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Purpose and Survey Objectives 
NRG Research Group was retained by Industry Canada to conduct a total of six focus groups in 

three Canadian cities (Montreal, Mississauga, Truro) on January 13th and 14th, 2014. The 

purpose of these groups was to assess the Wireless Policy Winter 2014 television and online 

banner advertising. The objectives of testing the Wireless Policy Winter 2014 advertising were 

to: 

 Identify if the messaging of the ad was clear, credible, relevant and of value; 

 Determine if the ads were appealing and appropriate to the cultural and emotional 

sensitivities of the audience; 

 Gauge how easy the ads were to understand; 

 Determine if the ads were memorable; and, 

 Identify if the ad was able to motivate the audience to take personal actions.  

 

In addition to these main objectives, the moderator’s guide (developed by Industry Canada and 

shown in the Appendix 3 and Appendix 4 of this document) aimed to elicit suggestions for 

potential changes in order to make the messages more effective at reaching the target 

audience.  

 

As a secondary purpose, two groups (Montreal and Mississauga) also tested Economic Action 

Plan television creative. The main objectives of the Economic Action Plan aspect of the research 

were to: 

 Identify if the messaging of the ad was clear; 

 Gauge how easy the ads were to understand; and, 

 Determine if the ads were memorable.  
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Key Findings 
 

Wireless Policy Winter 2014 

 Overall, the content of the ad(s) are viewed positively and create interest regarding the 

three main subject areas of no more 3-year locked in contracts, 15-day trial periods, and 

limits on data roaming charges.  

 

 The three main messages appear to resonate with the audience; however, most need or 

want more information.  

 

 Although the execution of the ad(s) could be improved, the current versions are satisfactory 

as is.  

 

 Most suggestions for improvement of the TV ad(s) focused on the identification that it was 

a Government of Canada message, a clearer call-to-action, summary points consistent with 

the main messages, and increasing the potential to capture attention (i.e. brighter 

look/feel). Although the lack of ethnic diversity was noted, it was not seen as crucial to 

change for most participants.  

 

 The execution of the website, Canada.ca/MoreChoices, is very important in the effort to 

educate consumers and provide clear information on the regulations of the wireless 

industry. Consideration should be given to making the main page consistent with the main 

topics of the ad(s).   

 

 Among the two online advertising creative approaches presented, the second version 

(which uses the mobile phone image) resonates with participants the most. That being said, 

the image of the box being returned, should be changed as it is not comprehensible. A mix 

of the two creative approaches was viewed positively by some participants.  

 

 Other suggestions for improvements to the online ad(s) echoed the feedback given for the 

TV and focused on increasing the Government of Canada branding throughout the ad(s).   

 

Economic Action Plan 

 Overall, the ad itself is relatively positively viewed. 

 

 The Quebec market appears to be slightly more confused about the execution of the ad.  
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 Among the three main topics presented, the small business tax decrease appears to 

resonate the most. 

 

 The end slate is viewed as a strong finish to the ad. 

 

 The audio alternative is preferred by most Ontario participants; however, it does appear to 

be a less preferred option in Quebec. Although the alternative is viewed as a stronger 

statement by some, the risk of using the original wording appears to be low.  

 

 The original wording of the super is preferred primarily due to the use of ‘relief’ in the 

alternative option. However, the words, other than ‘relief’, contained in the alternative 

super had mixed reviews.  
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Methodology 
Industry Canada retained NRG Research Group (NRG) to conduct a qualitative research study in 

January 2014. To this end, a series of focus groups were conducted on January 13th and January 

14th, 2014.  

 

Recruitment 
Participants were recruited at random from the general population residing in Montreal, 

Mississauga and Truro. The sample frame for the three focus group locations was developed by 

NRG. NRG also managed the recruitment of participants. Each participant was recruited using a 

screening instrument developed jointly by NRG and Industry Canada. This instrument can be 

found in Appendix 1. 

 

Focus Group Characteristics 

Two groups, segmented according to age, were held at each location. Each group was 

moderated by a professional moderator. The table below provides the location, moderator, 

dates groups were held and the total number of participants at each location. 

 

Location Moderator Date # of 
Participants 

Truro, NS Liddie Sorensen-Lawrence January 13, 2014 22 

Mississauga, ON Brian Baumal January 13, 2014 23 

Montreal, QC Nadia Papineau-Couture January 14, 2014 20 

 

Each group lasted approximately 1.5 hours. Groups in Truro and Mississauga were conducted in 

English while the groups in Montreal were conducted in French.   

