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Executive Summary 

Background
In the fall of 2010 the Canada Revenue Agency (CRA) is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  The ‘primary objective of the campaign is to raise awareness of the fact that purchasing contraband cigarettes products is illegal and that it supports organized crime’.  Although the campaign is intended to increase awareness among all those who smoke, at the time of this preliminary research two target audiences were being considered.  This included youth and young adult smokers living in Ontario and Québec.  Specific advertising objectives will include:

· increasing the number of Canadians who believe that purchasing contraband cigarettes is illegal and supports organized crime; and 

· increasing the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood.

An advertising campaign that links contraband cigarettes to illegal activity is new ground.  There is not a body of research, or past experience, that the CRA can draw on to assist it as it develops the planned campaign.  As a result, it was decided to conduct qualitative research with representatives from the target audiences in order to guide key decisions related to the proposed campaign.  
Objectives
· To develop a sound understanding of the current context (e.g. the awareness and knowledge of the link between the purchase of contraband cigarettes and organized crime, language understood and used by the target audience etc.).  

· To provide insights that will guide the development of effective core communication elements (e.g. themes, messages, images).  

· To obtain feedback on preliminary thematics.  The research was used to test preliminary thematics or broad approaches.  

· To identify the media that will be most effective at reaching the target audiences.

Approach
Our overall approach to the work included the conduct of 8 focus groups.  In total 64 teenagers and young adults participated in the sessions.  Half the focus groups were conducted with youth 16 to 19 and the other half with young adults 20 to 24.  All groups were conducted in Ontario and Québec - two groups were held in each of Toronto (English), London (English), Québec City (French) and Trois-Rivières (French).  
Note to reader:  Readers are reminded that the results of qualitative research are not statistically representative.  They therefore cannot be generalized to a wider population and represent only the perceptions and opinions of a select group.  Notwithstanding this point, the feedback obtained through the focus groups provided very useful direction and guidance for moving forward with the next versions of the creative concepts for the advertising campaign
The total (actual) cost of this research project was $57,258.64 (HST included).
Key Conclusions and Implications

Key Conclusions

· The Context  
· Although known by other names, contraband cigarettes are extremely common, teenagers and young adults are very familiar with them and for the most part (excluding health risks) they do not think they cause harm to anyone, but the government due to lost revenue.  In some cases purchasing contraband cigarettes is viewed as helping producers and sellers who are perceived to often have a low or limited income.  

· The vast majority are purchasing contraband cigarettes because they are significantly cheaper than legal cigarettes.  The cost difference is extremely compelling and the only option for some.  Contraband cigarettes are also easier to access for teenagers who cannot legally buy cigarettes.

· Most were aware that contraband cigarettes are illegal, but they are so common that this is not a concern or something they think about.   

· The majority in this age category are not opposed to the sale of contraband cigarettes.  Those who stated they are opposed were most likely to be opposed due to the poor quality of contraband cigarettes and being unsure about what is in them.  Only a few in Quebec were opposed because they are illegal or because of lost tax revenue.  

· Most assume that the profit from contraband cigarettes goes to those who are making and selling them – this is primarily people who live on reserve and others who buy from the reserve and resell them.  They are not making a connection past the person they are buying them from and the people on reserve who buy and sell them.  As a result, they are unaware of the link to organized crime. 

· The term ‘contraband cigarettes’ was not used or familiar to the target audience.  The commonly used terms (e.g. ‘natives’, ‘cigarettes indiennes’) draw the link to reserves – what is assumed to be the source of contraband cigarettes.

· Overall Reactions to the Proposed Campaign:  The majority of participants were skeptical about the value of the proposed campaign.  Their comments indicated it lacked credibility and clarity and they were puzzled why money would be spent on the issue of purchasing contraband cigarettes versus what they perceive to be more important problems.  The following present some of the key challenges that need to be addressed in the communication strategy.

· What’s the big deal?  Most wondered why there is a focus on contraband cigarettes when ‘there are bigger things going on’.  They felt that other issues were far higher priority e.g. prostitution, guns, drugs.
· The link to organized crime is not clear and seems ‘far-fetched’.  Most did not understand and were puzzled by the link between organized crime and contraband cigarettes.  They simply did not understand how purchasing contraband cigarettes leads to things associated with organized crime such as prostitution, drugs and guns.  
· How does this make my neighbourhood unsafe?  The second advertising objective presented to participants, links the lack of contraband cigarettes to safer neighbourhoods.  The majority of participants really struggled with understanding how contraband cigarettes make their neighbourhoods unsafe, particularly when compared to other illegal activities.  

· We need proof that there is a link.  Many were highly skeptical of the link between contraband cigarettes and organized crime.  As a result some suggested and emphasized the importance of providing proof of the link.  

· There is a disconnect between their perception of those selling contraband cigarettes and those involved in organized crime.  The faces of those involved in the sale of contraband cigarettes are at their school, in a nearby apartment building, or families on reserve.  In some cases they are family members or classmates or colleagues at work.  Connecting these people with organized crime was a leap for most.  
· People will not care / they will not take this seriously.  Several doubted the value of the campaign as they viewed it as futile.  They commented that those who buy contraband cigarettes do so because the cigarettes are so much cheaper.  
· Overall Reactions to the Proposed Campaign Themes:  The overall reaction to the proposed themes was weak as the themes failed to address some of the fundamental challenges needed to effectively present the communication objectives.  The key issues are that they did not establish a clear link between contraband cigarettes and organized crime and unsafe neighbourhoods, they did not provide the evidence needed to establish the credibility of these links and they did not convince participants that this is an issue worthy of their concern.

Implications and Recommendations
· The context the advertising campaign will be operating in presents significant challenges.  Contraband cigarettes are common, familiar and not seen to cause harm.  There is virtually no awareness of the link to organized crime and although adolescents and young adults realize they are illegal the advantages related to cost and access far outweigh current concerns related to their illegality.  As a result, members of this target audience are not going to unquestioningly accept the core communication objectives.  

Implication:  The core elements of the campaign need to focus on ensuring that the communication objectives are regarded as credible and significant (worthy of concern).
· The creative concepts will need to draw a clear and understandable link between contraband cigarettes and organized crime and other illegal activities.  The themes tested in this research stated there is a link between contraband cigarettes and organized crime.  However, this was not adequate as participants indicated the link needs to be shown to be credible.

Recommendation:  Ensure future creative concepts clearly demonstrate the link between contraband cigarettes as well as stating it.  
· The creative concepts will also need to provide proof and establish the link between contraband cigarettes and criminal activity.  In addition to showing the link, the campaign needs to be backed up with information, facts and / or statistics to ensure the ‘link’ is believed.  This information also needs to establish the importance of this issue vis a vis other criminal activities.  This ensures that it is not brushed off because there are more important things to worry about.

Recommendation:  Present and provide access to factual data and statistics that back up the core messages of the campaign and establish their significance.    
· Participants did not believe that contraband cigarettes have an impact on the safety of their neighbourhoods.  The objective dealing with creating awareness that purchasing contraband cigarettes is illegal and supports organized crime has some credibility, but that neighbourhoods will be safer because there is no contraband cigarette trade is too much of a stretch at this point. 

Recommendation:  Drop the objective related to safe neighbourhoods i.e. increasing the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood.  

· Contraband cigarettes are strongly linked to Aboriginal people and reserves.  The common names for contraband cigarettes illustrate the strength of this connection.  An advertising campaign about contraband cigarettes may have implications for, or reflect on Aboriginal people.  

Implication:  It will be necessary to carefully monitor and manage this aspect of the campaign.
· Teenagers who have more difficulty accessing legal cigarettes and have limited disposable income are likely not the ideal starting point for this campaign.  Although the intent of the current campaign is to generate awareness, if the eventual intent is to effect behavior change, teenagers may not be the ideal audience to start with.  The campaign is likely to be more effective with young adults who have purchasing options and more disposable income.
Recommendation:  Shift the focus of the ad campaign to those 20 and over.
· Participants suggested that the most effective communication tools for reaching them with the message would be television ads, the internet / social media and posters.  This appears to be a logical fit for a younger audience.  

Recommendation:  Consider a mix of television ads, the internet / social media and posters suitable for display in public transit venues. 

· The majority of participants stated they would be unlikely to visit a Web site that is just included on a television advertisement.  To generate traffic a compelling link on a site (e.g. Facebook) frequented by the target audience is likely to be a more successful approach.

Recommendation:  ensure the internet strategy includes a strong pull component i.e. compelling ads / links placed on relevant Web sites e.g. Facebook.   
Sommaire 

Contexte 
À l’automne 2010, l’Agence du revenu du Canada (ARC) prévoit lancer une campagne publicitaire pour attirer l’attention sur le lien entre le crime organisé et l’achat de cigarettes de contrebande. Le                « principal objectif de la campagne consiste à sensibiliser les fumeurs au fait que l’achat de cigarettes de contrebande est illégal et qu’il soutient le crime organisé ». Même si la campagne vise à sensibiliser tous les fumeurs, deux groupes cibles étaient considérés pour la recherche préliminaire, soit les jeunes et les jeunes adultes fumeurs de l’Ontario et du Québec. La campagne a pour but notamment : 
· d’accroître le nombre de Canadiens qui croient que l’achat de cigarettes de contrebande est illégal et qu’il soutient le crime organisé; 
· d’accroître le nombre de Canadiens qui croient que leurs quartiers sont plus sécuritaires s’il n’y a aucun commerce de cigarettes de contrebande.  
Une campagne publicitaire qui associe les cigarettes de contrebande aux activités illégales constitue une toute nouvelle approche. Il n’existe aucune recherche ni aucune expérience antérieure sur laquelle l’ARC pourrait s’appuyer pour élaborer sa campagne publicitaire. Par conséquent, les responsables du projet ont opté pour une recherche qualitative avec des représentants des groupes cibles afin d’orienter les décisions relativement à la campagne proposée.   
Objectifs
· Acquérir une solide connaissance du contexte actuel (p. ex., sensibilisation et connaissance du lien qui existe entre l’achat de cigarettes de contrebande et le crime organisé, utilisation d’un langage compris et employé par le groupe cible, etc.)  

· Fournir de l’information pour orienter l’élaboration de stratégies de communication efficaces (p. ex., thèmes, messages, images)  

· Recueillir des commentaires sur les thèmes préliminaires. La recherche a permis de faire l’essai des thèmes préliminaires ou des approches globales.   

· Identifier le média le plus efficace pour rejoindre les groupes cibles
Stratégie 
Notre stratégie globale comprenait huit discussions de groupes. Au total, 64 adolescents et jeunes adultes ont participé aux séances. La moitié des discussions ont eu lieu avec des jeunes de 16 à 19 ans et l’autre moitié, avec des jeunes adultes de 20 à 24 ans. Toutes les séances se sont déroulées en Ontario et au Québec – deux séances ont été organisées dans chaque ville : Toronto (en anglais), London (en anglais), Québec (en français) et Trois-Rivières (en français).  

Note au lecteur : Les résultats de la recherche qualitative ne sont pas statistiquement représentatifs. Ils ne peuvent donc pas être extrapolés à une population plus vaste et représentent uniquement les perceptions et les opinions d’un groupe en particulier. Indépendamment de cela, les commentaires recueillis durant les séances de discussion ont fourni une orientation et des conseils utiles pour aller de l’avant avec les prochaines versions des concepts qui serviront à la campagne publicitaire. 
Le coût total (réel) de ce projet de recherche s'élève à 57 258,64 $ (avec TVH).
Principales conclusions et implications

Principales conclusions

· Le contexte  

· Bien qu’on puisse les appeler autrement, les cigarettes de contrebande sont très répandues. Les adolescents et les jeunes adultes les connaissent très bien et en grande partie (sauf pour les risques pour la santé), ils ne croient pas que ces cigarettes causent de préjudice à qui que ce soit, ne serait-ce qu’au gouvernement qui perd des revenus. Dans certains cas, l’achat de cigarettes de contrebande est considéré comme une aide aux producteurs et aux vendeurs qui sont perçus comme ayant un revenu faible ou limité.  

· La vaste majorité achète des cigarettes de contrebande parce qu’elles sont beaucoup moins chères que les cigarettes légales. La différence de prix est un facteur très convaincant et pour certains, il s’agit de la seule option. Les cigarettes de contrebande sont plus accessibles pour les adolescents qui ne peuvent se les procurer légalement.
· La plupart des participants savaient que les cigarettes de contrebande sont illégales, mais elles sont si répandues qu’ils ne s’en préoccupent pas.    

· La majorité des jeunes de ce groupe d’âge ne s’opposent pas à la vente de cigarettes de contrebande. Ceux qui ont affirmé s’y opposer l’étaient davantage en raison de la mauvaise qualité des cigarettes de contrebande et de l’incertitude quant à ce qui se trouve à l’intérieur. Seulement quelques participants du Québec s’y opposent parce qu’elles sont illégales ou qu’elles entraînent une perte de revenu pour le gouvernement.   

· La plupart supposent que les profits de la vente de cigarettes de contrebande vont à ceux qui les fabriquent et les vendent – en grande partie des personnes qui vivent sur les réserves et d’autres qui les achètent sur les réserves et les revendent. Ils ne font aucun lien au-delà de la personne de qui ils achètent les cigarettes et des gens sur les réserves qui les achètent et les revendent. Par conséquent, ils ignorent le lien qui existe avec le crime organisé.  

