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Appendix 6

Annual report on the Government of Canada's advertising
— Key information

Source: Public Works and Government Services Canada, A Year of Renewal: Annual
Report on the Government of Canada's Advertising 2003-04, Spring 2005, pp 14-18.



Chapter 3

Advertising Activity

™,

Summary of Campaigns

in fiscal year 20032004, the Government of
Conada investad $6%9.8 million to inform
Conadiens of prograoms, services and initiatives.
Following are highlights from four mojor govern-
ment campaigns of 2003-2004. For more in-depth
infarmation about these campaigns, please see the
Appendix of this repart.

University of Life

in March 2004, the Department of Foreign Affairs
and International Trade (Foreign Affairs Canadal
undertock o campaign entitled "University of Life.”
The campaign wos designed o promote the
Department’s International Youth Pragrams, o series
of programs to provide Canadian youth aged

18 to 30 with opportunities o work and fravel
abroad. The spacilic objectives of the campaign
were fo raise awareness of the program and ifs
opportunifies, and to encourage Canadian youth
in the target age group to visit the Wb site,

learn more ohout the programs and to participate
in them.

The organizotion developed twe bilingual adver-
tisements, one with the English taxt leading ond the
other with the French text lsading. The advertisements
were produced in four sizes, according fo the
infended area of placement: subways in metropolitan
areas (20" X 28"); transit shelters (4" X &'); inside
buses and sireetcars (35" X 11"} ond in restaurants
and bars {13" X 177).

As o result of the compaign, traffic fo the
International Youth Programs ‘Web site increased
almost threefold, from 13,398 visits in January
2004 to 32,724 visits in March 2004, In addition,
after the compaign ended, raffic to the Web site
remained high, with 20,000 visits recordad in
April 2004,

Canadian Forces Recruitment

From April 2003 o March 2004, the Department of
Mational Defence undertook an advertising campaign
1o help recruit close to 10,000 personnel for the
Reguler Force and Reserve Farce. The campaign
primarily targeted Canadian youth behween the
opes of 16 and 34, as well as those who influence
youth in their carser choices, such os parenis and
career counselors in colleges and universities,

It simed fo convey two key messages:

= The Conadian Forces is o unique employer with
many possibilities to offer youth who are looking
for a (new) carser.

* The Canadian Forces is hiring for full- and part-
time openings in more than 100 different
accupations.

The campaign involved a mix of print, radio, out-
ch-home, television and cinema odvertising of the
national and regional levels, The advertisements
were crected fo build on previous adverfisemants
and more accurately reflect o particular Canadion
Forces cccupation [such as pilel], ar forget o specific
audience [such as engineers studying at university).
In fall 2003, o &0-second spot ran on movie theatre
screens across Canada, reaching an estimated
avdience of 9.9 millicn paople. A 30-second spot
also ran at mavie theatres and reached an oudience
of about 1.4 million people. In ecrly 2004, the
30second spots were aired on television in French
and English during prime time on conventional
networks and on specially, Aboriginal and multi.
lingual channels. The natienal campaign alse used
a combination of print media, such as compus
newsletters, student handbecks and directories,



and daily and community newspapers. The regional
campaign involved block and white print advertise-
ments in community ond daily popers, 30-second
radio adverfisements for recruiting events, and
adveriisements placed on rink boards, in transit
shelters, inside buses and an the Internet. To support
the campeign, mare than ene million recruiting
information cids were produced and distributed.

Pre-testing was one part of the campaign evaluation.
Mew adverfisements were tested with focus groups
to assess their effectiveness, and this testing
achieved positive results. All advertising was also
based on o 20002001 baseline survey and
subsequent tracking surveys, In the final analysis,
advertising praved to be an effective tool io help
achieve recruitment goals. The target of recruiting
5,423 individuals into the Regular Force was
exceeded, with an infake of 5,488 recruits.

More than 3,500 new Primary Raserve recruits
were dlso enrolled,

Smoking Cessation 2003-2004

During the 2003-2004 fiscal year, Health Canada
centinued its smoking cessofion social marketing
campaign begun in Jonuary 2003, to encourage
smakers to quit. The campaign, which ran the durafion
of the 2003-2004 fiscol year, primarily targsted
adult smokers aged 40 to 54, in both urban and
rural areas across Canada, and waos slightly
skewed to those of a lower socic-economic stotus,

The campaign had the following objectives:

® Toincrease the number of ex-smokers aged
40-54 over a three-year period.

* To increase the averoge number of quit attempts

maede by smokers aged 40-54.

