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wovitve 2015 Election — Ad Testing Results

RESEARCH GROUP

What’s the ad?

Real Cha nge NOWI Sponsor: Liberal Party of Canada

Target: Conservative Party of Canada

o W
Liberal 2l =

Changer ensemble
maintenan

At a rally of enthusiastic supporters, Trudeau exclaims “it’s time for a change Which
in this country, my friends”. The candidate criticizes Harper for his “politics of >
fear and division” and explains his plan to grow the economy. Ad:

Does it impact vote choice?

Y Vote Impact
38 A Of those seeing it for P
had seen the the first time: G conservatve gg; 0
— > N 33%
ad before
"""""""""" x o 34%
Impact Scores Liberal pmm s« -1
Sponsor Impact: This means
Target Impact: 17%
-9 1 - B 17%
Nearly ever
other had had 9/ble0e:dr:22/e decided 4% + 3
Undecide 0
more sponsor effective B 8%
impact

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response
The ad left me feeling...
_ Positive NG 61%
Impression Negative [ 15% More hopeful [ 47%

Less hopeful [ 16%
Credible [INEGEN 68%

Not credible I 32%
More angry I 21%
Agree NN 65% Less angry B 22%
Disagree I 28%

Interesting

Made for  Agree N 61% More anxious [N 22%

someone like me  Disagree [N 33% Less anxious [ 22%
Diagnostic Score: +37 Emotional Impact: +8
1/10 ads tested so far have scored better; 1/10 ads tested so far have scored better;
9/10 have scored worse 9/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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2015 Election — Ad Testing Results

What’s the ad?

Sponsor: Liberal Party of Canada
Target: Conservative Party of Canada

Ready to Lead

7 o W
Liberal e
In a new version of the “Ready” ad, Trudeau is shown out campaigning and at Which
a rally as he responds again to Harper’s claim he’s “not ready”, using the >
Conservative’s own language to outline his “readiness” to grow the economy. Ad:

Does it impact vote choice?

Vote Impact

68%

had seen the

Of those seeing it for
the first time:

—

28%

6) Conservative - 229% -6

ad before
"""""""""" T o 36%
Impact Scores Liberal mm 1 +4
Sponsor Impact: Target Impact: | This means 149%
+8 _7 h - 149%
Only 2/10 ads 7/10 ads tested
tested so far so far have i 12%
have been more been more Undecided g 10% -2
effective effective

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Emotional Response
The ad left me feeling...

Diagnostics™
Positive NN 59%

Impression  negative [N 16% More hopeful | NN 43%
Less hopeful [ 14%
Credible [INEGNGGN 70%
Not credible N 30%
More angry [ 16%
Interesting  "'Bree N 65% Less angry I 20%
Disagree [N 26%
Made for  Agree N 59% More anxious [ 21%

Less anxious

BN 19%

someone like me Disagree I 31%

Emotional Impact: +8

2/10 ads tested so far have scored better;
8/10 have scored worse

Diagnostic Score: +37

1/10 ads tested so far have scored better;
9/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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2015 Election — Ad Testing Results

What’s the ad?

Sponsor: Liberal Party of Canada
Target: Conservative Party of Canada

Out of Touch

Libéral

This ad uses a clip of Harper explaining how the middle class has had “good
growth over the past few years” to argue the PM is “out of touch”.

Does it impact vote choice?

Vote Impact

48%

had seen the

Of those seeing it for
the first time:

—

31% _2

‘ I
(&, Conservative _ 29%

ad before
"""""""""""""""""" . 40%
Impact Scores” Liberal s -2
Sponsor Impact: Target Impact: | This means 15%
0 g | Ce— R
6/10 ads tested 5/10 ads tested
so far have so far have i 9%
been more been more Undecided g 10% +1
effective effective

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Emotional Response
The ad left me feeling...

Diagnostics™
Positive |GGG 56%

Impression  \.ootive W 15% More hopeful [ 42%
Less hopeful B 15%
Credible NG 63%
Not credible I 32%
More angry I 17%
nteresting  A€ree I 66% Less angry [ 18%
Disagree I 26%
Madefor  Agrec N S7% More anxious I 21%

Less anxious

B 19%

someone like me Disagree M 32%

Emotional Impact: +6

3/10 ads tested so far have scored better;
7/10 have scored worse

Diagnostic Score: +35

2/10 ads tested so far have scored better;
8/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact



.t o
" : »

tovitve 2015 Election — Ad Testing Results

RESEARCH GROUP

What’s the ad?