· L’expression « cigarettes de contrebande » n’est pas utilisée, non plus qu’elle n’est connue du groupe cible. L’expression généralement utilisée (p. ex., « cigarettes indiennes ») fait le lien avec les réserves – qu’on suppose être la source des cigarettes de contrebande. 
· Réactions générales envers la campagne proposée : La majorité des participants ont exprimé des doutes face à l’utilité de la campagne proposée. Selon eux, elle manque de crédibilité et de clarté, et on s’explique mal pourquoi le gouvernement dépenserait de l’argent pour une campagne sur l’achat de cigarettes de contrebande alors que selon eux, il existe des problèmes plus pressants. Voici quelques-uns des principaux défis dont il faudra tenir compte pour la stratégie de communication : 
· Qu’est-ce qu’il y a de si inquiétant? La plupart des participants se sont demandés pourquoi il fallait mettre l’accent sur les cigarettes de contrebande quand il existe des problèmes plus importants. Selon eux, la priorité devrait être mise ailleurs, p. ex., la prostitution, les armes à feu et la drogue. 
· Le lien avec le crime organisé n’est pas clair et semble « exagéré ». La plupart des participants n’ont pas saisi le lien entre le crime organisé et les cigarettes de contrebande. Ils n’ont tout simplement pas compris en quoi l’achat de cigarettes de contrebande peut être associé aux activités du crime organisé, comme la prostitution, les drogues et les armes à feu.  
· En quoi cela rend-t-il mon quartier dangereux? Le deuxième objectif de la publicité présenté aux participants fait le lien entre l’absence de cigarettes de contrebande et la sécurité dans les quartiers. La majorité des participants ont eu de la difficulté à comprendre en quoi les cigarettes de contrebande rendent les quartiers dangereux, surtout lorsqu’on les compare aux autres activités illégales. 
· Nous voulons avoir une preuve que ce lien existe. Bon nombre de participants ont mis en doute le lien entre les cigarettes de contrebande et le crime organisé. Certains ont même suggéré qu’il serait important de démontrer l’existence de ce lien.    

· Il y a un écart entre les perceptions à l’égard des vendeurs de cigarettes de contrebande et celles des individus impliqués dans le crime organisé. Les visages des personnes qui vendent des cigarettes de contrebande sont bien connus dans les écoles, les immeubles d’habitation du quartier ou les familles sur les réserves. Dans certains cas, ce sont des membres de la famille ou des confrères/consœurs de classe ou des collègues de travail. Pour la plupart des participants, il est pratiquement impossible de faire un lien entre ces personnes et le crime organisé.  
· Le public s’en balancera / il ne prendra pas la campagne au sérieux. Plusieurs participants ont exprimé des doutes quant à l’utilité de la campagne qu’ils jugent inutile. Ils ont fait valoir que ceux qui achètent des cigarettes de contrebande le font parce que ces cigarettes sont beaucoup moins chères.   

· Réactions générales envers les thèmes de la campagne proposée : Les thèmes proposés ont suscité une faible réaction chez les participants qui les jugent peu efficaces, compte tenu des objectifs en matière de communication. Selon eux, les thèmes n’établissent aucun lien direct entre les cigarettes de contrebande et le crime organisé et les quartiers dangereux, ils ne présentent aucune preuve visant à établir la crédibilité de ces liens, non plus qu’ils ne parviennent à convaincre les participants que ce problème devrait les préoccuper. 
Implications et recommandations

· Le contexte dans lequel la campagne publicitaire sera présentée présente des défis majeurs.   Les cigarettes de contrebande sont répandues, familières et ne sont pas considérées comme causant préjudice. Le lien avec le crime organisé n’est pas connu et, bien que les adolescents et les jeunes adultes soient conscients que les cigarettes de contrebande sont illégales, les avantages en matière de coût et d’accès l’emportent haut la main sur les préoccupations relativement à leur caractère illégal. Par conséquent, les membres de ce groupe cible n’accepteront pas d’emblée les principaux objectifs en matière de communication.   

Implication : Les éléments clés de la campagne doivent être élaborés de façon à ce que les objectifs en matière de communication soient considérés comme crédibles et importants  (dignes de préoccupation).

· Les concepts publicitaires doivent établir un lien clair et compréhensible entre les cigarettes de contrebande et le crime organisé et autres activités illégales. Les thèmes qui ont fait l’objet de la recherche font mention d’un lien entre les cigarettes de contrebande et le crime organisé. Cependant, les participants estiment que ces concepts ont raté la cible et que les liens doivent être plus crédibles. 
Recommandation : Veiller à ce que les prochains concepts publicitaires démontrent clairement le lien entre les cigarettes de contrebande et le crime organisé et qu’ils le mentionnent. .  

· Les concepts publicitaires devront également prouver et établir le lien entre les cigarettes de contrebande et les activités criminelles. En plus de démontrer le lien, la campagne devra être appuyée par des renseignements, des faits et/ou des statistiques pour s’assurer que le « lien » est crédible. Cette information doit également établir l’importance de ce problème comparativement aux autres activités criminelles, de façon à ce qu’il ne soit pas écarté du revers de la main parce qu’il y a des choses plus importantes dont il faut s’inquiéter.
Recommandation : Présenter et permettre l’accès aux données factuelles et aux statistiques qui appuient les messages clés de la campagne et démontrer leur importance.    

· Les participants ne croient pas que les cigarettes de contrebande ont des répercussions sur la sécurité de leurs quartiers. L’objectif qui vise à sensibiliser les fumeurs au fait que l’achat de cigarettes de contrebande est illégal et qu’il soutient le crime organisé revêt une certaine crédibilité, mais on croit qu’il est exagéré d’affirmer que les quartiers sont plus sécuritaires lorsqu’il n’y a aucun commerce de cigarettes de contrebande. 

Recommandation : Laisser tomber l’objectif concernant la sécurité des quartiers, c.-à-d. accroître le nombre de Canadiens qui croient que leurs quartiers sont plus sécuritaires lorsqu’il n’y a aucun commerce de cigarettes de contrebande.   

· Les cigarettes de contrebande sont étroitement associées aux Autochtones et aux réserves.  Les noms communément employés pour décrire les cigarettes de contrebande illustrent bien cette association. Une campagne publicitaire sur les cigarettes de contrebande pourrait avoir des  implications pour les Autochtones ou influencer les perceptions à leur endroit.  

Implication : Il est nécessaire de surveiller attentivement et de bien gérer cet aspect de la campagne. 
· Les adolescents qui ont plus de difficulté à se procurer des cigarettes légales et qui disposent d’un revenu limité ne sont pas le point de départ idéal pour la campagne.   Même si la campagne vise à sensibiliser les fumeurs, si l’intention éventuelle est de modifier les comportements, les adolescents ne sont peut-être pas le groupe cible idéal pour amorcer la campagne. Celle-ci sera d’autant plus efficace auprès des jeunes adultes qui ont des options d’achat et qui disposent d’un plus grand revenu. 
Recommandation : Mettre l’accent sur les 20 ans et plus.
· Les participants ont suggéré que les outils de communication les plus efficaces pour rejoindre le groupe cible étaient les publicités télévisées, l’Internet / les médias sociaux et les affiches. Ces outils semblent très bien convenir à un jeune auditoire.   

Recommandation : Combiner les publicités télévisées, l’Internet / les médias sociaux et les affiches dans les transports en commun.  

· La majorité des participants ont affirmé qu’ils ne seraient pas enclins à visiter un site Web qui est uniquement mentionné dans une publicité télévisée. Pour attirer les visiteurs, un lien présenté sur un site fréquenté par le groupe cible (p. ex., Facebook) s’avèrerait une meilleure approche. 
Recommandation : Veiller à ce que la stratégie Internet inclut des éléments fort attrayants (c.-à-d. des publicités / liens attrayants sur des sites Web qui intéressent le groupe cible, comme Facebook.   
1.0
Background and Objectives 
Background

In the fall of 2010 the Canada Revenue Agency (CRA) is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  The ‘primary objective of the campaign is to raise awareness of the fact that purchasing contraband cigarettes products is illegal and that it supports organized crime’.  The campaign is one initiative that supports the Government of Canada’s priorities related to ‘safe streets and safe communities’.  
Although the campaign is intended to increase awareness among all those who smoke, at the time of this preliminary research two target audiences were being considered.  This included youth and young adult smokers living in Ontario and Québec.  The former group consisted of teenagers who cannot legally purchase cigarettes (i.e. those under 19 in Ontario and those under 18 in Québec).  Specific advertising objectives will include:

· increasing the number of Canadians who believe that purchasing contraband cigarettes is illegal and supports organized crime; and 

· increasing the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood.

Considerable research has been conducted, and numerous awareness and smoking cessation campaigns have been launched, that have linked smoking cigarettes or being exposed to second-hand smoke to significant health risks.  However, an advertising campaign that links contraband cigarettes to illegal activity is new ground.  There is not a body of research, or past experience, that the CRA can draw on to assist it as it develops the planned campaign.  As a result, it was decided to conduct qualitative research with representatives from the target audiences in order to guide key decisions related to the proposed campaign.  The following presents the key stages at which research can be used to guide the development of a campaign or communication program.  Due to the lack of knowledge on this topic, this research was primarily used to address the first two stages of the communication planning and management process i.e. market assessment and concept development.  
Communication Planning and Management Process
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Objectives 

The specific research objectives were as follows.  
· To develop a sound understanding of the current context (e.g. the awareness and knowledge of the link between the purchase of contraband cigarettes and organized crime, perceptions and attitudes associated with the link, if any, language understood and used by the target audience etc.).  This understanding is necessary to ensure the campaign resonates with the target audience i.e. does not miss the mark.

· To provide insights that will guide the development of effective core communication elements (e.g. themes, messages, images).  

· To obtain feedback on preliminary thematics.  The research was used to test preliminary thematic that were developed in advance of the sessions.  

· To identify the media that will be most effective at reaching the target audiences.

2.0
Approach  
Overall Approach

Our overall approach to the work included the conduct of 8 focus groups.  In total 64 youth and young adults participated in the sessions.  Half the focus groups were conducted with youth 16 to 19 and the other half with young adults 20 to 24.  All groups were conducted in Ontario and Québec - two groups were held in each of Toronto (English), London (English), Québec City (French) and Trois-Rivières (French).  In each city one session was conducted with teens and the other with participants 20 to 24 years of age.  The following table outlines the number of participants by location.

	
	London
	Toronto
	Québec City
	Trois - Rivières

	16 – 18 (Ontario)

16 – 17 (Québec)
	8
	8
	8
	8

	20 – 24
	8
	7
	8
	9

	Total 
	16
	15
	16
	17


Recruiting 
All focus group participants were recruited by telephone and by means of a screener, developed by Phase 5, with input from the project authority.  The screener identified that the research was being conducted by the Government of Canada, informed participants of the general purpose of the study and ensured that participants met the agreed-upon recruiting criteria.  To ensure quality recruiting and maximum participation rates, we undertook several measures such as those described below.
· Over-recruitment for each focus group (i.e. recruited 12 to ensure 7 - 10 participants per group).

· Careful supervision of the recruiting process, requiring regular reports from recruiters based on matrix forms that tracked key criteria and quotas.

· Prior to the research, recruits were re-contacted to confirm their attendance.  

· All focus group participants were paid $75 for their time.

The following criteria were applied to the recruitment of participants for the 8 focus group sessions.  
· As indicated above half the sessions were conducted with youth 16 to 18 years of age and half with young adults 20 to 24 years of age.

· There was a balance of males and females in all sessions.

· Participants were all smokers and did so on a fairly regular basis i.e. once a week or more.

· All were aware that contraband cigarettes are available for sale.

· Those who had extreme opinions on contraband cigarettes were excluded i.e. those strongly in favour and those strongly opposed.  In the former case an advertising campaign is not likely to shift opinions and in the latter case they are the ‘converted’ so do not represent the target audience.

· For sessions with young adults between the ages of 20 to 24 we ensured a mix by main activity (e.g. students and a range of occupations).

· We also included questions to ensure that the participants reflect the target audience by asking questions that indicate they may have purchased or be likely to purchase contraband cigarettes.  We did not ask this question directly of the participant, but did ask if they knew people who had purchased contraband cigarettes and how difficult it would be to access contraband cigarettes if they wanted to.  
Conduct of the Focus Groups

All focus groups were conducted in professional focus group facilities, with the exception of Trois-Rivières.  The professional facilities allowed clients to observe the sessions via a one-way observation mirror.  The groups in Trois-Rivières were held at a hotel where a video feed was set up to an adjacent room that enabled members of the Government of Canada team to observe the sessions.  The sessions were held in the evening and were two hours in length.
The moderator’s guide used in the sessions appears in Appendix A.
Notes for the Reader

· When reviewing the notes from the focus group sessions we were careful to note any differences between those 16 to 18 and those 20 to 24 and between participants in Ontario and Québec.  If no differences are identified in the report, the reader can assume no meaningful differences emerged in this research.   
· Readers are reminded that the results of qualitative research are not statistically representative.  They therefore cannot be generalized to a wider population and represent only the perceptions and opinions of a select group.  Notwithstanding this point, the feedback obtained through the focus groups provided very useful direction and guidance for moving forward with the next versions of the creative concepts for the proposed advertising campaign.

The total (actual) cost of this research project was $57,258.64 (HST included).  

3.0
Findings   

3.1
Understanding the Context 
As indicated above, the CRA did not have previous experience or access to research that could be drawn on to guide the development of the creative strategy and tools.  In order to ensure the campaign would resonate with the target audience, it was essential to learn more about the current context (e.g. level of awareness and attitudes related to the link between organized crime and contraband cigarettes, language understood and used by the target audience etc.).  This section presents key findings related to the current context.  

To what extent are young smokers aware of contraband cigarettes?  Although being aware of contraband cigarettes was a recruiting criterion, the research and the recruiting process clearly indicated that the level of awareness and knowledge of contraband cigarettes was very high among 16 to 24 year olds who smoke.  They could readily describe them e.g. what they taste like, what they look like, where to buy them and the way they are packaged.  When the moderator showed a sample of contraband cigarettes in a plastic bag, virtually all stated they had seen similar bags and were able to discuss minor variations e.g. some have a label or different filter colour.  Although not asked directly, it was clear through the discussion that the vast majority of participants had purchased and used contraband cigarettes in the past.

