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Executive Summary


The purpose of this research was to obtain the input of the general public to help guide the development of Service Canada’s marketing strategy. A total of 14 focus groups were conducted in seven cities across Canada with various socio-demographic segments. The discussions explored three main issues: 1) knowledge and awareness of Service Canada, 2) bundling of service offerings, and 3) validation of the Branding Identity Framework and related visual presentation of Service Canada.


Consistent with past research, knowledge and awareness of Service Canada is low. Strong receptivity to the one-stop service delivery concept is tempered by concerns that service might not improve because of a lack of resources (e.g., that cost-cutting is the true motivation for change), the size and complexity of the undertaking, and/or mass automation (i.e., lessened opportunity to interact with people).

 
Participants’ own efforts at bundling and labelling approximately 60 programs and services into coherent groupings suggest that either a thematic or client-type approach could be effectively used to organize and market service offerings. The client-type approach, however, was generally more intuitive to those belonging to lower socio-economic strata, arguably Service Canada’s primary client group. The findings also suggest that separate groupings for information services (e.g., employment, on-line, benefits, etc.), as well as identification documents and licensing (e.g., SIN card, passport, etc.) should be included in the final model. The relevance of employment-related programs and services, as well as people’s high awareness of the Employment Insurance (EI) sub-brand, suggests that a clearly labelled (e.g., “employment”, “jobs”, etc.) category or sub-category encompassing these service offerings also be included.


The elements of the Branding Framework were generally well received. The Framework balances ambition and credibility. It is also seen as comprehensive and strong conveyer of the message that service delivery will be/is “humanized”, a quality which is most effectively communicated by the “People Serving People” tagline.


The findings suggest that the new Service Canada visual (based on the Canada Wordmark and a red swoosh under the word “Service”) that was tested amounts to a significant improvement over the current version. It unequivocally identifies Service Canada as part of the Government of Canada, while the positioning of the swoosh clearly tells people that the organization is putting emphasis on service. 

Sommaire


La présente recherche avait pour but d’obtenir l’opinion du public en vue d’orienter le développement de la stratégie promotionnelle de Service Canada. Quatorze discussions de groupe ont eu lieu dans sept villes réparties dans l’ensemble du Canada avec des personnes de diverses couches sociodémographiques. Les discussions ont porté sur trois grands thèmes : 1) connaissance de Service Canada et sensibilisation, 2) groupage des services offerts et 3) validation du cadre de travail de l’image de marque ainsi que des présentations graphiques connexes de Service Canada.


Ainsi que l’ont montré des études antérieures, Service Canada est peu connu et la sensibilisation à son égard est faible. La forte réceptivité au concept de guichet unique pour la prestation des services est tempérée par la crainte que le service ne s’en trouve pas amélioré à cause d’un manque de ressources (p. ex., que la réduction du coût soit le véritable motif du changement), par l’ampleur et la complexité de l’entreprise ou par l’idée d’une automatisation massive (qui donne moins l’occasion d’interagir avec les gens).

 
Les efforts accomplis par les participants pour grouper et étiqueter une soixantaine de programmes et de services de façon cohérente donnent à penser qu’il conviendrait d’adopter une approche thématique ou axée sur le genre de clientèle afin d’organiser les services offerts et d’en faire la promotion. L’approche axée sur le genre de clientèle a toutefois semblé plus intuitive aux participants des couches socioéconomiques inférieures qui représentent sans doute la principale clientèle de Service Canada. On peut déduire de nos observations que le modèle définitif devrait comporter des groupements distincts pour les services d’information (touchant, par exemple, l’emploi, les services en ligne, les prestations, etc.) de même que pour les pièces d’identité et les permis (p. ex., la carte d’assurance sociale, le passeport, etc.). La pertinence des programmes et services liés à l’emploi et la forte sensibilisation à la marque de l’assurance-emploi (AE) laissent croire qu’il faudrait aussi inclure une catégorie ou sous-catégorie clairement étiquetée (p. ex., « travail », « emploi», etc.) où seraient réunis les services en cause.


Les éléments du cadre de travail sur l’image de marque ont été en général bien reçus. Le cadre de travail représente un bon équilibre entre l’ambition et la crédibilité. On le juge complet et on estime qu’il transmet bien le message selon lequel la prestation du service est ou sera « humanisée », une qualité que le titre d’appel « Des gens au service des gens » est le plus apte à communiquer.


Nos résultats montrent que le nouveau graphisme de Service Canada (comprenant le mot-symbole « Canada » et une barre rouge swoosh sous le mot « Service »), que nous avons mis à l’essai, représente une nette amélioration en regard de la version actuelle. Il identifie sans contredit Service Canada comme faisant partie du gouvernement du Canada tandis que la position de la barre swoosh signale clairement aux gens que l’organisation a mis l’accent sur le service. 

1. Introduction: Objectives and Methodology

1.1 Objectives and Study Issues


Service Canada has established a forward-looking strategic approach to service and service offerings. A key part of this lies in presenting a broad range of services and programs to Canadians in a manner that makes intuitive sense to them. Past research has demonstrated that “bundling” programs and services based on certain themes and characteristics is an effective way of achieving this marketing objective. Bundling can take many forms based on such organizing principles as client characteristics (e.g., seniors, people with a disability, etc.), service/product lines (e.g., benefits services, identity services, etc.), life-cycle (e.g., entering the labour market, starting a family, retirement, etc.), as well as others.


Another important aspect of Service Canada’s Service Strategy is the creation of a strong brand (and possibly sub-brands). To this end, a Brand Identity Framework was designed. It includes a brand promise; brand essence; core identity; extended identity and a tagline. Service Canada has also developed a new visual concept based on the Government of Canada Wordmark. 


The purpose of this study was to obtain input from the general public to help guide Service Canada in developing its service/program marketing by addressing the key following issues: 

· Knowledge and awareness of Service Canada;

· Reaction to the Service Canada integrated service concept;

· Identification of the most intuitive approach to bundling Service Canada’s range of program and service offerings (e.g., organizing principles, bundle labellling);

· Validation of the Branding Identity Framework (e.g., resonance, credibility, suggestions for improvement); and

· Reaction to the current Service Canada visual, and to a new visual concept.


