HELP CANADIANS SAVE ENERGY.

4. WHAT PERCENTAGE OF GASOLINE PRICES GOES FOR TAXES.

OVERALL IMPRESSION AFTER THE TASKS
 (15 minutes)
1. Now, how would you briefly describe the OPPI web site?

· What it is all about?

· What can be found on the site?

· How familiar with the Internet do you need to be to use this site with ease? 

· How useful could this site be? To whom? 

2. Overall, what do you think/how do you feel about the site? (List on flip chart or write down.)

· What did you like the most?  Anything else?

· What did you dislike the most?  Anything else?

· What did you learn as a result of looking at this site?

· What is unique or new about this site?

· Anything annoying about this site?

3. Overall, for a site dedicated to petroleum product prices, how well did it meet your expectations?

· Were there any surprises?

· Any disappointments?

· Any duplication with another site?

· What would make it closer to your own needs?

· Do you trust the information contained in the site? How accurate do you think it is?

4. If you had a friend needing information on petroleum product prices, how confident would you be in recommending this site?

· Is any important element missing?

· Anything important you are not confident about finding on this site?

· If you needed some information on petroleum product prices, would you start with this site?  Why/why not?

· Why would you consult this site?

· Before today, did you know what the petroleum price is made of? What does it include? Is it an important information?

LOOK & FEEL (5 minutes)

5. Overall, how would you describe the look and feel of this site?

· Does it seem familiar in any way?

· What do you think/feel about the colours?  The images?

· How readable is it?

· How would you improve it?

	5. END OF DISCUSSION  (5 minutes)


OVERALL RATING

1. On a scale of 1 to 10, (1 is low and 10 is high), how would you rate this site on…?  

· Simplicity?

· Usefulness?

2. Would you bookmark this site? Recommend it to friends? 

· Will you use it in the future?

3. What main improvement would you make on this site?
4. WHAT MADE the Government of Canada launch this web site? 
· Do you approve this initiative?
5. Is there anything more you'd like to add to the discussion, parting comments? (Go round)       
Thank you.  Your participation is very much appreciated!
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DISCUSSION GUIDE

- Experienced Visitors - 
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	City
	Time and Date
	Location

	Halifax, NS

(Sharon Archibald)
	5:30 pm
	Thursday November 3rd
	Nucleus
1701 Hollis Street, Suite L108

Founders' Square 

Tel.:  (902) 491-5242

	
	7:30 pm
	
	

	Montreal, QC

(Louise Saint-Pierre)
	5:30 pm
	Friday November 4th 
	Centre de Recherches contemporaines

1250 Guy, Bureau 802. 

Tel.:  (514) 932-7511

	
	7:30 pm
	
	

	Vancouver, BC

(Natalie Gold)
	5:30 pm
	 Monday November 7th  
	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tel.:  (604) 664-2400

	
	7:30 pm
	
	

	Calgary, AL

(Natalie Gold)
	5:30 pm
	Tuesday November 8th
	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tel.:  (403) 229-3500

	
	7:30 pm
	
	

	Saskatoon, SK

(Sharon Archibald)
	5:30 pm
	Tuesday November 8th 
	Norsask Consummer

401- 220, 3rd Avenue South

Tel.:  (306) 652-5160

	
	7:30 pm
	
	

	Sherbrooke, QC

(Louise Saint-Pierre)

	5:30 pm
	Wednesday November 9th 
	Praxis Communication 

65, rue Belvédère Nord, bur. 120

Tel.:  (819) 566-2633

	
	7:30 pm
	
	

	 Moncton, NB 

(Sharon Archibald)
	5:30 pm
	Thursday November 10th 
	Omnifacts Bristol Research

720 Main street, 3rd Floor

Tel. :  (506) 855-5510 

	
	7:30 pm
	
	

	Toronto, ON

(Natalie Gold)
	5:30 pm
	Thursday November 10th 
	Research House 

1867 Yonge Street - 2nd Floor

Tel.:  (416) 488-2328

	
	7:30 pm
	
	


	1. INTRODUCTION (5 minutes)


· Focus groups are used as a learning tool. The process is not to build consensus, but to explore the range of reactions.

· Findings may or may not represent the target population at large.

This initial stage of the discussion is to establish a level of confidence and a rapport between the moderator and the participants. Participants are informed of the purpose of the discussion and what is expected of them.

Participants in this group were invited to visit the site before attending their session.

GUIDELINES
· Word of welcome and introduction of moderator. CELL PHONES OFF

· Objectives of the research: “To gather your opinions, impressions, expectations and suggestions as a potential user of the new web site “Office of Petroleum Price Information” or OPPI, run by the Government of Canada. This website was launched last October 28 to provide information to Canadians on petroleum product prices, crude oil prices, consumer information and other information on energy efficiency.” 

· We are going to use and talk about the OPPI website.  I would like your honest feedback about what you like, dislike, etc. There are no right or wrong answers. All opinions are acceptable. All your answers will remain confidential. Your opinions will be combined with those of other participants to help improve this site. Any help you can give us is appreciated.
· Role of moderator / observer behind one-way mirror / taping for note-taking purpose only.

· Neutrality of moderator (doesn’t work for the government or any organization related to the topic being discussed, is definitely not an expert on the Internet, Intranet or information technology,  and is not here to judge anything or anyone but only to listen).

· Role of participants 

· Duration: 2 hours

· Are there any questions?

GO-AROUND
· Given name, brief description of current occupation

· Average # of hours/day on Internet – for work / personal use

· Apart from email and chatting, what do you use the Internet for, at home?

· Which government web sites have you visited, say, in the past year? 

	2. WARM-UP (10 minutes)


Moderator: This section will be probed more thoroughly with the other group who did not visit the site.

Before we take a look at the OPPI web site, I would like to talk about information related to energy in general and to petroleum products in particular.

Moderator:  Do not display any page of the site (black screen).
1. When we say “petroleum products”, what comes to your mind? What products would you expect to be included in that category?

2. How interested are you in information about petroleum product prices?

· What kind of information about petroleum product prices would be most relevant to you, personally?

· Apart from the site we asked you to visit, what other web sites do you know about with information on petroleum product prices? 

· With consumer information on energy?

3. Do you know what the petroleum price is made of? What does it include?

4. If you had to look for information on petroleum product prices, what would you do? 

· Besides the Internet, what other ways can you get information about petroleum product prices? 

· About consumer information related to energy? 

5. Overall, how would you rate the Internet as a source of information for petroleum product prices? Is it the best source? Why/why not?

· What are the advantages of using the Internet for information on petroleum product prices?   

· The drawbacks?

	3. THE OPPI WEB SITE (1 hour and 10 minutes)


1. Now, how would you briefly describe the OPPI web site?  (5 minutes)
· What it is all about?

· What can be found on the site?

· How familiar with the Internet do you need to be to use this site with ease? 

· How useful could this site be? 

· Who would probably find it useful? 

	· Explain procedure.  “We are now going to take a look at the OPPI web site.” 

Moderator:

· Access http://www.oppi.gc.ca
· Display HOME PAGE


Moderator:  When the HOME PAGE is displayed, do not go further and engage discussion.
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OVERALL IMPRESSION (10 minutes)

(Quick go-around without probing too much)
1. Overall, what do you think/how do you feel about the site?  

2. What did you like/dislike about the site? (List on flip chart or write down).
· What did you like the most?

· What did you dislike the most?

· What did you learn as a result of using this site?

· What did you read first? 

· Which route did you follow for visiting the site?

3. Overall, for a site dedicated to petroleum product prices and other related consumer information, how well did this site meet your expectations?

· Were there any surprises?

· Any disappointments?

· Any duplication with another site?

· Anything unique or new about this site?

· Anything annoying about this site?

· Do you trust the information contained in the site? 

· How accurate do you think it is?

4. If you had a friend needing information on petroleum product prices, how confident would you be in recommending this site?