Stop Ha rpe r’s Secretive TPP Sponsor: New Democratic Party

Target: Conservative Party of Canada

A voice-over in this new NDP ad explains the alleged costs of Harper’s “secretive” Which
Trans-Pacific Partnership on Canadians, from cost of drugs to reduced wages. Ad?

JUSTIN TRUDEAU
‘AVOIDING A POSITION"

- SOURCE: CTV NEWS, OCTOBER &, 201!

Does it impact vote choice?

0 Vote Impact
1 5 A Of those seeing it for P
had seen the the first time: | ¢a (. i gg; 0
—_— DN 33%
ad before
""""""""""" . 36%
Impact Scores Liberal s s 0
Sponsor Impact: This means
Target Impact: 16%
21 5 | . %
eatiyallees 8/10 ads tested
tested have have b 7%
been more dave been more Undecided g s% +1
. effective
effective

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response

The ad left me feeling...

_ Positive [N 36%
Impression Negative [ 29% More hopeful [l 16%

Less hopeful [ 27%
Credible NG 60%

Not Credible N 40%
’ More angry [ 33%
Interesting Agree NN 58% Less angry . 9%
Disagree [N 31%

Made for Agree I 45% More anxious | 33%
someone like me  pisaoree I 42% Less anxious [ 11%
Diagnostic Score: +14 Emotional Impact: =14
5/10 ads tested so far have scored better; 8/10 ads tested so far have scored better;
5/10 have scored worse 2/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?

Sponsor: Conservative Party of Canada
Target: Liberal Party of Canada

Economically Clueless

This CPC ad frames “Justin” as “economically clueless” for his plan to “risk our
economy with a $10 billion deficit” and higher taxes to pay for “out of control”
spending. “We’ll all pay for” the fact that Justin is “just not ready”.

Does it impact vote choice?

Vote Impact

35%

Of those seeing it for
had seen the the first time: € conservative 323/07 o 5
ad before
"""""""""" T o W 35%
Impact Scores Liberal pmmm .-« -6
Sponsor Impact: Target Impact: | This means 17%
0 15 | — o
5/10 ads tested Only 2/10 ads
so far have tested so far ] 9%
been more have been more Undecided g o% 0
effective effective

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Emotional Response
The ad left me feeling...

Diagnostics™
Positive [ 16%

Impression

Negative [N 53% More hopeful [l 9%
Less hopeful [ 37%

Credible |G 45%

Not Credible [INEG 55%
More angry [N 46%
Interesting  18ree N 41% Lessangry M 5%
Disagree [N 51%
Made for  Agree N 34% More anxious [N 33%
someone like me Disagree I 55% Less anxious [ 9%

Emotional Impact: -23

Nearly all the ads tested so far have scored
better

Diagnostic Score: -21
Nearly all the ads tested so far have scored better

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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RESEARCH GROUP

What’s the ad?

Not about Me (Radio)

Sponsor: Conservative Party of Canada
Target: N/A

»

v

In this radio ad, Stephen Harper addresses Canadians on thanksgiving to
talk about “the things that really matter.” He states that “managing the
economy isn’t a popularity contest”, and the election “isn’t about him”,
it’s about families. Harper outlines his plans to help working families and
“protect the economy” “on a balanced budget.”

Which
Ad?

Does it impact vote choice?

Y) Vote Impact
19 A Of those seeing it for P
had heardthe | _thefirsttime: o gr conenciie g7 +2
ad before
———————————————————— T T T TTTTTTo . 30%

Impact Scores Liberal mmm > +2

This means 1%

Sponsor Impact: — ] 20%?

-2
8/10 ads tested so far have been i 9%
more effective Undecided g oo 0
Pre-test M Post-test

*Note: Vote impact scores run from -100 to +100 and representative the
share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response
The ad left me feeling...
_ Positive [N 39%
Impression  Negative I 27% More hopeful | 28%
Less hopeful [ 24%
Credible [INEG_— 57%
Not Credible N 43%
More angry [ 27%
Interesting Agree NN 52 % Less angry B 13%
Disagree [N 40%
Made for  Agree [N 43% More anxious [N 21%
someone like me  Disagree N 47% Less anxious N 16%

Diagnostic Score: +8
4/10 ads tested so far have scored better;

Emotional Impact: -4

6/10 ads tested so far have scored better;
4/10 have scored worse

6/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?

ThiS election isnlt abOUt me Sponsor: Conservative Party of Canada

Target: N/A
n
V4

Addressing Canadians head-on, Harper states that “managing Canada’s economy Which
isn’t a popularity contest” and that it “isn’t about him”, it’s about helping families
through lower taxes and a balanced budget. Ad?

