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Appendix 7

Annual report on the Government of Canada's advertising
— Major campaign details

Source: Public Works and Government Services Canada, 4 Year of Renewal: Annual
Report on the Government of Canada's Advertising 2003-04, Spring 2005, pp 25-36.



Campaign Highlights and Resuits
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University of Life

Department of Foreign Aftairs and International Trade (DFAIT)
(Foreign Affairs Canadal

March 2004
McKim Communications Limited

* To raise awareness among youth aged 18-30 about DFAIT’s International
Youth Programs, and about opportunities to work and travel abroad.

* To encourage the target group to visit the International Youth Programs Web
site, fo learn more about the program and, ultimately, to participate in if.

Youth aged 18 to 30

Bilingual posters, one version with English leading and one with French leading,
placed in the following locations:

= Subways in metropolitan areas for four weeks (207 X 28" vertical interior
posters) in Tier 1 markets.

* Transit shelters for four weeks (4" X 6’ ransit posters, 50% of which were
placed in the interior of the transit shelters, and 50% on the exterior) —for 25
gross rafing points {GRPs) in Tier 1 and Tier 2 markets.

e |Interior transit cards {35” X 11" standard posters inside buses and sirestcars)
in Tier 1 and Tier 2 markets, at 1/4 showing.

* Restaurants/bars {13” X 17 miniboards with postcard boxes) in Tier 1 markets.

» A total of six focus groups tested the poster. The testing, which occurred in
Vancouver, Toronfo and Montredl, indicated that the creative had low impact.
This resulted in the development of a new creative. A second round of focus
testing indicated that the crective elements were successful. Four focus test
groups were conducted in Toronto and Montreal for the second set of testing.

* A survey was commissioned about youth aifiudes and werk abroad programs.
The survey, which invelved 1,200 telephone inferviews with young Canadians
aged between 18 and 35, confirmed the approach to drive the target audience
to o Web site. Results of the survey indicated that over nine in fen young
Conadions (93%) say they have access to the Internet and 79% say that have
used the Internet for coreer and job information. Among university educated
and high-income respondents, Internet access reaches 98%.

e As a result of the campaign, traffic to the International Youth Programs Web
site increased almost threefold, from 13,398 visits in January 2004 1o
32,724 visits in March 2004.

* Affer the campaign ended, raffic to the Web site remained high, at 20,000
visits in April 2004,



Campaign Costs Production $78,801
Media plocement $313,971
Evaluative research $136,553

University of Life
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Canadian Forces Recrvitment
Department of Natienal Defence
April 2003 to March 2004

Acort Communications Inc. [April fo November 2003)
Publicis Canada Inc. [December 2003 to March 2004

* To ossist the Conadion Forces (CF) in hiring close to 10,000 Regular Force
ond Reserve Force personnel. To achieve this objective, at least 100,000
people would have to be enticed to contoct the CF tor more information.

* The CF is a unique employer with many opportunities to offer youth who are
locking for o [new] coreer.

* The CF is hiring for full- and porttime cpenings in more than 100 different
occupations.

¢ Canadion youth aged 1634, specifically the sub-group of 18- to 24-year old.

= Youths' influencers —their parents, leachers, guidonce counsellors, friends,
community leaders ond sa on.

s For some of the occupations, advertisements were targeted to youth whao
study specific programs ot colleges and universities across Canada, of who
already possess some of the skill set required for that occupation.

« Several new print and radio adverfisements were created to build upen pre-
existing odvertisements. They were created either to reflect more accurately a
porticular occupation |e.g., pilot) or to target o specifically defined audience
{e.g., engineers studying at university)

National

Television

® The 30-second "MNew Defenders —Generic” spot ran 1,165 times during
prime time from Janvary 12 to February 22, 2004, on English and French
conventional networks, specially channels, and Aboriginal and mulkilingusl
stations geared I the larget audience.

