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This document will guide the flow of a 90-minute webcam group.  It will not be used as a verbatim script, but rather as a way to ensure 
that we ask each group about all the relevant topics within an intuitive flow. 

A. Introduction (15 minutes) 
Goal: Establish rapport with participants 

 

1. Welcome: Moderator introduces herself as a neutral 3rd party, reviews confidentiality of the 

conversation, let’s the participant know the interview is being recorded for research purposes only, etc. 

2. Purpose of discussion:  Today, we will be talking more about the campaign ideas you saw last week.  

3. Introduction: Please introduce yourself to the group 

a. Your name, where you live and what you do  

b. One thing you enjoyed/found interesting during the online activities last week 

4. Brand: How did your impressions of the company Voya change last week based on the ideas you saw?   

a. What idea(s) changed your perceptions of the company most and why? 

 

B. Potential Campaigns (60 minutes)  
Goal: Understand the specific executions / how they can be improved and touch on appeal / relevance 

 

Now we’re going to look at the ideas you saw last week, starting with the one you said would make you most 

interested in learning about Voya.    

 

Each idea’s two video clips will be shown back-to-back in 1-2 order, starting with the one the group was 

recruited for choosing. The following questions will be asked after both videos are played: 

 

1. What is Voya saying or portraying that resonates with you? What makes this relevant to you?  

2. Are the messages being delivered in these two ads connected to one another? In what way? How 

could they be changed to be even more connected?   

3. How is what Voya is saying unique/different from other ads you’ve seen?  

a. Who (if anyone) is saying something like this already? How are they saying it? 

4. What, if anything doesn’t resonate with you?  

a. What would you do to improve each of these ads to make them better? Is there anything 

missing that you feel is important to understand? 

i. What would Voya need to say or do to address this? 

b. How can these ads better communicate the overall message? For the two campaigns that 

were not most preferred, ask: What, specifically, would you change about these ads to make 

you like them just as much as the first ones we discussed today?  
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c. Probe on preference between seeing “hurdles” vs. “milestones” 

d. Probe thoroughly on optimization opportunities   

5. Would this message impact your interest in looking into this Voya and its products/services? How so?  

a. What would make you curious to learn more? 

b. What (if any) action would you take as a result of seeing these ads? 

i. What would you expect from Voya if you took an action?  

c. Would these ads make you think about your retirement plan any differently?  If so how? 

d. Probe on empathetic connection, making you confident  and specificity  

6. How does this message impact your impressions of Voya overall? Does this message / connection make 

you feel any differently towards Voya or impact your interest in learning more about the company? In 

what way? 

a. Probe to understand impact on brand perceptions 

 

Moderator asks the following idea-specific probes:   

 

Concept Probes   
A -  Through Whatever 
 

Overall probes:  
§ How well is the feeling of confidence “through whatever” coming through in 

these ads? Is there anything you would suggest changing to make this point 
more powerful?   

§ Protection element: Is the implication towards protection / employee 
benefits coming through?  

o Do they see a connection to Employee Benefit solutions? 
o Has Voya laid enough breadcrumbs for you to see this / piece this 

together? If not, how can this be done better? 
§ Does the message convey “to” as well as “through” retirement? If not, how 

else can we better communicate the idea of “through” retirement? 
§ Is the thought of “unexpected changes” relevant to you? How well is this 

idea delivered through these ads?  
A1 Specific:  

§ ALTERNATIVE OPTION(S): What do you think about the wife dropping the 
flower vase in this ad? Is there anything else you might prefer to see her 
dropping? What could make this better / more relatable?  

o Probe on dropping smoothie or something similar 
§ ALTERNATIVE OPTION(S): What are your thoughts on the husband quitting his 

job? Is there a better way to communicate him leaving is job that could 
make this better / more relatable?  

o Probe on delivering in a way that shows that he talked to his wife 
about leaving his job before doing so - what about “like when I 
decided to give notice at work and follow my dream of becoming a 
teacher, I did it, I finally resigned” vs. “like when I told you I quit my 
job to become a teacher”?  