What do young smokers associate with contraband cigarettes?  We asked participants to describe contraband cigarettes in terms of what makes them different from regular cigarettes and to describe what comes to mind when they hear the words ‘contraband cigarettes’.  The following summarizes the key themes in order of mention.
Most frequently mentioned

· Cheap / inexpensive:  The most common descriptor was that they are ‘cheap’.  Participants clearly indicated that they would prefer to smoke regular brands, but the cost difference is so significant that the motivation to buy contraband cigarettes is very compelling. 
· Low quality:  Several commented on the low quality of contraband cigarettes describing them as ‘bad tasting’, ‘bad smelling’ and ‘sketchy’.  They also commented that you are not sure what is in them and that they fall apart easily.

· ‘They smell bad, they taste bad, they are not good.’  

· ‘I think it is just a bunch of left-over tobacco and sometimes you find pieces of wood in them.’
· They are made by native people / come from a reserve:  There is a strong association between contraband cigarettes and Aboriginal people.  Many participants who live near reserves had travelled to a reserve to buy them or purchased them from sellers who they knew had picked them up directly from a reserve.  Others who did not live near a reserve had the impression that they are made and sold on reserve and that this is the key source of supply for those who sell them in the city. 

Moderate number of mentions
· Unhealthy:  Several also assumed that contraband cigarettes are less healthy than legal cigarettes.  They commented on how they make ‘your throat hurt’ and assumed the bad taste and smell implied higher health risks.  Some also assumed that as they are not regulated they are not manufactured to government guidelines e.g. ‘You are not sure what is in them’.

· Buying in bulk:  Linked to the notion of being ‘cheap’, some commented that they associate contraband cigarettes with volume.  As one participant stated, ‘It’s a bag of 200 in a ziploc’.   

· Accessible:  Some mentioned that they are easy to buy and sell and of course this is a key motivator for teenagers who cannot legally purchase cigarettes.

· Illegal: Some mentioned that contraband cigarettes are illegal or part of the underground economy. 
What do you call contraband cigarettes?  In all sessions we asked participants what people their age call contraband cigarettes i.e. what name or names do they use.  In Toronto and London the primary term used is ‘natives’.  In the sessions in London the participants also mentioned the term ‘res smokes’.  In Québec City and Trois-Rivières the main terms mentioned were ‘cigarettes indiennes’ and ‘cawiches’.  The term contraband cigarettes was not familiar to most and not used.

How common are contraband cigarettes?  Participants were asked to estimate how common it is for people their age who smoke to smoke contraband cigarettes.  Their answers varied.  For example those in the session for 16 to 18 year olds in London estimated 50 to 90 percent while the session with 20 to 24 year olds in Québec City estimated 10 to 50 percent.  Their estimates do indicate that it is over half among those in their teens and may drop to under half for those 20 and over.  The research also suggests that proximity to a reserve likely boosts the proportion who use contraband cigarettes.

Do people your age know where to buy them?  There was little hesitation when describing where to buy contraband cigarettes.  As one participant stated, ‘There is always a friend of a friend who sells them, you can get them anywhere’.  Participants talked about buying them directly from a reserve, people in the school yard, from someone at work and from specific convenience stores (i.e. under the counter).  Some mentioned buying them from people ‘downtown’, but most seemed to have a regular source of supply e.g. school yard, acquaintance.  Most appeared to buy the ‘bags’ unless they were purchasing contraband cigarettes from convenience stores that tended to sell them in packages.   Convenience stores were more likely to be mentioned in Toronto where participants stated they are more common in poorer areas and in specific ethnic communities.  Some also talked about accessing them from family members.

· ‘If you know anyone who goes to the reserves they will get them for you.’
· ‘Some people go out to the reserve and then come back with a whole bunch and sell them at school.’
· ‘My grandmother smokes them so I get them from her.’ 

How would you describe a typical person your age who buys contraband cigarettes?  When asked to describe the typical user participants were most likely to emphasize the following factors:

· lower income, poor or on a fixed budget - this included high school and post secondary students with limited personal income;   
· younger or underage; and 

· heavy smokers.

Although some used descriptors that described what they perceived to be non-mainstream groups such as ‘kids who do drugs’, ‘stoner kids’ and the ‘homeless’.  They were most likely to say it could be anyone.

· ‘They look the same as everyone else, just regular 16 year olds.’

· ‘Women, men everyone who has access – just a mix of everyone.’

· ‘Students who dress normally, work part-time with limited finances.’

What are the main reasons why someone your age buys contraband cigarettes?  The vast majority of participants quickly answered that the main reason people their age purchase contraband cigarettes is that they are inexpensive.  Others pointed out that they are more accessible to those who cannot legally purchase them.  
· ‘No one is doing this because they are cool.  It’s almost embarrassing – we are doing it because they are cheaper.’
· ‘Most teenagers prefer them because they’re inexpensive and it’s easier to get them at school than at the convenience store.’
A few mentioned that some buy them in order to re-sell and ‘make some money’.  In one session in Toronto the participants talked about those who are disgruntled with the level of taxation and it is one way to decrease the level of tax they pay.  

· ‘It is a way to make some money.  If you buy them at the reserve you get 10 for $25.  Then you can go back to school and sell each pack for 5 or 6 dollars.’
· ‘I like the idea of a black market – an underground economy to fight taxes.’ 
How do you feel about the sale of contraband cigarettes?  All participants were asked to use a scale of 1 to 5 where ‘1’ was strongly opposed and ‘5’ was strongly support to indicate how they feel about the sale of contraband cigarettes.  About half indicated they neither supported nor opposed the sale of contraband cigarettes.  These participants had either not really thought about it or saw pros and cons so did not have a strong feeling either way e.g. ‘You save money, but they are poorer quality’.  About two in 10 supported the sale of contraband cigarettes stating they can save a significant amount of money or support them because they cannot afford legal cigarettes.  Almost three in 10 were opposed to the sale on contraband cigarettes.  These participants talked about the poor quality of contraband cigarettes, the lack of regulation in terms of what is in the cigarettes and the negative health impacts of smoking poor quality contraband cigarettes.  In one session in Trois-Rivières several were opposed to the sale of contraband cigarettes because those who buy them are not paying the required taxes.  They commented that this benefits the seller and the buyer, but that others have to compensate for the lost tax dollars.  Another commented that the government needs the tax revenue on cigarettes to cover the health care costs.  The focus on lost tax revenue was not raised in any of the other sessions.
Are you aware that contraband cigarettes are not legal?  Most were aware that contraband cigarettes are illegal, but they are so common that they do not really think about whether they are legal or not.  A few did not know it was illegal to ‘buy’ them, they just thought it was illegal to ‘sell’ them.  When they were asked why contraband cigarettes were illegal most assumed it was because the necessary taxes had not been paid.  Some commented that they are illegal because they are not made to prescribed standards e.g. they do not follow the required manufacturing or packaging (e.g. health warnings) standards.  
· ‘You buy a pack of real smokes and you can see what is in them because legally the company has to list that, but with natives you’re not sure what is in them.’
· ‘That’s why you bring a backpack when you buy them so you don’t get caught.’
Who benefits from the sale of contraband cigarettes?  Most stated the money goes to those who are making and selling them.  A few commented that there is likely a network or large producers who are making the most profit, but the majority were not making a connection past the person they are buying them from and people on reserve who make and sell them.  Some commented that one of the benefits is that is supports families on reserve.  

· ‘It goes to people on reserve who are making them.’
· ‘It goes into families’ pockets.’
· ‘To the person you buy them from who gets them from the reserve.’   
· ‘To the shops and people who sell them.’

What comes to mind when you hear the term ‘organized crime’?  Participants were asked to complete the following sentence – When I think of organized crime I think of…  The following summarizes the key themes raised.  

· Drugs

· Premeditated, planned criminal activity

· Guns

· The mob / mafia / Sopranos

· Gangs 

· Money / money laundering 

· Prostitution 

· Being set up / fraud

· Violence / murder

The term ‘organized crime’ appeared consistently and well understood in the sessions held in English.  However, in the session with teenagers in Trois-Rivières, they seemed less comfortable with the term.  They tended to provide responses that showed a very literal interpretation e.g. ‘it’s all planned out, a hierarchy, a group’, ‘it’s a gang of people who organize crimes’, ‘crime that has been organized in advance’ etc.
3.2
Overall Reactions to the Proposed Campaign 
Following a discussion of the current context and prior to showing the participants the proposed themes for the advertising campaign, the moderator set the scene by providing a description of contraband cigarettes and distributing a handout that presented the background, target audience and proposed advertising objectives for the campaign.  The following description of contraband cigarettes was read to participants.


They were also presented with a handout that contained the following information on the proposed campaign.

Participants were then asked for their overall reactions to the campaign.  The majority of the participants were skeptical about the value of the proposed campaign.  Their comments indicated it lacked credibility and clarity and that even if it were accurate they were puzzled why time and money would be spent on this versus what they perceived to be more important problems / issues.  The following verbatim comments highlight the major themes raised.

What’s the big deal?  Although a few said it made sense when they stopped to think about it, most wondered why there is a focus on contraband cigarettes when ‘there are bigger things going on’.  They felt that other issues connected to organized crime were far higher priority e.g. prostitution, guns, drugs.
· ‘Maybe this would make sense if connected to the big picture, but I don’t connect it to killing people, prostitution or drugs.’
· ‘Is this even significant or should we focus on the gun trade or drug trade?’
· ‘I want to know how bad it really is.  How bad are these people that are getting the money – are they killing people?’
The link to organized crime is not clear and seems ‘far-fetched’.  Most did not understand and were puzzled by the link between organized crime and contraband cigarettes.  They simply did not understand how purchasing contraband cigarettes leads to things associated with organized crime such as prostitution, drugs and guns.
· ‘To hit home it will have to make the link – this doesn’t really mean anything to me right now.’
· ‘It does not seem dangerous – they would have to show it to us and prove to us that they are connected.’
· ‘I don’t think the public will believe it – they are more likely to laugh – saying that it’s dangerous and related to weapons dealing and hard drugs.’
How does this make my neighbourhood unsafe?  The second advertising objective presented to participants links the lack of contraband cigarettes to safer neighbourhoods.  The majority of participants really struggled with understanding how contraband cigarettes make their neighbourhoods unsafe, particularly when compared to other illegal activities.
· ‘How does this relate to safety in your neighbourhood?  I would think that drugs in our neighbourhood has a lot more to do with it than cigarettes.’
· ‘This doesn’t have anything to do with the safety of my neighbourhood.’
· ‘The neighbourhood will be safe or dangerous independent of whether they sell contraband cigarettes there.’
· ‘I don’t think your neighbor would be a big crime boss.  He just has 50 cartons of cigarettes and sells them because it’s basically his income.  It isn’t any worse than Ms. Avon who sells from her home.  It’s just that it’s illegal.’
They wanted proof that there is a link.  Many were highly skeptical of the link between contraband cigarettes and organized crime.  As a result, some suggested and emphasized the importance of providing proof of the link.  They suggested providing statistics on the dollar values involved and concrete examples of how the money is used.  
· ‘Is there actual proof that contraband cigarettes are linked to organized crime.  Where is this coming from exactly –  we need to see it.’
There is a disconnect between participants’ perception of those selling contraband cigarettes and those involved in organized crime.  The faces of those involved in the sale of contraband cigarettes are at their school, in a nearby apartment building, at the corner store or families on reserve.  In some cases they are family members or classmates or colleagues at work.  Connecting these people with organized crime was a leap for most.  In many cases they are viewed as people just trying to get by.  In some cases they felt they were helping families and people.  This disconnect is another factor that contributes to the lack of believability of the campaign.

· ‘The people I deal with are in another category.’
· ‘We all associate it with one or more people we know who have bought or sold them and it’s a little ridiculous to then associate them with organized crime.’
· ‘I just thought it was going to native families who are struggling.’  
· ‘I would rather give my $20 to someone who makes contraband cigarettes to help them than the government.’
People will not care / they will not take this seriously.  Several doubted the value of the campaign as they viewed it as futile.  They commented that those who buy contraband cigarettes do so because the cigarettes are so much cheaper.  In addition, contraband cigarettes are commonplace and although people know it is illegal, it is not viewed as doing something wrong.  A few stated that unless buyers themselves are charged or fined they highly doubted that an ad campaign would impact behavior.

· ‘Even if it makes sense and people believe it, people want cheap cigarettes.’
· ‘It is really commonplace.  They know it’s illegal, but it’s only a small crime.’
A few participants did support the campaign.  These tended to be from a session conducted with 16 and 17 year olds in Québec City.  They indicated that it is good to provide smokers with this information e.g. they would rather be informed than not know where the money is going.  A couple others suggested it may have some impact on discouraging youth from starting to smoke.  However, even those who supported the campaign doubted it would influence actual behavior.
Following the discussion of overall reactions to the campaign respondents were why they think the Government of Canada is planning to conduct this campaign.  The overriding response was that the government is concerned about lost tax revenue.  A few commented that it is another way to discourage youth from smoking and a couple stated the intent may be to ensure people are informed that contraband cigarettes are linked to organized crime.      

3.3
Overall Reactions to Four Proposed Campaign Themes

At this point in the session participants were asked to provide feedback to four different themes for the proposed campaign.  The review and feedback process contained the following steps.  
1.  Participants were handed a package that contained the four themes – each appearing on a separate page.  They were asked to read the theme and circle, note or strike any elements or text they liked, found unclear or did not like.

2. After reviewing the theme they were asked to rate the theme across six elements e.g. believable, would get their attention, has the right tone, increased their awareness of the link between organized crime and contraband cigarettes etc.  This encouraged them to think about certain elements that would be explored later in a general discussion.

3. Following the review of all themes, participants were asked to rank each theme from 1 to 4 with ‘1’ being their most preferred and ‘4’ being their least preferred.

4. After all participants had reviewed, rated and ranked the themes, the moderator led a general discussion of each.

It should be noted that the order of presentation was rotated to minimize any bias that might be introduced due to the order in which the themes were presented.  The themes were also assigned a colour to facilitate the discussion.  The themes appear on pages 13, 15, 17 and 18 and in Appendix B.  

The tables on the following page show the overall ranking and the ranking for participants in Ontario (who reviewed the themes in English) and participants in Québec (who reviewed the themes in French).  The ranking process indicated the following.