Cinema

* The 60-second "MNew Defenders —Generic” spot ran across Canada an
467 movie theatre screens from September 26 fo Oclober 2, 2003, and
on 2,573 movie theatre screens from October 3 to 30, 2003, reaching an
estimated oudience of 9,971,544,

* The 30-second spot ran on 349 maniiors at 57 theaires over the same four-
week pericd in October 2003, reaching on oudience of about 1,643,453,



Print

* A combination of print media was used from September to December 2003
to reach the torget audience at the high school, college, university and/or
professional levels on a national scole, Media included Web sites for job
postings, rade/association publications, campus newspopers, student
handbooks/directories, student magazines, engineering handbooks, yellow
pages, campus signage, youth/influencer publications, and doily/community
newspopers.

* In addifion, targeted advertisements ran that were cimed ot afiracling condi-
dates to particular disiressed occupations {11 noncommissioned-member
trades and 8 officer trades), os did adverfisements aimed at highlighting
subsidized education programs.

Regional

Mavy Rural Recruitment Campaign

* In April/May, black and white odverfisements were placed in 82 community
and daily papers acress Ontario, and o 30second, program-specific spot
ran on 66 radio stalions, to entice high schoal students fo attend MNawy
recruiting events at their schools,

* Local and regional odvertisements were ploced for 42 recruifing cenfres and
283 Reserve Force unifs acrass the country,

- Recruiting centres and defachments: Print, radio, and outofhome [outdoor)
advertisements promoted local aftraction events and hours of operation,
and filled in the nolional compaign on on asneeded basis. In fotal,

225 local and regional requests for advertising were placed, including:

- 300 print placements;
- BOO radio spots;

- 2 rink boards;

- 3 boseball murals; and
« 155 Infernet spots.

- Reserves [parttime employment]: Local print, radio, outofhome [outdoor)
and Internet advertisements promoted Reserve employment opportunities,
aftraction events and hours of operation. In total, 820 requests for local
and regional advertising were ploced, including:

- more than 1,000 print plocements;
- 870 radio spots;

- 2,400 interior bus cards;

- 29 transit shelters;

- 3 rink boards;

- 77 posters; and

- 2,200 direct mail pieces.

* To support the compaign, more than 1 million individual recruiting information
aids were produced and disiributed. These included:

~ 72 new military occupotion fact sheets with 1.400,000 copies produced;
- A Royal Military College brochure, with 65,000 copies distributed;

- 65,000 distributed copies of the applicant kit falder; and

- 5,500 distributed copies of the pilat poster,



Evaluation

Pre-testing

* As new advertisements were developed, they were focustested io assess their

effectiveness. Results from the tocus groups held in the 2003-2004 fiscol year
that took place in Winnipeg and Quebec City, were posifive, and led to the
production of several new advertisements.

All advertising was based on o bassline survey, conducted in 200020017, end
its subsequent tracking surveys. In 2003-2004, the tracking survey wos not
conducted, as no significant changes had been observed over the course of
the past three years, However, it will be picked up agoin. The boseline ond
iracking surveys were used primarily fo find out what the target cudience
thought of the CF, what they were locking for in o career, and what percaptions
they clready had about a career in the CF. Some of the informatien gathered
from the surveys used to develop advertising, included the fellowing:

- Generol impressions of the CF are pasitive, in that eight aut of ten respandents
respect the CF.

— Itis currently an employee’s market. In terms of recruiting for the CF, the
Department of National Defence needs fo lock at what the target audience
values as career drivers, and at what they believe about a career in the CF.

— The torget audience’s views on careers in general include a lorge amount
of confidence in finding fulliime employment, However, they still hove
strong cancerns about debt load after completing their postsecondary
education. Most imporfantly, they have a sirong, shared value: quality
time spent with fomily and friends.

- Deterrents to o career in the CF ware also fracked. The two major deferents
are fear of combat/death, and the percaived nofion of the “commitment rap.”

Results

As one of the fools used to support CF recruiting, advertising helped to
achieve the Department’s recruitment goals.

Last year, the Regular Force's recruitment fargef of 5,423 wos exceeded, with
an intake of 5,488 recruits.

More than 3,500 new Primary Reserve recruits were enrolled.



Campaign Costs Production:

Media plocement:
Evaluative ressarch:

$990,000
6,300,000
$37,600
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Smoking Cessafion 2003-2004
{(“Bob/Martin” Campaign)

Heclth Canada

January 2003 to March 2004

BCP Lid.