A focus group moderator’s guide was developed in consultation with Service Canada officials. A common guide was used across all of the focus groups. The guide, along with the other material used in the discussion, is appended to this report. 

Methodology


A total of 14 focus groups were conducted in seven centres across Canada. The composition of the groups reflected the following key client segments that have been defined by Service Canada
:

· Youth (18 to 29 years of age);

· Seniors (60 years of age and older);

· Aboriginal Canadians (self-identified as Aboriginal, Métis, First Nations, Inuit);

· New Canadians (have lived in Canada for no more than five years); and

· Working age adults (30 to 64 years of age and who are, or wish to become, legally entitled to work).  These groups were further segmented based on income and education (i.e., higher and lower socio-economic status) in order to achieve a greater comfort level and commonality of experience among participants. 


In addition to the above criteria, the groups include a reasonable cross section of people, based on gender and family composition. The location and composition of the focus groups is summarized below.

Location & Composition of Focus Groups

	Location
	Date
	Composition
	Language

	Halifax
	March 6, 2006
	Seniors
Seniors
	English

	Halifax
	March 7, 2006
	New Canadians
New Canadians
	English

	Montreal
	March 9, 2006
	Working Age (Lower SES)
Working Age (Upper SES)
	French

	Winnipeg
	March 13, 2006
	Aboriginal Canadians
Aboriginal Canadians
	English

	Calgary
	March 14, 2006
	Working Age (Lower SES)
Working Age (Upper SES)
	English

	Vancouver
	March 15, 2006
	Youth
Youth
	English

	Moncton
	March 16, 2006
	Seniors
Youth
	French



A total of twelve participants were recruited for each group in order to ensure that at least seven people participated. Approximately 120 people participated in the research. The focus groups lasted two hours and took place in dedicated focus group facilities to allow for client observation, as well as audio- and videotaping. 

1.2 A Note on Qualitative Research


The primary benefit of focus group discussions is that they allow for in-depth probing with participants on behavioural habits, perceptions and attitudes related to the subject matter. The group discussion also allows for flexibility in exploring other areas as they arise that may be pertinent to the investigation. The technique is used as a means of developing insight and direction, rather than quantitatively precise or absolute measures. The data, therefore, cannot be projected to any universe of individuals. While every effort was made – within the recruiting parameters – to balance various demographic characteristics when recruiting participants, these groups (and therefore the findings drawn from them) may not be said to be representative of the larger population as a whole. For the reader’s ease, these findings are depicted to some extent as definitive and representative — this is, however, true only for the universe represented by these participants. 

2. Detailed Findings

2.1 Knowledge and Awareness of Service Canada


The discussions began by having participants associate words and/or images with Service Canada. The comments suggested that they had little awareness of the organization, with most putting forward fairly broad, vague and neutral associations, such as “government”, “bureaucracy”, “government services” and “social programs”. For a few participants, Service Canada had a positive connotation, including: “quality service”, “good service” and “services in one place”. Negative associations included words and phrases such as: “waste”, “slow”, “waiting on the phone” and other typical complaints associated with government and service delivery in general.


Participants were asked specifically if they had heard anything about Service Canada. Although a few thought that they had, only a handful of people actually knew anything about Service Canada beyond the logical assumption that it was a federal government organization responsible for delivering services. The few informed participants described Service Canada as providing a range of federal government services “under one roof”. They had also learned from media reports that the organization was the focal point for service delivery integration and rationalization. Upon hearing Service Canada described in this fashion, other participants sometimes made analogies to a department store: “It’s kind of like Wal-Mart, you can find all you need under one roof.”


A handful of participants had had dealings with Service Canada (e.g., EI claims, EI reporting). They indicated being very satisfied, but were unable to comment on the differences between “old and new” service levels and approach: “I didn’t even know it had changed. I did it by phone. It was really easy. No problem.”

2.2 Reaction to the Service Canada Concept


Building on what some of the participants either knew or surmised about Service Canada, the moderator provided a brief description of the organization’s rationale, objectives and range of responsibilities, with an emphasis on illustrating the single point of access concept. Participant reaction ranged from very positive to mixed. There was general agreement that the rationale and the basic idea behind Service Canada are sensible: “Having all of the main services and programs delivered by one department makes sense.” “It sounds like a great idea.” For many participants, the theoretical appeal of the Service Canada concept inspired optimism: “I would think that the service will be better. It sounds like it will be more specialized.” 


Other participants were less sanguine, however. First, they raised what was to them the obvious issue of competence, and related to this, the possibility that the transition from the old service model to the new approach would be plagued by miscalculations, errors and cost-overruns: “Let’s just say that the government doesn’t have a great track record on big projects like this.” In a similar vein, some wondered if the expected service improvement would be worth the cost and service disruption: “I don’t imagine service was that bad before and I don’t imagine that it will be that much better after. So you have to wonder if it’s all worth it.” Those who expressed some concerns about the creation of Service Canada, however, were more concerned about service quality than they were about the short-term costs of the transition. Indeed, some feared that the point of integrating services was actually to cut costs, as opposed to improving service. Seniors and lower SES participants in particular were worried that amalgamation of services could lead to a reduction in service quality. In short, they feared that fewer people would be delivering the services. Similarly, some expressed concern that people might be increasingly forced to access services via automated means as opposed to dealing with people: “It just kind of reminds me of the banks. They went through a similar process and now you have to deal with them pretty much by computer or by telephone.” 


In the end, it seemed that participants supported the creation of Service Canada on the grounds that it makes sense to amalgamate service delivery. But many were unwilling to assume that this change would automatically lead to improvements in service access and quality: “I guess we’ll just have to wait and see.”