· No clear winner emerged.  However, the green and yellow themes were most likely to be ranked as the most preferred and the red theme was most likely to be ranked last.

· The green theme was the most preferred theme among English participants.  This varies when age is considered, as the younger participants were more likely to prefer the blue theme, while those 20 to 24 were more likely to select the green theme as their most preferred.

· The yellow theme was the most preferred among French participants.  This also varies when age is considered, as the younger participants were most likely to select the blue theme and those 20 to 24 the yellow theme.

· The red theme was the least preferred overall.  This is consistent when you look at the results by language and age.
Overall Ranking

	Ranking 
	Blue
	Green
	Red
	Yellow

	1st 
	12
	19
	11
	23

	2nd 
	25
	15
	8
	14

	3rd 
	12
	17
	17
	18

	4th 
	15
	13
	28
	9

	Total 
	64
	64
	64
	64


Ranking – English Participants
	Ranking 
	Blue
	Green
	Red
	yellow

	1st 
	5
	14
	5
	8

	2nd 
	11
	8
	3
	8

	3rd 
	7
	5
	8
	10

	4th 
	8
	4
	15
	5

	Total 
	32
	32
	32
	32


Ranking – French Participants
	Ranking 
	Blue
	Green
	Red
	yellow

	1st 
	7
	5
	6
	15

	2nd 
	14
	7
	5
	6

	3rd 
	5
	12
	9
	8

	4th 
	7
	9
	13
	4

	Total 
	32
	32
	32
	32


The following pages present the findings related to each theme outlining what participants liked and did not like about each.  We also include a copy of the handout provided to respondents.  Each theme was represented by a brief paragraph capturing the idea behind the proposed campaign and a ‘placeholder’ image intended to capture the feel and direction of the theme.  
The YELLOW Theme
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The Yellow Theme
This was the most preferred theme overall, particularly among French participants who are 20 to 24.

What they liked:

· They liked the informative tone of this theme.  It was perceived as informational and did not have the ‘lecture’ feel of other themes e.g. the green theme.  This was seen as an appropriate tone for a government ad, particularly on this topic.

· They liked the phrase ‘think about the hidden costs’.  This message is a good fit for the audience as they are just learning about the connection between contraband cigarettes and organized crime.  It is not surprising that an ad that encourages them to think about this connection is going to resonate better than one that encourages them to behave differently.  It better reflects the contextual reality.  In addition, the tone is right as it simply encourages the viewer to stop and think, it does not preach.

· This was more likely to attract attention that the graphic used in the blue theme.  Generally speaking, a ‘direct’, ‘hard-hitting’ and ‘dramatic’ visual was regarded as appropriate for this campaign.

· Some liked the phase ‘which it uses to support other criminal activities’.  In contrast to the red theme, they stated it gets the point across that there is more to this than people think without tying it to specific activities that are less believable.    

· They liked the clear link between the placeholder graphic, the text and the title i.e. reinforcing the ‘hidden’ theme in all three elements was appreciated and noted.

What they did not like:
· The link between organized crime and contraband cigarettes is not clear.  Participants regarded the theme as vague, wondering how contraband cigarettes are used to support other criminal activities.

· ‘I don’t see the connection between prostitution and cigarettes so I am having trouble with that.’
· ‘Are they saying cigarettes are financing all this – it is not clear’.

· Several stated that the theme was not convincing or realistic.  They need proof.  They did not believe that organized crime would take time away from drugs and guns to deal with cigarettes.

· Some, particularly in the English sessions, stated that beginning the script with a range of criminal activities that are perceived as very serious does not work well.  They stated it makes you think about the bigger issues that the government should be worried about.  As one participant stated, ‘The mention of all these other things makes cigarettes seem less of a priority’.    
· Some commented that they would not visit the Web site.  They added that you need to be enticed to the Web site – simply inviting you to visit it is not adequate, there must be a compelling reason to do so.  

· In the sessions in English a few focused on the use of the word ‘can’ in the sentence ‘they can also control the distribution and sale of contraband cigarettes.’  They stated that it weakened the message.
· Some regarded the placeholder visual as ineffective.  It was not regarded as believable. 
The GREEN Theme
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The Green Theme
This was the second most preferred theme.  However this was driven by English participants as less than half of the French participants ranked it in the top two.

What they liked:
· Some participants, particularly in the English sessions, liked the manipulation aspect of this theme.  Participants stated they do not like being manipulated or controlled so this caught their attention.  They added that it is appropriate for their age group as they like to feel they have control.  
· ‘I actually saw myself as a puppet.’

· ‘I do not like being manipulated so I would want to take control’.

· ‘I thought it was powerful that it said you were being manipulated and you don’t know where your money is going – you are just a puppet in their little game.’

· Some liked the concrete examples of the types of activities (e.g. drugs, weapons trafficking and prostitution) being financed by contraband cigarettes.  This level of specificity adds to the clarity of the message.  In contrast, the red and blue themes do not contain this information so the message is less clear.

· This theme does not link contraband cigarettes to unsafe communities or neighbourhoods.  As result, is was regarded as more believable than the blue and red themes.

· A couple liked the frequent use of the word ‘you’.  It makes the theme more direct and personal.

· A couple stated the placeholder visual is well linked to the text. 
What they did not like: 

· There was a strong negative reaction to the phrase ‘You might think it’s smart or cool…’.  Some stated this feels like a lecture from their parents.  It was regarded as very paternalistic.  Others were amused that contraband cigarettes were referred to as ‘cool’ as most participants did not regard them as cool.  
· ‘Contraband cigarettes are not regarded as cool.  That has nothing to do with why you buy them.  You buy them because they are cheap.’

Others added that ‘cool’ is not good slang to use, particularly coming from the Government of Canada. 
· Again the link between contraband cigarettes and the criminal activities listed in the theme was not clear.  As one participant stated, ‘I just don’t see the connection at all.  How does this have anything to do with prostitution and drug trafficking?’
· The concept was not regarded as credible because it offers ‘no proof’.  It merely states this connection without backing it up.

· In contrast to the response in English sessions the ‘manipulation element’ was not as well received by many in the French sessions.  They reacted negatively to the implication that they were being manipulated.  Some found it insulting.
The BLUE Theme
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The Blue Theme
The blue theme ranked third overall.  It was most likely to be preferred by adolescents in Québec.

What they liked:

· Many liked the opening sentence i.e. ‘Many who purchase contraband cigarettes see it as a victimless crime’.  The statement that there are negative consequences that they are not aware of hit the mark.  

· ‘We all think that so you can agree with it right off.’
· ‘I like the phrase victimless crime.  I don’t think that it is hurting anyone so it makes me think about the fact that this may be wrong’
· The tone was regarded as appropriate by some.  It was described as ‘straight-forward, direct and informative.  It was regarded as a more appropriate tone than the one used in the red theme which tells you how to act.  An informational tone is also regarded as appropriate for a government advertisement.  A few also stated that the informational tone adds to the credibility of the theme.  
· ‘It is our opinion whether we use them or not.  Just give us the facts and we can decide.’
· Some liked the invitation to be ‘part of the solution’.  This was regarded as a better call to action than the red theme that suggests you ‘fight back’.  
· A few liked the image of a ‘normal person’.  The less dramatic image added to the overall credibility.
What they did not like:

· Several stated this theme was not believable.  They do not believe that their neighbourhoods are at risk because of contraband cigarettes – ‘it is too far-fetched’.  As one participant stated, ‘I do not believe that if there are contraband cigarettes in the area that there will be organized crime’.    

· Some commented that the focus on safe neighbourhoods would be a better approach for an older age group e.g. those who have families and / or a stronger connection with their community.  The photo combined with the emphasis on neighbourhoods made participants feel that the ad was not targeted at their age group.

· Many commented that the theme appeared boring, would not grab their attention nor be memorable.  The placeholder image, the title and the tone of the themed were not hard-hitting enough for many.  

· Similar to the previous themes, there was not a clear link made between organized crime and contraband cigarettes.  There was also not adequate evidence that organized crime uses this money for other illegal activities.

· Although some liked the placeholder photo, more did not.  They commented that the smiling face is inconsistent with organized crime and concern about safe neighbourhoods.  Others comments indicated that participants did not relate to the man used in the theme e.g. too old.  

· Some commented that the reference to ‘other legal activities’ is too vague.  They prefer direct reference to the types of activities as long as the link is clear and believable.

The RED Theme
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The Red Theme
The red theme was ranked last.  It was the least preferred in Ontario and Québec and by both age groups i.e. those 16 to 18 and those 20 to 24.  

What they liked:

· Although the theme was not well liked, several did state that the ‘shock value’ of the placeholder image and title succeeded in catching the eye.

What they did not like:
· The following phase was very problematic - ‘The more people buy contraband cigarettes, the more these gangs will work their way into your community – bringing criminal activity and violence with them.’  

· The more dramatic language and strong link between contraband cigarettes and violence in the community had no credibility with participants.  Participants commented that the way it is presented makes it impossible to believe.
· ‘No one is going to fight and kill someone over cigarettes in my neighbourhood.’
· ‘This makes it sound like they [the government] are making it all up and you question what they are up to.’ 
· The photo with the bullets gets their attention, but the imagery also goes too far.  It is too dramatic.  The combination of the text and the visual creates an impression that has too much distance between how they view contraband cigarettes and what is being shown and said.

· The term ‘fight back’ did not work well.  It is calling for too much response from an audience who is just learning about an issue.

· The use of the word ‘often’ in the first sentence weakens the message.

· The use of the word ‘gangs’ was confusing to some – they were not sure if it referred to ‘serious gangs’ such as the Hells Angels or just street teenagers.  In English the term ‘organized crime’, which was used in other themes, garnered a more consistent image.

3.4  Suggested Communication Tools 

Prior to showing the participants the proposed themes for the proposed campaign, they were asked what communication tools they would use if they were responsible for communicating this message to people their age.  The following are the suggested communication tools in order of frequency of mention.  

· Most frequently mentioned 

· Television ads:  This was the primary tool mentioned in all sessions

· The internet / social media:  This was also frequently mentioned.  However, participants did not assume that sites would be accessed as a result of a proactive search (e.g. Googling it).  Those who provided more detailed explanations suggested links on social media sites (e.g. Facebook) and other sites frequented by youth.

· Posters:  Some suggested posters placed in schools and on buses.  Several emphasized the latter as many in this age group rely on public transit.  Some were concerned about placing posters in schools as they run the risk of being torn down or vandalized.

· Moderate number of mentions

· Billboards 

· Magazines

· Radio

· Low number of mentions

· Newspaper 

After reviewing the themes for the proposed campaign, participants were asked how likely they would be to visit the Web site promoted on the themes.  The reaction from participants in Ontario was not positive.  The vast majority stated they were highly unlikely to visit a site to find out more.  The reaction in Québec was more positive.  In most sessions a few indicated they might visit the site, but the ad would have to be very compelling and provide a concrete reason for visiting the site.  The invitation ‘To learn more…’ did not provide a strong enough hook.  Their responses support the above findings that a proactive and focused visit to a Web site will be a difficult sell.  To generate meaningful traffic a compelling link on a site (e.g. Facebook) frequented by teenagers and young adults is likely to be a more successful approach.    

3.5
Guiding Principles and Lessons Learned

The review and discussion of the proposed themes did surface some guiding principles / lessons learned that will be useful to consider when developing the next round of creative concepts for the proposed campaign.

Messaging 

· An ad that encourages the target audience ‘to think about’ the core message will resonate better with the target audience than an ad that encourages action.  This is more in line with the objective to generate awareness about the link between contraband cigarettes and organized crime and is a better fit with the contextual reality i.e. it is not a link that the vast majority are aware of and / or have thought about so asking people to act is premature.    
· Simply stating there is a link between contraband cigarettes and organized crime is not adequate.   An understandable link must be drawn between the two and this link must be supported by evidence to be believable.
· Concrete examples of criminal activities supported by the sale of contraband cigarettes would help to clarify the message.  However, the link must first be established so that these concrete examples are believable.  

· The ad must communicate why people should be worried about the sale of contraband cigarettes.  They need to understand why this issue is important vis-à-vis other serious offences such as prostitution and arms trafficking.

· Language should be direct, strong and confident.  Having an edge is fine as long as it stays within the parameters of being informative.  Words that undermine the strength of the message e.g. ‘can’, ‘might’, ‘often’ should be avoided.  In each theme there were issues related to credibility of the message – weak language exacerbates this issue.    

· The link between contraband cigarettes and unsafe communities was not believed.  It will be very difficult to achieve this communication objective at this point in time. 

Tone
· An informative tone was well received and regarded as appropriate for government.  Any wording that told the reader what to do or had the feel of a lecture quickly received a negative reaction from this audience.  

· A tone that is also straight-forward, direct and strong was also regarded as appropriate for this topic.

Visual
· A visual that is direct, hard-hitting and dramatic is a good fit for this topic.  However, as the link being communicated is new, an image that is perceived to go too far (e.g. the use of bullets and blood in the red theme) will undermine the legitimacy of the message.

· A visual that is clearly linked to the script and tagline strengthens the overall impact of the ad.  
Web site
· Simply inviting participants to visit a Web site as a result of viewing an ad is not likely to generate the desired traffic.  An ad that provides a valued reason or enticement to visit would help to push traffic to a site, but a pull strategy the uses links on targeted social media and Web sites is more likely to generate meaningful traffic.   

4.0
Key Conclusions and Implications   

This section presents key conclusions and their implications for the next phase of the communication development process.  It should be noted that the following conclusions and implications are based on this research only.
4.1
Key Conclusions 

The Context 
· Contraband cigarettes are extremely common, teenagers and young adults are very familiar with them and for the most part (excluding health risks) they do not think they cause harm to anyone, but the government due to lost revenue.  In some cases purchasing contraband cigarettes is viewed as helping producers and sellers who often perceived to have a low or limited income.  

· The vast majority are purchasing contraband cigarettes because they are significantly cheaper than legal cigarettes.  The cost difference is extremely compelling and the only option for some.  Contraband cigarettes are also easier to access for teenagers who cannot legally buy cigarettes.