* To increase the number of ex-smokers oged 40-54, over a threeyeor period.
* To increase the average number of quit aftempts made by smokers aged 40-54.

* To increase the number of smokers occessing Health Canada’s smoking
cessalion resources,

* Quilling is possible. It will often take more than one atiempt, but it is possible,
* Health and lifestyle will improve upon o persen quitting smoking, and the
benefits make it worth the effort.

+ Help to quit smoking is available. Getting help mokes quitting easier and
increases the chance of success.

Primary

o Adult smokers aged 40-54, urban and mwral, across Canada, slightly skewed
ta those of low socic-econamic status, with women and men targeted equelly.

Secondary

* Recent quitters aged 40-54 who want to remain smokefree, including those
of low socio-economic status.

+ Adult smokers aged 25-39.

* Media.

s Health care professionals.

Television

* Eight 30-second television spots aired sequentially in bursts related fo key
periods for quit affiempts, from Jenuary 2003 until March 31, 2004. The
spots aired nationally on both conventional and specialty networks. Airtime
was split 50/50 batwaen prime time and oftprime time. {Additional regional
air time wae purchazed in Atlantic Canada, Manitaba and Satkatchewsn to
support the helpline pilot projects in those provinces.) While on air, the
average gross rating points [GRF) level was 100 GRPs/week. Six of these
advertisements aired during the 2003-2004 fiscal yeor,

¢ Television network partnership with the Canadian Broadcasting Corporation
(CBC) and Société RadioCanada (SRC): Two 15second spols were produced
for a thresweek nofional compaign blitz that took advantage of the peck period
for quit attempts surrounding the New Year, and drove smokers toward toking
action. On CBC, the opproximate number of GRPs came to 290 over the
three-week period, On SRC, the number totalled 700 GRPs.

Web

* In addition, banner advertisaments were placed on the CBC and SRC Web
sites during the partnership.

* A Google keyword buy was negotiated to premote the campaign micro-site
from its launch on November 15, 2003, through the holidey season fa
January 15, 2004,

* A banner was placed on the Reader’s Digest and Sélection du Reader’s Digest
Web sites [February ond March 2004},



Evaluation

Print

* Partnership with Reader's Digest / Sélection du Reader’s Digest included a
double-page spread in February 2004 and March 2004 issues.

Other Activities

The Reader’s Digest partnership also included the following.

* Health Conada’s selfhelp guide te quitting smoking was distributed clong
with o lefter o members of the target audience who hod requested smokin
cessation information {Reader’s Digest / Sélection dotabase: 49,649 English,
14,242 French).

« A letter wos delivered, polybogged with the Reader’s Digest magozine, to
doctors informing them of Health Canada’s cessation resources and encouraging
them to use/distribute them to pafients {Canadian Medicol Association distribution
database: 32,000 English and 8,000 French).

Methad

* Four recall surveys were conducted; each of the samples contained
8OO smokers aged 40-54 and was split raughly 50/50 in terms of male and
female participants.

Results
* Aided recoll voried from 24% to 60%, and averaged 42% for all sight ads.
+ Among thase who remember seeing one of the odverfisements in the preceding

12 menths, o significant majority considered the odvertisements to be both
effective (75%) and believable (B4%).

* Among those who remember sesing one of the advertisements in the preceding
12 months, 67% said that the adverfisements made them think about quitting
smoking.

* The campaign led odult smokers to use the access channels suggested in the
advertisements (the wwow.gosmokefree.ca Web site, 1 B0O C-Canada, the
smokers’ help line or the bocklet].

* Thoughts about quifiing increased throughout the compaign, particularly with
the latter advertisements.

= The survey indicated that the campaign messages were communicated te,
and undersiood by, the torget audience.
Tracking

Calls to 1 800 O-Canoda, orders for cessation resources, and visits to the
wiww.gosmokefree.ca Web site were directly correlated to compaign activity:

* 21,200 tobocco cessationrelated calls were received at 1 800 C-Canodo;
* 25,427 On the Road to Quitiing selbhelp booklets were ordered; and

* During the first year of the campaign, the www.gosmokefree.co Web site
received the following numbers of hits [February 2003 to January 2004}

- 691,512 to the home page;

— 312,985 to the quilting page;

~ 90,000 to the Bob,/Martin campaign Web site; and

~ 81,000 to the E-quit and 72,000 to the On the Road to Quitting Web-based

cessafion resources,



Campaign Costs Production $193,730
Media placement $6,359,513
Research $236,777

Smoking Cessation
2003-2004
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Services for Children
{National Child Benefit)

Government of Canada compaign with the participation of many government
organizations, led by Human Resources Development Canada (Social
Development Canoda)

May to August 2003
Vickers & Benson Companies Inc.