· Is any important element missing?

· Anything important you are not confident about finding on this site?

· If you needed some information on petroleum product prices, would you start with this site?  Why/why not?

· Why would you consult this site?

LOOK & FEEL (5 minutes)

5. Overall, how would you describe the look and feel of this site?

· Does it seem familiar in any way?

· What do you think/feel about the colours?  The images?

· How readable is it?

· How would you improve it?

HOME PAGE (10 minutes)

6. Likes and dislikes

7. What do you think/how do you feel about the ways you can access the content?  (Moderator:  Do not click on each tab). For each tab, ask:
· Frequently Asked Questions -- Is it useful?
· Petroleum Products Prices -- Is it useful?
· Crude Oil Prices -- Is it useful?
· Reports and Fact Sheets – Is it useful?
· Energy Efficiency Programs and Initiatives -- Is it useful?
· Related Links -- Is it useful?
· Fuel Saving Tips -- Is it useful?
· Glossary of Terms -- Is it useful?
· About Us – Is it useful?
8. Anything important missing?  

· Anything unnecessary included?

9. On a scale of 1 to 10, where 1 is extremely low, 10 extremely high, how useful is the homepage?   

· What made you give this rating?

10. On a scale of 1 to 10, where 1 is extremely low, 10 extremely high, how easy to use is the homepage?   

· What made you give this rating?

11. How would you improve the homepage?

NAVIGATION / EASE OF USE (5 minutes)

12. How would you describe the general way this site is organised? How does it work?

13. Overall, who had difficulties visiting the site or doing the tasks, which we'll talk about a little later? 

14. Overall, how much time and effort is needed to learn how to use this site?

· Is it easy to learn or not?

15. If you were telling a friend about this site, would you say it is generally easy to find what you are looking for, or difficult?

16. How would you change the way this site is organised?

NOMENCLATURE (5 minutes)

17. Are there any words which are unfamiliar or a bit difficult to understand?

· Overall, are the terms meaningful?

· Which words would you change?

2nd LEVEL PAGES:  EXPLORATORY (35 minutes)  

· Frequently Asked Questions

· Petroleum Products Prices 

· Crude Oil Prices 

· Reports and Fact Sheets

· Energy Efficiency Programs and Initiatives 

· Related Links -- click also on one of the proposed links 

· Fuel Saving Tips 

· About Us

Moderator: 

FOR EACH TAB / PAGE click the tab and ask when appropriate:

3. Is this what you expected?

· How easy to use is it?

· What do you think of the language used

· Is anything missing?

· Is anything unnecessary?

4. How can this page be improved?

Moderator: When clicking a related link leads to an outside web site: observe participant’s reaction and probe if participants noticed we arrived in an outside site and what they feel about that.

	4. TASK SCENARIOS  (30 minutes)


Now, we’re going to talk about the 4 tasks you did at home -- what you did and what you found.

Moderator:  Display the home page and engage discussion.

For each task, follow the search pattern of one participant (rotate participants between tasks), then ask others if what they did was the same or different, and where (at what step) they encountered difficulties, if any.

1. FIND THE COST OF HEATING OIL THAT YOU WOULD PAY IN YOUR REGION.

2. WHAT IS THE DIFFERENCE BETWEEN THE OFFICE OF PETROLEUM PRICE INFORMATION AND THE COMPETITION BUREAU.

3. WHAT EXISTING PROGRAMS ARE AVAILABLE TO HELP CANADIANS SAVE ENERGY.

4. WHAT PERCENTAGE OF GASOLINE PRICES GOES FOR TAXES.

1. Were you able to do this task?

· How did you proceed?

· What did you find?

· Were you pleased with what you found?

· How easy or difficult was it?

2. If this site were not available, what would you have done?

· For Task 4 : Before today, did you know what the petroleum price is made of? What does it include? Is it an important information?

	5. END OF DISCUSSION  (5 minutes)


OVERALL RATING

1. On a scale of 1 to 10, (1 is low and 10 is high) how would you rate this site on…? (1 is low and 10 is high)

· Simplicity?

· Usefulness?

2. Would you bookmark this site? Recommend it to friends? 

· Will you use it in the future?

3. What main improvement would you make on this site?
4. WHAT MADE the Government of Canada launch this web site? 
· Do you approve this initiative?
5. Is there anything more you'd like to add to the discussion, parting comments? (Go round)       
Thank you.  Your participation is very much appreciated! 


Projet : 630-015 (#1)


Novembre 2005


GUIDE DE DISCUSSION

- Première visite -

	Ville
	Heure et date
	Lieu

	Halifax, N.-É.

(Sharon Archibald)
	17h30
	Jeudi, 3 novembre
	Nucleus
1701 Hollis Street, Suite L108

Founders' Square 

Tél. : (902) 491-5242

	
	19h30
	
	

	Montréal, QC

(Louise Saint-Pierre)
	17h30
	Vendredi, 4 novembre 
	Centre de Recherches contemporaines

1250 Guy, Bureau 802

Tél. : (514) 932-7511

	
	19h30
	
	

	Vancouver, C.-B.

(Natalie Gold)
	17h30
	Lundi, 7 novembre 
	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tél. : (604) 664-2400

	
	19h30
	
	

	Calgary, AL

(Natalie Gold)
	17h30
	Mardi, 8 novembre 
	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tél. : (403) 229-3500

	
	19h30
	
	

	Saskatoon, SK

(Sharon Archibald)
	17h30
	Mardi, 8 novembre 
	Norsask Consummer

401- 220, 3rd Avenue South

Tél. : (306) 652-5160

	
	19h30
	
	

	Sherbrooke, QC

(Louise Saint-Pierre)

	17h30
	Mercredi, 9 novembre 
	Praxis Communication 

65, rue Belvédère Nord, bur. 120

Tél. : (819) 566-2633

	
	19h30
	
	

	 Moncton, N.-B. 

(Sharon Archibald)
	17h30
	Jeudi, 10 novembre 
	Omnifacts Bristol Research

720 Main street, 3ème étage

Tél. : (506) 855-5510 

	
	19h30
	
	

	Toronto, ON

(Natalie Gold)
	17h30
	Jeudi, 10 novembre 
	Research House 

1867 Yonge Street – 2ème étage

Tél. : (416) 488-2328

	
	19h30
	
	


	1. INTRODUCTION (5 minutes)


· Les groupes de discussion sont utilisés comme outil exploratoire. Le but de la discussion n’est pas d’aboutir à un consensus, mais bien d’explorer la gamme des réactions.

· Les résultats peuvent être ou non représentatifs de la population ciblée dans son ensemble.
Cette première partie de l'entretien consiste à détendre l'atmosphère et créer un climat de confiance entre l'animatrice et les participants.  Les participants sont informés de l’objectif de la discussion et ce que l’on attend d’eux.

Les participants de ce groupe n’étaient PAS invités à visiter le site avant d’assister à leur session.

CONSIGNES
· Bienvenue et introduction de l'animateur.  FERMEZ VOTRE TÉLÉPHONE CELLULAIRE

· Objectifs de l'étude : « Obtenir vos opinions, impressions, attentes et suggestions en tant qu’utilisateur potentiel du nouveau site Web, le « Bureau d’information sur les prix des produits pétroliers » ou le BIPP, lancé le 28 octobre dernier par le gouvernement du Canada. »
· Nous allons regarder et discuter du site Web du BIPP.  J’aimerais avoir votre opinion honnête sur ce que vous aimez, n’aimez pas, etc.  Il n’y a ni bonnes, ni mauvaises réponses.  Toutes les opinions sont acceptables.  Toutes vos réponses demeureront confidentielles.  Vos points de vue seront combinés avec ceux des autres participants afin d’aider à améliorer ce site.  Toute aide que vous pouvez nous apporter est appréciée. 
· Rôle de l’animatrice / observateur en arrière du miroir sans tain / enregistrement seulement dans le but de prendre des notes.

