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I am pleased to present Sustained
Commitment: Annual Report on
Government of Canada Advertising
Activities 2005-2006. The release
of this fourth annual report 
supports the Government of
Canada’s commitment to better
inform Canadians about the
advertising activities and results
of some of the major campaigns
undertaken this last fiscal year. 

With the introduction of Bill C-2,
the Federal Accountability Act, in
April 2006, and its receipt of
Royal Assent in December 2006, the
Government of Canada introduced specific
measures to help strengthen accountability,
increase transparency and improve oversight
in government operations. 

Resulting from the commitments made in 
the Federal Accountability Act and Action 
Plan, the President of the Treasury Board of
Canada announced, in August, new correc-
tive measures to restore accountability in
advertising. As part of those new measures,
the Communications Policy of the Government 
of Canada was amended, to include a new def-
inition of advertising that helps clarify which
activities should be considered in advertising
contracts and, to ensure greater transparency
in the management and reporting of advertis-
ing activities of federal institutions.

There has been an overall downward trend in
government advertising spending over the
past four years. The continued decline in
2005-2006 is largely the result of the ongoing

implementation of a plan to
reduce media placements by 
15 per cent for three years, until
2006-2007, and the 2006 federal
election, during which the vast
majority of government advertis-
ing was suspended by policy.

Concurrently, Public Works and
Government Services Canada
undertook an audit of the 
advertising renewal initiatives 
to ensure the advertising coordi-
nation and procurement prac-
tices were properly implemented.

The audit, which was conducted during the
spring and summer of 2006, found that there
were substantial improvements in the 
integrity of Public Works and Government
Services Canada’s advertising practices and
that appropriate controls and systems had
been established to ensure compliance with
government policies.

This annual report demonstrates our ongoing
efforts to provide better management of
advertising activities. Canadians can be 
reassured that the Government of Canada is
committed to do what is necessary to ensure
that our approach to advertising meets their
expectations for open, transparent and
accountable government operations.

Michael M Fortier
Minister of Public Works and Government Services
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This fourth annual report on government
advertising provides information on the
process that is used, annual expenditures, as
well as highlights of some of the major cam-
paigns undertaken in 2005-2006. All figures
reported herein are exclusive of GST.

Chapter 1 reports on Public Works and
Government Services Canada’s (PWGSC’s)
ongoing efforts in support of government
communicators who manage advertising
activities, helping to increase their skills and
knowledge with a particular focus on the
advertising process and related regulations,
acts and policies. 

This chapter also reports on PWGSC’s contin-
ued guidance for advertising practitioners
through tools such as the Advertising to Official
Language Minority Communities: Best Practices
in Government Advertising. This best practices
document discusses ways to improve com-
munications with official language minority
communities through effective advertising. 

Finally, this chapter highlights improvements
made to the Advertising Management
Information System (AdMIS), which is used
by all institutions to document and track
their advertising activities.

Chapter 2 lists the major advertising cam-
paigns of 2005-2006, the expenditures by
institutions, and the advertising services 
suppliers that were contracted during the
year to provide planning, production or
media buying support. There is also data on
spending levels, use of media and other
trends that have emerged since reporting
began in 2002-2003.

Three campaigns are featured in some detail:

• Year of the Veteran
(Department of Veterans Affairs)

• E-services for Business
(Canada Revenue Agency)

• Canadian Forces Recruitment
(Department of National Defence)

The report includes three appendices:

Appendix I — An overview of the roles and
responsibilities of specific institutions
engaged in the oversight of government
advertising, and the process followed by
institutions to manage their advertising, from
planning a campaign to its evaluation.

Appendix II — The procurement of advertis-
ing services including lists of the advertising
services suppliers contracted to provide 
services across Canada through standing
offers and supply arrangements. 

Appendix III — A glossary of the advertising
terms used throughout this report. 
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Increasing Skills and
Knowledge
In 2003-2004, communicators with an interest
in advertising formed a community of prac-
tice as a forum to share their knowledge and
experience and to learn from each other. In
2005-2006, membership in the government
advertising community of practice grew to
more than 250. 

Public Works and Government Services Canada
(PWGSC) supports this community, and com-
municators government-wide who are involved
in advertising, through various learning ini-
tiatives aimed at strengthening their capacity
to plan and manage advertising activities.

The Advertising Coordination and Partnerships
Directorate (ACPD) leads these efforts which
include training and information sessions,
professional networking opportunities through
the community of practice, working tools and
sharing of industry best practices.

Training and Information Sessions

During 2005-2006, ACPD organized training
and information sessions on a broad range 
of topics. The events were attended by
approximately 35 institutions. Government
advertisers learned about the process, their
roles and responsibilities, and the associated
acts, policies and regulations that must be 
followed. Participants also learned about the
best ways to reach official language minority
and ethno-cultural communities, how to
adapt to the changing world of media, and
the importance of research to plan campaigns
and to evaluate results. 