Does it impact vote choice?

Y Vote Impact
43 A Of those seeing it for P
had seen the the first time: C conservtive 221// +2
ad before
"""""""""" T o W 34%
Impact Scores Liberal mm o, +2
This means 28%
Sponsor Impact: h ’*’ _ 259 °
0
Less effective than 6/10 ads ] 10%
tested so far Undecided B o% -1

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response
The ad left me feeling...
_ Positive [ 44%
Impression Negative [ 27% More hopeful [N 30%

Less hopeful [ 24%
Credible [INEREGGNN 57%

Not Credible I 43%
More angry [N 28%

Agree N 51% Lessangry [ 15%

Interesting
Disagree [N 40%
Made for  Agree N 47% More anxious [N 21%
someone like me Disagree NN 42% Less anxious [ 17%
Diagnostic Score: +12 Emotional Impact: =3
6/10 ads tested so far have scored better; 6/10 ads tested so far have scored better;
4/10 have scored worse 4/10 have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?

Sponsor: Liberal Party of Canada

Changer ensemble maintenant!
Target: Conservative Party of Canada

Real Change Now

! Changer ensemble
maintenant

Real Change Now )

Changer ensemble
maintenant

Liberal

In this French ad at a rally of supporters, Trudeau exclaims “it’s time for a Which
change in this country, my friends”. The candidate criticizes Harper for his >
“politics of fear and division” and explains his plan to grow the economy. Ad:

Does it impact vote choice?

40%

had seen the

ad before

Impact Scores”

Sponsor Impact:

+4

3/10 ads tested
so far have
been more

effective

Target Impact:

+2

Nearly every
other ad tested
so far has been
more effective

Vote Impact

14%
BN 16%

Of those seeing it for
the first time:

—

+2

5 ) .
(*, Conservative

20%

Libgral I 2% +2

20%

T I 24%

Yo BLOC 17%
V805, 1%

-3
+1

: 15%
Undecided mmmmm 1%

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Emotional Response
The ad left me feeling...

More hopeful | 37%
Less hopeful [ 11%

Diagnostics™

Positive [N 49%
Negative B 12%

Impression

Credible NG 67%
Not Credible [ 33%
More angry I 12%
Interesting  Agree NN 60% Less angry [ 15%
Disagree [N 27%
Made for Agree NN 5% More anxious [l 9%

someone like me

BN 18%

Less anxious

Disagree NN 33%

Emotional Impact: +10

1/10 ads have scored better so far; 9/10
ads have scored worse

Diagnostic Score: +31

3/10 ads have scored better; 7/10 have scored
worse than this ad

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?

Changer ensemble - Investir dans la Sponsor: Liberal Party of Canada
Target: N/A

croissance economique

Liberal

This French ad shows a polling booth with a Canadian ready to vote. The Which
booth turns into a TV with Trudeau at a rally outlining his platform for change >
and growth. The music ends with a percussive beat on each candidate. Ad:

Does it impact vote choice?

Y Vote Impact
49 A Of those seeing it for P
had seen the the first time: o € conseniive . m—— i =1
ad before

o W 19%
-------------------- ,------------- Liberal =% +1
Impact Scores

1%’%

This means B 13%
Sponsor Impact: _
Yo BLOC 20% 0
+2 \’ Quebécois [NNEGN 20%
4/10 ads so far have been more
i . 10%
effective Undecided mmmm 17% +1

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response
The ad left me feeling...
Impression Positive [N 47 %
Negative [l 12% More hopeful [N 29%

Less hopeful [ 11%
Credible NG 63%

Not Credible [ 37%
More angry [ 12%
Interesting  Agree [N 57% Less angry B 14%
Disagree I 29%

Made for i
- Agree NN 50% More anxious [l 8%
someone like me _
Disagree [N 35% Less anxious [ 13%
Diagnostic Score: +26 Emotional Impact: +6
4/10 ads have scored better; 6/10 have scored 4/10 ads have scored better so far; 6/10
worse than this ad ads have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?
Changer ensemble - Allocation Sponsor: Liberal Party of Canada
eqe Target: N/A
familiale
L-b* al Libe*ral.ca
This French ad shows a polling booth with a Canadian ready to vote. The Which
booth turns into a TV with Trudeau outlining his plan for families and the >
middle class. The music ends with a percussive beat on each candidate. Ad:

Does it impact vote choice?