· Most were aware that contraband cigarettes are illegal, but they are so common that this is not a concern or something they think about.   

· The majority of respondents are not opposed to the sale of contraband cigarettes.  Those who stated they are opposed were most likely to be opposed due to the poor quality of contraband cigarettes and being unsure about what is in them.  Of all respondents, only a few participants in the Québec groups were opposed because they are illegal or because of lost tax revenue.    
· Most assume that the profit from contraband cigarettes goes to those who are making and selling them – this is primarily people who live on reserve and others who buy from the reserve and resell them.  They are not making a connection past the person they are buying them from and the people on reserve who buy and sell them.  As a result, they are unaware of the link to organized crime. 
· The term ‘contraband cigarettes’ was not used or familiar to the target audience.  The commonly used terms e.g. ‘natives’, ‘cigarettes indiennes’ draws the link to reserves – what is assumed to be the source of contraband cigarettes.

Overall Reactions to the Proposed Campaign
The majority of participants were skeptical about the value of the proposed campaign.  Their comments indicated it lacked credibility and clarity and were puzzled why money would be spent on contraband cigarettes versus what they perceive to be more important problems.  The following present some of the key challenges that need to be addressed in the communication strategy.
· What’s the big deal?  Most wondered why there is a focus on contraband cigarettes when ‘there are bigger things going on’.  They felt that other issues were far higher priority e.g. prostitution, guns, drugs.
· The link to organized crime is not clear and was not regarded as credible.  Most did not understand and were puzzled by the link between organized crime and contraband cigarettes.  They simply did not understand how purchasing contraband cigarettes leads to things associated with organized crime such as prostitution, drugs and guns.  
· How does this make my neighbourhood unsafe?  The second advertising objective presented to participants links the lack of contraband cigarettes to safer neighbourhoods.  The majority of participants really struggled with understanding how contraband cigarettes make their neighbourhoods unsafe, particularly when compared to other illegal activities.  

· They need proof that there is a link.  Many were highly skeptical of the link between contraband cigarettes and organized crime.  As a result, some suggested and emphasized the importance of providing proof of the link.  

· There is a disconnect between their perception of those selling contraband cigarettes and those involved in organized crime.  The faces of those involved in the sale of contraband cigarettes are at their school, in a nearby apartment building, or families on reserve.  In some cases they are family members or classmates or colleagues at work.  Connecting these people with organized crime was a leap for most.  
· People will not care / they will not take this seriously.  Several doubted the value of the campaign as they viewed it as futile.  They commented that those who buy contraband cigarettes do so because the cigarettes are so much cheaper.  
Overall Reactions to the Proposed Campaign Themes
· The overall reaction to the proposed themes was not positive as they failed to address some of the fundamental challenges needed to effectively present the communication objectives.  The key issues are that they did not establish a clear link between contraband cigarettes and organized crime and unsafe neighbourhoods, they did not provide the evidence needed to establish the credibility of these links and they did not convince participants that this is an issue worthy of their concern.

· The discussion of the pros and cons of the different themes did illustrate the valuable lessons learned for the next round of creative concepts.  These are reflected in the recommendations in the next section.

4.2
Implications and Recommendations
· The context the advertising campaign will be operating in presents significant challenges.  Contraband cigarettes are common, familiar and not seen to cause harm.  There is virtually no awareness of the link to organized crime and although adolescents and young adults realize they are illegal the advantages related to cost and access far outweigh current concerns related to their illegality.  As a result, members of this target audience are not going to unquestioningly accept the core communication messages when / if they are presented in an advertising campaign.   
Implication:  The core elements of the campaign need to focus on ensuring that the communication objectives are regarded as credible and significant (worthy of concern).
· The creative concepts will need to draw a clear and understandable link between contraband cigarettes and organized crime and other illegal activities.  The themes tested in this research stated there is a link between contraband cigarettes and organized crime.  However, this was not adequate as participants indicated the link needs to be shown to be credible.

Recommendation:  Ensure future creative concepts clearly demonstrate the link between contraband cigarettes and organized crime, as well as state it.  
· The creative concepts will also need to provide proof and establish the importance of contraband cigarettes and criminal activity.  In addition to showing the link, the campaign needs to be backed up with information, facts and / or statistics to ensure the ‘link’ is believed.  This information also needs to establish the importance of this issue vis-à-vis other criminal activities.  This ensures it is not brushed off because there are more important things to worry about.
Recommendation:  Present and provide access to factual data and statistics that backs up the core messages of the campaign and establish their significance.    
· Participants did not believe that contraband cigarettes have an impact on the safety of their neighbourhoods.  The objective dealing with creating awareness that purchasing contraband cigarettes is illegal and supports organized crime has some credibility, but that neighbourhoods will be safer because there is no contraband cigarette trade is too much of a stretch at this point. 
Recommendation:  Drop the objective related to safe neighbourhoods i.e. increasing the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood.  
· Contraband cigarettes are strongly linked to Aboriginal people and reserves.  The common names for contraband cigarettes used by the participants illustrate the strength of this connection.  An advertising campaign about contraband cigarettes may have implications for, or reflect on Aboriginal people.  

Implication:  It will be necessary to carefully monitor and manage this aspect of the campaign.
· Teenagers who have more difficulty accessing legal cigarettes and have limited disposable income are likely not the ideal starting point for this campaign.  Although the intent of the current campaign is to generate awareness, if the eventual intent is to effect behavior change, teenagers may not be the ideal audience to start with.  The campaign is likely to be more effective with young adults who have purchasing options and more disposable income.
Recommendation:  Shift the focus of the ad campaign to those who are 20 and over.
· Participants suggested that the most effective communication tools for reaching them with the message would be television ads and the internet / social media and posters.  This appears to be a logical fit for both age groups included in this research.    

Recommendation:  Consider a mix of television ads, the internet / social media and posters suitable for display in public transit venues. 

· The majority of participants stated they would be unlikely to visit a Web site that is just included on a television ad.  To generate traffic a compelling link on a site (e.g. Facebook) frequented by the target audience is likely to be a more successful approach.

Recommendation:  Ensure the internet strategy includes a strong pull component i.e. compelling ads / links placed on relevant Web sites e.g. Facebook.   
Appendix A:  Research Tools
Canada Revenue Agency (CRA)

Contraband Cigarettes Advertising Campaign – Recruiting Screener

Record the following information for recruits:

	Contact Name:


	

	Phone Number:


	

	Email address:


	


Introduction

Hello, my name is _____________ and I am calling from Phase 5, an independent research and consulting firm.  Our company has been engaged by the Government of Canada to conduct a series of group discussions with Canadians to help with the design of an advertising campaign related to cigarettes.  The results of the research will be used to ensure this campaign communicates the desired messages and is well received by its target audience.   

Participation in the group discussions will last no longer than 2 hours and you would receive $75 for your time.  All information we collect will be treated confidentially and will be used for research purposes only.
Notes to Recruiters:   
· There are some questions e.g. 6, 9 and 10 that some potential respondents will not be comfortable answering.  If this is the case remind them that the information they share will be treated confidentially (e.g. no comments will be linked to an individual) and be used for research purposes only.  If they are still uncomfortable thank them for their time.    

· If asked, you can tell respondents that the research is being led by the Canada Revenue Agency.  
1. What is your age?

· Under 16 years old ( THANK AND TERMINATE
· 16, 17 ( GROUP 1
· 18 (  GROUP 1 FOR ONTARIO AND THANK AND TERMINATE IN QUEBEC 
· 19 ( THANK AND TERMINATE
· 20 to 24 ( GROUP 2

· 25 or older ( THANK AND TERMINATE
WATCH QUOTAS

2. During the session you will be asked to turn off any mobile devices such as cell phones, iphones, ipods etc.  Are your comfortable with this?

· Yes

· No  ( THANK AND TERMINATE
3. You will be asked to read and review written material in [English / French] during the session.  Are you comfortable doing this?  

· Yes

· No  ( THANK AND TERMINATE
Great! Now we’d like to ask a few more questions to ensure we have a good mix of people.

4. NOTE GENDER (DO NOT ASK):

· Male

· Female

WATCH QUOTAS

5. Do you, or does any member of your immediate family work in, or do work for…
	
	Yes
	No

	The Government of Canada
	(
	(

	A convenience store / corner store
	(
	(

	A marketing research firm / marketing research department
	(
	(

	A marketing department
	(
	(

	An advertising or public relations firm
	(
	(

	A magazine or newspaper
	(
	(

	A radio or TV station
	(
	(


IF YES TO ANY ABOVE, THANK AND TERMINATE
6. What best describes how many times you have smoked cigarettes in the past 12 months.  Would you say…   READ LIST AND SELECT ONE ONLY.
· Never ( THANK AND TERMINATE
· Once or twice ( THANK AND TERMINATE
· About once a week

· A few times a week

· Daily

WATCH QUOTAS
7. During the session we will be talking about an advertising campaign related to contraband cigarettes.  By contraband cigarettes we mean cigarettes that do not meet all the legal requirements for sale in Canada.  They are typically sold at a significantly lower price and the packaging looks different than cigarettes you would find in most stores.  They may also be sold in bulk or large quantities.   You may have heard them called a different name, but were you aware of contraband cigarettes before today?

· Yes 

· No ( THANK AND TERMINATE
8. Where have you heard about contraband cigarettes?  Anywhere else?  CHECK ALL THAT APPLY.
· media e.g. online news, TV, radio 

· friends 

· other students / co-workers  

· at a party, pub, get together 

· other, please specify ___________________

WATCH QUOTAS

9. Do you know anyone who purchases, or who has purchased contraband cigarettes?  

· Yes 

· No

10. If you wanted to, how easy or difficult would it be for you to find someone from whom to purchase contraband cigarettes.  Use a scale from 1 to 5 , where 1 is extremely difficult and 5 is extremely easy.

· 1 – extremely difficult 

· 2

· 3

· 4

· 5 – extremely easy 

IF ‘NO’ TO Q9 AND ‘1’ OR ‘2’ FOR Q10 THANK AND TERMINATE 

11. Please use a scale from 1 to 5, where 1 is ‘strongly opposed’ and 5 is ‘strongly support’, to describe, in general, how you feel about contraband cigarettes?

· 1 – strongly opposed ( THANK AND TERMINATE
· 2

· 3

· 4

· 5 – strongly support ( THANK AND TERMINATE
12. IF Q1=20 – 24 ASK: What is your main occupation or activity?  DO NOT READ LIST.

· Full-time student 

· Administrative, secretarial or clerical

· Business professions (marketing, communications, finance, human resources)

· Emergency response (police, fire, ambulance)

· Farming / Fisherman / Forester / Mining

· Healthcare services or professional  

· Journalist / writer 

· Labourer / production (assembly, manufacturing, machine operator)

· Professional services / designation e.g. accountant, engineer

· Military

· Systems analysts or computer programmer

· Sales occupation

· Social services professional 

· Teacher 

· Technical occupations related to natural and applied sciences

· Tradesperson (carpenter, plumber, electrician)

·  Working in the home / Looking for work / on disability 

· Other  please specify ______________________
WATCH QUOTAS 
13. IF Q1=16,17 or 18, ASK: What school did you attend last year?

RECORD: _____________________________________________________________

WATCH QUOTAS 
14. Have you ever participated in either a marketing research interview or discussion group for research purposes?

· Yes

· No  ( GO TO BOOKING
WATCH QUOTAS 

15. When was the last time you participated in such a discussion? 

· Within the past 12 months - THANK AND TERMINATE 

· More than 12 months ago  

16. What was the topic of discussion?  (If topic was related to providing feedback on government communications or smoking, thank and terminate. Otherwise, schedule for appropriate time.)
17. Based on your responses to the questions, I’d like to book you for a group discussion. This group discussion will be held on [DATE] at [LOCATION] from [TIME].    Would you be available to participate in this research?

· Yes

· No
Please provide your email and phone number.
	Contact Name:
	

	Phone Number:


	

	Email address:
	


Thank you very much for agreeing to participate in our study. If you have any questions at all about the project, you can contact:

Carol Blackie 
Partner
Phase 5

613-241-7555 ext.102
carolb@phase-5.com
Two groups per city:
· GROUP 1: Adolescents (16 to 18 in Ontario and 16 – 17 in Quebec)

· GROUP 2: Young Adults (20 to 25 years old) 

Recruit 12 per group for 8 to 10 to show.
	Question
	Quotas

	Q1: Age
	Group 1 

· Ontario: 16 – 18 – a minimum of 3 per year
· Quebec: 16 – 17  - a minimum of 3 per year
Group 2 
· A minimum of 2 per year

	Q4: Gender
	· Male:  6

· Female:  6

	Q6: Frequency of smoking
	· About once a week:  max of 3

· A few times a week: no limit

· Daily:  no limit 

	Q8:  Where heard of contraband cigarettes 
	· A max of 4 who say media only 

	Q12: Main occupation or activity
	· Max of 8 students, and no more than 2 for other categories.

	Q13: School attended
	· No more than 2 from the same school.

	Q14: Past participation in marketing research
	· At least 8 of 12 per group must have never participated in an interview or discussion for marketing research purposes.


Agence du revenu Canada (ARC)

Campagne de publicité contre les cigarettes de contrebande – Recrutement d’examinateurs

Consigner les renseignements suivants pour les recrues :

	Nom de la personne-ressource :


	

	Numéro de téléphone :


	

	Adresse électronique :


	


Introduction

Bonjour. Je m’appelle _____________ et je vous téléphone au nom de Phase 5, un cabinet indépendant de recherches et de consultation. Notre entreprise a été mandatée par le gouvernement du Canada pour tenir une série de discussions de groupe avec des Canadiens pour qu’ils contribuent à la conception d’une campagne de publicité sur la cigarette. Les résultats de l’étude serviront à assurer que la campagne véhicule les messages souhaités et qu’elle soit bien reçue par l’auditoire cible.  