2.3 Bundling of Service Offerings


As noted in the introduction, the groups were divided into two main parts: a discussion of the best way of bundling service offerings, followed by a review of Service Canada’s branding framework. Participants were introduced to the bundling segment by means of an analogy to retail stores, a comparison that a number of participants had made themselves during the initial segment of the discussion. Thus, people were asked to think of Service Canada points of service as the Government of Canada’s programs and services “store”. Like with any new store, participants were told, potential clients needed to be able to easily locate products. 

a) Participants’ Versions


Participants were first tasked with organizing approximately 60 current and potential future programs and services into coherent bundles based on criteria of their choosing. They were also asked to label each of their program/service bundles in a manner that would be clear and meaningful to the average person. 


It was apparent that people understood what they were asked to do. It took them anywhere from 10 to 25 minutes to complete the exercise. The number of separate bundles created ranged from two to 15, with most participants organizing between five and eight of them. Participants generally found the task to be challenging, but doable. The vast majority of participants were able to organize the programs and services into coherent bundles and articulate a sensible rationale, but some participants, particularly those with a lower level of education, had greater difficulty than others. 


Approximately 120 people participated in the research, producing 120 unique approaches to organizing the programs and services. The approach taken by some participants had almost nothing in common with anyone else’s. But in most instances, one or more themes, bundles, or ways of looking at the programs and services were common to two or more people around a table. The following is a composite description of participants’ approach to bundling.

· Bundle A: General Information -- Includes services aimed at providing people with information only, via the Internet/Online and usually by telephone (e.g., 1-800-O-Canada, servicecanada.gc.ca, Benefits Finder Online, etc.): “For me what these have in common is that you only get information. You don’t get money, or an ID card or a program.” 

· Bundle B: Identification Documents and Licenses -- Includes passport, obtaining a SIN, pleasure craft licensing, etc.

· Bundle C: Employment -- Centers on the EI program. Includes EI benefits (e.g., Regular, Parental, Sickness Benefits) and often includes skills development, labour market integration programs and self-employment programs and services. Popular alternative labels for this bundle included: “Jobs”, “Transition Programs” and “Re-Integration” programs. 

· Bundle D: Pensions -- Centers on CPP, OAS and GIS programs and also often includes “support” programs/services for veterans (e.g., Veterans Disability Pension) and children (e.g., Canada Child Tax Benefit). Some participants labelled this bundle “seniors”, “seniors and veterans”, “support” or “seniors and children”.

· Bundle E: Aboriginal Programs/Services -- Includes all programs and services with “Aboriginal” in the title. 

· Bundle F: Immigration Programs -- Includes the Foreign Worker and Immigration Loans Programs and would include any others with immigrant, immigration, newcomers, etc. in the title of a particular program or service. 

· Bundle G: Programs for Disabled Persons -- Includes all programs aimed exclusively at disabled persons. 


It is also important to note that quite a few participants created a separate bundle related to “Students”, which centred on student loans, but also included one or more other programs/services (e.g., Summer Career Placement Program, Canada Study Grant). Similarly, some created a “Veterans” bundle that usually included programs and services designed specifically for veterans, but excluded CPP, OAS and other programs and services aimed at seniors in general. 


The organizational approach described above was often anchored in the belief that employment and pension-related programs and services should comprise their own large bundles because their core programs (i.e., EI and CPP/OAS) are already well established and familiar to people: “Everybody knows what pensions means and what you would find there.” “A lot of people are going to be looking for employment stuff, so I think you need a category that includes EI and all those employment programs.” This research, as well as past studies, suggests that CPP/OAS and EI (and before it UI) are well-established sub-brands that have remained consistent against a backdrop of frequent government-wide and departmental re-organizations. 


The most significant variation in the way participants organized their bundles of programs and services was to separate employment-related programs and services into 1) Benefits (most often labelled “Support”), and 2) Skills programs/employment services (often using terms such as “transition”, “integration” or “re-integration” in their titles). The Benefits bundles encompassed various EI benefits (e.g., Parental Benefits, Sickness Benefits) and sometimes also included other income support/benefits programs, such as CPP, OAS, GIS, Veterans Disability Pension and the Canada Child Tax Benefit: “I included anything for which you receive monetary support from the government, doesn’t matter if you are young or old.” The “Skills” bundle usually included all programs and services aimed “at getting people back to work”, including CPP Vocational Rehabilitation Program, Self-employment Assistance, Canadian Agricultural Skills Service, Employment Assistance for Veterans, Skills Development Program, etc. Some also included technologically-based employment services (e.g., Job Bank Online, Resume Builder Online, etc.) in this bundle. 


Participants then moved from organizing programs and services into bundles to reviewing and commenting on two different bundling approaches devised by Service Canada (see Appendices B and C). One of these approaches was organized thematically into five bundles, including Info-Service, Benefits Service, Job Service, Identification Service and Other Services (which included two sub-headings entitled Service for Aboriginal Peoples and Services for Persons with Disabilities). The Benefits and Job Service bundles encompassed the sub-groupings: Service for Seniors and Service for Youth. The second bundling approach was organized into eight groupings according to demographic group/client type. These included Service for Seniors, Service for Youth, Service for Families, Service for Newcomers to Canada, Service for Aboriginal Peoples, Service for Working Age Adults, Persons with Disabilities and General Information and Services. Both approaches included some programs/services in more than one category. Participants were given a few minutes to examine the competing approach, asked to select the best one and to put forward suggestions for improvement.

b) Reaction to the Thematic versus the Client-Type Approaches to Bundling


Overall, there was general agreement that both the thematic and client-type approaches to bundling service offerings were sound, and many felt that neither was clearly superior to the other: “I like this one better, but the other one works well too.” Most participants (about three in five) preferred the bundling approach organized by client type. This approach was most popular among Aboriginal participants, youth, lower SES working age adults, as well as among less educated seniors and newcomers who appeared to be facing more challenges integrating into society.
 Its greatest appeal lay in the speed and ease with which participants were able to “identify” themselves among the bundles: “It’s pretty simple. I’m a senior and there’s my category. I don’t have to search through the whole thing like on the other one.” “It takes the guess work out of it.” 