A2 Specific:  
§ For those who dislike this ad, what is driving this feeling?  

o Probe on level of humor, less connected to retirement, etc.  
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o ALTERNATIVE OPTION(S): Would removing “Did I at least get some 
air?” help? Anything else that could help? 

§ Did you see the link between the financial impacts of an accident 
potentially derailing retirement? If not, what are your thoughts now that we 
brought this to your attention?   

o What would make this connection clearer to you?  
 

B – Moving Forward Overall probes: 
§ How well is the feeling of confidence “moving forward” coming through in 

these ads? Is there anything you would suggest changing to make this point 
more powerful?   

§ Does the message convey “to” as well as “through” retirement? If not, how 
else can we better communicate the idea of “through” retirement? 

§ Is the thought of “progress” relevant to you? How well is this idea delivered 
through these ads?  

B1 Specific:  
§ ALTERNATIVE OPTION(S): At the end of this ad it says: “Be confident to and 

through retirement” – do you think this could be effectively replaced with 
“Be confident to and through whatever?”  

B2 Specific:  
§ What could be done to more strongly tie this scenario to retirement?  

o ALTERNATIVE OPTION(S): Would it help to change “give us 
confidence in our future” to “give us confidence in our family’s 
future?” Why or why not?  

§ How do you feel about the lines “That’s my boy!” and “Nailed it!” – do you 
think these could be removed and the ad would still deliver the same 
message?   

§ ALTERNATIVE OPTION(S):  
§ When the parents bring Kevin to work, do you think they should just 

drop him off vs. walk him to the door?   
§ What do you think about Kevin going to a white collar job vs. 

something else? Is there another type of job that you think might 
deliver this message better?  

§ What impact does the special needs story have on brand 
impression/relevance/actions taken? 

 
C – Voya Proud Overall probes:  

§ How well is the feeling of confidence through “resilience” coming through in 
these ads? Is there anything you would suggest changing to make this point 
more powerful?   

o Is the thought of “resilience” relevant to you?  
§ Will people still want to hear these messages 6 months from now?  

o What’s the “shelf life” of this campaign? 
C1 Specific:  

§ When you hear “Voya was by her side” what does that say to you? Is it 
helpful?  

o ALTERNATIVE OPTION(S): What do you think about “Voya was by her 
side helping her make adjustments to her retirement plan” vs. 
“making sure her retirement plan work just as hard for her?”  Which 
do you prefer and why? 

C2 Specific: ALTERNATIVE OPTION(S): 
§ Would the ad be more relatable to you if the lead what an ER or ICU nurse 

vs. a doctor?  
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§ In this ad, it says “Voya was by his side making adjustments” – what if it just 
said “Voya was helping him make adjustments? Which do you prefer and 
why?  

§ How do you feel about using words like “superhero” and “humble” – is this 
language acceptable? Over the top? Should it be more understated? Any 
suggestions?   

§ What about “So I went to work in the ER” vs. “So I decided to start working in 
the ER?” Does this make the ad less altruistic?  
 

 

The previous set of questions will be repeated for all idea territories being evaluated.  

 

Now that we’ve talked through the ideas individually again, what is your recommendation for Voya? Which of 

these campaigns do you think they should move forward with and why? 

 

C. Activations (10 minutes) 
Goal: Gauge impact of activations  

 

Now we’re going to look at the other ideas you saw last week.  Moderator will show all three activation images 

together 

1. How would these ideas impact your impressions of Voya overall? 
2. Last week you saw these ideas paired with a set of ads.  Do you think they can only go with the ads 

they were paired with? Why/why not? 
a. Probe: are they campaign-agnostic or do they only go with a specific campaign? 

 

 

D. Wrap. Up (5 minutes)  
Goal: Leave time for team’s follow-up questions   

 

1. Moderator checks backroom chat to collect follow-up questions from observer team.   

2. Do you have any final thoughts/advice for Voya as they decide between these ideas? 

 

Thank you for your participation, your feedback has been very helpful!  


