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Executive Summary 

Background and Objectives

The Director, Marketing and Advertising (DMA) is initiating a marketing plan that involves tailored messaging for Reserve Force advertisements that focuses on the unique benefits of a career in the Reserves and includes a call-to-action to visit the website to obtain recruitment event details. 

There were two main objectives for this research project: 

Test new marketing and advertising material for the Reserve Forces and, as time permitted, for the Regular Force;
Assess, in a qualitative fashion, the values, motivators and reservations that influence views regarding joining the Reserve Forces.  

Specific material tested included:

· Three different executions of a newspaper print ad concept – with the headline and copy varied in each execution (but not the image);

· Two radio advertising concepts;
· A concept for a television ad on the Navy Centennial; and, 

· A colour print ad concept for the Navy Centennial.

Methodology 

Six focus groups were conducted on March 4, 8, and 11, 2010, two each in Calgary, Quebec City, and St. John’s NL respectively.  The target population consisted of Canadians aged 18 to 34 who have not yet graduated from college or university and/or are considering going back to school with the view of changing careers. 
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Key Findings

Local Ad - Reaction to the Image Determines Overall Reaction to the Ad
· The image was not well received and served mostly to distract from the main message, primarily because the subject in the photo conveys hardship.   

· Women in most of the groups did not feel the ad addressed them; some indicating that it was macho and aggressive, while others just pointed out that there were no women present in the picture.

· In addition, participants in all groups indicated that the image would not likely captivate their attention in a real newspaper setting; and, that the image alone serves more as a detractor than an enhancer for the call-to-action.  
The Headlines and Copy - VISIT FORCES.CA is the Most Effective Call to Action

· Participants found that VISIT FORCES.CA was indisputably the most effective approach to communicate the call-to-action, which is to drive the audience to the website.

· Participants clearly gravitated to the point form copy which indicates the specific career benefits of joining the Forces.  The benefits with the most appeal, and those which participants indicated are most likely to drive them to seek more information on the website are: opportunities for travel, paid education, and over 100 full- and part-time jobs.  Those participants who felt that full- and part-time jobs was an important benefit also felt that this benefit did not come across clearly in the ad.
· Generally speaking, participants did not like the use of the word “Fight”.  They found it particularly inconsistent with the message that there are “100 full- and part-time careers”.   

The Radio Concepts – Both appealed to individuals seeking different benefits 

Testimonial was considered by some participants to be intriguing and challenging, and created curiosity in seeking more information.  
Announcer, on the other hand, appealed to other participants as it presented the career benefits, specifically 100 full- and part-time career opportunities, opportunities for travel, and paid education.  
The TV Concept – Emotionally Powerful but a Confused Message

· Most participants, and particularly those in the older groups, were moved by the series of images, which evoked strong feelings of pride, patriotism, and sadness; however, many participants were confused when asked what they believed was the main message.  
· Notwithstanding the copy: “protecting Canadians for over 100 years”, participants did not see the ad as conveying any message of the Navy Centennial or any anniversary. 
The Navy Centennial Print Ad – A Confused Message

· While participants found this concept visually very attractive and alluring, the main message was not at all clear, nor was the call-to-action.  

Conclusions

Newspaper Print Concept

· The current image used in the newspaper print concepts detracts substantially from the overall message and call-to-action.

· VISIT FORCES.CA is clearly the most effective headline.

· The use of bullet points to communicate the career benefits is a key feature which would motivate participants to visit the website. Participants are more motivated to seek further information when they see more information on the specific benefits of a career with the Forces.  

· Use of the tagline “Fight with the Canadian Forces”, and particularly the word “Fight” discourages participants from wanting to seek more information about a career in the Forces.  
· “Want to make a difference?”, or “Choose to make a difference” are strong phrases which have a significant positive impact in drawing attention and motivating participants to take action (i.e. seek more information).

Radio Concept

The two different concepts each appeal to different types of people; however, despite being considered as too long by some, Announcer appeals more to individuals who did not appear to be aware of the variety of careers available.  Testimonial appeals more to “adventure-seekers” and those who need a career to be more challenging and out of the ordinary.  Both concepts clearly communicate the call-to-action to visit the website.

Navy Centennial TV Concept

The TV concept slides, as presented, had relatively strong impact emotionally and resonated well; however, the message and call-to-action were not clear.

Navy Centennial Print Ad Concept

While visually appealing, most participants did not understand either the message, or the call-to-action.

Recommendations

Based on this research, and taking into account the limitations imposed, we recommend pursuing the following course of action with regard to these advertising concepts:

Newspaper Print Ad

· Select a different image for the ad, preferably one which signifies challenge without explicitly showing combat or hardship. This is especially important to attract individuals for the Reserves who are looking for part-time, non-combat oriented careers.

· Use “Visit Forces.ca” as the main headline.  It communicates the call-to-action most effectively.

· Communicate the career benefits on the print ad, even at the risk of having a lot of copy. 

· Incorporate the concept of “making a difference”, using either “Want to make a difference?”, or “Choose to make a difference”.

· Eliminate the tagline “Fight with the Canadian Forces”.  It serves as a key detractor from the call-to-action, especially among prospective recruits to the Reserves and/or those seeking part-time or non-combat related careers.

Radio Ad

· Proceed with at least the “Announcer “concept.  That being said, if budgets permit, airing both ads would effectively target both (hypothetical) segments.

Navy Centennial Television and Print Ads

· Proceed to develop the Navy centennial concept in terms of tone; however, we urge that the key messaging be reconsidered and clarified. 

Sommaire de gestion
Contexte et objectifs

La directrice du marketing et de la publicité (DMP) lance un plan marketing, constitué de messages personnalisés pour les publicités de la Force de réserve, qui met l’accent sur les avantages uniques d’une carrière dans la Réserve et qui comprend un appel à l’action à visiter le site Web pour obtenir des détails sur les événements de recrutement. 

Il y avait deux objectifs principaux pour ce projet de recherche : 

tester le nouveau matériel de marketing et publicité pour la Force de réserve et, si le temps le permettait, pour les Forces régulières;
évaluer, de façon qualitative, les valeurs, motivateurs et restrictions qui influencent les points de vue relativement à l’enrôlement dans la Force de réserve.  

Le matériel spécifique testé incluait :

· trois exécutions différentes d’un concept de publicité imprimée dans un journal – avec une manchette et un texte différent pour chaque exécution (mais pas l’image);
· deux concepts publicitaires pour la radio;
· un concept pour une publicité télévisée sur le Centenaire de la Marine; et, 
· un concept de publicité imprimée en couleur pour le Centenaire de la Marine.

Méthodologie 

[image: image5.emf]Six groupes de discussion ont eu lieu les 4, 8 et 11 mars 2010, dont deux à Calgary, deux dans la Ville de Québec et deux à Saint-Jean, Terre-Neuve respectivement.  La population ciblée était constituée de Canadiens âgés de 18 à 34 ans qui n’avaient pas encore obtenu un diplôme collégial ou universitaire et/ou qui considéraient un retour aux études dans le but de changer de carrière. 
Résultats clés
La réaction à l’image détermine la réaction à la publicité dans l’ensemble
· L’image n’a pas été bien reçue et a surtout servi à détourner l’attention du message principal, principalement parce que le sujet dans la photo transmet une image de souffrance.   

· Les femmes dans la plupart des groupes n’avaient pas l’impression que la publicité s’adressait à elles;  certaines ont indiqué qu’elle était macho et agressive, alors que d’autres ont simplement remarqué qu’il n’y avait pas de présence féminine dans la photo.

· De plus, les participants dans tous les groupes ont indiqué que l’image ne retiendrait probablement pas l’attention dans un vrai contexte de journal, et que l’image elle-même repoussait plus qu’elle n’encourageait l’appel à l’action.  

Les manchettes et le texte  - VISITEZ FORCES.CA est l’appel à l’action le plus efficace
· Les participants ont trouvé que l’utilisation du titre VISITEZ FORCES.CA était sans contredit l’approche la plus efficace pour communiquer l’appel à l’action, qui consiste à inciter l’auditoire à se rendre sur le site Web.

· Les participants ont clairement été attirés par le texte schématique qui indique les avantages spécifiques, côté carrière, à s’enrôler dans les Forces.  Les avantages les plus attrayants, et ceux que les participants indiquent, comme étant les plus susceptibles de les porter à rechercher plus d’information sur le site Web sont : les possibilités de voyage, les études subventionnées, et plus de 100 emplois à temps plein et à temps partiel.  Les participants qui étaient d’avis que des emplois à temps plein et à temps partiel représentaient un avantage considérable étaient également d’avis que cet avantage n’était pas mis en valeur dans la publicité.
· De façon générale, les participants ont frémi devant l’utilisation du mot 
« Combattez »; ils le trouvent particulièrement incompatible avec le message qu’il y a «100 emplois à temps plein et à temps partiel ». 

Les concepts radio – Les deux ont plu aux personnes qui recherchaient des avantages différents.  

Témoignage a été perçu par certains participants comme étant intrigant et stimulant, et a suscité une certaine curiosité à rechercher plus d’information.
Annonceur, par contre, a plu aux participants parce qu’il présentait les avantages de la carrière, spécifiquement 100 possibilités de carrière à temps plein et à temps partiel, des occasions de voyager, et des études subventionnées.  
Le concept télé – Puissant émotionnellement mais un message confus 

· La plupart des participants, et particulièrement ceux dans les groupes plus âgés, ont été émus par la série d’images qui évoquaient des sentiments intenses de fierté, de patriotisme et de tristesse;  cependant, bon nombre de participants ont semblé confus lorsqu’on leur a demandé quel était, selon eux, le message principal du concept.  
· Malgré le message : « protège les Canadiens depuis plus de 100 ans », les participants n’ont pas senti que la publicité véhiculait un message sur le Centenaire de la Marine ou un anniversaire quelconque. 
Publicité imprimée pour le Centenaire de la Marine – Un message confus

· Bien que les participants aient trouvé ce concept visuellement très attrayant et séduisant, le message principal n’était pas du tout clair ni l’appel à passer à l’action.  

Conclusions

Concept imprimé dans les journaux
· L’image actuelle utilisée dans les concepts imprimés dans les journaux détourne sensiblement du message et de l’appel à l’action dans l’ensemble.

· VISITEZ FORCES.CA est sans aucun doute la manchette la plus efficace.

· L’utilisation de points centrés pour communiquer les avantages d’une carrière au sein des Forces s’est avérée une caractéristique clé pour motiver les participants à visiter le site Web.  Les participants sont plus motivés à s'informer davantage lorsqu’ils voient plus d’information sur les avantages spécifiques de choisir une carrière dans les Forces.  