 

All participants received a $90 honorarium in appreciation for their feedback. 

 

Project Budget 
The total budget for this project including travel expenses was $38,222.73. This is inclusive of 

the $6,030 for participant incentives.   

 

Context of Qualitative Research 
The primary benefit of focus group research is that it allows for in-depth probing with qualified 

participants on behaviour, habits, usage patterns, perceptions and attitudes related to the 
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subject matter. The group discussion format allows for flexibility in exploring unforeseen areas 

that may be pertinent to the investigation.  

 

The focus group technique is used in marketing research as a means of gaining insight and 

direction, rather than collecting quantitatively precise data or absolute measures. 

 

Although respondents were drawn from the group in the population from whom we seek 

answers, they were not chosen on any statistical basis. Therefore, no statistical inferences 

should be drawn from the results of the discussion and the data cannot be extrapolated to the 

population.  
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Summary of Findings 
The key findings from the six focus groups (two in each of Montreal, Mississauga and Truro) are 

highlighted below in two main sections: Wireless Policy Winter 2014 Campaign and Economic 

Action Plan Campaign.  

 

Wireless Policy Winter 2014 Campaign 
This aspect of the focus group was conducted in all three groups and encompassed two main 

sections: TV Advertisement(s) and Online Advertisement(s). The TV Advertisement(s) section 

reviewed both the 30 second and 15 second spots. The Online Advertisement(s) section 

reviewed two creatives for execution as a tile ad and a banner ad (English). The Montreal group 

also reviewed two creatives for online advertisements but only in tile ad format. The material 

presented in the groups is available in the Appendix 5 (English) and Appendix 6 (French).  

 

TV Advertisement(s) 

 The overall reaction to the ad(s) was relatively neutral to positive. Participants were 

generally positive regarding the actual content and message of the ad(s). The three main 

messages were effectively communicated. Possible improvements to the execution of the 

ad(s) were noted.   

 

 The words used to describe the initial reaction to the ad varied significantly. In fact, some 

participants focused on the message(s) of the ad(s), while others commented on the 

creative execution. In terms of the main message, most remarks were positive describing 

the content as interesting or intriguing; however, some found the message quite vague.  

 

 The creative execution was lacking for many participants. Although some felt that the ad(s) 

was/were clean and crisp, many noted that the creative was somewhat drab and boring. 

Several participants noted that they would not pay attention to the ad due to the lack 

of/muting of colour.  

 

 There was some concern about the lack of ethnic diversity and age-range of the subjects in 

the ad(s). This was particularly prevalent in the Nova Scotia and Quebec groups.   

 

 Younger participants, particularly in Nova Scotia, appeared a little more skeptical regarding 

the role of government in the wireless industry. As such, some questioned the motivation 

behind the government’s creation of the ad(s). This may be reflective of their overall 

confusion regarding the industry. 
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 Some participants were initially confused as they thought the ad was actually for a service 

provider and were somewhat surprised that it was a government ad. It was suggested that 

they may be more likely to pay attention if they knew the ad was from the Government of 

Canada at the beginning.  

 

 The parliament building image with the waves emanating from it was not well received. The 

reaction ranged from misidentification (i.e. thinking it was a castle) to slight paranoia and 

questioning what the waves represented. Overall, most participants didn’t equate this 

image with the Government of Canada. Given the lack of recall of the website and the larger 

reaction to this image, there is a possibility that the image could be taking away from the 

call-to-action. In the Ontario groups, it was noted that having a 1-800 number would be of 

use. 

 

 One aspect of the motivation for the ad(s) that came up across most groups was the 

question of whether these regulations were already in place or not. Many participants were 

already aware of the abolishment of 3-year locked-in contracts; however, participants were 

not very aware of limits on data roaming charges and whether 15-day trial periods are 

already being offered. It was noted that adding an effective date (i.e. ‘As of January 1, 

2014...’) and/or framing it according to what this means for you as a consumer (i.e. ‘If you 

currently have a 3-year contract, talk to your service provider about converting to a shorter 

contract period’) would add credibility and make the ad(s) more relevant.  

 

 As noted, the 3-year contract restrictions were a concept that was easily recalled among 

most participants. The two other messages were less familiar to participants, yet both 

appear to be of high interest. The 15-day trial generated a lot of curiosity and interest 

although confusion remains regarding what the trial covers (i.e. the phone or the 

plan/service provider). The data roaming was also of interest to participants. Some 

participants – particularly in Nova Scotia – were confused about what data roaming was. 