La participation aux discussions de groupe ne prendra pas plus de 2 heures et vous recevrez 75 $ pour votre temps. Tous les renseignements recueillis seront traités en toute confidentialité et serviront à la recherche seulement. 

Remarques pour les recruteurs :   

· Il y a des questions, p. ex. 6, 9 et 10, auxquelles les répondants potentiels ne seront pas à l’aise de répondre. Si c’est le cas, rappelez-leur que les renseignements qu’ils divulguent seront traités en toute confidentialité (p. ex. aucun commentaire ne sera lié à une personne) et serviront uniquement aux fins de la recherche. S’ils sont toujours mal à l’aise, remerciez-leur de leur temps.     

· Si on vous le demande, vous pouvez dire aux répondants que la recherche est dirigée par l’Agence du revenu du Canada.  

18. Quel âge avez-vous?

· Moins de 16 ans (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION
· 16, 17 (GROUPE 1
· 18 (GROUPE 1 POUR L’ONTARIO ET REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION POUR LE QUÉBEC 
· 19 (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION
· 20 à 24 (GROUPE 2

· 25 ou plus (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION
ATTENTION AUX QUOTAS

19. Durant la séance, nous vous demanderons d’éteindre tout appareil mobile, comme les cellulaires, les iphones, les ipods. Êtes-vous à l’aise avec cette demande?

· Oui

· Non (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION
20. Nous vous demanderons de lire et d’examiner la documentation écrite en [anglais / français] durant la séance. Êtes-vous à l’aise de le faire?  

· Oui

· Non (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONSERVATION
Bien! Maintenant, nous aimerions vous poser d’autres questions pour nous assurer d’avoir un bon mélange de personnes.

21. PRENEZ NOTE DU SEXE (NE DEMANDEZ PAS) :

· Homme

· Femme

ATTENTION AUX QUOTAS

5. Est-ce que vous, ou un membre de votre famille, travaille ou fait du travail pour…

	
	Oui
	Non

	Le gouvernement du Canada
	(
	(

	Un dépanneur
	(
	(

	Un cabinet de recherche en marketing / un service de recherche en marketing
	(
	(

	Un service de marketing 
	(
	(

	Un cabinet de publicité ou de relations publiques
	(
	(

	Une revue ou un journal 
	(
	(

	Une station de radio ou de télévision
	(
	(


SI OUI À L’UNE DES QUESTIONS PRÉCÉDENTES, REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION

6. Qu’est-ce qui décrit le mieux le nombre de fois que vous avez fumé une cigarette au cours des douze derniers mois. Diriez-vous…   LISEZ LA LISTE ET CHOISISSEZ UN SEULEMENT.
· Jamais (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
· Une ou deux fois (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
· Environ une fois par semaine

· Quelques fois par semaine

· Chaque jour

ATTENTION AUX  QUOTAS

7. Durant la séance, nous parlerons d’une campagne de publicité liée aux cigarettes de contrebande. Par cigarettes de contrebande, nous voulons dire les cigarettes qui ne répondent pas aux exigences légales pour la vente au Canada. Elles se vendent habituellement moins cher et l’emballage est différent de celui des cigarettes vendues dans la plupart des magasins. Elles peuvent également être vendues en vrac ou en grandes quantités. Vous avez peut-être déjà entendu qu’on leur donnait un autre nom, mais connaissiez-vous les cigarettes de contrebande avant aujourd’hui? 

· Oui 

· Non (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
8. Où avez-vous entendu parler des cigarettes de contrebande? Ailleurs? COCHEZ TOUTES LES CASES QUI S’APPLIQUENT.
· médias, p. ex. nouvelles en ligne, télévision, radio 

· amis 

· autres étudiants / collègues  

· à une fête, au bar, aux réunions de travail

· autre, veuillez préciser ___________________

ATTENTION AUX  QUOTAS

9. Connaissez-vous quelqu’un qui achète, ou qui a acheté, des cigarettes de contrebande?  

· Oui ( GO TO Q11
· No

10. Si vous le vouliez, dans quelle mesure serait-il facile ou difficile pour vous de trouver une personne pouvant vous vendre des cigarettes de contrebande? Utilisez une échelle de 1 à 5, où 1 est extrêmement difficile, et 5 extrêmement facile.

· 1 – extrêmement difficile 

· 2

· 3

· 4

· 5 – extrêmement facile

Si « NON » à Q9 ET « 1 » OU « 2 » À Q10, REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION

11. À l’aide d’une échelle de 1 à 5, où 1 signifie « fortement opposé » et 5 « fortement en faveur », décrivez en général comment vous vous sentez au sujet des cigarettes de contrebande?

· 1 – fortement opposé (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
· 2

· 3

· 4

· 5 – fortement en faveur (REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
12. SI Q1=20 – 24 DEMANDEZ : Qu’elle est votre principale occupation ou activité?  NE LISEZ PAS LA LISTE.

· Étudiant à temps plein 

· Travail administratif, de secrétariat, de bureau

· Monde des affaires (marketing, communications, finance, ressources humaines)

· Intervention d’urgence (police, incendie, ambulance)

· Agriculture / pêche / foresterie / mine

· Services ou professionnels de la santé  

· Journaliste / écrivain 

· Journalier / production (assemblage, fabrication, opérateur de machinerie)

· Services professionnels / désignation, p. ex comptable, ingénieur

· Militaire

· Analystes de systèmes ou programmeur informatique

· Ventes

· Professionnels des services sociaux 

· Enseignant 

· Occupations techniques liées aux sciences naturelles et appliquées

· Personne de métier (charpentier, plombier, électricien)

·  Télétravail / recherche d’emploi / en disponibilité 

· Autre  Veuillez préciser ______________________

ATTENTION AUX  QUOTAS 

13. IF Q1=16,17 or 18, ASK: What school did you attend last year?

RECORD: _____________________________________________________________

14. Avez-vous déjà participé à une entrevue de recherche en marketing ou à des groupes de discussion à des fins de recherche?

· Oui

· Non (PASSER À INSCRIPTION
ATTENTION AUX  QUOTAS 

15. À quand remonte la dernière fois que vous avez participé à une telle discussion? 

· Au cours des 12 derniers mois – REMERCIEZ VOTRE INTERLOCUTEUR ET METTEZ FIN À LA CONVERSATION
· Il y a plus de 12 mois  

16. Quel était le sujet de la discussion? (Si le sujet était lié à donner des commentaires sur des communications du gouvernement ou sur le tabagisme, remerciez votre interlocuteur et mettez fin à la conversation. Autrement, prenez un rendez-vous pour une heure appropriée.) 
17. Selon vos réponses aux questions, j’aimerais vous inscrire à une discussion de groupe. Cette discussion aura lieu le [DATE] à [ENDROIT] À [HEURE]. Seriez-vous disponible pour participer à cette recherche?

· Oui

· Non

Veuillez indiquer votre courriel et votre numéro de téléphone.
	Nom de la personne-ressource :
	

	Numéro de téléphone :


	

	Adresse électronique :
	


Je vous remercie beaucoup d’avoir accepté de participer à notre étude. Si vous avez des questions sur le projet, vous pouvez communiquer avec la personne suivante :

Carol Blackie 

Partenaire

Phase 5

Tél. : 613-241-7555, poste 102

carolb@phase-5.com
Deux groupes par ville :

· GROUPE 1 : Adolescents (16 à 18 en Ontario et 16 à 17 ans au Québec)

· GROUPE 2 : Jeunes adultes (20 à 25 ans) 

Recrutez 12 personnes par groupe pour qu’il y en ait entre 8 à 10 présents.

	Question
	Quotas

	Q1 : Âge
	Groupe 1 

· Ontario : 16 à 18 ans – un minimum de 3 par âge

· Québec : 16 et 17 – un minimum de 3 par âge

Groupe 2 

· Un minimum de 2 par âge

	Q4 : Sexe
	· Homme : 6

· Femme : 6

	Q6 : Fréquence de l’usage du tabac
	· Environ une fois par semaine : un maximum de 3

· Quelques fois par semaines : aucune limite

· Chaque jour : aucune limite

	Q8 : Où vous avez entendu parler de cigarettes de contrebande 
	· Un maximum de 4 ayant répondu média seulement 

	Q12 : Principale occupation ou activité
	· Maximum de 8 étudiants, et au plus 2 pour les autres catégories.

	Q13 : High school attended
	· Only ask those in GROUP 1 : maximum of 2 per school. Refer to us if having trouble.

	Q14 : Participation antérieure à une étude de marchés.
	· Au moins 8 personnes sur 12 par groupe doivent n’avoir jamais participé à une entrevue à des fins d’étude de marchés. 


Canada Revenue Agency
Contraband Cigarettes Advertising Campaign  
Moderator’s Guide
[Notes to the moderator are in bold, italics.]

1.0 Introduction (5 min)

Hi, my name is _________________.  I am with Phase 5, an independent market research company.  I would like to thank you for participating in this session.  As you know from our phone call to you, our company has been hired by the Government of Canada to conduct a series of group discussions with young people [adults] to gather feedback that will help them with the design of an advertising campaign related to cigarettes.  The research will be used to help ensure the ads will be noticed by and be effective for people like you.    

Before we begin, there are a couple of things I would like to point out about the session.

· We would like to record the session on a DVD.  The recording will be kept by our firm and shared with no one else.  We will use the recording to help us write the report.  Anything you say will be treated in confidence. When we prepare our report, no comment will be linked to a specific person.

· As you may have guessed there are people behind the mirror.  They are representatives from the Government of Canada who are directly involved in making decisions related to the proposed campaign.  They are here to learn from you and are very interested in what you have to say.

· We want this session to be open and frank.  We want to hear your honest views and suggestions.  If you have an opinion that is different from others, please don’t hold back.  It is important that we hear it.  On the other hand, if you agree or like someone else’s idea, please add to it.

· Please turn off your cell phones, iphones, ipods.  
Do you have any questions before we begin?

1. I would like to begin the session by having everyone around the table tell us your first name and a little about you.  Probe:

· What you are currently doing – not counting the summertime, are you going to school, working, looking for work.  If going to school – what year you will be starting in the fall and what school you go to.  If working, what do you do?

· If students ( what are you doing this summer?

· We are also interested in how many people live at home with you and who they are e.g. live with family, alone, roommates, partner.  

2.0  Understanding the Context (20 minutes)

2. As you may have guessed from the questions we asked when inviting you to the session the campaign we will be discussing will be related to contraband cigarettes or cigarettes that do not meet the legal requirements for sale in Canada.  Before being invited to this session had you heard of contraband cigarettes – I am using the word contraband, but you may call them something else?

3. I want you to assume that I have just arrived in Canada from another country and have never heard of contraband cigarettes and I am curious about them – I want to know what’s different about them, what do they look like, where people buy them.  If you were going to describe them to me what would you say?  
4. We are also interested in what comes to mind when you hear the words ‘contraband cigarettes’.  Use the sheet of paper in front of you to complete the following sentence.  When I think of contraband cigarettes I think of…..    Prompt:  Put as many ideas down as come to mind.  This could be things you think of, people or organizations, activities  – anything.  Discuss their responses.
5. What do people your age call contraband cigarettes?  What name or names do they use?

6. How common would you say smoking contraband cigarettes is among people your age who smoke?  Probe:  What percentage would you guess buy them – 75%, 50%, 10%...  what would you guess?  How often do you see someone smoking contraband cigarettes?

7. Would most people your age know where to buy them if they wanted to – how easy is it to find someone to buy them from?

8. I want you to use this handout to answer a couple of questions for me.  Please answer them independently without discussing them with others.  Once everyone has their thoughts down we will discuss them as a group.  Distribute Handout 1 which will include the following questions.  The moderator will read the questions aloud before they start.
· Please describe a ‘typical’ person around your age who buys contraband cigarettes.  Write down your overall impression and anything else that comes to mind e.g. how they look, think, dress, what they do – anything at all…
· Ensure you hear from all so that you have an overall impression for each respondent of what they think of someone their age who buys contraband cigarettes e.g.  positive, negative, indifferent and why

· The main reasons someone my age buys contraband cigarettes are…  

Think of as many reasons as you can.
· On a scale of 1 to 5 where 1 is strongly opposed and 5 is strongly support, how do you feel about contraband cigarettes.  Discuss.

9. Were you aware that contraband cigarettes are not legal before being invited to this research?  What makes some cigarettes legal and others illegal?  What’s the difference?  Probe:  How many of you had thought about why they are illegal before this session?  
10. When someone buys contraband cigarettes who do you think gets the money?  Where does it go?  Have you ever thought about this before?

11. We are also interested in what comes to mind when you hear the words ‘organized crime’.  Use the blank sheet of paper in front of you to complete the following sentence.  When I think of organized crime I think of…..    Prompt:  Put as many ideas down as come to mind.  This could be things you think of, people or organizations, activities  – anything.  Discuss their responses.
3.0   Reactions to Campaign (10 minutes) 
Provide description of contraband cigarettes and show participants the samples.

Proposed Contraband Cigarette Advertising Campaign

Distribute Handout #2 which will contain the following.

********

Background:

In the fall of 2010 the Government of Canada is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  

Target Audience:

The target audience is youth, young adults and adult smokers.

Advertising Objectives:
· Increase the number of Canadians who believe that purchasing contraband cigarettes is illegal and supports organized crime.

· Increase the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood

********

10. What are your overall reactions to the proposed campaign?  Probe:  

· To what extent do you think this is a good idea?

· Why do you think the Government of Canada is planning to conduct this campaign?

· What do you see as the key challenges in getting this message across?  Probe:  To what extent is this a difficult message to communicate to people your age who smoke?

4.0   Suggested Approach to the Campaign (25 minutes) 
I would now like you to pretend that you have been hired by the Government of Canada to be part of the marketing team responsible for developing ideas for the Contraband Cigarette Advertising Campaign.  We also want you to assume for this discussion that your ideas will be given to an advertising company and they will be used to develop the ads and other communication tools.

The moderator will break the group into two smaller groups.  Each will be given Handout 3 and ask to complete it.  The moderator will explain what is expected for each question on the handout.  