· L’utilisation de la réplique « Combattez avec les Forces canadiennes », et particulièrement le mot « Combattez » décourage les participants à vouloir obtenir plus d’information au sujet d’une carrière dans les Forces.  
· « Vous souhaitez faire une différence » ou « Choisissez de faire une différence » sont des phrases puissantes qui ont un impact considérable pour ce qui est de retenir l’attention des participants et les motiver à passer à l’action (c.-à-d. rechercher plus d’information).
Concepts radio
Les deux concepts plaisent chacun à différents types de personnes;  cependant, malgré le fait que certains l’aient trouvé trop long, Annonceur plaît plus aux personnes qui ne semblaient pas être au courant des diverses carrières offertes.  Témoignage plaît à ceux qui recherchent l’aventure et ceux qui ont besoin d’avoir une carrière hors de l’ordinaire, qui présente plus de défis.  Les deux concepts communiquent clairement l’appel à l’action de visiter le site Web.

Concept télévisé sur le Centenaire de la Marine
Les diapos du concept télé, telles que présentées, ont un impact relativement fort émotionnellement et résonnent bien;  cependant, le message et l’appel à l’action n’étaient pas clairs.

Concept de la publicité imprimée sur le Centenaire de la Marine
Bien que visuellement attrayant, la plupart des participants n’ont pas compris soit le message, soit l’appel à l’action.

Recommandations

En se basant sur cette recherche, et en tenant compte des limites imposées, nous recommandons de poursuivre le plan d’action suivant relativement aux concepts publicitaires : 

Publicité imprimée dans les journaux
· Sélectionnez une image différente pour la publicité, de préférence une image qui représente le défi sans montrer explicitement une scène de combat ou la souffrance. Ce point est particulièrement important si l’on veut attirer des personnes dans la Réserve qui cherchent une carrière à temps partiel, non axée sur le combat.

· Utilisez « Visitez Forces.ca » comme manchette principale. C’est celle qui communique le plus efficacement l’appel à l’action.

· Communiquez les perspectives de carrière dans la publicité imprimée, au risque même d’avoir trop de texte. 

· Incorporez le concept « faire une différence », en utilisant soit « Vous souhaitez faire une différence? » ou « Choisissez de faire une différence ». 

· Éliminez la dernière réplique « Combattez avec les Forces canadiennes ». Elle a plus un effet de dissuasion qu’un effet d’appel à l’action, spécialement parmi les recrues potentielles pour la Réserve et/ou ceux qui cherchent une carrière à temps partiel, non axée sur le combat
Publicités à la radio
· Allez de l’avant au moins avec le concept « Annonceur ».  Cela étant dit, la diffusion des deux publicités ciblerait effectivement les deux segments (hypothétiques) si les budgets le permettent. 

Publicités télévisées et imprimées sur le Centenaire de la Marine 
Continuez à developer le concept sur le Centenaire de la Marine en termes de ton;  cependant, nous vous conseillons fortement de reconsidérer et clarifier le message clé. 

1. Introduction

Background

In 2008, the Government identified personnel as one of the pillars of the Canada First Defence Strategy (CFDS) for the Department of National Defence (DND). Substantial funding for personnel growth has been committed to expand both the Regular and Reserve Forces over 20 years to ensure the operational success of both groups. 

The Director, Marketing and Advertising (DMA) supports these efforts in part through advertising to drive potential recruits to attend recruitment events. DMA is initiating a marketing plan that involves tailored messaging for Reserve Force advertisements that focuses on the unique benefits of a career in the Reserves and includes a call-to-action to visit the website to obtain recruitment event details. 

The research tested new marketing and advertising material to generate awareness; mostly (but not exclusively) about part-time career opportunities in the Reserve Force and about career opportunities in the Regular Force. Material that was tested concerned the Reserve Force and included: 1 print advertising concept with three different copy executions and 2 radio concepts.

In addition, advertisements were being developed to celebrate the Canadian Navy Centennial.  Images for a television campaign, as well as a colour print ad were pretested.
Research Purpose and Objectives

There were two main objectives for this research project: 
· Test new marketing and advertising material for the Reserve Force and, as time permitted, for the Regular Force. 
· Assess, in a qualitative fashion, the values, motivators and reservations that influence views regarding joining the Reserve Forces.  

The specific research objectives were to determine if: 

· the sponsor of the advertisement and its objectives were clear; 

· the messaging captured the attention of participants; 

· the messaging was realistic and credible; 

· the messaging was perceived to be well-produced; 

· the messaging was perceived as disturbing or offensive; and
· the messaging encouraged the target audience to seek information about the Canadian Forces (CF).

The moderator’s discussion guide used (English and French versions) is provided as Appendix 1.

Approach and Methodology

Six focus groups were conducted in Calgary, AB, Quebec City, QC, and St. John’s, NL on March 4th, 8th, and 11th respectively. The target population consisted of Canadians aged 18 to 34 who have not yet graduated from college or university and/or are considering going back to school with the view of changing careers. One group in each location was conducted with Canadians aged 18-24 and the other group with Canadians aged 25-34.  Groups were divided equally between men and women.  In addition, participants were screened to ensure that they had at least “an open mind” towards the possibility of joining the Canadian Forces.

As a Gold Seal Member of the Marketing Research and Intelligence Association (MRIA), TNS Canadian Facts ensured that all participants that were recruited, met or exceeded MRIA standards and guidelines, i.e. they were screened to ensure that they had not attended another focus group on any topic within the last six months; or one on any topic relating to the Canadian Forces or recruiting for the Canadian Government during the past two years; or more than two focus groups on any topic within the last two years.   A minimum of 50% of participants were recruited by random digit dialing, and claimed to be attending a focus group for the first time.  Finally, we also excluded participants who have ever been members of the CF, and/or who have a family member in the household who has ever been a member of the CF, as well as members of the media and marketing research organizations.

[image: image6.emf]
The recruiting screener used (English and French versions) is provided as Appendix 2.

Total Study Cost

The total cost of this study, including GST, amounted to $40,982.94.

[image: image7.emf]

2.
The Newspaper Print Concept
Reaction to the Image Determines Overall Reaction to the Advertisement
[image: image8.emf]Three different executions of a potential print advertisement were tested, primarily with the objective of understanding which approach using headline and copy would have the greatest impact in terms of motivating the target audience to visit the Forces.ca website for more information.

However, it became apparent early on in the discussion that reaction to the image outweighed the reaction to any of the headline and copy options.   The image was not well received and served mostly to distract from the main message.  Many participants disliked the image and therefore, did not motivate them to take further notice of the ad for the following reasons:

· the subject in the photo conveys an image of hardship, and in participants’ terms “that they weren’t pleased to be there”.  While upon further discussion, some participants interpreted this as ‘challenging’, it still served to discourage most participants from engaging in the call-to-action;

· many participants visibly (and verbally) were bothered by the depiction of shells/bullets and found that this was in contradiction to the variety of opportunities conveyed by the copy;
· women in most of the groups did not feel the ad addressed them; some indicating that it was macho and aggressive, while others just pointed out that there were no women present in the picture.

In addition, participants in all groups indicated that the image would not likely captivate their attention in a real newspaper setting; and that the image alone serves more as a detractor than an enhancer for the call-to-action.  Participants did not readily see the call-to-action in the first read.  They had to focus in detail at the ad to understand it and this would be less likely in a real setting.
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Visit Forces.ca 
Best Message Recall and Strongest Call to Action

When asked to recall the main message for the “Forces.ca” execution, participants immediately, and without hesitation, said it was that they should visit the Forces.ca website.
However, while the message and call-to-action was very clear to participants, the copy itself was less enticing.  First of all, participants did not truly understand why they should visit the site, or the benefits.  This was especially remarkable in contrast to the copy in other executions, most notably “Meet with Us” (see next page), where the key benefits are made very explicit.
Full- and Part-time Jobs – The Reserves

While a select few participants indicated that they saw the message for “full- and part- time jobs” in the masthead of the advertisement, most participants in the groups did not see it at all, and certainly did not see it when having only a couple of seconds to glance at the ad at the beginning.

The availability of both full- and part-time jobs is a very important attention grabber, particularly for those participants who would not normally think of the Forces when thinking of a career; however, this information was largely lost as close to no one was able to recall it.   When probed on why participants didn’t notice this headline at the top, many indicated that their eye was drawn first to the face on the image, and since he is looking down, to the headline “Visit Forces.ca”. While this was likely intended, the adverse affect is that the headline “Full- and Part-time jobs” was barely noticed. 

Live Chat and Communicating with Individuals

[image: image11.wmf] 

While the phrase “Live Chat” was noticed by many participants, it was only remarked upon by a select few.  Those few participants indicated (as in the list of quotes above) that the phrase ‘Live Chat’ indicated accessibility.  However, participants did not see it as a particularly attractive feature, and when probed, many participants felt it was gimmicky.
In addition, we also asked participants if they were interested in receiving more information, how they would like to communicate, and whether or not they would like to receive text messages (permission-based).  
The preferred mode of communication was either by phone or in person.   Also, participants in all groups felt that text messaging is reserved for personal and social interaction, and they would not like the Forces, or any other prospective employer for that matter, to be sending them text messages.
“Meet with Us”

Softer, More Social Headline
While the headline “Visit Forces.ca” sent the clear and unambiguous message that the call-to-action was to go and visit the site, the “Meet with Us” execution appealed more to many participants (thus motivating them to actually visit the site) for a number of reasons.
First, many participants (particularly the women) appreciated that the tone of “meet with us” was less harsh and direct (as they perceived Visit Forces.ca) and more social and inviting.  There was definitely more of an attraction to the inviting tone of having the opportunity to speak with someone in person.

Participants Gravitate to Clear List of Benefits

Second, and perhaps most importantly, many participants clearly gravitated to the point form copy which indicates the specific career benefits of joining the Forces.  While some participants found at first glance that there was too much text, the consensus was that the bullet points encouraged them to seek further information.  

The specific benefits which they found attractive included (in no specific order of importance):

· opportunities for travel

· paid education

· 100 full- and part-time jobs 
In fact, the information on full- and part-time jobs was considered particularly important because participants indicated that they are not necessarily attracted to combat-type roles, but that there are many career opportunities which may fit their skills and which are not directly combat related.  In particular, one recent nursing graduate (Quebec City) made this point.  Also, the point was already made about the importance of part-time career opportunities and the fact that this was not at all obvious in the “Visit Forces.ca” execution.
· While “competitive salaries” and “opportunities for advancement” were not mentioned as differentiating features, participants felt that these enhance the message. 
“Making a Difference” makes a Difference


The above quote is an excerpt of a discussion which took place in almost every focus group around the phrase “making a difference”.  Whether it was “want to make a difference?” or “Choose to make a difference” (which appears in the Let’s Talk execution, discussed below), this phrase was particularly effective at capturing attention and stimulating interest in the ad.   When combined with the specific benefits as presented above, it is what motivated several participants to register a higher likelihood of actually taking action in response to the ad (i.e., visiting the website for more information).   However, the image still served as a powerful detractor which lowered participants overall willingness to explore further action.