A few participants in the Newcomers groups admitted that they had little experience with government, and that categorizing programs and services into groupings that included one for newcomers was very helpful: “I find the government here very complicated. You have so many different levels. This really helps me.” Some participants in the other groups echoed this view: “I think that with this one you don’t need to know a lot about government.” 


Another part of this approach’s appeal was its affinity to the way that many participants had themselves organized the programs and services. In short, it was more intuitive: “This is pretty much the same way that I had it.” Some participants also said that they liked the fact that the bundles contained fewer programs and services compared to its thematic alternative: “The lists in the other one are too long. This just seems easier to go through.” 


Chief among the weaknesses of the client-type approach to organizing programs and services was that it could be construed as “pigeonholing” people, a criticism articulated mainly by a few seniors and newcomers to Canada: “Just because I’m a senior doesn’t mean that I’m no longer interested in working.” “Actually, I don’t like being referred to as a senior.” While participants who shared similar views had difficulty putting their finger on what exactly bothered them about the approach, the occasional use of terms such as “segregate”, “apart” and “different” suggested that it was mildly offensive: “I don’t know, I just don’t like seeing put people into categories. That’s all.” 


Another weakness identified by many participants was a lack of clarity in the “Service for Working Age Adults” cluster title. People found it vague and somewhat foreign, particularly compared to the unambiguousness the other cluster titles. Given that this bundle included employment-related programs and services, many suggested that it be re-titled along the lines of “Employment Services”. In addition to being more meaningful the people, this alternative was seen to have the added advantage of acknowledging the fact that employment services and programs are relevant to almost all segments of society/client types, (including youth, newcomers, Aboriginal peoples, etc.), thereby lessening the “pigeonholing” nature of the overall approach. Some participants also felt that the “General Information and Services” cluster should be re-titled to reflect the fact that it contains identification document services: “Just add ‘identification’ or ‘documents’ in there.” 


As noted above, the thematic approach to organizing programs and services was preferred by a minority of participants, albeit a sizable one. It tended to be favoured by people in the Upper SES working age adult focus groups, as well as by the more educated seniors and better-integrated newcomers to Canada. For these participants, this version was more intuitive, often closely reflecting their personal approach to organizing programs/services. Some saw a relative suppleness in the model: “The other one is too compartmentalized and unless you go through the whole thing, you risk missing a service that might be relevant. So if you’re a newcomer and you just look there, you would miss the employment and pension stuff.” Other participants said that they liked the fact that it had fewer categories, and many thought that having a bundle dedicated the employment was very useful. Also, everyone thought that the “Info-Service” and “Identification Service” clusters were very intuitive and practical.


There were two main drawbacks associated with this approach. This first was what people considered the relegation of services for Aboriginal peoples and persons with disabilities to the blandly titled “Other Service” category. It left participants with the unfortunate impression that these services, often like the people they are meant to assist, were given short shrift. Many people thought that this could be easily dealt with by adding relevant sub-categories to the other major bundles. Indeed, the use of sub-categories was thought to be the main way in which both approaches could be improved. 


Some participants thought that two of the titles used in this approach: “Info-Service” and “Benefits Service” were unclear. The French version “Service de prestations”, for example, appeared to be completely unfamiliar to youth participants in Moncton: “I have never heard of that word before. What does it mean?” The word “prestation” was not a problem for participants in the other three French- speaking groups, however. Aside from the obvious problem the term “benefits” was to French-speaking youth in Moncton, some others felt that it did not clearly enough convey the notion that the bundle included only programs that provided people with money: “You benefit from all of these, even if you don’t get money from them, so I think you need another title. Suggestions included “Support Services” and “Financial Support Services”.


People suggested that “Info-Service” be re-titled to “General Information” or simply “Information”. It seems that “Info-Service” threw some people off, making the cluster sound “highfalutin”. 

Validation of the Branding Identity Framework


The final segment of the focus groups was devoted to a discussion of branding issues. Specifically, the core elements of the Department’s Branding Framework were examined, along with two options for visually presenting Service Canada. 


Overall reaction to the Branding Framework was positive. It resonated clearly with most participants, who generally viewed the service commitment, objectives, approach and philosophy embodied in the Framework as ambitious, yet realistic: “They’re aiming high, but if you are going to set some objectives, you want them to be that way.” “I’m not sure that they will be able to do this, but nor do I think that this is ridiculous.” Participants felt that service quality would be greatly improved if Service Canada were able to put into practice most of the Framework’s elements. This also serves to underline the fact that many viewed federal government service delivery as mediocre, and there is no question that the elements of the framework raise expectations, particularly with respect to experiencing a more “human” approach to service delivery.


Participant reaction to each of the Framework elements is discussed below. It is important to note that for the participants’ ease the various titles that were incorporated in the original Service Canada document (e.g., Brand Promise, Brand Essence, Core Identity, etc.) were removed from the version used in the focus groups (See Appendix A).

c) Brand Promise (Two
Potential Versions)


Version 1: Providing Canadians with better access to government programs and services in more locations with an excellent service attitude.


Version 2: As the Government of Canada’s one-stop service delivery network, Service Canada provides easy access to government programs and services, choice in how to access these services, and respectful and personal service.


Most participants preferred the first version, mainly because they found it to be relatively pithy. In contrast, many judged the second version’s first phrase: “As the Government of Canada’s one-stop service delivery network” to be superfluous, particularly in French: “I would just start it at Service Canada.”


Use of the phrase “better services” in the first version had a negative connotation for some, suggesting that current service were not very good. “Improved services” was suggested as an alternative.


“Excellent service attitude” was thought to be trite and threadbare by some people: “You hear that everywhere. It’s lost meaning”. These people, particularly seniors, preferred the more concrete “respectful and personal service” description contained in the second version.


All participants saw the notion of “choice” in accessing services as very important.

d) Brand Essence (Two
Potential Versions)


Version 1: Accurate information and good service provided by knowledgeable staff. 