· Neutralité de l'animatrice (ne travaille pas pour le gouvernement ou toute organisation reliée au sujet que nous allons discuter, n’est définitivement pas une experte de l’Internet, l’Intranet ou des technologies de l’information et n'est pas ici pour juger quoi ou qui que ce soit, mais pour écouter).

· Rôle des participants 

· Durée : 2 heures

· Des questions?

TOUR DE TABLE
· Prénom, brève description de l’occupation actuelle

· Moyenne d’heures/jour sur l’Internet – pour le travail/utilisation personnelle

· À part les courriels et chatter, dans quels buts utilisez-vous l’Internet à la maison?

· Quels sites Internet du gouvernement avez-vous visités, disons, au cours de la dernière année?

	2. RÉCHAUFFEMENT (15 minutes)


Avant que nous jetions un coup d’œil au site Web du BIPP, j’aimerais parler de l’information reliée à l’énergie en général et des produits pétroliers en particulier.

Animatrice : Ne montrez aucune page du site (écran noir).
1. Quand on dit “produits pétroliers”, qu’est-ce qui vous vient à l’esprit? Quels produits vous attendriez-vous à voir inclus dans cette catégorie?

2. Avant d’être invité à venir à cette étude, aviez-vous déjà recherché de l’information reliée à l’énergie en général, les produits pétroliers, les prix, etc. peu importe le moyen utilisé?

· Que recherchiez-vous? 

· Qu’est-ce qui vous a amené à rechercher cette information?  Comment vous y êtes-vous pris pour la rechercher?

· Quels sites Web avez-vous visités?  Vous souvenez-vous qui opérait ces sites?

· Dans quelle mesure êtes-vous intéressé à de l’information qui touche les prix des produits pétroliers?

· Quel genre d’information concernant les prix des produits pétroliers serait la plus pertinente pour vous, personnellement? 

· À part le site que je viens de vous mentionner et que nous allons évaluer, quels autres sites Web contenant de l’information sur les prix des produits pétroliers connaissez-vous? 

· Contenant de l’information aux consommateurs relative à l’énergie?

3. Si vous aviez à rechercher de l’information sur les prix d’un produit pétrolier, que feriez-vous? 

4. Dans l’ensemble, comment évalueriez-vous l’Internet en tant que source d’information pour les prix des produits pétroliers?  Est-ce la meilleure source?  Pourquoi/pourquoi pas?

· Quels sont les avantages d’utiliser l’Internet pour de l’information sur les prix des produits pétroliers? 

· Les inconvénients?

5. Mis à part l’Internet, de quelles autres façons pouvez-vous obtenir de l’information sur les prix d’un produit pétrolier? 

· Et de l’information aux consommateurs relative à l’énergie? 

	3. LE SITE WEB DU BIPP (60 minutes)


	· Expliquez la procédure.  « Nous allons maintenant jeter un coup d’œil sur le nouveau site Web du BIPP. »

Animatrice :

· Accédez au http://www.oppi.gc.ca
· Affichez la PAGE D’ACCUEIL


Animatrice : Lorsque la PAGE D’ACCUEIL est affichée, n’allez pas plus loin et engagez la discussion. 
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PREMIÈRE IMPRESSION / PAGE D’ACCUEIL (20 minutes)

1. Juste en regardant la page d’accueil, quelle est votre première impression? 

· Est-ce que ça semble familier?  Intéressant? 

· Qu’est-ce qui vous plaît / déplaît? 

· Qu’est-ce que cette page seule vous dit à propos du contenu du site?

2. Seulement en regardant cette première page . . . 

· Vous attendez-vous à des difficultés? 

· Y a-t-il quoi que ce soit qui semble agaçant?  Quoi?

· À qui pensez-vous que cette première page s’adresse?

· S’adresse-t-elle à vous?  Qu’est-ce qui vous amène à/ressentir ça?

· (Si ne s’adresse pas au participant)  Qu’est-ce qui fait qu’elle ne semble pas s’adresser à vous?

3. Sans regarder l’écran, quel serait selon vous le principal objectif de ce site?

· Pourquoi les gens l’utiliseraient-ils?

4. Pourriez-vous décrire brièvement comment cette page est organisée? (Animatrice : utilisez la souris / le pointeur lorsque nécessaire.)

5. Que pensez-vous/que ressentez-vous à propos des diverses façons d’accéder au contenu?  (Animatrice : Ne cliquez pas sur chaque onglet)  Pour chaque onglet, demandez :
· Que pensez-vous des mots, des noms, des désignations, du langage utilisé?

· Que vous attendez-vous de trouver derrière cet onglet?

· Foire aux questions

· Prix des produits pétroliers 

· Prix du pétrole brut 

· Rapports et Fiches d’information

· Programmes et initiatives d’efficacité énergétique 

· Liens pertinents 

· Conseils pour économiser le carburant 

· Glossaire 

· Au sujet du Bureau

6. Y a-t-il quelque chose d’important qui manque?  

· Y a-t-il quelque chose d’inutile qui est inclus?

7. Sur une échelle de 1 à 10, où 1 signifie extrêmement faible, 10 signifie extrêmement élevé, dans quelle mesure la page d’accueil est-elle utile?  

· Qu’est-ce qui vous a amené à donner cette note?

8. Sur une échelle de 1 à 10, où 1 signifie extrêmement faible, 10 signifie extrêmement élevé, dans quelle mesure est-il facile d’utiliser la page d’accueil?  

· Qu’est-ce qui vous a amené à donner cette note? 

9. Comment amélioreriez-vous cette page d’accueil?

PAGES DE 2ème NIVEAU : EXPLORATOIRE (40 minutes – environ 5 minutes chaque page)  

· Foire aux questions 

· Veuillez jeter un coup d’œil à cette copie imprimée et noter sur papier vos impressions ou commentaires

· Prix des produits pétroliers 

· Prix du pétrole brut 

· Rapports et fiches d’information

· Programmes et initiatives d’efficacité énergétique 

· Liens pertinents – cliquez également sur l’un des liens proposés

· Conseils pour économiser le carburant

· Au sujet du Bureau 

Animatrice : 

POUR CHAQUE ONGLET / PAGE, cliquez sur l’onglet et demandez, lorsque approprié :

1. Est-ce ce à quoi vous vous attendiez?

· Dans quelle mesure est-ce facile à utiliser?

· Que pensez-vous du langage utilisé? 

· (Pour Rapports et fiches d’information + Au sujet du Bureau seulement) : Est-ce que vous vous attentiez de trouver là-dedans? Sinon, à quoi vous attendiez-vous d’autre?
· (Pour Rapports et fiches d’information + Au sujet du Bureau seulement) : Y a-t-il assez / pas assez / trop d’information?
· Y a-t-il quelque chose qui manque?

· Y a-t-il quelque chose d’inutile?

· (Pour Rapports et fiches d’information + Au sujet du Bureau seulement) : Dans quelle mesure est-ce utile comparé à l’information trouvée dans les autres onglets?
2. Comment cette page peut-elle être améliorée?

Animatrice : Si un clic mène vers un site Web extérieur : observez la réaction des répondants, sondez ce que les gens ressentent par rapport à cela.

	4. TÂCHES (35 minutes)


Animatrice : Faire en sorte que les participants (un participant différent pour chaque tâche) essaient d’accomplir les tâches suivantes et commentent à voix haute (15 minutes) :
Demander : pourriez-vous trouver :

1. LE COÛT DE L’HUILE À CHAUFFAGE QUE VOUS PAYERIEZ DANS VOTRE RÉGION.

2. QUELLE EST LA DIFFÉRENCE ENTRE LE BUREAU D’INFORMATION SUR LES PRIX DES PRODUITS PÉTROLIERS ET LE BUREAU DE LA CONCURRENCE.