“Let’s Talk”

A Confusing Message

Of the three executions, “Let’s Talk” was found to be the least clear in terms of recall of the desired message and the call-to-action.  As the quotes above illustrate, many participants were left expressionless, cold, and confused by this execution, especially when it was presented first.   When pressed, participants could deduce that this was an ad for the Forces and that they could go to the website for more information.  However, many did not understand the meaning of the phrase ‘Let’s Talk’ in this context.  Of course when this execution was presented first, much of the discussion centred around the image, which in and of itself served to confuse participants.  So, the phrase ‘Let’s Talk’ tended to leave participants at even more of a loss as to the main message.
Adding to the confusion was the lack of specific benefits.  As with “Visit Forces.ca”, the notion of the availability of both full- and part-time careers tended not to be apparent at all in this execution.

More Social – but More Pressure

When presented second or third, and when participants had already had the opportunity to view (and digest) the image, the phrase “Let’s talk” tended to be seen much the same way as “Meet with us”, but it was not seen as clear.  As with “Meet with Us”, several participants appreciated the more social aspect of the phrase “let’s talk”.  These participants tended to be women in the 25-34 age group.  However, many of the younger participants objected to someone inviting them to “let’s talk” (but oddly enough, felt fine with “meet with us”), and were much more comfortable in simply seeking information on the website.  There was a perceived element of pressure implied by “Let’s talk” on some younger participants, which did not occur for either of the two other executions.
The “Ideal” Ad Combination

Once they had viewed and commented on all three print advertising executions, participants were given an exercise to develop the ‘ideal ad’, i.e. the ad which would be most likely to get them to visit the website, by cutting and pasting the elements taken from the three executions, and using any creativity (e.g. drawing) that they saw fit.


The results of this exercise were remarkably consistent, showing that there are a number of common elements which clearly have more impact.  To illustrate, we provide two examples of images which were created, but many more reflected exactly the same results.

No “Fight”

While all of the other points have been previously raised, this exercise also brought out discussion around the use of the word “Fight” in the ad.  Generally speaking, participants bristled at the use of this word; however, they find it particularly inconsistent with the message that there are “100 full- and part-time careers”.   Many participants wondered aloud why there is so much emphasis on “Fight” with the Canadian Forces and an image which depicts combat roles, when at the same time they think that many of the full- and part-time careers would never involve a combat situation. In fact, the word “Fight” served to discourage and alienate many participants who may have otherwise seriously considered taking advantage of the career benefits advertised and investigated further by going to the website.



3.
The Radio Concepts

Two different radio advertisement concepts were read aloud by the moderator:  “Announcer” and “Testimonial”.  The concepts were read in a different order from group to group to minimize any order bias.

“Announcer”

Message and Call to Action Clearly Understood
First of all, the message recall and call-to-action were very clearly understood from this concept:  participants understood that different careers were available and that they should visit the website Forces.ca for more information.

Participants also clearly understood from this concept the range of key benefits available to them through a career in the Forces, and recalled ‘competitive salary’, ‘opportunities for travel’ , and ‘100 full- and part-time careers’. (Please note that the radio concepts were read following discussion of the print ads, so that participants already had been predisposed to this information.)

Listing of Benefits Appealed to Some, not Others
Just as with the “Meet with Us” execution of the print ad, some participants gravitated to the list of employment benefits offered by the Forces.  
“Announcer” appealed to the participants who appreciated seeing or hearing the specific employment benefits because it presented the career benefits, specifically 100 full- and part-time career opportunities, opportunities for travel, and paid education.  These participants who were more attracted by having more information on career benefits definitely gravitated towards this approach, despite its length and rapid cadence.
“Testimonial”

Just as many participants preferred the approach used in “Testimonial”.  Those participants who were more positively affected by “Announcer” were unimpressed by the situation depicted in “Testimonial”, specifically the hardship scenario and the cold weather.
However, “Testimonial” was considered by just as many participants to be intriguing and challenging, and created curiosity in seeking more information.  These participants clearly were seeking an out-of-the ordinary career and relished a challenge.  
4.
The Television Concept

High Emotional Resonance 

Many participants were clearly moved by the approach used in this concept.  As the sample of comments opposite demonstrates, participants were emotionally drawn in to the concept.  First, there were those participants who had some direct connection with the Navy and/or the sea, as did many of the St. John’s participants, both younger and older.  There were also selected participants in the groups across the country (fewer in Calgary), that have some family connection or tradition associated with the Navy.

However, the emotional resonance went considerably beyond these individuals and touched many of the participants.  Participants stated that some of the emotions evoked included:
· pride

· patriotism/nationalism

· sadness

· intrigue

· elation (victory)

· curiosity (to see more)

These emotions were based on no sound or an imagined background sound.  When asked, most participants imagined a background of crashing waves or lapping waves.  Others imagined seagulls, and still others imagined the national anthem playing in the background.  

It must be stated that some younger participants did not experience the same feelings, indicated that they were bored and uninterested, and they felt that the ad conveyed long trips away from family, boredom, desolation, and cold; however, there was a counterbalance with those who were clearly touched by the ad.
A Confusing Message

Notwithstanding the ability to touch participants on an emotional level, many participants were confused or confounded when asked what they believed the main message to be.  Some participants assumed that this was a continuation of the previous test, so they indicated that it was to “join the Navy”, or “that the Navy needs renewal (in a desperate way)”.  We should note that the term ‘desperate’ came from participants themselves in a number of different groups (see quote on the following page).  Other participants claimed that this was no longer about recruitment and visiting the website, but rather about “feeling proud about the Navy” in a very general way.
In terms of call-to-action, participants appeared equally confused.  Some participants volunteered that the call-to-action was to visit the website, while others felt there was no explicit call-to-action whatsoever.

Finally, notwithstanding the copy, “protecting Canadians for over 100 years”, most participants did not see the ad as conveying any message of the Navy Centennial or any anniversary, and when probed, said that the phrase merely meant that the Navy has been around a long time.  There was little to no comprehension of any notion of anniversary or centennial.

5. The Navy Centennial Print Concept

While participants found this concept visually attractive and alluring, the main message was not at all clear, nor was the call-to-action.  With the exception of the older participants in St. John’s, participants could not identify a clear message, e.g. “the Navy is old”, “the Navy is diverse”, “lots of water”, “join the forces”, “new sailors wanted”, etc. There was no spontaneous mention of the Navy Centennial theme, and even when prompted by the moderator, participants did not consider the reference to “Protecting Canadians for 100 years” as having any relation to a centennial or anniversary.

The older St. John’s group was the exception, in that they clearly understood the intent of the ad, i.e. to show the Navy Centennial, but also to indicate that the Navy needs “a new generation of sailors – to carry on the tradition.”  In that veign, they saw the recruitment angle as completely consistent with the centennial.

That being said, this group also “got lost” with the amount of water in the image and felt that the images below were not large enough to attract and hold attention.


6. Conclusions and Recommendations

Conclusions

Newspaper Print Concept

The current image used in the newspaper print concepts detracts substantially from the overall message and call-to-action for a number of reasons, but most importantly, participants view it as being contradictory to a message that there are many varied careers available which do not include combat roles.  In addition, women in the focus groups indicated they didn’t feel the ad addressed them, since there were no women in the image.

“VISIT FORCES.CA”  is clearly the most effective headline to communicate the call-to-action and entice readers to visit the website.   While “Meet with Us” provides a more inviting tone and is more social in nature (which appealed to more of the female participants), it does not communicate the call-to-action nearly as clearly as “Visit Forces.ca”;

“More is more.”  The use of bullet points to communicate the career benefits was a key feature which motivated participants to visit the website. Participants are more motivated to seek further information when they see more information on the specific benefits of a career with the Forces.  Specifically, participants need to see 100 full- and part-time careers, paid education, opportunities to travel, and competitive salary and benefits.  Reference to the availability of a variety of both full- and part-time careers is not readily apparent, but it is considered important and relevant information by many participants. 

“Making a Difference” makes a difference.  “Want to make a difference?”, or “Choose to make a difference” are strong phrases which have a significant impact in drawing attention and motivating participants to take action (i.e. seek more information).

Use of the tagline “Fight with the Canadian Forces”, and particularly the word “Fight” discourages participants from wanting to seek more information about a career in the Forces.  This is particularly true among participants who are “on the edge” and may consider one of the many non-combat type careers with the Forces.  Participants clearly felt that the use of “Fight” sends a contradictory message that on the one hand there are more than 100 full- and part-time careers (presumably many of which do not involve combat), and then having to “fight”, which many participants consider distasteful.
Radio Concept

The two different concepts each appeal to different types of people; however, despite being considered as too long by some, Announcer appeals more to individuals who did not appear to be aware of the variety of careers available.  Testimonial appeals more to “adventure-seekers” and those who need a career to be more challenging and out of the ordinary.

Both concepts clearly communicate the call-to-action to visit the website.

Navy Centennial TV Concept

The TV concept slides, as presented, have relatively strong impact emotionally and resonated well; however, the message and call-to-action were not clear.
Navy Centennial Print Ad Concept

While visually appealing, most participants did not understand either the message, or the call-to-action.

Summary of Objectives

The table below presents each of the objectives as well as an overall assessment, based on this research, as to whether or not the ad has met the communications objectives.

	Objective
	Newspaper Print
	Radio
	Navy Centennial

	
	“Visit Forces.ca”
	“Meet with Us”
	“Let’s Talk
	Announcer
	Testimonial
	TV
	Print

	Clear sponsor and objectives
	Strong
	Somewhat
	Weak
	Strong
	Strong
	Somewhat
	Weak

	Captures attention
	Somewhat
	Somewhat
	Somewhat
	Strong
	Strong
	Strong
	Weak

	Realistic and credible
	Strong
	Strong
	Weak
	Strong
	Strong
	Strong
	Strong

	Well produced
	Somewhat
	Somewhat
	Somewhat
	n/a

	n/a
	n/a
	Somewhat

	Encourages target audience to seek information about CF
	Strong
	Somewhat
	Weak
	Strong
	Strong
	Somewhat
	Weak


Recommendations

Based on this research, and taking into account the limitations imposed, we recommend pursuing the following course of action with regard to these advertising concepts:

Newspaper Print Ad

· Select a different image for the ad, preferably one which signifies challenge without explicitly showing combat or hardship. This is especially important to attract individuals for the Reserves who are looking for part-time, non-combat oriented careers.