Version 2: Efficient service delivery and accurate information provided by knowledgeable staff across all channels.


Both versions resonated, but the second one was generally better received. The words “accurate” and “good” used in the first version were underwhelming to some people: “You would hope that the information is accurate. This makes me wonder about what goes on now.” “’Good service’ sounds funny. It’s like it’s not great, it’s just good.”


The word “efficiency” connoted accuracy and speed for many people. It also suggested that resources would be well deployed, with a minimum of waste.


Many participants did not understand what “channels” meant in this context, although the notion that people would have choice in the way they access services and programs was very important and worth reiterating. The challenge in the English version lies in conveying this with an economy of words. Some suggested crafting something along the lines of: “Efficient service delivery provided by knowledgeable staff in-person, on-line or by telephone.” 

e) Core Identity


Helpful. Service brings results: Questions are answered, issues are resolved. Delivering successful outcomes for clients.

Responsive. Service is fast, simple, tailored to individual needs and accessible in a variety of ways – by phone, Internet, mail or in person. 


Reliable. Accurate information, correct forms, referrals to the right person or place.

These elements were well received overall, though some felt that there was quite a bit overlap among the three pillars of identity. 


The most resonant aspects were found in the description of Responsive, particularly the idea of fast and simple service. “Tailored to individual needs” was a little difficult for some to grasp, but most understood it to mean that staff would endeavour to match programs and services to their particular circumstances. Again, people (particularly seniors) reacted positively to the notion that services were accessible in a variety of ways. 


There was a bit of discussion about the pledge in the definition of “Helpful” to deliver “successful outcomes for clients” and to “resolve issues”. Some wondered if this was overstated given the fact that people have to “qualify” for many programs (e.g., student loans, EI, disability benefits, etc.). Would someone who is turned down for a program feel like they received a successful outcome or that their issue was resolved? “It means that the government dealt with the case. It’s successful from that point of view, but I don’t know if the guy who’s turned down for a program would feel that way.” 


The definition of reliable sounded a little bureaucratic to some people, with its emphasis on forms and referring people: “It just reminds me of getting told to call another number or to go stand in a different line.”

f) Extended Identity


Service Experts


Friendly service attitude


Helpful service


Fair and responsive


Respectful, professional and courteous


Efficient service delivery


As with the other elements of the Framework, the Extended Identity was thought to be generally fine as is: “It’s got everything you would hope to get from staff.” In particular, a number of people thought that “respectful, professional and courteous” summed things up nicely. Other specific comments included reaction to the term “service experts” as sounding a little too “retail”, as in “the plumbing experts” or “the brake experts”. A few participants indicated that dealing with someone who has a “friendly service attitude” was less important. Others were somewhat surprised by the inclusion “fair”: “Why fair? You wouldn’t expect them to be unfair.” 

g) The Tagline


People Serving People/Des gens au service des gens


Reaction to the tagline was at times mixed, but with a decided lean towards the positive. No matter what participants thought of it in general, it conjured consistent meaning and imagery in everyone’s mind. That is, that Service Canada staff are people just like them, no better, no worse. And, that service would be “humanized”. Put another way, people could expect to deal with staff that would not be condescending, judge them, belittle them, treat them coldly or with contempt: “It means that the guy I deal with is a guy like me. A guy who I can talk to.” This was particularly important to some of the seniors and participants belonging to lower socio-economic strata. Indeed, past research conducted with people with a tenuous attachment to the labour market, as well as newcomers to Canada, has shown that they can find dealing with government officials rather stressful and intimidating. 


Those who had a generally negative reaction to the tagline found it underwhelming and pedestrian, more a statement of fact than anything else: “It lacks a little oomph.” To some, the connotation that they would be dealing with staff that were “regular people, just like me” was a drawback, as it suggested a trade off of expertise for friendliness: “I don’t want to deal with a guy like me. I want to deal with an expert.”

h) Visual Concepts (Two
Potential Versions)


Two visual concepts were presented to participants: the current Service Canada visual and a new Service Canada visual based on the Government of Canada Wordmark, which also included a red swoosh under the word Service.
 Both visuals were incorporated into a mocked-up example of a Service Canada publication in order to provide participants with context (see Appendix E).


The new visual concept tested very well, particularly in comparison to the current version. While some participants found it aesthetically challenged, “it’s sort of typical and plain”, most quite liked it: “I think it looks good. The swoosh is a nice touch.” In contrast the current visual tested poorly. Only a handful of participants preferred it instead of the new visual concept. The current visual evoked very little: “It doesn’t really remind me of anything. Government, I guess.” Many described the current visual as “plain”, “boring” and synonymous with bureaucracy.


The new visual concept unambiguously conveys two messages/images. First, that Service Canada is a Government of Canada organization, based on a clear recognition of the Wordmark. Second, that the organization is placing emphasis on service: “The red swoosh means that they are underlining service.” Participants also liked the font and the colour scheme. Indeed, the thought of altering either the colour of the words or swoosh struck some people as strange: “Well no. Red, black and white, that’s Team Canada.” Similarly, participants were against removing the image of the Canadian flag from the visual: “I like seeing the flag. It’s our flag.”

3. Conclusions


Overall, the research suggests that Service Canada’s approach to marketing its service offerings and to branding the organization is on the right track. The various elements that were presented to participants resonated well. Taken together, they clearly convey three core messages/images: 1) Government of Canada, 2) an emphasis on service, and 3) a more “human” approach to service delivery. 


Knowledge and awareness of Service Canada remains low. Also consistent with past research is people’s receptivity to the service integration concept and the design of a one-stop service delivery network, which strikes people as being very “logical”. Optimism about the new organization’s ability to improve service delivery is tempered by a general scepticism of government, as well as more practical concerns about the possibility that cost reductions could be at the heart of Service Canada’s creation. Some also raise the possibility that service quality could weaken under the weight and complexity of the initiative. Then there is the worry, particularly among seniors, that change might mean mass atomization (e.g., AIVRs, Internet, electronic kiosks). Finally, there is an assumption that true service improvements can only result from an increase in resources/staff and/or better training of human resources. The bottom line is cautious optimism, coupled with a wait and see attitude.


