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meet the critical criteria of heing p6rceived as informative and as conveying to some

extértt the opportunity for two-way carmmunication. Ad #9 is recommended becausé in

our view it is the more advocacy-oriented ad which may entail the least arnount of risk.

At the same txme,. the group discussions show that this ad conveys a basic message -- "We

Should Know What -lt's All About" -- which the public appears to accept and whï.eh in fact

"draws in" the reader. It is nbt without some fanli-s, however, and some specific

suggestïOrrs as to appropriate re visions are. outlined helo ►v,.

We recognize that logistical and timing constraints necessitate that the "Conference Ad"

must be-run first and that it is also primarily directed toward a business audience. The

"Information About Free Trade" ad wouid provide an effective fvllow-up, as ït too :i5

perceived as informational, telativoly neutral and balanced. It is also seen as relating

more directly to the itvncerns i^nd interest.s of individual_ Canadians as distinct frorn,

business.

The rernainder of this memorandum reviews the gronp reactions to each advertisement in

more detail, along with overall impressions of the idea of government print

advertise rnents dealing with Canada-1J15 free trade.
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