· Use “Visit Forces.ca” as the main headline.  It communicates the call-to-action most effectively.

· Communicate the career benefits on the print ad, even at the risk of having a lot of copy. 

· Incorporate the concept of “making a difference”, using either “Want to make a difference?”, or “Choose to make a difference”.

· Eliminate the tagline “Fight with the Canadian Forces”.  It serves as a key detractor from the call-to-action, especially among prospective recruits to the Reserves and/or those seeking part-time or non-combat related careers.

Radio Ad
· While the two concepts appear to be equally effective, we hypothesize based on this research that “Announcer” is more effective at attracting those individuals who do not necessarily fit into the adventure-seeker profile.  Given the objective of attracting individuals to seek careers particularly for the Reserves, “Announcer” is more explicit in communicating the career benefits.  “Announcer” is also consistent with the recommended approach above.  We therefore recommend proceeding with at least the “Announcer” concept.  That being said, airing both ads would effectively target both (hypothetical) segments if budgets permit.

Navy Centennial Television and Print Ads

· Proceed to develop the Navy centennial concept in terms of tone; however, we urge that the key messaging be reconsidered and clarified, i.e. the messaging of the ad should be simplified to be either a celebration of the Navy Centennial, OR navy recruitment.  The research shows that there is substantial confusion in attempting both messages in the same ad.

Appendix 1

Recruiting Screeners

English version

French version
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Respondent Name: ______________________________________________________________

Home #: 


Business #: 


Group #: 

 

Recruiter: 


RECRUIT 11 PER GROUP


GROUP 1
GROUP 2 

GROUP 3

GROUP 4

GROUP 555
GROUP 6

Thursday
Thursday

Monday


Monday


Thurs

Thurs 


March 11
March 11

March 8


March 8


March 4

March 4


5:30 PM

7:30 PM


5:30 PM


7:30 PM 

5:30 PM

7:30 PM

18-24
 
25-34 


18-24
 

25-34 


18-24
 
25-34 


St. John’s
St. John’s

Quebec City

Quebec City

Calgary

Calgary

Hello, my name is _________ from Research House Inc., we are calling today to invite participants to attend a focus group discussion on: (see above dates). Your participation in the research is completely voluntary and your decision to participate or not will not affect any dealings you may have with Research House Inc.  All information collected, used and/or disclosed will be used for research purposes only and administered as per the requirements of the Privacy Act.  The session will last a maximum of 2 hours.   May we have your permission to ask you or someone else in your household some further question to see if you/they fit in our study?

INDICATE:




Female

 1 – 5/11 PER GROUP 
Male

 2 – 6/11 PER GROUP     
1. First of all, are you a Canadian citizen?


Yes
(  )


No
(  )
TERMINATE

2.  Are you or is anyone in your household currently employed or has ever been employed in any of the following types of industries…?

Marketing/Market Research
1

Public relations
2  
Advertising
3  
Media (TV, Radio, Newspaper)
4

Canadian Forces
5

Department of National Defence
6

IF YES TO ANY OF THE ABOVE, THANK AND TERMINATE

3. We have been asked to group participants by age.  So that we may do this accurately, may I have your exact age please. _________. WRITE IN
Under 18 years

TERMINATE

18-24 years

GROUPS 1,3,5

25-34 years

GROUPS 2,4,6





35 + years

TERMINATE
4. Are you currently seeking full or part-time employment??


Full Time 
(  )                     

Part Time 
(  )                               

No

(  )    TERMINATE

5. Could you please tell me what is the last level of education that you have completed?

            

 Some High School only.............…(  ) 
             

 Completed High School................ (  )


    
 Some College/University............... (  ) 

             

 Completed College…………...…...(  ) 


 Complete University……………….(  )

This project is about the Canadian Forces and Reserves, and because of that, I want to ask you some questions about your general opinions about the Forces as an institution, and as a potential career option for you.  

6. Which of the following best describes your opinion about the value or the necessity of the Canadian Forces and Reserves as an institution for Canada?  READ ALL CHOICES


(  ) The Forces are a necessary and valuable thing for Canada MINIMUM OF 7/11

(  ) Any money spent on the Forces for Canada is a waste. TERMINATE
(  ) Something between:  My opinion about the Forces and the reserves is somewhere between those two statements.


(  ) Don’t Know TERMINATE
7. How open would you say you are to the idea of a full or part-time career with the Canadian Forces or Reserves  READ LIST…


(  ) I would never consider a full or part-time career the Canadian Forces or Reserves 



under any circumstances 







TERMINATE


(  ) I would be open to the possibility and may consider a full-or part-time career with the Canadian Forces or Reserves


(  ) I would definitely consider joining the Canadian Forces or Reserves

8..
What is your ethnic background? DO NOT READ.



Aboriginal…………………………….
1                                    



Anglo-Saxon…………………………
2



European ……………………………
3



Latin American ………………………4 



Asian …………………………………
5



Arab …………………………………..
6



African / Carribean…………………..7  



South Asian………………………..
8  



Other________________________
9 

ENSURE A MIX OF ETHNICITIES AMONG THE GROUPS WHERE POSSIBLE

9.  
Have you ever attended a focus group or a one-to-one discussion for which you have received a sum of money, here or                       elsewhere?

Yes
1

No
2 ---> (SKIP TO Q.13)

IF YES ASK:

10.
When did you last attend one of these discussions?

____________________________________________________

(TERMINATE IF IN THE PAST 6 MONTHS)

11.
How many focus groups or one-to-one discussions have you attended in the past 5 years?

_____________

  (SPECIFY)

IF MORE THAN 5 –  TERMINATE
12.
Would you please tell me the topics discussed?

 ________________________________________________________________                    

               IF  CANADIAN FORCES OR RECRUITING FOR NATIONAL DEFENCE   – TERMINATE

13. 
Have you been invited to attend another of these group discussions or interviews in the near future?

            
Yes......................1 - TERMINATE

           
 No.......................2

14. 
 Participants will be asked to read some printed materials during the discussion.  Is there any reason why you could not participate? 

 
Yes...................1 - TERMINATE

               
No....................2 

NOTE:  TERMINATE IF RESPONDENT OFFERS ANY REASON SUCH AS SIGHT OR HEARING PROBLEM, A WRITTEN OR                        VERBAL LANGUAGE PROBLEM, A CONCERN WITH NOT BEING ABLE TO COMMUNICATE EFFECTIVELY.  

IMPORTANT:

The session is 2 hours in length, and we are asking that all participants arrive an additional 10-15 minutes prior to the start time of the session.  Are you able to be at the research facility 10-15 minutes prior to the session time?  

 Yes.......1              

                No........2 – TERMINATE

All participants in this study are asked to bring to the group PICTURE IDENTIFICATION.  If you do not bring your personal identification then you will not be able to participate in the session and you will not receive the incentive fee.  Are you going to bring along your ID?

Yes                  1

No                    2-TERMINATE

The group discussion will last approximately two hours and we offer each participant a $70.00 cash gift as a token of our appreciation. I should also tell you that the groups will be audio and video - taped for research purposes and members of the research team will be observing the discussion from an adjoining room. Everything you say will be kept confidential, and you will be asked to provide written consent for your participation. 

[   ] CHECK TO INDICATE YOU HAVE READ THE STATEMENT TO THE RESPONDENT.

I would like to invite you to a group discussion on:

RECRUIT 11 PER GROUP


GROUP 1
GROUP 2 

GROUP 3

GROUP 4
GROUP 5
GROUP 6

Thursday
Thursday

Monday


Monday

Thurs

Thurs 


March 11
March 11

March 8

March 8
March 4
March 4
5:30 PM
7:30 PM

5:30 PM

7:30 PM 
5:30 PM
7:30 PM

18-24
 
25-34 


18-24
 

25-34 

18-24
 
25-34 


St. John’s
St. John’s

Quebec City

Quebec City
 Calgary
Calgary

LENGTH OF GROUP:  2 hours

INCENTIVE: $70.00

LOCATIONS:


March 4th
Calgary 

E-Style Studios 

1011 1st Street SW

Suite 520

403.685.2239

March 8th
Québec City 

Léger Marketing

580 Grande-Allée Est

Suite 580

418.522.7467

Fax:522.7977
March 11th
St. John’s NF

Market Quest Research 

5 Job Street

4th Floor

709.753.5172

Fax: 738.5288
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16715 – DND


Nom du répondant: ______________________________________________________________

No de téléphone résidentiel:________________________________________________________

No de téléphone d’affaires: ________________________________________________________

Groupe no: _____________________________________________________________________

Recruteur: _____________________________________________________________________


RECRUTEZ 11 PAR GROUPE


GROUPE 3

GROUPE 4



Lundi


Lundi


 


8 mars


8 mars





17h30 


19h30  



18 à 24
 

25 à 34 


 


Ville de Québec

Ville de Québec



Bonjour/Bonsoir, mon nom est _________ de Research House Inc.  Nous téléphonons aujourd’hui pour inviter des participants à prendre part à un groupe de discussion lundi, le 8 mars prochain.  Votre participation à cette recherche est entièrement volontaire et votre décision d’y participer ou non n’affectera en rien les interactions que vous pourriez avoir avec Research House Inc.  Toute information recueillie, utilisée et/ou dévoilée sera utilisée qu’à des fins de recherche seulement et sera traitée conformément aux exigences de la Loi sur la protection des renseignements personnels.  La session durera un maximum de 2 heures.  Est-ce que vous nous permettez de poser, à vous ou à quelqu'un d'autre de votre foyer, quelques questions additionnelles afin de déterminer si vous/eux correspondez au profil que nous recherchons pour notre étude?

INDIQUEZ:




Femme

 1 – 5/11 PAR GROUPE 

Homme

 2 – 6/11 PAR GROUPE     

1. 
Tout d'abord, êtes-vous un citoyen canadien?


Oui
(  )



Non
(  )
TERMINEZ

2.  
Est-ce que vous ou un membre de votre foyer travaillez actuellement ou avez déjà travaillé dans l’un des domaines 
suivants...