Some thought that it was just long distance while other thought it was only while travelling 

outside the country.  

 

 Recall of the website was relatively low indicating that repetition of the ad(s) and 

prominence of the website in the creative will be crucial to encourage visitation. That being 

said, of those that did notice the website, only a selection would actually visit. Although 

many are interested in the material, it appears that the motivation to seek more 

information may be tied to being ‘in the market’ (i.e. contract renewal is on the horizon or 

looking to change provider) – this is particularly true for younger participants.  
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 Most participants noted that there was a lot of missing information around all three 

messages; however, they understood it would be impossible to incorporate it into the ad(s). 

As such, the call-to-action is quite important. It was noted that the website should be clean 

and easy to navigate. Several participants suggested that the points presented in the ad 

needed to be consistent with the website.  

 

 The three key messages do not naturally relate to the three summary points regarding more 

choice, lower prices, and better service. In addition, it was noted that these three elements 

are generally viewed as in the realm of the service providers (i.e. better service generally is 

interpreted to relate to customer service rather than increased coverage). As a result the 

summary points were somewhat confusing. This was also noted as an issue in the online 

execution of the ads.  

 

Online Advertisement(s) 

 The image of the product return, as shown to the right, was 

interpreted as a bible or a book. Nearly all participants did not 

initially understand that this was a wireless product return. It was 

suggested that this needs to be clearer.  

 

 It was the general view of all groups that the creative that featured the device was 

preferred over the one that featured the people as it offered more clarity about the topic 

that was being addressed. In addition, it was noted by some participants that they didn’t 

particularly relate to the people featured in the ad(s), therefore having their image did not 

add value.  

 

 Although the ads were presented in storyboard format, it was noted that the supers needed 

to be stronger.  

 

 Echoing a similar sentiment expressed regarding the TV ad(s), many participants did suggest 

a more consistent government branding (or at least at the beginning and end) as well as 

having the summary page (the three main points) modified to ensure consistency with the 

three main messages of the ad(s).    

 

Economic Action Plan Campaign 
The Economic Action Plan campaign was presented in two locations: Montreal and Mississauga. 

Participants were provided the storyboard shown in the Appendix 7 (English) and Appendix 8 

(French) of this report. This storyboard was the basis for the Economic Action Plan discussion. 
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The key findings from the four focus groups (two in Montreal and two in Mississauga) are 

highlighted below:  

 

 Identification of the main message appears to differ between participants in Ontario and 

those in Quebec.  

 Ontario participants identified the main message of the advertising as helping people be 

successful.  These groups appeared to be relatively familiar with previous Economic 

Action Plan ads and, therefore, were familiar with the format and did not have any 

challenges identifying that the purpose of the ad was to inform and demonstrate the 

actions taken to stimulate the economy.  

 

 Quebec participants, in contrast, found little connection between the creative copy and 

the associated image/scenarios. Because of this disconnect, there was some confusion 

about the main message of the ads. In addition, there was a general lack of linkage to 

the Economic Action Plan until the final slide. These groups suggested that an 

introduction or context, such as the milestone image in tile five, should be included at 

the beginning to ensure clarity and identify what the three key topics relate to. 

 

 The most positively viewed of the three main scenarios with associated messages was the 

bakery scene paired with the message of ‘Lower Taxes for Small Business’. This tile on the 

storyboard was not only identified as the easiest to understand in terms of the link of the 

message with the image, but it also resonated with participants. Many of the participants 

noted that economic health is built through supporting small businesses. In addition, small 

business appears to be a relatable topic – even if the participants don’t work or own a small 

business, they know someone who does. As such, they can identify personally with the 

message.  

 

 The ‘Tax-Free Savings Account’ scenario, despite being the most universally applicable 

action for participants was not viewed as a strong execution – particularly among the 

Quebec participants. Participants suggested the link between the TFSA and a kitchen 

remodel could be clearer (either through imagery or audio). Participants also noted that 

framing the TFSA in terms of current action (i.e. ‘continues to increase $5,000/year’) could 

amplify its relevance.    

 

 Reaction to the third scenario ‘Tariff Savings for Consumers’ with the visual connection to 

purchasing children’s clothes was somewhat mixed. Participants tended to focus on the 

word ‘tariff’ in this scenario and were generally confused. Participants were not sure what a 
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‘tariff’ is and some believed this was another word for ‘tax’ while others suggested ‘duty’. 