* To increase the number of smokers accessing
Health Conada’s smoking cessofion resources,

The medio sirategy included the use of television, print
and online media. Television spots aired during key
periods for quit attempts, on both conventional and
speciolty networks. A partnership with the Conadion
Broodceosting Corporation (CBC) and its French coun-
terpart, Scciété RodioConada [SRC), also produced
two | 5second spots for o three-week nafienal cam-
paign blitz around the Mew Year period. During this
time, boanner adverlisements also appeared on the
CBC ond SRC Web sites. As part of o parinership
with Reader’s Digest / Sélection du Reader’s Digest,
which included a dauble-page spread in both mag-
ozines, a bonner advertisement was also placed

on the Reader’s Digest / Sélection Web sites,

To evaluate the campaign, four recoll surveys were
conducted, each with 800 smokers from the target
group. The results of the evaluation indicated that,
among those who remembered sesing one of the
adverlisements in the previous 12 months, 75 per-
cent felt that the advertisements were effective, and
84 percent soid that they were believable. Also
ameng these respondents, 47 percent said that the
advertisements mode them think about guitting. These
results were further supported by the large number of
arders placed for smoking cessation resources, as well
as the number of visits to the www.gosmokefree co
Web sife (691,512 hits between February 2003
and January 2004).

Services for Children
{National Child Benefit)

In May 2003, Human Resources Development
Canoda [Social Development Canada) launched
a Government of Conada campaign fo inform
Canadians about the government’s programs and
services for children end their fumilies. The campeign,
cimed ct the general public, ran for four months,
until the end of August 2003, The campaign
highlighted the National Child Benefit as one of
the Government of Canaoda's services for children
ond families. The odvertising included an offer far
o guide enfifled Services for Children: Guide fo
Government of Canada Services for Children
and their Families,

A mix of television, radio, print and Web campaign
components was designed to create brood awore-
ness, Thirty-second spots gired on television and
radio, targeted to French, English, Aborigingl and
ethno-cultural oudiences. Black and white print
advertisements ran in daily newspopers, as well os
in community, official language minority, multilingual
and Aboriginal print, end a fullcelour advertisement
ran for ane placement in targeted English and
French mogazines. The Wab port of the compaign
invalved o banner, text or button advertisement with
a link to the children’s pertal en the Canada Site.

The campaoign evaluction was based en a naticnal,
random telephone survey of 1,000 members of the
Canadian generol public fo measure aworeness,
recall and the impoct of the adverfisements. Unaided
recall of the adveriisements indicated that the audi-
ence had generally understood and retained the
main messoges of the campaign. Moreover, in
response fo the odvertising, the number of public
inquiries per month obout Gavernment of Canada
sarvices for children increased, and the Services



far Children icon was the most popular icon on the

Canada Site home poge for the period between

May 20 and July 8, 2003. Perhaps most significant

was the volume of Internet traffic fo the children's

section on the Canada Site. During the campaign,

a total of 77,444 hits were registered, for an over-

age of 25,814 hits per month [compared with
7,337 hits in the month betore the campaign].

EXPENDITURES BY ORGANIZATION

Natural Sciznces and Engineering Reseurch Coundl of Canedo 5288
(onadian Food Inspection Agency 5261
Sodinl Scences ond Humonilies Research Council of (onodo 5240
National Film Board of Conada S137

These expenditures are for April 1, 2003, to March 31, 2004.
rathr than individual contributing government organizations.

* & porfion, of, o of the expendilure represents public noficas.
“* Figures do not odd un dun fo rounding.

\

Department / Agency Thousonds of Dollars
Heolth (anoda 515818
Department of Finance Canade

(including Conado Savings Bonds] 59,661
National Dafince 57,190
Sadal Development Conado 56,461

*

Human Resources and Skifls Development Conada 51,885 *
Conoda Revenue Agency 54,813
Hatural Resources Conoda 54,655
Communicotion Conoda 53925
Conodion Heritage 82401
hgriculture and Agri-Food Cannda 51,630 *
Indian and Narthern Affoirs Conoda 5886
Transpart (anoda S576
Western Ecanomic Diversification Canada 5530
Department of Foreign Affairs and Intemational Trade

(Foreign Affuirs Canoda) {International Trode Conoda) 5487
Indusiry Canda SaBi
Atlontic Conade Opporiunities Agency St -
Public Works and Gavernment Services (anado S445 ¢
Farks (enadn 5358
(anadian Rodia-Television Telecommunicotions Commission 5330 ©
Hational Research Council Canoda S198
[ffice of the Governor General’s Secrelory 5297 ¢