3. QUELS PROGRAMMES EXISTANTS SONT DISPONIBLES POUR AIDER LES CANADIENS À SAUVER DE L’ÉNERGIE.

4. QUEL POURCENTAGE DES PRIX DE L’ESSENCE VA POUR LES TAXES.

IMPRESSION GÉNÉRALE APRÈS AVOIR EFFECTUÉ LES TÂCHES (15 minutes)

1. Maintenant, comment décririez-vous brièvement le site Web du BIPP?

· De quoi s’agit-il?

· Que peut-on trouver sur le site?

· Dans quelle mesure faut-il être familier avec l’Internet pour utiliser ce site avec aisance? 

· Dans quelle mesure ce site pourrait-il être utile?  À qui? 

2. Dans l’ensemble, que pensez-vous/ressentez-vous par rapport au site? (Listez sur flip chart ou inscrire.)
· Qu’est-ce qui vous a plu le plus?  Autre chose?

· Qu’est-ce qui vous a déplu le plus?  Autre chose?

· Qu’avez-vous appris en visualisant ce site?

· Qu’est-ce qui est unique ou nouveau par rapport à ce site? 

· Quelque chose d’agaçant à propos de ce site?

3. Dans l’ensemble, pour un site destiné aux prix des produits pétroliers, dans quelle mesure ce site a-t-il répondu vos attentes?

· Avez-vous eu des surprises?

· Des déceptions?

· Des redondances / chevauchements avec un autre site?

· Qu’est-ce qui le rendrait plus conforme à vos propres besoins?

· Faites-vous confiance à l’information contenue sur le site?  Dans quelle mesure l’information est-elle précise, selon vous?

4. Si un de vos amis avait besoin d’information concernant les prix des produits pétroliers, dans quelle mesure seriez-vous confiant de recommander ce site?

· Y a-t-il des éléments importants qui manquent?

· Y a-t-il quelque chose d’important que vous n’êtes pas confiant de trouver sur ce site?

· Si vous aviez besoin d’information sur les prix des produits pétroliers, commenceriez-vous par ce site?  Pourquoi/Pourquoi pas?

· Pourquoi consulteriez-vous ce site?

· Avant aujourd’hui, saviez-vous ce qui compose le prix des produits pétroliers? Qu’est-ce que ça inclut? Est-ce une information importante?

ASPECT ET CONVIVIALITÉ (5 minutes)

5. Dans l’ensemble, comment décririez-vous l’aspect et la convivialité de ce site?

· Est-ce qu’il vous semble familier d’une façon ou d’une autre?

· Que pensez-vous/ressentez-vous à propos des couleurs?  Des images?

· Dans quelle mesure est-il lisible?

· Comment l’amélioreriez-vous?

	5. FIN DE LA DISCUSSION  (5 minutes)


ÉVALUATION D’ENSEMBLE

1. Sur une échelle de 1 à 10, comment évalueriez-vous ce site en termes…  (1 étant une note faible et 10 élevée) 

· De simplicité?

· D’utilité?

2. Mettriez-vous ce site dans vos signets / favoris?  Le recommanderiez-vous à des amis?  

· L’utiliserez-vous à l’avenir?

3. Quelle serait la principale amélioration que vous apporteriez à ce site?
4. QU’EST-CE QUI A AMENÉ le gouvernement du Canada à lancer ce site Web? 
· Appuyez-vous cette initiative?
5. Y a-t-il autre chose que vous aimeriez ajouter à la discussion, derniers commentaires? (Faire un tour de table)
Merci.  Votre participation est très appréciée!


Projet : 630-015 (#2)


Novembre 2005


GUIDE DE DISCUSSION

- Visiteurs expérimentés - 


	Ville
	Heure et date
	Lieu

	Halifax, N.-É.

(Sharon Archibald)
	17h30
	Jeudi, 3 novembre
	Nucleus
1701 Hollis Street, Suite L108

Founders' Square 

Tél. : (902) 491-5242

	
	19h30
	
	

	Montréal, QC

(Louise Saint-Pierre)
	17h30
	Vendredi, 4 novembre 
	Centre de Recherches contemporaines

1250 Guy, Bureau 802

Tél. : (514) 932-7511

	
	19h30
	
	

	Vancouver, C.-B.

(Natalie Gold)
	17h30
	Lundi, 7 novembre 
	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tél. : (604) 664-2400

	
	19h30
	
	

	Calgary, AL

(Natalie Gold)
	17h30
	Mardi, 8 novembre 
	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tél. : (403) 229-3500

	
	19h30
	
	

	Saskatoon, SK

(Sharon Archibald)
	17h30
	Mardi, 8 novembre 
	Norsask Consummer

401- 220, 3rd Avenue South

Tél. : (306) 652-5160

	
	19h30
	
	

	Sherbrooke, QC

(Louise Saint-Pierre)

	17h30
	Mercredi, 9 novembre 
	Praxis Communication 

65, rue Belvédère Nord, bur. 120

Tél. : (819) 566-2633

	
	19h30
	
	

	 Moncton, N.-B. 

(Sharon Archibald)
	17h30
	Jeudi, 10 novembre 
	Omnifacts Bristol Research

720 Main street, 3ème étage

Tél. : (506) 855-5510 

	
	19h30
	
	

	Toronto, ON

(Natalie Gold)
	17h30
	Jeudi, 10 novembre 
	Research House 

1867 Yonge Street – 2ème étage

Tél. : (416) 488-2328

	
	19h30
	
	


	1. INTRODUCTION (5 minutes)


· Les groupes de discussion sont utilisés comme outil exploratoire. Le but de la discussion n’est pas d’aboutir à un consensus, mais bien d’explorer la gamme des réactions.

· Les résultats peuvent être ou non représentatifs de la population ciblée dans son ensemble.
Cette première partie de l'entretien consiste à détendre l'atmosphère et créer un climat de confiance entre l'animatrice et les participants.  Les participants sont informés de l’objectif de la discussion et ce que l’on attend d’eux.

Les participants de ce groupe étaient invités à visiter le site et à exécuter certaines tâches de base avant d’assister à leur session.

CONSIGNES
· Bienvenue et introduction de l'animatrice.  FERMEZ VOTRE TÉLÉPHONE CELLULAIRE

· Objectifs de l'étude : « Recueillir vos opinions, impressions, attentes et suggestions en tant qu’usager potentiel d’un nouveau site Web, le « Bureau d’information sur les prix des produits pétroliers » ou le BIPP, opéré par le gouvernement du Canada.  Ce site Web a été lancé le 28 octobre dernier afin de fournir de l’information aux Canadiens sur les prix des produits pétroliers, les prix du pétrole brut, des informations aux consommateurs et d’autres informations sur l’efficacité énergétique. »

· Nous allons utiliser et parler du site Web du BIPP.  J’aimerais avoir votre opinion honnête sur ce que vous aimez, n’aimez pas, etc.  Il n’y a ni bonnes, ni mauvaises réponses.  Toutes les opinions sont acceptables.  Toutes vos réponses demeureront confidentielles.  Vos points de vue seront combinés avec ceux des autres participants afin d’aider à améliorer ce site.  Toute aide que vous pouvez nous apporter est appréciée. 
· Rôle de l’animatrice / observateur en arrière du miroir sans tain / enregistrement seulement dans le but de prendre des notes.

· Neutralité de l'animatrice (ne travaille pas pour le gouvernement ou toute organisation reliée au sujet que nous allons discuter, n’est définitivement pas une experte de l’Internet, l’Intranet ou des technologies de l’information et n'est pas ici pour juger quoi ou qui que ce soit, mais pour écouter).

· Rôle des participants 

· Durée : 2 heures 

· Des questions?

TOUR DE TABLE
· Prénom, brève description de l’occupation actuelle

· Moyenne d’heures/jour sur l’Internet – pour le travail/utilisation personnelle

· À part les courriels et chatter, dans quels buts utilisez-vous l’Internet à la maison?

· Quels sites Internet du gouvernement avez-vous visités, disons, au cours de la dernière année?