The results suggest that either a thematic or client-type approach could be successfully employed to organize and market service offerings to the public. It is important to note, however, that the latter approach appears to be more intuitive to people, particularly those belonging to lower socioeconomic strata. Certainly, it seems that Service Canada’s bundling should include separate groupings for information services, including telephone and on-line channels, and for identification documents and licensing. Consideration should also be given to the fact that CPP/OAS and EI’s already appear to possess strong sub-brands. For this, and other reasons based on the findings, Service Canada’s ultimate approach to bundling should perhaps include a grouping (or at least a sub-grouping) that is clearly identifiable as employment-related.


The elements of the Branding Framework resonate with people. The service approaches and goals embodied in the document are seen as lofty, but generally credible. There also appears to be little, if anything, missing from it. Collectively, the elements convey a number of important messages, including choice in modes of service access and a “humanized” approach to service delivery. The latter is most strongly communicated by means of the tagline: “People Serving People”.


The new Service Canada visual appears to be a vast improvement over the current version. While not universally praised, it effectively identifies Service Canada as part of the Government of Canada and clearly conveys to people that the organization is putting emphasis on service. Divorcing the visual from the Wordmark (i.e., altering the font and removing the Canadian flag) would significantly weaken it, as would changes to its colour scheme. Even with such changes, however, it is likely that it would remain an improvement over the current version on the strength of the swoosh design element. 

Appendix A

Moderator’s Guide


service canada

Branding & Bundling

focus group MODERATOR’S guide

(final.3)

march 3, 2006

1.
Introduction (5 minutes)

· Purpose of the discussion.

· Explanation of format and “ground rules”:

· Discussions are being audio and video taped. Your comments will remain confidential.

· Please try to speak one at a time.

· There aren’t any right or wrong answers to the things we’ll be talking about — we’re just looking for your honest opinions.

· It’s okay to disagree. Please speak up even if you think you’re the only one who feels a certain way about an issue. It’s also okay, though, if you change your mind based on things you hear or new information.

· Moderator’s role: raise issues for discussion, watch for time and make sure everyone has a chance to participate.
· Participant introductions: First name and what you do for a living.

2.
Top-of-Mind Images, Knowledge & Awareness (10 minutes)

1. Let’s warm-up with a little with a word association game: Please write down the first few things that come to mind when you hear me say: “Service Canada”. What does it make you think of?

· Let’s go around the table to see what you’ve come up with.

2. Some of you mentioned that you thought Service Canada has something to do with the federal government. You are right. What do you know about Service Canada?

· Purpose/mandate

· Rationale/ reason for Service Canada

· Range of services offered

· Anything else you have heard of?

· How did you hear about Service Canada (e.g., media, word-of-mouth, etc.)?

3. Has anyone had any contact with Service Canada, either in person, on the Internet or by telephone?

· How did you like the service you received?  

3.
Bundling (70 minutes)

Until recently, a broad range of departments delivered federal government services and programs. So for example, you had to go to one office to get a passport, another office to apply for Employment Insurance, another to get a pleasure craft licence and another to get an Indian Status card. There were also a bunch of different phone numbers, office hours, service /standards and web sites that people might have to deal with.

The idea behind Service Canada is to provide people with one-stop access to all Government of Canada programs and services. It’s like a chain of federal government department stores. 

4. What do you think of this concept?  What do you think are the pros and cons of this concept?

5. Please make a list of as many federal government programs and services as possible. Don’t worry about guessing if something is federal or provincial, or even if it exists. Just make a list. Once you have a list, please identify what you consider to be the three most important programs/services offered to the public. 

· Let’s go around the table to see what we have.

As we noted earlier, Service Canada is a relatively new organization. They are open for business, but it might take a year or two before all of the different products and services that exist now are available. Also, new products and services will be added over time.  

Our discussion showed that the Government of Canada provides people with a great many different services and programs. One of the challenges that the organization faces is to organize these in a way that will makes sense to people. I would like us to spend some time thinking about how you would organize the Government’s programs and services for you.

I will distribute a set of cards to you. Each card in the set has the name of one program or service on it, as well as a brief description of it. The idea is for you to organize these programs and services into groups based on things that they have in common. You can use whatever criteria you think makes the most sense. Please name or give a title to each of your groupings.

This task is similar to what you would do to organize products in a store. You want people to be able to find things easily. Thus, at home stores, the paintbrushes and sandpaper are located near paint, etc. Another example would be a music mega store, which can be organized by type of music (e.g., classical, jazz, rock, hip hop). It can also be organized by type of product (CDs, DVDs, books and magazines). You would also have to make decisions about whether something should be in its own category or bundled with another (e.g., hip hop with rap, jazz with classical, etc.). You could even organize things based on other themes, such as having a children/preteen section, or a section where everything is on sale, or a section of new releases regardless of music or product type, etc. It might also help you to think about the times you have looked for things at a food superstore: Would you first look for a meat thermometer in the meat section, or in the kitchenware section?    

[Participants are given 10-15 minutes to bundle the products and services. The moderator provides encouragement, but no guidance.]  

6. Let’s see what you have come up with. [Moderator probes the following].           

· Overall ease/difficulty of the exercise

· Number of separate bundles

· Chief organizing principle and supporting rationale 

· Benefits vs. other programs/services

· Life cycle (e.g., birth (SIN), children (RESP), young adults (CSLP), working age (EI), pre-retirement (RRSP), seniors (CPP))  

· Demographic target groups (e.g., families with children, seniors, people with a disability, aboriginals, new Canadians)

· Program/service area (e.g., employment, education, health)

· Identification of programs and services that were most difficult to bundle/put aside

7. Now that you have had a chance to hear how everyone else organized the Government’s products and services, please take a few minutes to review what you have done in order to come-up with what you think is the most sensible way to organize things. [Participants are given a few minutes to re-work their bundles]

· Let’s go around the table again.  [Moderator probes the following].    