* To inform Conadians about the Government of Canada’s programs and services
for children and families, including the Mational Child Benefit.

The fulfilment piece tor the campaign was the first edition of Servicas for

Children: Guide fo Government of Canada Services for Children and their

Fomifies.

» There are a voriety of programs to support children and families.

* The Government of Canada helps ensure that children are healthy, safe,
secure and ready to participate in society.

General public

The media mix of television, radio, print and Internet advertisements was
designed to creafe broad awareness, and delivered 95% reach? of all
Canadians over 18 years of oge.

Telavision

* The 30second television spot aired fram May 1 to June 15, 2003, on
English and French networks {50% prime time, 1,000 GRPs), specialty channels
{200 GRPs), and Aboriginal and mulfilingual television (20-30 spots

per week].

Radio

® The 30-second radio spot cired from May 1 to May 25, 2003, in measured
French and English national markets [500 GRPs). In addition, 25 spots per week
oired in non-measured English and French, Aboriginal and official languoge
minority markets.

Print

* Black and white 1/4- or 1/3-page print advertisements were placed in English
and French dailies, and weskly and monthly community, official language
mincrity, multilingual and Aboriginal newspopers. The advertisements ran on
three Soturdays in the dailies, and once in the other newspapers, between
May 10 and June 30, 2003.

» The fourcolor, fullkpoge print advertisement ran for ane plocement in lorgeted
English and French magazines {luly issues).

3 Reoch is defined as the percentage of o target audiencs
reached once by a media wehicle or media schadule.



Evaluation

Campaign Costs

Wb

internet banner/button /text odvertisements (five in English and five in French)
were placed on 10 relevant Web sifes, such as Teday’s Parenl, and provided
a direct link to the childran's pericl on the Canada Site [canada.ge.ea).

These advertisements ran from May 20, 2003, until the end of August 2003,

An ican on the hame poge of the Cancda Site also provided a direct link to
the children’s cluster. The icon was present from May 20 fo July 8, 2003,

Mathod

Pre-esting included four two-hour focus groups. Two sessions were held in
Winnipeg and two in Montreal. Demogrophic groups interviewed were: lower
income with kids; middle/upper income [1/2 with kids and 1,/2 without).

The campaign was evaluated using the Government of Canada’s commen
quantfitative evaluation tocl, and waos based on o national, randem, telephane
survey with 1,000 members of the Canadian general public. The objective
wias to measure awareness, recall and impact of the advertisements.

Results

32% saw or heard at leost one advertisement.

56% of those who saw the advertisement recolled seeing the advertisement
on television, 31% recalled seeing it in a newspaper, and 13% recalled
hearing it on the radic.

Unoided recall of the moin messages of the advertisements fended fo revolve
around the ideas that children /fomilies need help, that information is available
ahout services for children and their families, and that the Government of
Canada is helping low-income femilies

Response Rate

During the campaign, public inquiries about Government of Canada services
for children averaged 2,610 per month. (Before the start of the compaign,
enquiries averoged 1,685 per month.]

The children's cluster received 77 444 hits during the compaign, for an average
of 25,814 hits per month {compared with 7,337 hits in the month before the
campaign).

Between May 20, 2003, and the end of August 2003, the banner/button /text
advertisements were viewed by 1.3 million Canadians, of whom 17,000 clicked
on the advertisement to view the children's cluster.

Between May 20 and July 8, 2003, the Services for Children icon was the
most popular icon on the Canado Site home page, receiving 8,504 hits.

Production $500,000 (2002-2003)
$157,878 |2003-2004)

Media plocement $6,303,036

Evaluative research

Testing concepts 542,589

Testing rough-cut ads $19,003

Posttesting $26,349
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