	2. RÉCHAUFFEMENT (10 minutes)


Animatrice : Cette section sera sondée plus à fond avec l’autre groupe qui n’a pas visité le site.

Avant que nous jetions un coup d’œil au site Web du BIPP, j’aimerais parler de l’information reliée à l’énergie en général et des produits pétroliers en particulier.

Animatrice : Ne montrez aucune page du site (écran noir).
1. Quand on dit “produits pétroliers”, qu’est-ce qui vous vient à l’esprit? Quels produits vous attendriez-vous à voir inclus dans cette catégorie?

2. Dans quelle mesure êtes-vous intéressé à de l’information qui touche les prix des produits pétroliers?

· Quel genre d’information concernant les prix des produits pétroliers serait la plus pertinente pour vous, personnellement?

· À part le site que nous vous avons demandé de visiter, quels autres sites Web contenant de l’information sur les prix des produits pétroliers connaissez-vous?

· Contenant de l’information aux consommateurs relative à l’énergie?

3. Si vous aviez à rechercher de l’information sur les prix d’un produit pétrolier, que feriez-vous? 

· Mis à part l’Internet, de quelles autres façons pouvez-vous obtenir de l’information sur les prix d’un produit pétrolier? 

· Et de l’information aux consommateurs relative à l’énergie?

4. Dans l’ensemble, comment évalueriez-vous l’Internet en tant que source d’information pour les prix des produits pétroliers?  Est-ce la meilleure source?  Pourquoi/pourquoi pas?

· Quels sont les avantages d’utiliser l’Internet pour de l’information sur les prix des produits pétroliers?  

· Les inconvénients?

	3. LE SITE WEB DU BIPP (1 heure et 10 minutes)


1. Maintenant, comment décririez-vous brièvement le site Web du BIPP?  (5 minutes)
· De quoi s’agit-il?

· Que peut-on trouver sur le site?

· Dans quelle mesure faut-il être familier avec l’Internet pour utiliser ce site avec aisance?

· Dans quelle mesure ce site pourrait-il être utile? 

· Qui le trouverait probablement utile? 

	· Expliquez la procédure.  « Nous allons maintenant jeter un coup d’œil au nouveau site Web du BIPP. »

Animatrice :

· Accédez au http ://www.oppi.gc.ca
· Affichez la PAGE D’ACCUEIL


Animatrice : Lorsque la PAGE D’ACCUEIL est affichée, n’allez pas plus loin et engagez la discussion. 
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IMPRESSION D’ENSEMBLE (10 minutes)

(Tour de table rapide sans trop sonder)
1. Dans l’ensemble, que pensez-vous/ressentez-vous par rapport au site?  

2. Qu’est-ce qui vous a plu/déplu à propos de ce site?  (Listez sur flip chart ou inscrire.)
· Qu’est-ce qui vous a plu le plus?

· Qu’est-ce qui vous a déplu le plus?

· Qu’avez-vous appris en utilisant ce site?

· Qu’avez-vous lu en premier? 

· Quelle route avez-vous suivi pour visiter le site? 

3. Dans l’ensemble, pour un site destiné aux prix des produits pétroliers et à d’autres informations pour les consommateurs, dans quelle mesure ce site a-t-il répondu vos attentes?

· Avez-vous eu des surprises?

· Des déceptions?

· Des redondances / chevauchements avec un autre site?

· Quelque chose d’unique ou de nouveau à propos de ce site?

· Quelque chose d’agaçant à propos de ce site?

· Faites-vous confiance à l’information contenue sur le site?  

· Dans quelle mesure l’information est-elle précise, selon vous?

4. Si un de vos amis avait besoin d’information concernant les prix des produits pétroliers, dans quelle mesure seriez-vous confiant de recommander ce site?

· Y a-t-il des éléments importants qui manquent?

· Y a-t-il quelque chose d’important que vous n’êtes pas confiant de trouver sur ce site?

· Si vous aviez besoin d’information sur les prix des produits pétroliers, commenceriez-vous par ce site?  Pourquoi/Pourquoi pas?

· Pourquoi consulteriez-vous ce site?

ASPECT ET CONVIVIALITÉ (5 minutes)

5. Dans l’ensemble, comment décririez-vous l’aspect et la convivialité de ce site?

· Est-ce qu’il vous semble familier d’une façon ou d’une autre?

· Que pensez-vous/ressentez-vous à propos des couleurs?  Des images?

· Dans quelle mesure est-il lisible?

· Comment l’amélioreriez-vous?

PAGE D’ACCUEIL (10 minutes)

6. Ce qui plaît et déplaît

7. Que pensez-vous / que ressentez-vous à propos des façons d’accéder au contenu?  (Animatrice : Ne cliquez pas sur chaque onglet)  Pour chaque onglet, demandez :
· Foire aux questions -- Est-ce utile?
· Prix des produits pétroliers -- Est-ce utile?
· Prix du pétrole brut -- Est-ce utile?
· Rapports et fiches d’information – Est-ce utile?
· Programmes et initiatives d’efficacité énergétique -- Est-ce utile?
· Liens pertinents -- Est-ce utile?
· Conseils pour économiser le carburant -- Est-ce utile?
· Glossaire -- Est-ce utile?
· À propos du Bureau – Est-ce utile?
8. Y a-t-il quelque chose d’important qui manque?  

· Y a-t-il quelque chose d’inutile qui est inclus?

9. Sur une échelle de 1 à 10, où 1 signifie extrêmement faible, 10 signifie extrêmement élevé, dans quelle mesure la page d’accueil est-elle utile?

· Qu’est-ce qui vous a amené à donner cette note?

10. Sur une échelle de 1 à 10, où 1 signifie extrêmement faible, 10 signifie extrêmement élevé, dans quelle mesure est-il facile d’utiliser la page d’accueil? 

· Qu’est-ce qui vous a amené à donner cette note?

11. Comment amélioreriez-vous cette page d’accueil?

NAVIGATION / FACILITÉ D’UTILISATION (5 minutes)

12. Comment décririez-vous l’organisation générale de ce site?  Comment ça fonctionne?

13. Dans l’ensemble, qui a eu des difficultés en visitant le site ou en effectuant les tâches dont nous reparlerons un peu plus tard?

14. Dans l’ensemble, combien de temps et d’effort faut-il pour apprendre comment utiliser ce site?

· Est-ce facile à apprendre ou non?

15. Si vous parliez de ce site à un ami, lui diriez-vous qu’il est généralement facile d’y trouver ce que vous recherchez, ou difficile?

16. Que changeriez-vous à la façon dont ce site est organisé?

TERMINOLOGIE (5 minutes)

17. Y a-t-il des mots avec lesquels vous n’êtes pas familiers ou qui sont un peu difficiles à comprendre?

· Dans l’ensemble, est-ce que les termes utilisés sont évocatifs, parlent-ils d’eux-mêmes?

· Quels mots changeriez-vous?

PAGES DE 2ème NIVEAU : EXPLORATOIRE (35 minutes)  

· Foire aux questions

· Prix des produits pétroliers

· Prix du pétrole brut

· Rapports et fiches d’information

· Programmes et initiatives d’efficacité énergétique

· Liens pertinents -- cliquez également sur l’un des liens proposés 

· Conseils pour économiser le carburant

· À propos du Bureau

Animatrice : 

POUR CHAQUE ONGLET / PAGE, cliquez sur l’onglet et demandez, lorsque approprié :

1. Est-ce ce à quoi vous vous attendiez?

· Dans quelle mesure est-ce facile à utiliser?

· Que pensez-vous du langage utilisé?

· Y a-t-il quelque chose qui manque?

· Y a-t-il quelque chose d’inutile?

2. Comment peut-on améliorer cette page?

Animatrice : Si un clic mène vers un site Web extérieur : observez la réaction des répondants et sondez si les participants remarquent que nous arrivons sur un site extérieur et ce qu’ils ressentent par rapport à cela.