Marketing/Étude de marché
1

Relations publiques
2  

Publicité
3  

Médias (TV, radio, journaux)
4

Forces canadiennes
5

Ministère de la Défense nationale
6

SI OUI À L’UN CI-DESSUS, REMERCIEZ ET TERMINEZ

3. 
On nous demande de regrouper les participants par âge.  Afin que nous puissions le faire de façon efficace, puis-je avoir votre âge exact s.v.p. _______INSCRIRE

Moins de 18 ans

TERMINEZ 

18 à 24 ans

GROUPE 3

25 à 34 ans

GROUPE 4





35 + ans


TERMINEZ

4. 
Êtes-vous actuellement à la recherche d'un emploi à temps plein ou à temps partiel? 


Temps plein 
(  )                     

Temps partiel 
(  )                               

Non

(  )    TERMINEZ 

5. 
Pourriez-vous me dire quel est le dernier niveau de scolarité que vous avez terminé ?

            

 Secondaire en partie seulement...................
(  ) 

             

 Secondaire terminé......................................
(  )


    
 CEGEP/Université en partie.........................
(  ) 

             

 CEGEP complété…………...…....................
(  ) 



 Université complétée ……………….............
(  )

Ce projet est sur les Forces canadiennes et les Réserves et pour cela, je veux vous poser quelques questions sur votre  opinion générale sur les Forces en tant qu'institution et comme option de carrière potentielle pour vous. 

6. 
Lequel des énoncés suivants décrit le mieux votre opinion sur la valeur ou la nécessité des Forces canadiennes et des Réserves en tant qu'institution pour le Canada LIRE TOUS LES CHOIX


(  )
Les Forces sont une chose utile et indispensable pour le Canada MINIMUM DE 7/11


(  )
Tout argent dépensé pour les Forces pour le Canada est un gaspillage. TERMINEZ

(  ) 
Quelque chose entre: Mon opinion sur les Forces et les Réserves se situe quelque part entre ces deux 
énoncés. 


(  ) 
Ne sait pas TERMINEZ

7. 
À quel point diriez-vous être ouvert à l'idée d'une carrière à temps plein ou à temps partiel avec les Forces canadiennes ou les Réserves? LISEZ LA LISTE…


(  ) 
Je n'envisagerais jamais une carrière à temps plein ou à temps partiel avec les Forces canadiennes ou les 

Réserves, sous aucune circonstance. 

TERMINEZ


(  ) 
Je serais ouvert à la possibilité et pourrais envisager une carrière à temps plein ou à temps partiel avec les 

Forces canadiennes ou les Réserves. 


(  ) 
J'envisagerais certainement m'enrôler dans les Forces canadiennes ou les Réserves.

8..
Quelle est votre origine ethnique?  NE PAS LIRE.



Autochtone…………………………...
1                                    



Anglo-Saxonne………………………
2



Européenne.…………………………
3



Latino-américaine…………….........
4



Asiatique……………………………..
5



Arabe………………………………....
6



Africaine / Antillaise…………..........
7  



Asiatique du Sud…………………....
8  



Autre________________________
9 

ASSUREZ UNE RÉPARTITION D'APPARTENANCE ETHNIQUE PARMI LES GROUPES OÙ CELA EST POSSIBLE

9.  
Avez-vous déjà participé à un groupe de discussion ou un entretien face à face où l’on vous a remis une somme d’argent, ici 
ou ailleurs?

Oui
1

Non
2 ---> (PASSEZ À LA Q.13)

SI OUI, DEMANDEZ:

10.
À quand remonte la dernière fois que vous avez participé à une de ces discussions?


___________________________________________________________


 TERMINEZ SI AU COURS DES 6 DERNIERS MOIS

11.
À combien de groupes ou d’entretiens face à face avez-vous participé au cours des 5 dernières années? 


_____________

(PRÉCISEZ)

SI PLUS DE 5 –  TERMINEZ 

12.
Pourriez-vous me dire quels ont été les sujets de discussion?

 __________________________________________________________________________                    

               SI LES FORCES CANADIENNES OU RECRUTEMENT POUR LA DÉFENSE NATIONALE – TERMINEZ 

13. 
Avez-vous été invité à participer, dans un avenir rapproché, à un autre de ces groupes de discussion ou d’entretiens face à face?

            
Oui.......................
1 – TERMINEZ 

           
Non....................... 2

14. 
Les participants seront invités à lire des documents imprimés au cours de la discussion. Y a-t-il une raison quelconque pour laquelle vous ne pourriez pas participer? 

 
Oui.........................1 – TERMINEZ 

           
Non....................... 2

NOTE : TERMINEZ SI LE RÉPONDANT MENTIONNE UN PROBLÈME VISUEL OU AUDITIF, UN PROBLÈME À ÉCRIRE OU S’EXPRIMER, UNE INQUIÉTUDE À NE PAS POUVOIR COMMUNIQUER EFFICACEMENT.

IMPORTANT:

La session a une durée de 2 heures et nous demandons que tous les participants arrivent un 10 à 15 minutes additionnelles avant le début de la session.  Est-il possible pour vous d’être présent à la salle de recherche 10 à 15 minutes avant le début de la session?

Oui.........1              

             Non.......2 – TERMINER

On demande à tous les participants à cette étude d’apporter une PIÈCE D’IDENTIFICATION AVEC PHOTO.  Si vous n’apportez pas une pièce d’identification avec photo, vous ne pourrez pas participer à la session et ne recevrez pas la rémunération en argent comptant.  Allez-vous pouvoir apporter votre pièce d’identification?

Oui.........1              

               Non.......2 – TERMINER

Le groupe de discussion durera environ deux heures et nous offrons un cadeau de 70 $ comptant à chacun des participants en guise de remerciement.  Je dois aussi vous dire que les groupes seront enregistrés et filmés à des fins de recherche et que des membres de l’équipe de recherche suivront la discussion dans une salle attenante.  Tout ce que vous direz demeurera confidentiel et on vous demandera de fournir un consentement écrit pour votre participation.

[   ] COCHEZ POUR INDIQUER QUE VOUS AVEZ LU L’ÉNONCÉ AU RÉPONDANT. 

J'aimerais vous inviter à un groupe de discussion : 

RECRUTEZ 11 PAR GROUPE


GROUPE 3

GROUPE 4



Lundi


Lundi


 


8 mars


8 mars





17 h 30 

19 h 30  



18 à 24
 

25 à 34 


 


Ville de Québec

Ville de Québec



DURÉE DU GROUPE :  2 heures

INCITATIF : 70 $

EMPLACEMENT :


8 mars 

Ville de Québec 

Léger Marketing

580, Grande-Allée Est

Bureau 580

(418) 522-7467

Télécopieur : 522-7977

Appendix 2

Moderator’s Guides

English version

French version

Department of National Defence

Reserve Recruiting Advertising Creative Pretest 

Moderator’s Guide


1. INTRODUCTION AND WARM-UP(10 minutes)

 Welcome participants

 Description of focus groups

 Specialized facilities (videotaping, one-way mirror and observers, etc.) 

 Anonymity  / Confidentiality

 No right or wrong answer – different opinions are what counts 

 Independence of moderator

 Objectives of the focus group – interested in their reactions to advertising for the Canadian Forces

 Roundtable introduction (first name only, neighborhood (rural/urban), career aspirations.)

 Warm-up discussion – small-talk and chat about a generic topic such as the Olympics

2. PRINT ADS – LOCAL NEWSPAPER (40 minutes)
Note:  The order of presentation of the ads will be rotated between groups to minimize any order or learning biases in reacting to the ads.
 Moderator instructions to group:  I’m going to show you a range of ideas for an advertisement which will most likely appear in different newspapers across the country. There are two different ads, each of which has two versions.  I’m going to show you an ad, and for each one I’d like you to jot down some notes on the handout in front of you.
Now, have a look at the ad for a few seconds, and write down the answers to the questions on your handout.

Allow 1 minute for participants to complete handout, then open discussion on each of the questions. 

Main message/Content Recall:

 What does the ad tell you?  What is the main message? 

 How much information do you need to see on the ad?  Is it better to have a more compelling ad and go to the website, or do you need to see more information on the ad itself?  

 What types of information absolutely must be on the ad itself?

Overall impression and resonance:

 Does this ad appeal to you in a positive or negative way?  Why do you like or dislike this ad?

 What, specifically, about the ad appeals/doesn’t appeal to you?  

 What do you feel is the tone of the ad?  What emotions does it appeal to? Probe.
· Do you feel that the ad is talking to you personally? What specifically does the ad say that makes you feel that way?


Attractability:

 Does the ad catch your attention? What specifically in the ad catches your attention?
 Does this ad have personal meaning to you? Does it “speak to you”?  How? Why? Probe. 

Call to action:

 (Have participants write down answer) On a scale of 1 to 5 how likely are you to try to find additional information? (I.e. go to the website)  Poll room and probe.  
 Specifically, what characteristics of the ad (image and words) incited you to want to try to find additional information? Are there any things which actually turned you away from wanting to take action to find out more? 

 If the ad does not entice you to take any further action, why not?

 How much does the tone of the concept influence how much you want to seek out more information?

 Finally, would you be more inclined to receive information through text messages or on an online chat option?

(Explain if necessary: if the participant could receive further recruitment information by visiting a chat line (to chat with a recruiter) or being sent further recruitment information for example on the application process, through a text message, which would be more appealing if these options were mentioned in the ads) 

Reserve vs. Regular Forces
Did you notice what type of careers this ad is promoting? Probe on full-time vs. part-time/Regular vs. Reserve

Does it make a difference to you in how you view the ad, and how likely it is that you will seek more information?  Probe.

REPEAT FOR OTHER PRINT AD CONCEPTS. 

Exercise:  ‘The Pitch”  -  The Ideal Print Ad Combination:

Now, using, pens, scissors and glue on the table, I’d like each of you to use these ads to put together the ideal ad.  The ideal ad is the one which is so compelling that you absolutely cannot resist going to the website to find out more information.  Each of you will then make a 30 second ‘pitch’ to the rest of the group as to what is on your ad and why it is the most compelling.

Allow 5 minutes to prepare, then debrief

3. RADIO CONCEPTS (20 minutes)
I’m now going to play (read) two different radio ads, one at a time.  Like the print ads, I’d like you to try and not react openly (e.g. laughing out loud, sneering, scoffing, etc.), and to write down the answer to the questions on HANDOUT 2.  We’ll then use that as a basis for discussion

READ RADIO AD FIRST TIME.  ASK:

Attractability:

· If you were listening to the radio in your home or your car, how many feel this ad would catch your attention?  

· What specifically in the ad would catch your attention? 

· OR Why would you not notice it?

Content recall:

· "What can you recall about the ad?" / Please tell me everything in the ad you can remember. Moderator will flipchart responses
· What do you think is the main message of the ad?