Once explained, participants understood the concept.  

 

 The end slate was viewed positively and provided a strong finish to the advertisement. 

Having an option in the call-to-action (website and telephone number) was positively 

received. 

 

 Two alternative wording options were presented in the third scenario – one for the audio 

and one for the super.  

 The audio alternative was presented as “And it’s putting Canadian consumers first by 

eliminating tariffs on baby clothes and sports equipment” versus the original “And it’s 

helping consumers by eliminating tariffs on baby clothes and sports equipment”. 

Participants in the Ontario groups preferred the alternative as they liked the concept of 

being put first and that it used the word ‘Canadians’. Although Quebec participants liked 

the idea of being put first, they did not prefer the use of ‘Canadians’ in the audio 

alternative. As such, most participants in the Quebec groups favored the original audio. 

 

 The alternative super was presented as “Tariff Relief on items like Baby Clothes” versus 

the original “Tariff Savings for Consumers”. The word ‘relief’ was not preferred as it 

appeared to have negative connotations for many participants. The rest of the super, 

however, received mixed reviews. Many participants saw the benefit of having an 

example of a product category (‘Baby Clothes’) while others suggested that wording ‘for 

Consumers’ was more general and therefore more applicable to them. 
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Conclusions 
Overall, the focus groups suggest that both the Wireless Policy Winter 2014 and the Economic 

Action Plan campaigns are on the right track and will be generally received positively. 

Conclusions and recommendations for each campaign are detailed below.  

Wireless Policy Winter 2014 

TV Advertisement(s) 

 Although the execution of the ad(s) could be improved, the current versions are satisfactory 

as is.  

 

 Overall, the content of the ad(s) was viewed positively. 

 

 The three main messages appear to resonate with the audience but more information on 

each topic is desired. This suggests that the website will be important for those who want to 

learn more. 

 

 The ads could be more strongly identified as a message from the Government of Canada. 

 

 Most suggestions for improvement of the TV ad(s) focused on a clearer call-to-action, 

summary points consistent with the main messages, and increasing the potential to capture 

attention (i.e. brighter look/feel).  

 

 Although the lack of ethnic diversity was noted, it was not seen as crucial to change for 

most participants.  

 

 The execution of the website, Canada.ca/MoreChoices, is very important in the effort to 

educate consumers and provide clear information on the regulations of the wireless 

industry. Consideration should be made to make the main page consistent with the main 

topics of the ad(s).   

Online Advertisement(s) 

 Among the two online advertising creative approaches presented, the second version 

(which uses the mobile phone image) resonates with participants the most. That being said, 

the image of the wireless device box being returned, should be changed as it is not 

comprehensible. A mix of the two creative approaches was viewed positively by some 

participants.  
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 Other suggestions for improvements to the online ad(s) echoed the feedback given for the 

TV and focused on increasing the Government of Canada branding throughout the ad(s).   

 

Economic Action Plan 

 Overall, the ad itself is viewed positively. 

 

 The Quebec market appears to be slightly more confused about the execution of the ad.  

 

 Among the three main topics presented, the small business tax decrease appears to 

resonate the most. 

 

 The end slate of the Economic Action Plan logo is viewed as a strong finish to the ad. 

 

 The audio alternative is preferred by most Ontario participants; however, it does appear to 

be a less preferred option in Quebec. Although the alternative is viewed as a stronger 

statement by some, the risk of using the original wording appears to be low.  

 

 The original wording of the super is preferred primarily due to the use of ‘relief’ in the 

alternative option. The words, other than ‘relief’, contained in the alternative super 

received mixed reviews.  
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Appendix 1: Recruitment Screener (ENGLISH) 
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Appendix 2: Recruitment Screener (FRENCH) 
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Appendix 3: Moderator Guide (English) 
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Appendix 4: Moderator Guide (French) 
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Appendix 5: Online Banner Ads (English) 
Creative #1– People (Tiles & Banners)  
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Creative #2 – Device (Tiles & Banners) 
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Appendix 6: Online Banner Ads (French) 
Creative #1 – People (Tiles)  
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Creative #2 – Device (Tiles) 
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Appendix 7: EAP Storyboard Ad (English) 
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Appendix 8: EAP Storyboard Ad (French) 
 

 



Industry Canada Assessment of “Wireless Policy Winter 2014” TV Advertising 

   Page | 44 

 
 

 



Industry Canada Assessment of “Wireless Policy Winter 2014” TV Advertising 

   Page | 45 

 