· What would you do or say to get the attention of [those 16 to 17 / 16 to 18 / young adults]?  
· What communication tools would you use e.g. social media, TV, radio?

· What feeling or tone would your ads have?

· What images or people would you use?
· What would you call contraband cigarettes in the ad?
They will also be given the following instructions.

· Pick a recorder / someone to write your ideas down

· Pick a spokesperson – someone who can share your ideas when you are done.

Once the task is completed, the spokesperson will be ask to present to the group.  The moderator will probe as appropriate.    

5.0
Reactions to the Proposed ‘Big Ideas’ (50 minutes)

I would now like to get your reactions to four different ideas or themes for a campaign.  They each have been called a different colour.  Each idea is on a separate page and consists of one or two paragraphs.  As you read the idea, please circle anything you like and stroke out anything you dislike.  This could be anything – a term that is unclear, a word or phrase that works for you.  If you have any comments please write them on the side – this will be helpful to us.  I also want to emphasize that you would never see this paragraph in an ad – we are just looking at the idea behind the ads. 

After reading the theme, I would like you to answer the questions that appear below it and then move on to the next theme.  Please do not change the order of the themes – we want you to review them in the order that they have been given to you.  The last page in the package asks you to rank the themes from your first to least favourite.  After you write down your ideas and rank the themes, we will discuss each of the themes as a group. Please don’t discuss it with others until everyone has had a chance to write down their opinions.  I will give you 10 minutes to complete.  

Distribute Handout 4 which includes all the themes.  The order of presentation of the concepts will be rotated.  After the independent review, the moderator will ask the following questions for each concept and then move on to the next.

12. What are your overall reactions to this idea or theme?  What did you like?  Not like?
13. What is it trying to tell you?  
· What tells you that this is the message?  Get a sense of what builds this meaning – which words?  The image?

14. Is it worth paying attention to?  Probe:  

· Did you learn anything new?  

· Imagine you come across an ad based on this idea – do you think you would pay attention to it?  

· How likely are you to go to a website to find out more?

15. What do you think of the words used? 

· Are there any words or phrases that you particularly like?  Why?

· Any words or phrases that you did not like?  Why?  

· Anything you would add, change or delete?
· Anything unclear?
16. Probe for feedback on the following if not addressed above…

· Is it believable?

· Will it increase your awareness of the link between contraband cigarettes and organized crime? 
· Will it increase your awareness of the link between contraband cigarettes and safe neighbourhoods?

· How would you describe the feeling or tone?  Is it appropriate?  
17. What did you pick as your favourite theme or idea?  Why?  Is this a strong favourite or about the same as the rest?  Do you think this is a good idea for an ad campaign?

18. What did you pick as your least favourite?  Why? 

6.0    Conclusion (5 minutes)
The moderator will check the backroom for questions / points of clarification.

Do you have any final comments for me?

THANK YOU VERY MUCH FOR YOUR TIME AND COMMENTS.

IT HAS BEEN VERY HELPFUL. 

Handout #1

1. Please describe a ‘typical’ person around your age who buys contraband cigarettes.  Write down your overall impression and anything else that comes to mind e.g. how they look, think, dress, what they do – anything at all…
2. The main reasons someone your age buys contraband cigarettes are…  

Think of as many reasons as you can.
3. On a scale of 1 to 5 where ‘1’ is strongly oppose and ‘5’ is strongly support, how do you feel about the sale of contraband cigarettes?

	Strongly 

oppose 
1
	2
	Neither support nor oppose

3
	4
	Strongly support
5

	(
	(
	(
	(
	(


Handout #2

Proposed Contraband Cigarette Advertising Campaign

Background:

In the fall of 2010 the Government of Canada is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  

Target Audience:

The target audience is youth, young adults and adult smokers.

Advertising Objectives:

· Increase the number of Canadians who believe that purchasing contraband cigarettes is illegal and supports organized crime.

· Increase the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood

Handout #3:  Contraband Cigarette Advertising Campaign

Background:  In the fall of 2010 the Government of Canada is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  

Target Audience:  The target audience is those 16 – 18 [20 – 25] who smoke.

Advertising Objectives:
· Increase the number of young people who believe that purchasing contraband cigarettes is illegal and supports organized crime.

· Increase the number of young people who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhood.

	What would you do or say to get someone’s attention?  

    
	

	What communication tools would you use?
	

	What feeling or tone would your ads have?
	

	What images would you use?
	

	What would you call contraband cigarettes in the ad?
	


Handout #4

Blue Theme 

What are your overall reactions?  What do you think?

Please indicate your level of agreement with the following.
	I think this idea for an advertising campaign will…

	1

strongly disagree
	2

disagree
	3

neither agree nor disagree
	4

agree
	5

strongly agree

	be believable.
	
	
	
	
	

	get my attention.
	
	
	
	
	

	increase my awareness of the link between contraband cigarettes and organized crime.  
	
	
	
	
	

	increase my awareness of the link between contraband cigarettes and safe neighbourhoods.  
	
	
	
	
	

	have the right tone.
	
	
	
	
	

	be effective overall.
	
	
	
	
	


Please rank the themes from 1 to 4, where 1 is your favourite and 4 is your least favourite.

Rank

Blue



_____ 

Green


_____ 

Yellow


_____ 

Red



_____

Canada Revenue Agency

Contraband Cigarettes Advertising Campaign  
Moderator’s Guide
[Notes to the moderator are in bold, italics.]

2.0 Introduction (5 min)

Bonjour. Mon nom est _________________ et je représente Phase 5, une entreprise indépendante d’études de marché. J’aimerais vous remercier d’avoir accepté de participer à la séance. Comme nous vous l’avons mentionné au téléphone, nous avons été embauchés par le gouvernement du Canada pour mener des discussions de groupes avec de jeunes [adultes] pour recueillir des commentaires qui serviront à concevoir une campagne publicitaire sur les cigarettes. L’étude permettra de mettre au point des publicités efficaces qui ne manqueront pas d’attirer l’attention des personnes comme vous.     

Avant de commencer, j’aimerais attirer votre attention sur certains points.  
· Nous aimerions enregistrer la séance sur DVD.  Nous conserverons l’enregistrement et personne d’autre n’y aura accès. Nous utiliserons le DVD pour  rédiger notre rapport. Tout ce que vous direz demeurera confidentiel et aucun nom ne sera associé aux commentaires obtenus. 
· Comme vous l’avez sans doute deviné, des personnes se trouvent de l’autre côté du miroir. Ce sont des représentants du gouvernement du Canada qui participent directement aux décisions concernant la campagne publicitaire. Ils tenaient à observer la séance et s’intéressent beaucoup à vos commentaires. 
· Nous vous encouragerons à parler ouvertement et sincèrement. Nous voulons entendre vos plus sincères opinions et suggestions. Si vous avez une opinion qui est différente des autres, ne la gardez pas pour vous. Il est important que nous l’entendions. Par contre, si vous êtes d’accord avec l’opinion d’un autre, ajoutez-y vos commentaires.   
· Veuillez éteindre vos cellulaires, téléphones intelligents et ipods.  

Avez-vous des questions avant de commencer?

19. J’aimerais tout d’abord faire un tour de table. Donnez-nous votre prénom et parlez-nous un peu de vous. Probe:
· Que faites-vous présentement – sauf l’été, êtes-vous aux études? Travaillez-vous? Êtes-vous à la recherche d’un emploi? Quelle année d’études débuterez-vous en septembre et quelle école fréquenterez-vous? Pour ceux qui travaillent, quel emploi occupez-vous?
· Pour les étudiants ( Que faites-vous cet été? 
· Nous aimerions également savoir combien de personnes habitent avec vous et qui elles sont (membres de la famille, colocataires, partenaire, vous habitez seul).   

2.0  Understanding the Context (20 minutes)

20. Comme vous l’avez sans doute deviné par les questions que nous vous avons posées au moment de l’invitation, la campagne publicitaire dont nous discuterons porte sur les cigarettes de contrebande ou les cigarettes qui ne répondent pas aux exigences légales pour la vente au Canada. Avant d’être invité à la séance, aviez-vous entendu parler des cigarettes de contrebande? J’utilise le mot « contrebande », mais vous pouvez les appeler autrement. 
21. Supposons pour un instant que je viens tout juste d’arriver au Canada, que je n’ai jamais entendu parler des cigarettes de contrebande et que j’aimerais en savoir un peu plus à ce sujet : en quoi sont-elles différentes des autres? À quoi ressemblent-elles? Où peut-on se les procurer? Si vous deviez me les décrire, que diriez-vous? 
22. Nous voulons savoir ce qui vous vient à l’esprit quand vous entendez l’expression   « cigarettes de contrebande ». Utilisez la feuille devant vous pour compléter la phrase suivante : Quand je pense aux cigarettes de contrebande, je pense à…    Prompt:  Notez tout ce qui vous vient à l’esprit, que ce soit des personnes ou des organisations, des activités, etc. Discuss their responses.
23. Qu’est-ce que les gens de votre âge appellent les « cigarettes de contrebande »? Quels noms utilisent-ils?   
24. Diriez-vous que les fumeurs de votre âge fument couramment des cigarettes de contrebande? Probe: Selon vous, quel pourcentage de ces fumeurs achètent des cigarettes de contrebande – 75 %, 50 %, 10 %...? Vous arrive-t-il souvent de voir quelqu’un fumer des cigarettes de contrebande? 
25. Est-ce que la plupart des gens de votre âge sauraient où s’en procurer – à quel point est-il facile de trouver un fournisseur? 
26. Je vous demande d’utiliser la feuille devant vous pour répondre à quelques questions. Répondez individuellement, sans en discuter entre vous. Quand vous aurez tous terminé de noter vos réponses,  nous en discuterons en groupe.  Distribute Handout 1 which will include the following questions.  The moderator will read the questions aloud before they start.
· Décrivez la personne « type » de votre âge qui achète des cigarettes de contrebande. Notez vos impressions et tout ce qui vous vient à l’esprit, p. ex., ce à quoi elle ressemble, comme elle s’habille, ce qu’elle fait – absolument tout. 
· Ensure you hear from all so that you have an overall impression for each respondent of what they think of someone their age who buys contraband cigarettes e.g.  positive, negative, indifferent and why

· Les principales raisons pour lesquelles une personne de mon âge achète des cigarettes de contrebande sont…  

Pensez à toutes les raisons possibles. 
· Sur une échelle de 1 à 5 où 1 signifie « tout à fait contre » et 5, « tout à fait    pour », que pensez-vous des cigarettes de contrebande? Discuss.

27. Avant de recevoir notre invitation, saviez-vous que les cigarettes de contrebande sont illégales? Qu’est-ce qui fait en sorte que certaines cigarettes sont légales et d’autres illégales? Quelle est la différence? Probe:  Combien d’entre vous se sont demandés pourquoi ces cigarettes sont illégales avant de se présenter à la séance? 
28. Quand quelqu’un achète des cigarettes de contrebande, à qui va l’argent selon vous? Y avez-vous déjà pensé? 
29. Nous voulons aussi savoir ce qui vous vient à l’esprit quand vous entendez l’expression « crime organisé ». Utilisez la feuille blanche devant vous pour compléter la phrase suivante : Quand je pense au crime organisé, je pense à ….    Prompt:  Notez tout ce qui vous vient à l’esprit, que ce soit des personnes, des organisations ou des activités – absolument tout. Discuss their responses.
3.0   Reactions to Campaign (10 minutes) 
Provide description of contraband cigarettes and show participants the samples.

Proposed Contraband Cigarette Advertising Campaign

Distribute Handout #2 which will contain the following.

********

Contexte : 
À l’automne 2010, le gouvernement du Canada prévoit lancer une campagne publicitaire pour mettre l’accent sur le lien entre le crime organisé et l’achat de cigarettes de contrebande. 

Public cible : 
Le public cible sont les jeunes, les jeunes adultes et les adultes qui fument. 
Objectifs de la publicité : 
· Accroître le nombre de Canadiens qui croient que l’achat de cigarettes de contrebande est illégal et encourage le crime organisé. 
· Accroître le nombre de Canadiens qui croient que les quartiers sont plus sécuritaires parce qu’il n’y a aucun commerce de cigarettes de contrebande.
********

11. Que pensez-vous de la campagne publicitaire proposée? Probe:  

· À votre avis, est-ce une bonne idée? 
· Selon vous, pourquoi le gouvernement du Canada souhaite-t-il mener cette campagne? 
· Selon vous, quels sont les principaux obstacles à faire passer le message?  Probe: Dans quelle mesure est-ce difficile de communiquer ce message aux fumeurs de votre âge?   
4.0   Suggested Approach to the Campaign (25 minutes) 
Supposons maintenant que vous avez été embauché par le gouvernement du Canada pour faire partie de l’équipe de marketing chargée d’élaborer des concepts pour la campagne publicitaire sur les cigarettes de contrebande. Supposons également que pour les fins de la discussion, vos idées seront proposées à une firme de publicité qui les utilisera pour concevoir la publicité et autres outils de communication.

The moderator will break the group into two smaller groups.  Each will be given Handout 3 and ask to complete it.  The moderator will explain what is expected for each question on the handout.  

· Que feriez-vous ou que diriez-vous pour attirer l’attention des [16 à 17 ans / 16 à 18 ans / jeunes adultes]?  

· Quels outils de communication utiliseriez-vous (p. ex., médias sociaux, télévision, radio)?

· Quel serait le ton ou le sentiment transmis par votre publicité? 
· Quelles images ou quelles personnes utiliseriez-vous? 
· Comment appelleriez-vous les cigarettes de contrebande dans la publicité? 
They will also be given the following instructions.

· Choisissez une personne pour enregistrer la discussion / pour noter vos idées. 

· Choisissez un porte-parole – une personne qui expliquera vos concepts quand vous aurez terminé. 
Une fois l’exercice terminé, le porte-parole devra présenter les concepts au groupe. The moderator will probe as appropriate.    