Overall impression and emotional resonance:

· How did the ad make you feel?  Debrief emotion words from Handout 2

· What about the ad makes you feel that way?

· Overall, would you say you like this ad or not?  What did you like about the ad? What did you dislike?


Call to action:

· How likely are you to take action, i.e. find out more information, from having listened to this ad?  

· Do you remember the web address mentioned in the ad?

Reserve vs. Regular Forces
Did you notice what type of careers this ad is promoting? Probe on full-time vs. part-time/Regular vs. Reserve

Does it make a difference to you in how you view the ad, and how likely it is that you will seek more information?  Probe.

4. TV CONCEPT (20 minutes)
I’m now going to show you an idea for a TV ad. In fact, you’re going to have to use your imagination a little. Right now, it’s a just series of slides, which should give you the ‘gist’ of what the ad would be like. 

Frame participants into environment:  You’re now watching (SHOW).  Pause.  The commercial break comes on.  Before you have a chance to hit the remote button, you start to see this ad, and for argument’s sake, you watch it through to the end.  You see the images, and you can imagine the sounds that go with them.

Like the other ads, I’m going to ask you to complete HANDOUT 3 before we begin.  Please do not openly react or discuss the ad until after everyone has completed the handout.   Allow 2-3 minutes for participants to complete HANDOUT 3, then open discussion on each of the questions.

Attractability: 

· If you were watching TV as I described above, how many feel this ad would catch your attention?  

· What specifically in the ad would catch your attention? 

· OR Why would you not notice it?

N.B. While the moderator will ask this question, the response should not be interpreted as a reliable indication of attractability, since the ad is not in finished format.

REMIND PARTICIPANTS THROUGHOUT THAT THIS IS NOT FINAL FORMAT – STEER DISCUSSIONS AWAY FROM EXECUTIONAL QUALITY

Content Recall:

· What do you remember about the ad? Write down some key words.

· What did the ad tell you?  What is the main message?

· How well do you think the ad gets the message across? (Poll respondents’ responses from handout)

Overall Impression and Resonance:

· How does this ad make you feel? Why?

· Do you like the ad?

· Do you think the ad is talking to you personally? Who do you think the target audience is?

· Who do you think is sponsoring this ad? How do you know?

Call to action: 

· What does this advertisement want you to do?
· Is this information important to you? Is it relevant to you?

· Does the ad make you want to find out more information? Does it clearly indicate where you need to go to get additional information?
· Is the information provided easily understandable (from your point of view)? Are there things you did not understand?

· I’d like you to imagine that you have seen this ad 2 or 3 times at home while watching TV.   In all honesty, how likely are you to go to the website to find out more information?  Poll responses from hand-out.  Has that changed since you have seen the ad?
5. COLOUR PRINT AD (10 minutes)
REPEAT QUESTIONS FROM SECTION 2.

6. SUMMARY OF AD IMPACT (5 minutes)
· Now that we’ve seen all of these different ad ideas, which combination do you think is the most likely to get you to go to the website to find out more? (Have participants write-down answers and poll-room).
· What is your impression of a career, full-time or part-time, in the Canadian Forces now?  Has your impression changed since the beginning of the focus group?  
· What specifically has made the most impression?  How can that be communicated so that more people have the same reaction and go to the website?
6.
OBSERVERS’ QUESTIONS (5 minutes)

Observers will have the opportunity to have the moderator ask any remaining questions prior to the close of the group.  The Moderator will also return to the observation room as participants undertake their exercises and debrief.

Thank and Close Group

Total duration:  Approx. 110 minutes.

HANDOUT 1

1. What did the ad tell you?  What is the main message? 

2. Write down key “emotion words” (e.g. happy, sad, indifferent, etc.) which indicate how the ad makes you feel.

3. Please circle a number between 1 and 5 indicating how likely you would be to take action, meaning at least finding out more information about what this ad is telling you? 

	1

Not at all likely to take action
	2
	3

Somewhat likely (maybe)
	4
	5

Certain to take action


Handout 2

1. How likely is this ad to catch your attention if you had it on the radio in the car, or at home?

	1

Not at all likely to catch my attention
	2
	3

Somewhat likely (maybe)
	4
	5

Certainly will catch my attention


2. What did the ad tell you?  What is the main message? 

3. Write down key “emotion words” (e.g. happy, sad, indifferent, etc.) which indicate how the ad makes you feel.

4. Please circle a number between 1 and 5 indicating how likely you would be to take action, meaning at least finding out more information about what this ad is telling you? 

	1

Not at all likely to take action
	2
	3

Somewhat likely (maybe)
	4
	5

Certain to take action


Handout 3

1. How likely is this ad to catch your attention if you had it on the radio in the car, or at home?

	1

Not at all likely to catch my attention
	2
	3

Somewhat likely (maybe)
	4
	5

Certainly will catch my attention


2. What did the ad tell you?  What is the main message? 

3. Write down key “emotion words” (e.g. happy, sad, indifferent, etc.) which indicate how the ad makes you feel.

4. Please circle a number between 1 and 5 indicating how likely you would be to take action, meaning at least finding out more information about what this ad is telling you? 

	1

Not at all likely to take action
	2
	3

Somewhat likely (maybe)
	4
	5

Certain to take action


Ministère de la Défense nationale

Prétest du créatif publicitaire destiné au recrutement dans la Réserve 

Guide à l’intention du modérateur


1. INTRODUCTION ET PÉRIODE DE RÉCHAUFFEMENT (15 minutes)

 Mot de bienvenue aux participants

 Description des groupes de discussion

 Installations spécialisées (enregistrement vidéo, glace d’observation et observateurs, etc.) 

 Anonymat  et  confidentialité

 Il n’y a ni bonnes ni mauvaises réponses – nous sommes uniquement intéressés aux diverses opinions

 Impartialité du modérateur

 Objectifs du groupe de discussion – intéressés à leurs réactions face aux publicités des Forces canadiennes 

 Tour de table pour présenter les participants (prénom seulement, milieu (rural/urbain), aspirations professionnelles.)

 Discussion préparatoire – bavardage et échange sur un sujet d’ordre général comme les Olympiques 

2. PUBLICITÉS IMPRIMÉES (45 minutes)

Note :  L’ordre de présentation des publicités fera l’objet d’une rotation entre les groupes afin de minimiser tout biais dû à l’ordre des réponses ou de l’apprentissage en réagissant aux publicités.

 Instructions du modérateur du groupe : Je vais vous montrer différentes idées pour une publicité qui paraîtra fort probablement dans différents journaux un peu partout au pays. Il y a deux publicités différentes, et chacune a deux versions.  Je vais vous montrer une publicité et, pour chacune, j’aimerais que vous preniez quelques notes sur la feuille de réponse placée devant vous.

Maintenant, regardez la publicité pendant quelques secondes et inscrivez les réponses aux questions sur votre feuille de réponses

Accordez 1 minute aux participants afin qu’ils puissent remplir la feuille de réponse, ensuite amorcez la discussion pour chacune des questions.

Rappel du message principal/contenu :

 Qu’est-ce que la publicité vous dit?  Quel est le message principal? 

 Combien d’information avez-vous besoin de voir dans la publicité?  Est-il préférable d’avoir une publicité plus convaincante et aller ensuite au site Web, ou avez-vous besoin de plus d’information dans la publicité elle-même?  

 Quels sont les types d’informations qui doivent absolument figurer dans la publicité elle-même?

Impression et pertinence dans l’ensemble :

Est-ce que cette publicité retient votre attention soit positivement ou négativement?  Pourquoi cette publicité vous plaît-elle ou vous déplaît-elle? 

 Qu’y a-t-il spécifiquement au sujet de la publicité qui vous plaît/qui ne vous plaît pas?  

 Quel est le ton de la publicité, selon vous?  Quelles émotions suscite-t-elle? Sondez.
· Avez-vous l’impression que la publicité vous parle personnellement? Qu’est-ce que la publicité dit qui vous donne cette impression?


Attrait :

 Est-ce que cette publicité retient votre attention? Qu’y a-t-il spécifiquement au sujet de la publicité qui retient votre attention?
 Est-ce que cette publicité a une signification personnelle  pour vous?  Est-ce qu’elle vous « parle »?  Comment?  Pourquoi?  Sondez. 

Incitation à passer à l’action :

 (Demandez aux participants d’inscrire leur réponse) Sur une échelle de 1 à 5, dans quelle mesure est-il probable que vous essayiez de trouver des informations additionnelles?  (ex. vous rendre sur le site Web)  Interrogez les participants et sondez.  

 Spécifiquement, quelles sont les caractéristiques de la publicité (image et mots) qui vous ont incité(e) à vouloir essayer d’obtenir des informations additionnelles?  Est-ce qu’il y a des choses qui vous ont plutôt dissuadé(e) de passer à l’action pour en savoir davantage? 

 Si la publicité ne vous incite pas à vouloir passer davantage à l’action, pourquoi pas?

 Dans quelle mesure le ton du concept influence-t-il votre désir de vouloir en savoir davantage?

La Réserve vs les Forces régulières
Avez-vous remarqué le type de carrières dont on fait la promotion dans cette publicité? Sondez pour plein temps vs temps partiel/Forces régulières vs Réserve

Est-ce que la façon de visionner la publicité a de l’importance pour vous et dans quelle mesure est-il probable que vous cherchiez à obtenir plus d’information?  Sondez.

RÉPÉTEZ POUR LES AUTRES CONCEPTS DE PUBLICITÉS IMPRIMÉES. 

Exercice :  « Le baratin » -  La combinaison idéale de publicités imprimées : 

Maintenant, à l’aide des stylos, des ciseaux et de la colle sur la table, j’aimerais que chacun d’entre vous utilise ces publicités pour créer la publicité idéale.  La publicité idéale est celle qui est tellement convaincante que vous ne pouvez pas résister à aller sur le site Web pour obtenir plus d’information.  Chacun d’entre vous fera ensuite un 
« petit baratin publicitaire » de 30 secondes devant le groupe indiquant ce qu’il y a dans votre publicité et pourquoi elle est la plus convaincante.

Allouez 5 minutes pour la préparation, ensuite interrogez

3. CONCEPTS POUR LA RADIO (20 minutes)

Je vais maintenant vous faire entendre (vous lire) deux publicités-radio différentes, une à la fois.  Comme pour les publicités imprimées, j’aimerais que vous essayiez de ne pas réagir ouvertement (ex. en riant tout fort, en tournant en ridicule, en vous moquant, etc.) et de noter la réponse aux questions sur la FEUILLE 2.  Nous utiliserons ensuite vos réponses pour amorcer la discussion. 