	4. SCÉNARIOS DE TÂCHE  (30 minutes)


Maintenant, nous allons parler des 4 tâches que vous avez effectuées à la maison, ce que vous avez fait et ce que vous avez trouvé.

Animatrice : Affichez la page d’accueil et engagez la discussion.

Pour chaque tâche, suivez la façon dont s’y prend un participant pour faire sa recherche (alternez les participants d’une tâche à l’autre), ensuite demandez aux autres si ce qu’ils ont fait était semblable ou différent, à quel endroit (à quelle étape) ont-ils rencontré des difficultés, s’ils en ont eues. 

1. LE COÛT DE L’HUILE À CHAUFFAGE QUE VOUS PAYERIEZ DANS VOTRE RÉGION.

2. QUELLE EST LA DIFFÉRENCE ENTRE LE BUREAU D’INFORMATION SUR LES PRIX DES PRODUITS PÉTROLIERS ET LE BUREAU DE LA CONCURRENCE.

3. QUELS PROGRAMMES EXISTANTS SONT DISPONIBLES POUR AIDER LES CANADIENS À SAUVER DE L’ÉNERGIE.

4. QUEL POURCENTAGE DES PRIX DE L’ESSENCE VA POUR LES TAXES.

1. Avez-vous été capable d’accomplir cette tâche?

· Comment avez-vous procédé?

· Qu’avez-vous trouvé?

· Avez-vous été satisfait de ce que vous avez trouvé?

· Dans quelle mesure cela a-t-il été facile ou difficile?

2. Si ce site n’était pas disponible, qu’auriez-vous fait?

· Pour tâche 4 : Avant aujourd’hui, saviez-vous ce qui compose le prix des produits pétroliers? Qu’est-ce que ça inclut? Est-ce une information importante?

	5. FIN DE LA DISCUSSION  (5 minutes)


ÉVALUATION D’ENSEMBLE

1. Sur une échelle de 1 à 10, comment évalueriez-vous ce site en termes…  (1 étant une note faible et 10 élevée)

· De simplicité?

· D’utilité?

2. Mettriez-vous ce site dans vos signets / favoris?  Le recommanderiez-vous à des amis?  

· L’utiliserez-vous à l’avenir?

3. Quelle serait la principale amélioration que vous apporteriez à ce site?
4. QU’EST-CE QUI A AMENÉ le gouvernement du Canada à lancer ce site Web? 
· Appuyez-vous cette initiative?
5. Y a-t-il autre chose que vous aimeriez ajouter à la discussion, derniers commentaires? (Faire un tour de table)
Merci.  Votre participation est très appréciée!
APPENDIX 2 

RECRUITMENT SCREENER 

(English and French)

 


Hello.  My name is ________________ from Créatec +, a public opinion research firm.  We are presently conducting a study on behalf of the Government of Canada. We are looking for people of various ages (at least 18) willing to participate in a discussion group regarding a new Government of Canada website created to inform consumers. 

Your participation is voluntary and I can assure you that your answers will be kept confidential and will be combined with those of other participants in order to get a global picture. If you are eligible, you will be invited for a two-hour session for which you will be paid. To make sure we talk to different types of people, I would like to ask you some questions.  It will take only 3 or 4 minutes of your time.

Q1 First, can you tell me if you or anyone in your family works or has worked in the last two years for:

	
	NO
	YES
	

	· A marketing, research or public relations firm, or an advertising agency

	(   )
	(   )
	CONCLUDE

	· Radio, TV, or any print media, such as magazines

	(   )
	(   )
	

	· Municipal, provincial, federal government

	(   )
	(   )
	

	· A political organization

	(   )
	(   )
	

	· An oil company or a heating oil company
.
	(   )
	(   )
	

	· An Internet or Web site company

	(   )
	(   )
	


Q2 Do you have access to the Internet at home?

	· YES

	(  )                                      

	· NO

	(  ) CONCLUDE


Q3 In an average week, about how many hours do you spend on the Internet, at home or at work, not counting the time spend managing emails and chatting?

	· LESS THAN ONE HOUR

	(  )
	CONCLUDE

	· 1-5 HOURS

	(  )
	

	· 6-10 HOURS

	(  )
	

	· MORE THAN 10 HOURS

	(  )
	


Q4 How many times a week, on average, do you drive a car (or any type of motor vehicle)? 

	· 2 TIMES OR MORE

	
	

	· ONCE OR NEVER

	(  ) CHECK QUOTA AND GO TO Q6


Q5 How long does it take you to drive to work?

	· 60 MINUTES AND OVER …

	(  )
	1 or 2 per group

	· LESS 60 MINUTES

	(  )
	

	· (DK/NS)

	(  )
	


Q6 How do you heat your home?  Do you use heating oil to heat your home? 

	· FUEL OIL


· HEATING OIL

	(  ) 

(  )

	· OTHER

	(  ) CHECK QUOTA


IF NOT DRIVING A VEHICLE 2 TIMES A WEEK AND NOT USING HEATING OIL TO HEAT HIS/HER HOME, CONCLUDE

Q7 How old are you?

	· BETWEEN 18 AND 34 YEARS OLD


· 35-45 YEARS OLD


· 46-54 YEARS OLD


· 55 YEARS OLD ET PLUS

	(   ) 

(   )   VARIOUS AGE GROUP
(   )

(   )


Q8 What is the highest level of education that you have completed?

	· HIGH SCHOOL NOT COMPLETED

	(   )
	VARIOUS LEVEL OF EDUCATION

	· HIGH SCHOOL COMPLETED

	(   )
	

	· COLLEGE NOT COMPLETED

	(   )
	

	· COLLEGE COMPLETED

	(   )
	

	· UNIVERSITY NOT COMPLETED

	(   )
	

	· UNIVERSITY COMPLETED

	(   )
	


Q9 Are you working, either at full-time or part-time?

	· YES

	(  )  
	WIDE VARIETY

	· NO (WITHOUT A PAID JOB)

	(  )  
	


Q10 Record gender

	· MALE

	(  )
	HALF AND HALF

	· FEMALE

	(  )
	


Q11 Have you ever participated in a discussion group organised by a public opinion research firm?  If yes, when was the last time?

	· NO, NEVER

	(  )  

	· YES, LESS THAN ONE YEAR AGO

	(  )  CONCLUDE

	· YES, MORE THAN ONE YEAR AGO

	(  )


Q12 What was the topic discussed?

WRITE IN: ________________________________________________________

(IF THE SUBJECT WAS RELATED TO ENERGY OR TO WEBSITES, CONCLUDE) 

INVITATION FOR GROUP 1

PREPARATION REQUIRED BEFORE THE SESSION– CONFIRMATION E-MAIL WILL BE SENT WITH INSTRUCTIONS TO CONSULT THE WEBSITE.

We would like you to participate in a discussion group.  But before you come to the session we would like you to take between 20 to 30 minutes of your time to visit and explore a potential new Government of Canada website. 

We will send you an email that will include the website link.  All you'll need to do is click on the link, and you'll be able to access the site.

The email will also confirm the location and the time of the session.  You are welcome to take notes when you visit the website, and bring them with you to the focus group, if you like. 

During the discussion, a moderator from our company will gather your views about the new website. Participation is on a voluntary basis and comments made during the group will remain confidential, and will be combined with those of other participants across the country.

To thank you for your participation, you will receive $75 at the end of the session, which will last about 2 hours. 

If asked:  The amount you will receive is not considered income.  Therefore, you do not have to declare it for income tax purposes.

Do you wish to participate?