5.0
Reactions to the Proposed ‘Big Ideas’ (50 minutes)

J’aimerais savoir ce que vous pensez de quatre concepts ou thèmes pour la campagne publicitaire. Chaque concept a une couleur différente et est présenté sur une page distincte et comporte un ou deux paragraphes. En lisant chaque définition, veuillez  encercler tout ce que vous aimez et biffer tout ce que vous n’aimez pas.  Il pourrait s’agir d’un mot que vous ne comprenez pas ou un mot ou une phrase qui vous interpelle. Si vous avez des commentaires, notez-les sur le côté – ils nous seront utiles. Je tiens également à souligner que vous ne verrez jamais ce paragraphe dans une publicité – nous voulons simplement examiner l’idée derrière la publicité. 

Après avoir lu la description de chaque thème, vous devrez répondre aux questions qui apparaissent en-dessous avant de passer au thème suivant. Ne changez pas l’ordre des thèmes – nous vous demandons de les examiner dans l’ordre dans lequel ils vous sont présentés. Sur la dernière page, vous devrez classer les thèmes par ordre de préférence, en commençant par celui que vous préférez. Quand vous aurez noté vos idées et classé les thèmes, nous en discuterons en groupe. N’en discutez pas avec les autres jusqu’à ce que vous ayez tous eu le temps de noter vos opinions. Vous aurez 10 minutes pour faire l’exercice.   

Distribute Handout 4 which includes all the themes.  The order of presentation of the concepts will be rotated.  After the independent review, the moderator will ask the following questions for each concept and then move on to the next.

30. Quelles sont vos réactions générales envers ce concept ou thème? Qu’est-ce que vous avez aimé? Qu’est-ce que vous n’avez pas aimé?
31. Quel est le message qu’il tente de vous transmettre? 
· Qu’est-ce qui vous dit que c’est effectivement le message?  Get a sense of what builds this meaning – which words?  The image?

32. Est-ce que ce thème mérite votre attention? Probe:  

· Avez-vous appris quoi que ce soit?   

· Supposons que vous voyiez une publicité basée sur ce concept – Y prêteriez-vous attention?   

· Dans quelle mesure est-ce probable que vous vous rendiez sur un site Web pour obtenir plus d’information? 
33. Que pensez-vous des mots utilisés?  

· Y a-t-il des mots ou des phrases que vous aimez particulièrement? Pourquoi? 
· Y a-t-il des mots ou des phrases que vous n’avez pas aimés? Pourquoi?  

· Y a-t-il quoi que ce soit que vous ajouteriez, changeriez ou supprimeriez?
· Y a-t-il quoi que ce soit qui n’est pas clair? 
34. Probe for feedback on the following if not addressed above…

· Est-ce la publicité est crédible? 
· Est-ce qu’elle vous aiderait à mieux comprendre le lien qui existe entre les cigarettes de contrebande et le crime organisé? 
· Est-ce qu’elle vous aiderait à mieux comprendre le lien qui existe entre les cigarettes de contrebande et la sécurité des quartiers?  
· Comment décririez-vous le ton ou le sentiment transmis par la publicité? Est-ce approprié? 
35. Quel thème ou concept préférez-vous? Pourquoi? Le préférez-vous de beaucoup aux autres, ou si vous l’aimez autant que les autres? Croyez-vous qu’il s’agit d’un bon concept pour une campagne publicitaire?
36. Quel est le thème ou concept que vous aimez le moins? Pourquoi? 
6.0    Conclusion (5 minutes)
The moderator will check the backroom for questions / points of clarification.

Avez-vous d’autres commentaires? 

MERCI INFINIMENT DE VOTRE TEMPS ET DE VOS COMMENTAIRES. ILS NOUS SERONT FORT UTILES. 
Exercice nº 1
1. Décrivez la personne « type » de votre âge qui achète des cigarettes de contrebande. Notez vos impressions et tout ce qui vous vient à l’esprit, p. ex., ce à quoi elle ressemble, comme elle s’habille, ce qu’elle fait – absolument tout. 
2. Les principales raisons pour lesquelles une personne de mon âge achète des cigarettes de contrebande sont… Pensez à toutes les raisons possibles. 
3. Sur une échelle de 1 à 5 où 1 signifie « tout à fait contre » et 5, « tout à fait    pour », que pensez-vous de la vente de cigarettes de contrebande? 
	Tout à fait contre 

1
	2
	Ni pour ni contre
3
	4
	Tout à fait pour
5

	(
	(
	(
	(
	(


Exercice nº 2

Proposition de campagne publicitaire sur les cigarettes de contrebande

Contexte : 

À l’automne 2010, le gouvernement du Canada prévoit lancer une campagne publicitaire pour mettre l’accent sur le lien entre le crime organisé et l’achat de cigarettes de contrebande. 

Public cible : 

Le public cible sont les jeunes, les jeunes adultes et les adultes qui fument.

Objectifs de la publicité : 

· Accroître le nombre de Canadiens qui croient que l’achat de cigarettes de contrebande est illégal et encourage le crime organisé. 

· Accroître le nombre de Canadiens qui croient que les quartiers sont plus sécuritaires parce qu’il n’y a aucun commerce de cigarettes de contrebande.

Exercice nº 3 : Campagne de publicité sur les cigarettes de contrebande
Contexte : À l’automne 2010, le gouvernement du Canada prévoit lancer une campagne publicitaire pour mettre l’accent sur le lien entre le crime organisé et l’achat de cigarettes de contrebande. 

Public cible : Les jeunes fumeurs de 16 à 18 ans 

Objectifs de la publicité : 
· Accroître le nombre de Canadiens qui croient que l’achat de cigarettes de contrebande est illégal et encourage le crime organisé. 

· Accroître le nombre de Canadiens qui croient que les quartiers sont plus sécuritaires parce qu’il n’y a aucun commerce de cigarettes de contrebande.

	Que feriez-vous ou que diriez-vous pour attirer l’attention?    
	

	Quels outils de communication utiliseriez-vous? 
	

	Quel serait le ton ou le sentiment transmis par votre publicité? 

	

	Quelles images utiliseriez-vous?
	

	Comment appelleriez-vous les cigarettes de contrebande dans la publicité?
	


Exercice nº 3 : Campagne de publicité sur les cigarettes de contrebande
Contexte : À l’automne 2010, le gouvernement du Canada prévoit lancer une campagne publicitaire pour mettre l’accent sur le lien entre le crime organisé et l’achat de cigarettes de contrebande. 

Public cible : Les jeunes fumeurs de 20 à 25 ans
Objectifs de la publicité : 
· Accroître le nombre de Canadiens qui croient que l’achat de cigarettes de contrebande est illégal et encourage le crime organisé. 

· Accroître le nombre de Canadiens qui croient que les quartiers sont plus sécuritaires parce qu’il n’y a aucun commerce de cigarettes de contrebande.

	Que feriez-vous ou que diriez-vous pour attirer l’attention?    
	

	Quels outils de communication utiliseriez-vous? 
	

	Quel serait le ton ou le sentiment transmis par votre publicité? 

	

	Quelles images utiliseriez-vous?
	

	Comment appelleriez-vous les cigarettes de contrebande dans la publicité?
	


Exercice nº 4

Thème bleu 

Quelles sont vos réactions générales? Que pensez-vous? 
Veuillez indiquer votre degré d’accord avec chacun de ces énoncés. 
	Je dirais que ce concept publicitaire…

	1

Tout à fait en désaccord
	2

En désaccord 
	3

Ni d’accord ni en désaccord
	4

D’accord
	5

Tout à fait d’accord

	est crédible
	
	
	
	
	

	attire mon attention
	
	
	
	
	

	m’aide à mieux comprendre le lien qui existe entre les cigarettes de contrebande et le crime organisé
	
	
	
	
	

	m’aide à mieux comprendre le lien qui existe entre les cigarettes et contrebande et la sécurité des quartiers 
	
	
	
	
	

	a un ton adéquat
	
	
	
	
	

	est efficace 
	
	
	
	
	


Veuillez classer les thèmes de 1 à 4, 1 étant votre favori et 4, celui que vous aimez le moins. 
Classement

Bleu



_____ 

Vert   


_____ 

Jaune 


_____ 

Rouge 


_____

Appendix B:  Themes

The YELLOW Theme
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The GREEN Theme
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The BLUE Theme
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The RED Theme
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By contraband cigarettes we mean cigarettes that have not met all the legal requirements for sale in Canada.  One or more of the following conditions have not been met.


They have been manufactured by someone who does not have the necessary licence and / or permits to manufacture tobacco products.


They are products that have been lawfully or unlawfully manufactured and then smuggled into Canada. 


All the required federal, provincial and / or territorial taxes have not been paid.


The products do not comply with the information requirements for cigarette packages.








Background:


In the fall of 2010 the Government of Canada is planning to launch an advertising campaign focusing on the link between organized crime and the purchase of contraband cigarettes.  





Target Audience:


The target audience is youth, young adults and adult smokers.





Advertising Objectives:


Increase the number of Canadians who believe that purchasing contraband cigarettes is illegal and supports organized crime.


Increase the number of Canadians who believe that their neighbourhoods are safer because there is no contraband cigarette trade in their neighbourhoods.











Overall reactions indicate that in order for the campaign to be credible and taken seriously, adolescents and young adults require facts and information on how contraband cigarettes are linked to organized crime.  They also need to understand how people they know are involved and how vital profit from contraband cigarettes is to the activities of organized crime.  








Contraband cigarettes: the hidden face of organized crime


It is a well known fact that organized crime is involved in trafficking guns and drugs, money laundering and prostitution.  What is less known is that they can also control the distribution and sale of contraband cigarettes, which it uses to support its other criminal activities.  Before you buy contraband cigarettes, think about the hidden costs.


To learn more, visit � HYPERLINK "http://www.-----.ca/" �www.-----.ca� 





La cigarette de contrebande : 


la face cachée du crime organize.


On sait que le crime organisé est impliqué dans le trafic d’armes et de drogues, le blanchiment d’argent et la prostitution. Ce qu’on sait moins par contre, c’est qu’il contrôle en grande partie la distribution et la vente des cigarettes de contrebande pour financer ses autres activités criminelles. Avant d’acheter des cigarettes de contrebande, pensez aux coûts cachés.


Pour en savoir plus, visitez le www.-----.ca





Criminal organizations control you…with contraband cigarettes


You might think it’s smart or cool to buy contraband cigarettes, but actually you could be used and manipulated by criminal organizations. You don’t realize it, but criminals use your money to finance other activities, from drugs and weapons trafficking to prostitution.  Don’t be a puppet in the hands of criminal gangs.


To learn more, visit � HYPERLINK "http://www.-----.ca/" �www.-----.ca� 





Des organisations criminelles vous manipulent…avec la cigarette de contrebande.


Vous pensez peut-être que c’est intelligent ou « cool » d’acheter des cigarettes de contrebande, mais, dans les faits, des organisations criminelles peuvent se servir de vous et vous manipuler. Vous ne vous en rendez pas compte, mais des criminels utilisent votre argent pour financer d’autres crimes : du trafic de drogues et d’armes jusqu’à la prostitution.Ne soyez pas une marionnette; ne vous faites pas manipuler par les gangs criminels. 





Pour en savoir plus, visitez le www.-----.ca





Contraband cigarettes: they’re everyone’s concern.


Many who purchase contraband cigarettes see it as a victimless crime.  But the truth is organized crime uses the money it makes from contraband cigarettes to finance its other illegal activities.  Activities that put your neighbourhood at risk.  Be part of the solution…don’t welcome contraband cigarettes into your community.


To learn more, visit � HYPERLINK "http://www.-----.ca/" �www.-----.ca� 





La cigarette de contrebande : 


ça regarde tout le monde.


Plusieurs croient qu’acheter des cigarettes de contrebande est un crime qui ne fait pas de victimes. Mais, en réalité, le crime organisé se sert de l’argent des cigarettes de contrebande pour financer ses autres activités illicites. Des activités qui mettent votre quartier à risque. Faites partie de la solution… ne laissez pas les cigarettes de contrebande s’infiltrer dans votre communauté. 





Pour en savoir plus, visitez le www.-----.ca





Contraband cigarettes breed violence 


Contraband cigarettes are often controlled by criminal gangs.  The more people buy contraband cigarettes, the more these gangs will work their way into your community – bringing criminal activity and violence with them. The best way to fight back is simple.  Don’t buy contraband cigarettes.  


To learn more, visit � HYPERLINK "http://www.-----.ca/" �www.-----.ca� 





La cigarette de contrebande encourage la violence.





La vente de cigarettes de contrebande est souvent contrôlée par des gangs criminels. Plus les gens achètent des cigarettes de contrebande, plus ces gangs ont les moyens de s’infiltrer dans votre communauté avec toutes les activités criminelles et la violence qui les caractérisent.La meilleure façon de les combattre : n’achetez pas de cigarettes de contrebande. 





Pour en savoir plus, visitez le www.----.ca





By contraband cigarettes we mean cigarettes that have not met all the legal requirements for sale in Canada.  One or more of the following conditions have not been met.


They have been manufactured by someone who does not have the necessary licence and / or permits to manufacture tobacco products.


They are products that have been lawfully or unlawfully manufactured and then smuggled into Canada. 


All the required federal, provincial and / or territorial taxes have not been paid.


The products do not comply with the information requirements for cigarette packages.








Par cigarettes de contrebande, nous entendons les cigarettes qui ne répondent pas à toutes les exigences légales pour la vente au Canada.  L’une ou l’autre de ces conditions n’est pas remplie : 


Elles ont été fabriquées par quelqu’un qui ne possède pas les licences et/ou permis nécessaires pour fabriquer des produits du tabac.


Ce sont des produits qui ont été fabriqués légalement ou illégalement, avant d’être introduits en fraude au Canada. 


Les taxes fédérales, provinciales et/ou territoriales n’ont pas toutes été payées. 


Les produits ne répondent pas aux exigences en matière d’information sur l’emballage des cigarettes.
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� The circled numbers indicate the highest and  lowest rankings.