· What, if anything, did you change? Why? 

8. I’d like to share two approaches that Service Canada is considering to organize their products and services. [Moderator distributes the two handouts of Service Canada’s bundling: 1) Info-Service, Benefits Service, Job Service, Identification Service, and Appendix, and 2) Services for Seniors, Services for Youth, Services for Families, Services for Newcomers to Canada, Services for Aboriginal Peoples, Services for Working Adults, Services for Persons with Disabilities, General Information and Services.] 

· What do you think of this approach to organizing the Government’s products and services?

· How close or different do you feel it is from the way you approached things? 

9. What did you think of the grouping titles (e.g., Info- Services, Services for Working Adults, etc.)? 

· Are they clear/meaningful?

· Would you know what they mean if you only read the titles?

· Can you personally identify with any of the titles in the second handout e.g. Working Age Adults or Seniors or Youth?

· Do you have a preference for titles listed in handout 1 (e.g., Info- Services etc,) versus handout 2 (e.g., Services for Seniors etc.)?

· Do you have suggestions for change?

4.
BRANDING (40 minutes)

Organizations, particularly those that deal a lot with the public, often have principles and goals that help the staff to remember what they should strive for. Principles and goals can also give the organization an identity and tell the public what they can expect in their dealing with them. I’d like to obtain your views on a few of Service Canada’s principles and goals. [Moderator distributes a handout that includes the Brand Promise, Brand Essence, Core Identity and Extended Identity (though not necessarily with these headings).]

10. Service Canada is committed to “Providing Canadians with better access to government programs and services in more locations with an excellent service attitude.”   

Alternative wording to test: “As the Government of Canada’s one-stop service delivery network. Service Canada provides easy access to government programs and services, choice in how to access these services, and respectful and personal service.”
· What is your initial reaction to these 2 statements?

· Which statement is clearer and more meaningful to you?

· What do they mean? Put them in your own words.

· How do they make you feel (e.g., as a potential client, as a taxpayer)?

· What do they say about Service Canada?

· What kind of expectations do they create?

· Are they credible?

· Are they appropriate?  

11. One of Service Canada’s main goals is to give you “Accurate information and good service provided by knowledgeable staff.”  

Alternative wording to test: “Efficient service delivery and accurate information provided by knowledgeable staff across all channels.”

· What is your initial reaction to these 2 statements?

· Which statement is clearer and more meaningful to you?

· What do they mean? Put them in your own words.

· How do they make you feel (e.g., as a potential client, as a taxpayer)?

· What do they say about Service Canada?

· What kind of expectations do they create?

· Are they credible?

· Are they appropriate?  

12. Other aspects of Service Canada’s philosophy include being:

· Helpful: Service brings results: questions are answered, issues are resolved. Delivering successful outcomes for clients.

· Responsive: Service is fast, simple, tailored to individual needs and accessible in a variety of ways – by phone, Internet, mail or in person.

· Reliable: Accurate information, correct forms, referrals to the appropriate person or place.
· What is your initial reaction to these?

· What do they mean? Put them in your own words.

· How does they make you feel (e.g., as a potential client, as a taxpayer)?

· What do they say about Service Canada?

· What kind of expectations do these create?

· Are they credible?

· Are they appropriate?  

· Overall, do you mainly like or dislike them?

13. Service Canada representatives are to strive to be “service experts”, as well as having a:

· Friendly service attitude

· Helpful service

· Fair and responsive

· Respectful, professional and courteous

· Efficient service delivery

· What is your initial reaction to these?

· What do they mean? Can you give us some practical examples of what some of these mean in practice?

· How do they make you feel (e.g., as a potential client, as a taxpayer)?

· What do they say about Service Canada?

· What kind of expectations do these create?

· Are they credible?

· Are they appropriate?  

· Overall, do you mainly like or dislike them?

14. Taglines are similar to slogans. They try to communicate the essence of an organization or product (e.g., United Airways: “Fly the Friendly Skies”, Master Card: “Priceless”, Avis: “We try Harder”, Tim Horton’s: “Always Fresh, Always There”.) What is your reaction to: Service Canada: People Serving People?

· How does this make you feel? What kind of picture/image does it conjure?

· Do you mainly like or dislike it?

· Would you like to suggest an alternative phrase or key word(s)?

15. Please write down three words that you associate with Service Canada as an organization and three words that you associate with Service Canada’s service. 

16. The moderator presents the Service Canada visual concept (i.e., SWOOSH) and Probes:

· What is your initial reaction to this concept (e.g., overall appeal, connotations/imagery/symbolism, associations, etc.)

· The moderator shows other example(s) of visual concept incorporated into publication/poster example in order to provide additional perspective.
· How well does this visual concept reflect the Service Canada principles and goals we’ve been talking about? Why/why not?

17. Is there anything else you would like to say before we end the discussion?


THANK YOU VERY MUCH FOR YOUR PARTICIPATION! 
Appendix B

Service Canada
“Client-Type” Bundling

Service Canada

Service for Seniors

· Community Volunteer Income Tax Program

· Emergency support services in times of crisis

· Canada Pension Plan/Old Age Security Tax Slips on-line

· Benefits Finder Online

· Canada Pension Plan (CPP) - Disability benefits

· Canada Pension Plan (CPP) - Retirement pension

· Canada Pension Plan (CPP) - Survivor benefits

· Canada Pension Plan (CPP) - International pension benefits

· Old Age Security pension

· Guaranteed Income Supplement

· Allowance for the Survivor 
Service for Youth

· http://www.youth.gc.ca
· 1 800 O-Canada

· Career Navigator

· Job Bank Online

· Resume Builder Online

· Summer Career Placement Program

· Student loans

Service for Families

· Canada Child Tax Benefit 

· Canada Pension Plan (CPP) - Children’s benefit

· Employment Insurance Program - Compassionate Care benefit

· Canada Pension Plan (CPP) - Child Rearing Drop-out Provision 

· Employment Insurance Program - Maternity or Parental Benefits

Service for Newcomers to Canada

· Resettlement Assistance Program 

· Immigration Loans Program 

· Applications for immigrant status (CIC)