· Yes    (  )

· No     (  )

The session will take place on November (Read date), 2005 at 5:30 pm at the following address (Read location): 

	City
	Date
	Location

	Halifax, NS


	Thursday November 3rd


	Nucleus
1701 Hollis Street, Suite L108

Founders' Square 

Tel.:  (902) 491-5242

	
	
	

	
	
	

	Vancouver, BC


	 Monday November 7th  


	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tel.:  (604) 664-2400

	
	
	

	Calgary, AL


	Tuesday November 8th 


	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tel. :403-229-3500

	
	
	

	Saskatoon, SK


	Tuesday November 8th 
	Norsask Consummer

401- 220, 3rd Avenue South

Tel.:  (306) 652-5160

	
	
	

	
	
	

	Moncton, NB 


	Thursday November 10th 


	Omnifacts Bristol Research

720 Main street, 3rd Floor

Tel.:  (506) 855-5510 

	
	
	

	Toronto, ON


	Thursday November 10th 
	Research House 

1867 Yonge Street - 2nd Floor

Tel.: (416) 488-2328

	
	
	


Could you please tell me your email address so we can send you the link to the website (please make sure the spelling is correct -- please note all digits)?

_________________________@___________________

We ask that you arrive 10 minutes in advance and identify yourself to our staff who will welcome you. Please bring some photo ID.

If, for any reason, you are unable to attend, please let us know as soon as possible at 1(888) 844-1127 so that we may find a replacement.

	NAME : ________________________________________________________________



	ADDRESS : _____________________________________________________________



	TELEPHONE :    RES. : ___________________      OFFICE : ______________________



	DATE :  NOVEMBER ____, 2005              TIME :  5:30 pm

	RECRUITER’S NAME : _________________________________  

GROUP : ______________________




THANK YOU! YOUR PARTICIPATION IS HIGHLY APPRECIATED

INVITATION FOR GROUP 2

NO PREPARATION REQUIRED – DO NOT SPECIFY THE WEBSITE THAT WILL BE TESTED

We would like you to participate in a discussion group. To thank you for your participation, you will receive $50 at the end of the session, which will last about 2 hours. 

If asked:  The amount you will receive is not considered income.  Therefore, you do not have to declare it for income tax purposes.

If the participant wishes to know what a group discussion is:
A group discussion includes about 7 to 8 participants and a moderator from our firm who gathers opinions and reactions from everyone.  Participation is voluntary, and comments made during the session will remain confidential, and be combined with others across the country.   

Do you wish to participate?

· Yes    (  )

· No     (  )

The session will take place on November (Read date), 2005 at 7:30 pm at the following address (Read location): 

	City
	Date
	Location

	Halifax, NS


	Thursday November 3rd


	Nucleus

1701 Hollis Street, Suite L108

Founders' Square 

Tel.:  (902) 491-5242

	
	
	

	
	
	

	Vancouver, BC


	 Monday November 7th  


	Synovate 

600 East Tower – City Square

555 West, 12th Avenue

Tel.:  (604) 664-2400

	
	
	

	Calgary, AL


	Tuesday November 8th 


	Qualitative Coordination

707 10th Avenue S.W. suite 120

Tel. :403-229-3500

	
	
	

	Saskatoon, SK


	Tuesday November 8th 
	Norsask Consumer

401- 220, 3rd Avenue South

Tel.:  (306) 652-5160

	
	
	

	
	
	

	Moncton, NB 


	Thursday November 10th 


	Omnifacts Bristol Research

720 Main Street, 3rd Floor

Tel.:  (506) 855-5510 

	
	
	

	Toronto, ON


	Thursday November 10th 
	Research House 

1867 Yonge Street – 2nd Floor

Tel.: (416) 488-2328 

	
	
	


We ask that you arrive 10 minutes in advance and identify yourself to our staff who will welcome you. Please bring some photo ID with you.

If, for any reason, you are unable to attend, please let us know as soon as possible at 1(888) 844-1127 so that we may find a replacement.

	NAME : ________________________________________________________________



	ADDRESS : _____________________________________________________________



	TELEPHONE :    RES. : ___________________      OFFICE : ______________________



	DATE :  NOVEMBER ____, 2005              TIME : 7:30 pm

	RECRUITER’S NAME : _________________________________  

GROUP : ______________________




THANK YOU! YOUR PARTICIPATION IS HIGHLY APPRECIATED

PROJECT:  630-015

	
	Halifax, Toronto, Calgary, Vancouver, Saskatoon

and Moncton

	· 
	With 

email

5:30 pm
	Without 

email 

7:30 pm

	· Advanced or intermediate Internet users
	8
	8

	· Drive a car (or any other motor vehicles) at least 2 times a week and/or use heating oil to heat their dwelling
	8
	8

	· Drive a car (or any other motor vehicles) during 60 minutes or more to get to work
	1 or 2
	1 or 2

	· Male

· Female
	4

4
	4

4

	· 18-34 years old

· 35-44 years old

· 45-54 years old

· 55 years old and over
	2

2

2

2
	2

2

2

2

	Moncton and  Saskatoon

· Farmer 
	1 min
	1min

	· High school

· College

· University
	(2)

(2-3)

(2-3)
	(2)

(2-3)

(2-3)





Bonjour.  Mon nom est ________________ de Créatec +, une firme de recherche sur l’opinion publique.  Nous menons présentement une étude pour le compte du gouvernement du Canada.  Nous recherchons des personnes d’âges variés (âgés d’au moins 18 ans) qui seraient disposées à participer à un groupe de discussion portant sur un nouveau site Internet du gouvernement du Canada destiné à informer les consommateurs. 

Votre participation est volontaire et les commentaires que vous ferez au cours de la discussion demeureront confidentiels et seront combinés avec ceux des autres participants afin d’obtenir une vue d’ensemble.  Si vous êtes admissible à l’étude, vous serez invité à participer à la discussion d’une durée de 2 heures, pour laquelle vous serez payé.  Afin de m’assurer que nous parlerons à différentes couches de la population, j’aimerais vous poser quelques questions.  Cela ne prendra que 3 ou 4 minutes de votre temps.

Q1 Tout d'abord, pourriez-vous me dire si vous ou un membre de votre famille travaillez ou avez travaillé, au cours des deux dernières années, pour :

	
	NON
	OUI
	

	· Une agence de recherche ou de relations publiques, de marketing, de publicité

	(   )
	(   )
	TERMINER

	· La radio, la télévision ou tout média imprimé tel que des magazines

	(   )
	(   )
	

	· Le gouvernement provincial, fédéral ou municipal

	(   )
	(   )
	

	· Une organisation politique

	(   )
	(   )
	

	· Une pétrolière ou une compagnie d’huile à chauffage

	(   )
	(   )
	

	· Une compagnie reliée à l’Internet ou aux sites Web

	(   )
	(   )
	


Q2 Avez-vous l’Internet à la maison?

	· OUI

	(  )                                      

	· NON

	(  ) TERMINER


Q3 En excluant les moments où vous gérez vos courriels et échangez sur le net, combien d’heures par semaine passez-vous sur l’Internet, que ce soit à la maison ou au travail?

	· MOINS D’UNE HEURE

	(  )
	TERMINER

	· 1-5 HEURES

	(  )
	

	· 6-10 HEURES

	(  )
	

	· PLUS DE 10 HEURES

	(  )
	


Q4 Combien de fois par semaine conduisez-vous un véhicule, tous genres de véhicules? 

	· 2 FOIS OU +

	(  ) 

	· 1 FOIS OU JAMAIS

	(  ) VÉRIFIER QUOTA


Q5 Comment chauffez-vous votre résidence… utilisez-vous de l’huile à chauffage ou du mazout? 

	· OUI

	(  ) 

	· NON

	(  ) VÉRIFIER QUOTA


SI NE CONDUIT PAS UN VÉHICULE 2 FOIS /SEMAINE ET N’UTILISE PAS LE MAZOUT POUR CHAUFFER SA RÉSIDENCE, TERMINER

Q6 Quel âge avez-vous?

	· ENTRE 18 ET 34 ANS


· 35-45 ANS


· 46-54 ANS


· 55 ANS ET PLUS

	(   ) 

(   ) BONNE VARIÉTÉ
(   )

(   )


Q7 Quelle est la dernière année de scolarité que vous avez complétée?