FAITES JOUER LA PUBLICITÉ-RADIO UNE PREMIÈRE FOIS.  POSEZ :

Attrait :

· Si vous écoutiez la radio à la maison ou dans votre auto, combien d’entre vous pensent que cette publicité retiendrait leur attention?  

· Qu’y a-t-il spécifiquement dans la publicité qui retiendrait votre attention? 

· OU Pourquoi ne la remarqueriez-vous pas?

Rappel du contenu :

· « Quels sont les éléments dont vous vous souvenez au sujet de la publicité? » / Veuillez me dire tout ce dont vous vous souvenez au sujet de la publicité. Le modérateur inscrit les réponses sur le tableau-papier.
· À votre avis, quel est le message principal de la publicité?

Impression et résonance émotionnelle dans l’ensemble :

· Qu’avez-vous ressenti en entendant la publicité?  Interrogez les participants sur les mots d’émotions inscrits sur la Feuille de réponse 2

· Qu’y a-t-il au sujet de la publicité qui vous donne ce sentiment?

· Dans l’ensemble, diriez-vous que cette publicité vous plaît ou qu’elle vous déplaît? Qu’est-ce qui vous a plu au sujet de la publicité? Qu’est-ce qui vous a déplu?


Appel à l’action :

· Dans quelle mesure est-il probable que vous passiez à l’action, c’est-à-dire que vous essayiez d’obtenir plus d’information après avoir écouté cette publicité?  

· Vous souvenez-vous de l’adresse Web mentionnée dans la publicité?

La Réserve vs les Forces régulières
Avez-vous remarqué le type de carrières dont on fait la promotion dans cette publicité? Sondez pour plein temps vs temps partiel/Forces régulières vs Réserve

Est-ce que la façon de visionner la publicité a de l’importance pour vous et dans quelle mesure est-il probable que vous cherchiez à obtenir plus d’information?  Sondez.

4. CONCEPT TÉLÉVISÉ (20 minutes)

Je vais maintenant vous montrer un concept pour une publicité télévisée.  Ici, vous allez devoir faire appel à votre imagination.  En ce moment, il s’agit d’une série de diapositives et d’un peu de son pour vous donner une idée générale de ce que la publicité pourrait avoir l’air. 

Mettez les participants dans l’ambiance :  Vous regardez maintenant (MONTREZ).  Pause.  La pause publicitaire commence.  Avant que vous ayez eu la chance de zapper, vous commencez à regarder cette publicité et, pour les besoins de la cause, disons que vous la regardez jusqu’à la fin.  Vous voyez les images et vous pouvez imaginer les sons qui les accompagnent.

Comme pour les autres publicités, je vais vous demander de remplir la FEUILLE DE RÉPONSE 3 avant que nous commencions.  Veuillez ne pas réagir ouvertement ni discuter de la publicité avant que tout le monde ait rempli sa feuille de réponse. Allouez 2-3 minutes aux participants pour remplir la FEUILLE DE RÉPONSE 3, et amorcez ensuite la discussion à propos de chacune des questions.

Attrait : 

· Si vous regardiez la télé, tel que décrit ci-dessus, combien d’entre vous pensent que cette publicité retiendrait leur attention?  

· Qu’y a-t-il spécifiquement dans la publicité qui retiendrait votre attention? 

· OU Pourquoi ne la remarqueriez-vous pas?

N.B.  Même si le modérateur pose cette question, la réponse ne devrait pas être interprétée comme étant une indication fiable de l’attrait puisque la publicité n’est pas présentée dans son format final.

TOUT AU LONG DE LA DISCUSSION, RAPPELEZ AUX PARTICIPANTS QU’IL NE S’AGIT PAS DU FORMAT FINAL – AMENEZ LES DISCUSSIONS AILLEURS QUE SUR LA QUALITÉ DE L’EXÉCUTION 

Rappel du contenu :

· Quels sont les éléments dont vous vous souvenez au sujet de la publicité?  Notez des mots clés.

· Qu’est-ce que la publicité vous dit?  Quel est le message principal?

· Dans quelle mesure pensez-vous que la publicité transmet bien le message? (Comptez les réponses des participants sur les feuilles)

Impression et résonance dans l’ensemble :

· Que ressentez-vous en regardant cette publicité? Pourquoi?

· Est-ce que la publicité vous plaît?

· Pensez-vous que la publicité s’adresse à vous personnellement? Quel auditoire cible-t-on, à votre avis?

· Qui, à votre avis, commandite cette publicité? Comment le savez-vous?

Appel à l’action : 

· Qu’est-ce que cette publicité veut que vous fassiez?
· Est-ce que cette information est importante pour vous? Est-elle pertinente pour vous?

· Est-ce que la publicité vous porte à vouloir obtenir plus d’information? Est-ce qu’elle indique clairement où vous devez aller pour obtenir des renseignements additionnels?
· Est-ce que l’information qu’on donne est facile à comprendre (de votre point de vue)? Y a-t-il des choses que vous n’avez pas comprises?

· J’aimerais que vous imaginiez que vous avez vu cette publicité 2 ou 3 fois à la maison en regardant la télé. En toute honnêteté, dans quelle mesure serait-il probable que vous visitiez le site Web pour obtenir plus d’information?  Faites lever les mains et comptez.  Avez-vous changé d’idée depuis que vous avez vu la publicité?
5. RÉSUMÉ DE L’INCIDENCE DES PUBLICITÉS (5 minutes)
· Maintenant que vous avez vu toutes les différentes idées de publicités, quelle combinaison, à votre avis, serait celle qui serait la plus susceptible de vous inciter à vous rendre sur le site Web pour en savoir davantage? (Demandez aux participants d’inscrire leurs réponses et additionnez-les).
· Que pensez-vous d’une carrière, à temps plein ou à temps partiel, dans les Forces canadiennes maintenant?  Votre impression a-t-elle changé depuis que nous avons commencé cette discussion?  
· Spécifiquement, qu’est-ce qui vous a le plus impressionné(e)?  Comment ce message peut-il être communiqué pour que plus de personnes aient la même réaction que vous et visitent le site Web?
6.
QUESTIONS DES OBSERVATEURS (5 minutes)

Les observateurs auront l’occasion de demander au modérateur de poser toutes les questions restantes avant de terminer le groupe de discussion.  Le modérateur retournera aussi dans la salle d’observation pendant que les répondants complèteront leurs exercices et pendant le débreffage.

Remerciez et terminez le groupe

Durée totale : Environ 110 minutes.

Feuille de réponse 1

1. Qu’est-ce que la publicité vous dit?  Quel est le message principal? 

2. Inscrivez les « mots d’émotions » clés (ex. joyeux, triste, indifférent, etc.) qui indiquent ce que vous ressentez en regardant la publicité.

3. Veuillez encercler un chiffre de 1 à 5 pour indiquer dans quelle mesure il est probable que vous passiez à l’action, c’est-à-dire que vous essayiez au moins d’obtenir plus d’information sur ce que cette publicité essaie de vous dire.

	1

Pas du tout probable que je passe à l’action 
	2
	3

Assez probable (peut-être)
	4
	5

Je passerai certainement à l’action


Feuille de réponse 2

1. Dans quelle mesure cette publicité retiendrait-elle votre attention si vous l’entendiez à la radio dans l’auto ou à la maison?

	1

Pas du tout probable qu’elle retienne mon attention
	2
	3

Assez probable (peut-être)
	4
	5

Retiendrait certainement mon attention


2. Qu’est-ce que la publicité vous dit?  Quel est le message principal? 

3. Inscrivez les « mots d’émotions » clés (ex. joyeux, triste, indifférent, etc.) qui indiquent ce que vous ressentez en regardant la publicité.

4.
Veuillez encercler un chiffre de 1 à 5 pour indiquer dans quelle mesure il est probable que vous passiez à l’action, c’est-à-dire que vous essayiez au moins d’obtenir plus d’information sur ce que cette publicité essaie de vous dire.

	1

Pas du tout probable que je passe à 
l’action
	2
	3

Assez probable (peut-être)
	4
	5

Je passerai certainement à l’action


Feuille de réponse 3

1. Dans quelle mesure serait-il probable que cette publicité retienne votre attention si vous l’entendiez à la radio dans l’auto ou à la maison?

	1

Pas du tout probable qu’elle retienne mon attention
	2
	3

Assez probable (peut-être)
	4
	5

Retiendrait certainement mon attention


2.
Qu’est-ce que la publicité vous dit?  Quel est le message principal? 

3.
Inscrivez les « mots d’émotions » clés (ex. joyeux, triste, indifférent, etc.) qui indiquent ce que vous ressentez en regardant la publicité.

4.
Veuillez encercler un chiffre de 1 à 5 pour indiquer dans quelle mesure il est probable que vous passiez à l’action, c’est-à-dire que vous essayiez au moins d’obtenir plus d’information sur ce que cette publicité essaie de vous dire. 

	1

Pas du tout probable que je passe à l’action 
	2
	3

Assez probable (peut-être)
	4
	5

Je passerai certainement à l’action


Interpretive Note: Although qualitative research (e.g. in depth interviews, focus groups) is highly valuable for providing insight into the needs, attitudes and opinions of an organization’s target audience, customers and prospects, the results cannot be deemed to reflect the views of any wider group of individuals. than those who participated.





Note interprétative : Bien que la recherche qualitative (ex. entrevues en profondeur, groupes de discussion) soit très utile pour ce qui est de fournir un insight des besoins, attitudes et opinions de l’auditoire cible, des clients actuels et clients potentiels, les résultats ne peuvent être considérés comme reflétant les points de vue d’un plus grand nombre de personnes que celui qui a participé à l’étude.