Department / Agency Thousands of Dallars
Erviranment Conoda 5232
Canado Economic Developmant for Queber Regions 5106
Fisheries and Dceans 5183
Nationol Baitlefields Commission 5179
Library ond Arthives Conada 5162
Conadinn Nudear Safety Commission §187 ¢
Royal Canodian Mounied Palice 5129
Conadion Space Agenty 5128
Public Service Human Rescurces Manogement

Agency of Conoda sto7
Conodian Environmental Assessment Agency 585 ¢
Conodion Cenre for Occupational Heolth end Safety 583
Conodian Institutes for Health Reseorch g51
Office of the Commissioner for Federal Judidial Affairs M -
Conodian Trenspariotion Agency $13
Pualic Service Commission of Conoda §1 -
Canodian Groin Commission L1
Stefistics Canedo $H

National Round Toble on the Environment ond the Economy 526
Canadion Artists end Producers Professional Refafions Tribumal $25 °

Finoncial Consumer Agency of Canoda 516
Infrostructure Conada S13
Low Commtssion of Conoda 1]
Indinn Residentiol Sthools Resalution of Conada §7
(itizenship ond Immigrafion (onodo 52
Total $69,780 "

Orgoriizational expenditures fer Govemment of Canada odverfising indudz plonning, creaive, produclion, end medic plocement of odvertisements.

Far perpases of this report, in nses of multi-feperimentol advarfising compoigns, expendibures bave kesn nssodated 1o the cepaign leed-srganizofians,

—




-

SuppLIERS Usep BY THE GOVERNMENT OF CANADA

24/7 Reat Media Conoda

Acart Commwnictions Ing.

ACR Communications Inc.

Accurote Design & Conmunication Ine.
Mlard-Johnsen Communications Inc.
Aproges Morketing Communications Inc.
Armada Enc.

BCP Lid.

Bristel Group Inc.

frown Communicotions Group Ine.
Chorobia Interactil Inc.
Communications Vodr Inc.

Cooper, Spearing ond Stone Advertising
(ité-Lasouche

Deltn Médio Inc.

Les Dormpteurs de Souris

Genex (ommunicofions inc.
Gilles Fréchette

Gordengroup

Grophissima

Groupe Everest

Le Groupe PBA inc.

HR Mackillon

Hudsan Design Group

Imagik Design Comemunications
Hanon Tissot

Maria Godlsout Design Inc.
Mekim Communications Limited

Madio/1.0.A. Visica Inc. *
A

These suppliers were used during the 2003-2004 fiscal year.

Foeus Strateqies and Communicatians inc.

Medinglus Advertising

Meir Medio Plus

Nation Media + Design Lid.
(rigomi

Patisen Outdoar Advertising
Piera Normand-Communicztion
Platine

Pairier Communications Lid,
Publications BLD inc.

Publicis Conado fnc.

Publicité Day Inc.

Publicité Fuel Inc.

Robart Design Group

Seolt Thamley + Company Inc.
Seguin Lobelle Communication
Spiri) Creative Advertising & Prormation Inr.
Spoutnik

TMP Worldwide

Tap Adverfising lnc.

Trinnsecio

Tribule.cn

T

Verior Media

Vincom Outdoor Connda

Witkers & Bonson Companies Ine.
Wisiond

Vo Commiunication

* During the 20032004 Fiscal year, Média,/).D.A. Yision Inc. was tha
Gowemment of Canoda's Agancy of Record,




In Thousands of Deflars

e _— 5403
Radio  Foreign M;Eu;]'rées Multilingual
53,3]6 5339 & - Pupg{;

Outdoor internet $1,116
51,559 5835

Fipures vapresen media ploced through the Gavernment of (anada’s Age
Effective June 1, 2004, new processes were pul into place 1o enable the trecking and reparting of plocements in minerity official linguage media.
Future reports will thersfore indicate specific omounts of official lenguage minority media plocements. )
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Mepia PLacemenT BY Type ‘
-~ Television Community Popers "
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Figures represent media ploced thraugh the Government of

Conadu's Agency of Record (Madio/1D.A. Vision),

The following tock place:

e Moy 2003, the Child Benefit and Smoking

Cessation campaigns.
s October 2003, the Canada Savings Bend
campaign.

¢ Morch 2004, moratorium on Government of
Canada advertising.

Contracts and ADV Numbers
During the 2003-04 fiscal year:

* 356 adverfising confracts were awarded by
PWGSC: and

s 076 ADV ladvertising) numbers were issued.