	· SECONDAIRE NON COMPLÉTÉ

	(  )
	BONNE VARIÉTÉ

	· SECONDAIRE COMPLÉTÉ

	(   )
	

	· COLLÉGIAL NON COMPLÉTÉ

	(   )
	

	· COLLÉGIAL COMPLÉTÉ

	(   )
	

	· UNIVERSITÉ NON COMPLÉTÉE

	(   )
	

	· UNIVERSITÉ COMPLÉTÉE

	(   )
	


Q8 Travaillez-vous présentement, que ce soit à temps plein ou à temps partiel?

	· OUI

	(  )  
	BONNE VARIÉTÉ

	· NON (SANS EMPLOI RÉMUNÉRÉ)

	(  )  
	


Q9 Inscrire le sexe

	· HOMME

	(  )
	BONNE VARIÉTÉ

	· FEMME 

	(  )
	


Q10 Avez-vous déjà participé à une discussion de groupe organisée par une firme de recherche sur l’opinion publique?  Si oui, à quand remonte la dernière fois?

	· NON, JAMAIS

	(  )  

	· OUI, IL Y A MOINS D’UN AN

	(  )  TERMINER

	· OUI, IL Y A PLUS D’UN AN

	(  )


Q11 Quel était le sujet discuté?

INSCRIRE : ___________________________________________________________

(SI LE SUJET ÉTAIT RELIÉ À L’ÉNERGIE OU AUX SITES WEB TERMINER) 

INVITATION POUR LE GROUPE 1

PRÉPARATION NÉCESSAIRE AVANT LA DISCUSSION – ENVOI D’UN COURRIEL DE CONFIRMATION AVEC DES INSTRUCTIONS POUR VISITER LE SITE

Nous aimerions que vous participiez à notre groupe de discussion.  Mais avant de venir à la discussion, nous aimerions que vous preniez entre 20 et 30 minutes afin de visiter et d’utiliser un nouveau site du gouvernement du Canada.  

Nous vous enverrons un courriel avec le lien du site. Vous n’aurez qu’à cliquer sur ce lien pour accéder au site.

Notre courriel confirmera également l’endroit et l’heure de la discussion.  Si vous voulez, vous pourrez prendre des notes durant ou suite à votre visite du site et les amener avec vous pour la discussion. 

Au cours de la discussion, un animateur de notre firme va recueillir vos opinions et réactions sur le nouveau site.  La participation est volontaire et les commentaires que vous ferez au cours de l’entrevue seront combinés avec ceux des autres participants à travers le pays afin de s’assurer qu’ils demeurent confidentiels.

Pour vous remercier de votre participation, nous vous remettrons 75 $ à la fin de la session qui durera environ 2 heures. 

Si demandé : Le montant que vous recevrez n'est pas considéré comme un revenu.  Par conséquent, vous n'avez pas à le déclarer à l'impôt.

Pouvons nous compter sur votre présence?

· Oui    (  )

· Non   (  )

La session aura lieu le ____ novembre 2005 à 17h30 à l’adresse suivante : 

MONTRÉAL / Vendredi 4 novembre

Centre de Recherches Contemporaines

1250 Guy, Bureau 802

Tél. : (514) 932-7511

SHERBROOKE / Mercredi 9 novembre

Praxis Communication

65, rue Belvédère Nord, Bureau 120

Tél. : (819) 566-2633

Pouvez-vous m’indiquer votre adresse de courriel afin que nous puissions vous envoyer le lien du site qui sera discuté (SVP bien épeler / attention de bien noter tous les caractères)?

_________________________@___________________

Nous vous prions de vous présenter 10 minutes à l’avance, notre personnel se fera un plaisir de vous accueillir.  Veuillez apporter une pièce d’identité avec photo.

Au cas où vous ne pourriez vous présenter, veuillez nous en aviser le plus rapidement possible en appelant au (514) 844-1127 afin que nous puissions trouver un remplaçant.

	NOM : __________________________________________________________________



	ADRESSE : ______________________________________________________________



	TÉLÉPHONE :    Maison : ___________________      Bureau : ______________________



	DATE : ____ novembre 2005              HEURE : 17h30

	NOM DU RECRUTEUR : _________________________________  

GROUPE : ______________________




INVITATION POUR LE GROUPE 2

AUCUNE PRÉPARATION NÉCESSAIRE.  IMPORTANT : NE PAS PRÉCISER LE SITE WEB QUI SERA TESTÉ

Nous aimerions que vous participiez à une discussion de groupe.  Pour vous remercier de votre participation, vous recevrez 50 $ à la fin de la discussion qui durera environ 2 heures.

Si demandé : Le montant que vous recevrez n'est pas considéré comme un revenu.  Par conséquent, vous n'avez pas à le déclarer à l'impôt.

Si le participant veut une explication sur ce qu'est une discussion de groupe
Une discussion de groupe est constituée d’environ 7 à 8 personnes ainsi que d'un animateur de notre firme qui recueille les opinions et les réactions de tous les participants.  La participation se fait entièrement sur une base volontaire et les commentaires faits durant la discussion seront combinés afin de s'assurer qu'ils demeurent confidentiels. La session aura lieu le _____ novembre 2005 à 19h30 heures à l’adresse suivante : 

MONTRÉAL / Vendredi 4 novembre

Centre de Recherches Contemporaines

1250 Guy, Bureau 802

Tél. : (514) 932-7511
SHERBROOKE / Mercredi 9 novembre

Praxis Communication

65, rue Belvédère Nord, bureau 120

Tél. : (819) 566-2633
Pouvons nous compter sur votre présence?

· Oui    (  )

· Non   (  )

Nous vous prions de vous présenter 10 minutes à l’avance.  Notre personnel se fera un plaisir de vous accueillir.  Veuillez apporter une pièce d’identité avec photo.

Au cas où vous ne pourriez vous présenter, veuillez nous en aviser le plus rapidement possible en appelant au (514) 844-1127 afin que nous puissions trouver un remplaçant.

	NOM : __________________________________________________________________



	ADRESSE : ______________________________________________________________



	TÉLÉPHONE :    Maison : ___________________      Bureau : ______________________



	DATE : ____ novembre 2005              HEURE : 19h30

	NOM DU RECRUTEUR : _________________________________  

GROUPE : ______________________




VOTRE PARTICIPATION EST GRANDEMENT APPRÉCIÉE.  NOUS VOUS EN REMERCIONS!
PROJET : 630-015

	
	Montréal et

Sherbrooke

	· 
	Avec courriel

17h30
	Sans courriel 19h30

	· Internautes avancés ou intermédiaires
	8
	8

	· Conduisent une automobile (ou tout autre genre de véhicule) au mois 2 fois/semaine et/ou chauffent leur résidence au mazout
	8
	8

	· Homme

· Femme
	4

4
	4

4

	· 18-34

· 35-44

· 45-54

· 55 et plus
	2

2

2

2
	2

2

2

2

	· Secondaire

· Collégial

· Université
	(2)

(2-3)

(2-3)
	(2)

(2-3)

(2-3)
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206 avenue des Pins Est


Montréal (Québec) H2W 1P1


Tél.: (514) 844-1127


Fax : (514) 288-3194


Courriel : info@createc.ca
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Final Report





A QUALITATIVE STUDY EXPLORING PUBLIC ATTITUDES TOWARDS


THE NEW OPPI WEBSITE





206 avenue des Pins Est


Montréal (Québec) H2W 1P1


Tél.: (514) 844-1127


Fax : (514) 288-3194


Courriel : info@createc.ca





� EMBED Word.Picture.8  ���





206 avenue des Pins Est


Montréal (Québec) H2W 1P1


Tél.: (514) 844-1127


Fax : (514) 288-3194


Courriel : info@createc.ca








� 	Formerly PMRS (Professional Marketing Research Society)
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