· Foreign Worker Program

Service for Aboriginal Peoples

· Legal Studies for Aboriginal People Bursary Program  

· Aboriginal Human Resources Development Strategy

· Aboriginal Skills and Employment Strategy

Service for Working Age Adults

· Appli-Web 

· My Service Canada account

· My Employment Insurance Information Online

· Employment Insurance Program - Regular benefits

· Unemployment / Employment Report Online

· Statement of Contributions Online 

· Self-employment Assistance

· Employment Insurance Program - Sickness benefits

· Skills Development Program

· Employment re-integration program

· Canadian Agricultural Skills Service

· Employment Assistance Program for Veterans

· Career Navigator

· Job Bank Online

· Resume Builder Online

· Benefits Finder Online

· Pension calculator Online

· Employment Insurance Program - Compassionate Care benefit

Persons With Disabilities

· Veterans Disability Pension   

· Canada Pension Plan (CPP) - Disability benefits

· Canada Pension Plan (CPP) - Vocational Rehabilitation Program

· Opportunity Fund

· Canada Study Grants

General Information and Services

· 1 800 O-Canada

· servicecanada.gc.ca

· Community Volunteer Income Tax Program

· Emergency support services in times of crisis

· Canada Pension Plan/ Old Age Security Tax Slips On-line.

· ID replacement card Online

· Benefits Finder Online

· Applying for a Passport

· Getting a Pleasure Craft license

· Bilingual Services

· Service in multiple languages 

· Mobile and Outreach Services

Appendix C

Service Canada
“Thematic” Bundling

Service Canada

Info-Service

· Community Volunteer Income Tax Program

· 1 800 O-Canada

· servicecanada.gc.ca

· Employment Insurance - Appli-Web 

· My Service Canada account

· My Employment Insurance Information Online

· Unemployment / Employment Report Online

· Canada Pension Plan - Statement of Contributions Online 

· Canada Pension Plan / Old Age Security Tax slips on-line

· Career Navigator

· Job Bank Online

· Resume Builder Online

· ID replacement card Online

· Benefits Finder Online

· Canadian Retirement Income Calculator Online
Benefits Service

· Employment Insurance Program - Compassionate Care benefit

· Canada Pension Plan (CPP) - Children’s benefit

· Canada Pension Plan (CPP) - Disability benefits

· Canada Pension Plan (CPP) - Retirement pension

· Canada Pension Plan (CPP) - Survivor benefits

· Canada Pension Plan (CPP) - International pension benefits

· Canada Pension Plan (CPP) - Child Rearing Drop-out Provision 

· Canada Pension Plan (CPP) - Vocational Rehabilitation Program

· Canada Child Tax Benefit 

· Resettlement Assistance Program 

· Legal Studies for Aboriginal People Bursary Program  

· Immigration Loans Program 

· Veterans Disability Pension   

· Benefits Finder Online

· Canadian Retirement Income Calculator Online

· Canada Pension Plan / Old Age Security Tax slips Online

· Employment Insurance Program  - Compassionate Care benefit

· Canada Pension Plan (CPP) - Children’s benefit

Service for Seniors

· Old Age Security pension

· Guaranteed Income Supplement

· Allowance for the Survivor 

· Veterans Disability Pension   

· Old Age Security pension

Service for Youth
· Student Loans

Job Service
· Employment Insurance Program - Regular benefits

· Employment Insurance Program - Maternity or Parental Benefits

· Employment Insurance Program - Sickness benefits

· Foreign Worker Program 

· Self-employment Assistance

· Skills Development Program

· Employment re-integration program

· Canadian Agricultural Skills Service

· Employment Assistance Program for Veterans

· Employment Insurance - Appli-Web 

· My Employment Insurance Information Online

· Unemployment / Employment Report Online

· Statement of Contributions Online 

· Career Navigator

· Job Bank Online

· Resume Builder Online

Service for Seniors
· Employment Assistance Program for Veterans
Service for Youth
· Summer Career Placement Program

Identification Service

· Getting a Social Insurance Number

· Applying for a Passport

· Getting a Pleasure Craft license

· ID replacement card Online

Other Services

· Bilingual services

· Service in languages other than English or French 

· Mobile and Outreach Services

· Service for Aboriginal Peoples

· Service for Persons with Disabilities

Appendix D

Service Canada
Brand Identity Framework

A.

Providing Canadians with better access to government programs and services in more locations with an excellent service attitude.

As the Government of Canada’s one-stop service delivery network, Service Canada provides easy access to government programs and services, choice in how to access these services, and respectful and personal service.

B.

Accurate information and good service provided by knowledgeable staff. 

Efficient service delivery and accurate information provided by knowledgeable staff across all channels.

C.

Helpful. Service brings results: Questions are answered, issues are resolved. Delivering successful outcomes for clients.

Responsive. Service is fast, simple, tailored to individual needs and accessible in a variety of ways – by phone, Internet, mail or in person. 

Reliable.  Accurate information, correct forms, referrals to the right person or place

D.

Service Experts

Friendly service attitude

Helpful service

Fair and responsive

Respectful, professional and courteous

Efficient service delivery

E.

People Serving People

Appendix E

Competing Visual Concepts
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� 	We have made some minor modifications to the SC segments for the purpose of this research. For example, we have defined the youth segment as starting at 18 rather than 15 years of age. Our experience suggests that mixing 15 to 17 year old youth, who are typically less mature, engaged and confident, in a focus group with older youth will have a negative impact on group dynamics. 


� 	These newcomers tended to be more recent immigrants and not yet fluent in English. 


� 	Only the new Service Canada visual was presented in to participants in the first four focus groups in Halifax and Toronto. The decision to compare and contrast the new visual with the current version was made by Service Canada officials as part of the overall fine-tuning of the research design. 
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