Interpretive Note: Although qualitative research (e.g. in depth interviews, focus groups) is highly valuable for providing insight into the needs, attitudes and opinions of an organization’s target audience, customers and prospects, the results cannot be deemed to reflect the views of any wider group of individuals. than those who participated.
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Typical Comments Regarding the Image 





“It’s not very appealing.  Just people and machinery.” – St. John’s 18-24





“He looks cold and angry.  He’s not having a good time.  It doesn’t look like something I would want to do.” – Calgary, 18-24





“The guy looks like he doesn’t want to be there.” St. John’s – 25-34





« Ils ne sont pas vêtus en camouflage.  Il n’y a pas de sigle des forces.  Ce n’a pas l’air qu’ils sont vraiment dans les forces.  Ils ne m’inspirent pas » (They are not dressed in camouflage.  There’s no Forces insignia.  It doesn’t look like they are really in the Forces.  It doesn’t inspire me.) – Québec 18-24





“As a woman, it’s not that appealing – at all.  Maybe if there was a girl in the background.” – several 





“I didn’t notice the shells before – but why do they need bullets anyway?  There’s lots of careers in the Forces, especially in the Reserves that don’t involve combat.  This gives you the wrong impression.”  Calgary – 25-34





 Comments Regarding “Forces.ca”





“I saw – Go to Forces.ca.”  - every group





“It’s about easy accessibility.  The first thing I saw was ‘Live Chat’, so I figured you could go on the website and interact.” – St. John’s 18-24





“I think it’s strong because it’s less words.  Seems easily accessible”





“The message is clear – go to the website – but they don’t give me any reason to go there.  The other one (‘Meet with Us’) tells me more information, so it makes me want to go to the site.  This one just barks at me – GO TO THE SITE” – Calgary 25-34





 « Ça nous dit plus de s’informer que de rentrer dans les Forces.  C’est plus comme une invitation » (It tells us to get informed rather than to join the Forces.  It’s like an invitation) – Québec 18-24





“Pour moi, avec mon enfant, j’ai moins de temps.  La disponibilité des emplois à temps plein et à temps partiel – c’est accrocheur »  (For me, with my child, I have less time.  The availability of both full and part-time jobs – it’s attractive.)  Québec – 25-34





« Il manque vraiment d’informations » (There’s really a lot of information missing.) Québec 25-34





“Chat is on every site.  It’s nothing new any more” – several





“I wouldn’t use it. You never know who’s on the other side” – St. John’s 18-24





“If I were interested and I had a question, I would either phone, or go see them at one of these events – I wouldn’t start chatting.”


Calgary – 25-34





“If a question popped into my head that had a quick response – I might try it, but otherwise I would probably use the phone” – St. John’s 25-34





“Venez clavarder? Je pense pas”  (Come and chat ? I don’t think so)- Québec 18-24





 Comments Regarding “Meet with Us”





« Celui-là a plus l’air d’une offre d’emploi » (This one looks more like a job opening.) Québec 18-24





« Moi, je trouve que ça incite plus que sur l’autre. » (I find it motivates me (to go to the site) more than the other one.)  Québec 18-24





“I think the most appealing thing in the actual ad is the wording…an opportunity for travel and advancement, the paid education, and stuff like that.  It’s stuff you’re obviously going to be looking for. I think that information would make me want to keep going and to pursue in more detail what it’s all about – so I’ll go to the website” – St. John’s 18-24





“It’s more social.  It’s better off speaking with someone in person. It’s more appealing.” St. John’s – 25-34





“I like the phrase – ‘want to make a difference’.  It reached out and grabbed me.  Everyone who is serious about a career wants to make a difference.  It says you can have impact. It’s very appealing, and it grabbed me.” – Calgary, 25-34





 Comments Regarding “Let’s Talk”





“I was confused.  “Let’s talk about what? Maybe if they finished the sentence?”


– St. John’s 25-34





« Moi, si je n’avais pas su le sujet, je n’aurais pas allumé. »   (If I didn’t know what it was about I wouldn’t have understood it) Québec 25-34





« Le mot ‘discuter’; j’ai des misères à trouver ça clair » (The word ‘discuss – or talk’, I have a hard time understanding that.) Québec 18-24





« Venir discuter, pour moi, c’est une belle approche…c’est plus de liberté » (Let’s talk is a nice approach – more flexiblity) Québec 25-34

















Incorporating the phrase ‘make a difference”





Incorporating the “meet with us”, more social and inviting approach





Most importantly, and most common:  Including the detailed list of career benefits





Ensuring that “Visit Forces.ca” is very prominent as the call-to-action





Eliminating the word “fight”. 





Place more emphasis on challenge, but in warm weather climates (e.g. Haiti)





Visit Forces.ca as call-to-action)





Detailed list of career benefits





Interpretive Note and Limitation: 





Each concept was read aloud by the moderator in each group, as opposed to using a recording using professional voice talent.  As a result, there may have been slight differences in the moderator’s tone, inflection, and cadence which may have an unnoticed impact on participants’ interpretation of the advertisement.  The client was apprised of this risk and limitation prior to proceeding.





Announcer:


ANNCR: Are you looking for an exciting career? Something that offers a sense of accomplishment, the possibility of advancement and travel opportunities? Do you want to work with modern equipment, meet interesting people, and learn what it takes to be a leader? 





If you said yes, then the Canadian Forces want you. Choose from over 100 exciting full and part-time jobs. We’ll even pay for your education and give you a competitive salary with benefits.





Choose a career with a difference. Visit FORCES.CA to find a recruitment event near you.





A message from the Government of Canada.





 Comments Regarding “Announcer”





“Je trouve qu’il donnent toutes les informations, mais c’est trop » (I found they gave all the information, but it was too much.)


Québec 18-24





“Everything you need to know and putting the website at the end is a good idea.”  St. John’s 18-24





“It gave all the details first and then last said: visit the website.  It would catch my attention.” Calgary 25-34





“You  (the moderator when reading) sounded like a travel agent.  It’s too long. I would change the station.”  St. John’s 25-34





“More substance – I like this one better.”  St. John’s 25-34














Testimonial:


SOLDIER: To me, it’s like a calling. Out here, patrolling the North, the temperature can drop to minus forty, visibility is limited and the only things keeping me alive are my training and my team. Yeah, I could have chosen any career, but I chose to do something different. I chose the Canadian Forces.





ANNCR: Visit FORCES.CA to find a Canadian Forces recruitment event near you.





ANNCR: A message from the Government of Canada.





 Comments Regarding “Testimonial”





“All I heard was cold.  That doesn’t appeal to me at all.  I switched off.” – several





“The thing that caught my attention is that you said ‘choice’ three times.  I like that.” – St. John’s 25-34





“It’s a real situation.  It’s challenging. It’s an adventure. It certainly caught my attention.”   St. John’s 18-24





« Je ne vois pas le gars qui a une famille choisir ça »  (I don’t see the guy with a family choosing that) – Québec 25-34














 Comments Regarding the Television Ad


100e anniversaire? Non, je n’ai pas allumé…Non, pas du tout.  C’est un message du recrutement ou d’un anniversaire – je ne sais pas lequel (100th anniversary? No, I didn’t get it, not at all.  It’s either a message about recruiting or about an anniversary.  I don’t know which.) – Québec 25-34





“It’s about the Navy, I think.”  Calgary 25-34


 


“It gave me goose bumps.” – St. John’s 25-34





“Personally for me, I’m from Newfoundland - the ocean means a lot to me.” – St. John’s 18-24





“It pulls on nationalism, see if you’re a good Canadian, then you  come and do this.


It showed a lot of different people  - I like that I think.” – Calgary 18-24





“All I see is water, and cold.  I don’t know what they’re getting at. It’s negative.”  - Calgary 18-24





“I think it was kind of letting everyone know how long it’s been there…then they showed the new people with diverse careers – new generation; kind of visual experience; it embraces the Navy’s future.”


Moderator: what do they want you to do?


“I don’t know.. it’s just about the Navy I guess.  Join the Navy maybe?” – St. John’s 25-34





« Une nouvelle génération… ils ont besoin d’un renouvellement, les autres se font vieux. » (A new generation.  They need renewal.  It looks old.) Québec 18-24


Celle-ci m’incite moins à aller sur le site… tu peux t’imaginer plus de choses… mais elle était trop spécifique à une sorte d’emploi, la marine.


This one doesn’t make me want to go the site.  You can imagine a lot, but it was just about the Navy. – Québec 18-24














Interpretive Note and Limitation: 


We caution the reader that the television ad concept was presented as a series of still slides with no background sound.  Therefore, participant reactions may not be reflective of their reaction to a complete television ad with full visual and sound effect.








 Comments Regarding “Navy Centennial Print Ad”





« I just see a blank page.  Big ocean. I don’t get anything from it.” – several





“The message?  I’m not sure, but it looks like they need a new generation of sailors.  They’re desperate.”  St. John’s 18-24





“It’s boring.  It’s just a job.  It all seems alike. There’s just too much water.”  Calgary 18-24





Moderator: what does this ad want you to do ?


“It wants you to protect Canada for another 100 years.   I don’t know.”   St. John’s 18-24





« Le centennaire ? Non, je n’ai pas allumé du tout »  (The centennial? No, I didn’t catch on at all) Québec 25-34





« Il n’ y a rien qui m’incite d’aller au site  (web) » (There’s nothing telling me to go to the website) Québec 25-34














CRITERIA SUMMARY


Canadian citizens, 18-34 years of age


Open to the possibility of a full or part-time career in the Canadian Forces or Reserves


Currently seeking full or part-time employment


Mix of ethnic background where possible


Exclusions:  


	Marketing Research, advertising, public relations, media, Canadian Forces, Department of National Defence





SOMMAIRE DES CRITÈRES


Citoyens canadiens, âgés de 18 à 34 ans 


Ouvert à la possibilité d'une carrière à temps plein ou à temps partiel dans les Forces canadiennes ou les Réserves


Actuellement à la recherche d'un emploi à temps plein ou à temps partiel 


Une répartition d'origine ethnique où cela est possible  


Exclusions:  


                  Étude de marché, publicité, relations publiques, médias, Forces canadiennes, Ministère de la Défense 


                  nationale 





� SEQ CHAPTER \h \r 1�N.B.  This document serves as a guide for Moderator and Client to ensure a common understanding of the nature of information to be gathered through the focus group session.  This is not a questionnaire and questions will not necessarily be asked verbatim by the moderator.   At the end of the focus groups, all of the questions posed in this guide will have been answered satisfactorily.





� SEQ CHAPTER \h \r 1�� SEQ CHAPTER \h \r 1�Note : Ce document sert de guide au modérateur et au client afin que les deux parties aient une compréhension commune de la nature de l’information qui sera recueillie au cours de la séance du groupe de discussion. Il ne s’agit pas d’un questionnaire et les questions ne seront pas nécessairement posées intégralement.  À la fin des groupes de discussion, toutes les questions posées dans ce guide auront reçu une réponse satisfaisante.


� SEQ CHAPTER \h \r 1�N.B.  This document serves as a guide for Moderator and Client to ensure a common understanding of the nature of information to be gathered through the focus group session.  This is not a questionnaire and questions will not necessarily be asked verbatim by the moderator.   At the end of the focus groups, all of the questions posed in this guide will have been answered satisfactorily.








� While prospective participants were screened to ensure that neither they, nor members of their household had ever served in the Forces, this did not exclude participants who had other family members, friends or acquaintances who served.


� We cannot assess quality of production since the ads were not presented in final or close to final format.