53%

Vote Impact

Of those seeing it for
had seen the the first time: o € consrti e +3

ad before
27%

-------------------- ---=----=-==  Libéral m—v -1
Impact Scores

1%%
This means B 16%
Sponsor Impact: ‘_
Yo BLOC 21% 0
-8 V) 8250 —51%
9/10 ads so far have been more

i . 18%

effective Undecided E— 18‘72 0

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response
The ad left me feeling...
Impression Positive [N 55 %
Negative [ 8% More hopeful _ 39%

Less hopeful B8 9%
Credible [INEGN 68%

Not Credible [ 32%
More angry I 14%
Interesting  Agree [N 65% Lessangry [ 14%
Disagree I 23%

Made for i
- Agree N 48% Morsenedors | 1%
someone like me _
Disagree [N 38% Less anxious [ 12%
Diagnostic Score: +33 Emotional Impact: +7
2/10 ads have scored better; 8/10 have scored 2/10 ads have scored better so far; 8/10
worse than this ad ads have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?
Justin Trudeau est déconnecté des valeurs et Sponsor: Conservative Party of Canada
priorités des Québécois Target: Liberal Party of Canada
I
‘ Une l_arge_ = Cérémonies de citoyenneté:
maj'on'te de Trudeau en faveur du nigab

b i

* Que eC°|S JuStiV‘ ) =
veut des cérémonies de citoyenneté est totalement décomecte
a visage decouvertv‘.\ i québéco-’ses.

This French CPC ad argues that Trudeau is “disconnected” from the majority of Which

Quebecois on the Nigab citizenship ceremony issue and that he’s “not ready” >
to lead. Ad:

Does it impact vote choice?

o Vote Impact
2 1 A Of those seeing it for P
had seen the theﬁrSt time: eConservative ] 11020/? ‘1

—
ad before
28% _1

o W
———————————————————— ,~~""~"~------ Libéral m— 7%
Impact Scores

25%
o)
Sponsor Impact: Target Impact: | This means I 24%
0 0 : 5 89S, 2% 0

6/10 ads tested Nearly every ) Québecois I 24%

so far have other ad tested
. 7% +4
been more so far has been Undecided mmm 10%

effective more effective

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response

The ad left me feeling...
Impression Positive M 14%

Negative [N 52% More hopeful [l 8%
Less hopeful [N 31%
Credible [N 36%
Not Credible NN 64%
More angry [N 42%
Interesting  Agree [ 33% Less angry M 5%
Disagree N 57%

Made for More anxious [ 20%
someone like me Agree I 26% )
Disagree NN 62 % Less anxious |l 5%

Emotional Impact: -19

Nearly every other ad tested has scored
higher

Diagnostic Score: -31
Nearly every other ad tested has scored higher

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact
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What’s the ad?
Le 19 octobre, il faut garder le cap avec un plan qui Sponsor: Conservative Party of Canada
a fait ses preuves pour notre economie Target: N/A

.' PREMIER MINISTRE STEPHEN HARPER
™~
* .
~ A /) | I,,:wmw_ﬁ

This French CPC ad sits Harper at a roundtable of Canadians. Harper states Which
that the role of a PM isn’t to be the most popular, but to make the tough >
choices. “Now is not the time to play with our prosperity or security.” Ad:

Does it impact vote choice?

o Vote Impact
32 A Of those seeing it for P
had seen the theﬁrSt time: eConservative ] 1112%A) ‘1

—
ad before
21%

o W
-------------------- ,------------- Liberal %y  +1
Impact Scores

* 2%%
This means N 21%
Sponsor Impact: h
Yo BLOC 18% -1
0 \1 Quebécois NI 17%
6/10 ads tested so far have been
i . 18%
more effective Undecided pummmm 20?% +2

Pre-test M Post-test
*Note: Vote impact scores run from -100 to +100 and representative the

share of available votes gained minus the share of existing votes lost.

What do people think of it?

Diagnostics™ Emotional Response

The ad left me feeling...
Impression Positive B 26%

Negative [N 27% More hopeful [l 17%
Less hopeful [ 27%
Credible [N 41%
Not Credible NN 59%
More angry I 25%
Interesting  Agree [ 31% Lessangry B 11%
Disagree [N 56%

Made for More anxious [l 14%
someone like me Agree I 26% _
Disagree I 58% Less anxious [ 10%
Diagnostic Score: =19 Emotional Impact: =7
1/10 ads have scored better; 9/10 have scored 6/10 ads have scored better so far; 4/10
worse than this ad ads have scored worse

**Note: Diagnostic scores also run from -100 to +100 and reflect the total net diagnostic response. Emotional impact
scores run from -100 to +100 and represent the net positive (hopeful) minus negative (angry, anxious) emotional impact