In total, sessions on 12 different topics were
delivered: 

• Evaluating Your Campaigns
• The Evolving Media Landscape
• Understanding Media Plans
• Introduction to Advertising Management

Information System (AdMIS)
• The Government Advertising Process
• Ethno-Cultural Translation and Adaptation
• Understanding ACTRA’s (Alliance of

Canadian Cinema, Television and Radio
Artists) Commercial Agreement

• The Government Advertising Committee
(GAC)

• Public Opinion Research: A Valuable Asset
in Your Advertising Toolbox

• Foundation for a Strategic Social Marketing
Plan Based on Health Canada’s E-Learning
Tool

• Count Yourself In! Advertising Strategy 
for the 2006 Census

• Advertising campaign and outreach initia-
tives during the 38th General Election

ACPD also supported government advertisers
with various tools, such as:

• Statement of Work Template for Public Notices
(July 2005)

• Key Roles of Participants in Government of
Canada Advertising, chart (March 2006)

• Advertising to Official Language Minority
Communities: Best Practices in Government
Advertising (March 2006)
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These tools are designed to simplify the
advertising process for institutions and increase
consistency and rigour across government.
The latter document, for example, outlines
best practices that can assist government
communicators in achieving successful, per-
suasive communications that meet or exceed
the requirements of the Official Languages Act
(OLA) when advertising to official language
minority communities. 

Official Language Minority Media 
and Ethnic Media

In 2005-2006, PWGSC participated in ongoing
discussions with official language minority
and ethnic media associations to inform them
about the government advertising process.

PWGSC is also working to increase its knowl-
edge of ethnic media in Canada, and to better
understand how to reach ethnic communities
through advertising. With this goal in mind,
PWGSC began in 2005-2006 to assemble a
resource centre of ethnic publications and ref-
erence materials for government communica-
tors. The resource centre will benefit public
servants who wish to improve their under-
standing of ethnic media and its potential in
government advertising campaigns that
speak to all Canadians.

Advertising Management
Information System 
According to the Communications Policy of the
Government of Canada, federal institutions 
listed in Schedules I, I.1 and II of the Financial
Administration Act must record their advertis-
ing activities, including public notices, in the
Advertising Management Information
System (AdMIS).

The system enables users to view advertising
information from other government institu-
tions. Institutions also use the system to sub-
mit media plans for review and approval.

Throughout 2005-2006, PWGSC has contin-
ued to expand, enhance and promote the
functionality of AdMIS. Training sessions
were given to instruct system users and to
highlight its value. AdMIS will continue to
evolve in order to enhance its functionality
and its ability to record Government of
Canada advertising data.
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Expenditures
During the 2005-2006 fiscal year, PWGSC
continued to use the contracting tools that
were competitively established in 2004-2005
to purchase advertising services on behalf of
institutions. In total, 61 call-ups were issued
to 10 different advertising services suppliers
against the standing offers established for
assignments not exceeding $75,000. An addi-
tional 10 contracts were issued, following
competitions, to seven different advertising
services suppliers that had pre-qualified for
advertising projects valued at between
$75,000 and $750,000.

The contracting tools will expire at the end of
fiscal year 2006-2007 and a new procurement
solicitation for advertising services is in
development. More information is available
in Appendix II on advertising procurement. 

During the 2005-2006 fiscal year, the
Government of Canada spent $41.3 million
on advertising campaigns and public notices.
By comparison, $49.5 million was spent in
2004-2005.

Several factors contributed to this decline. 
For the second fiscal year in a row, a federal
election resulted in the suspension of most
government advertising.

The Communications Policy of the
Government of Canada states that institu-
tions must suspend their advertising during
general elections. Advertising is only permitted
when: an institution is required by statute or
regulation to issue a public notice for legal 
purposes; an institution must inform the public
of a danger to health, safety or the environment;
or an institution must post an employment or
staffing notice. Advertising plans and activities
must be put on hold until the day the newly
elected government is sworn into office.

Consequently, there was minimum advertis-
ing from December 2005 through March 2006
when many of the activities were planned. 
In addition, 2005-2006 was the second year of
the three-year plan to reduce media spending
by 15 percent annually.
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Total Expenditures

2005-20062004-20052003-20042002-2003

Sources: Public Works and Government Services Canada, Annual Report on Government of Canada Advertising 
Activities, 2002-2003, 2003-2004, 2004-2005. These figures are based on information provided to PWGSC by 
institutions in Schedules I, I.1 and II of the Financial Administration Act for the purposes of the annual reports.

$111 million

$69.8 million

$49.5 million
$41.3 million

Advertising During the General Election 

Approximately $440,000 was spent on media placements during the general election period for
public notices and advertisements that met the requirements previously outlined. These were
placed by the Canadian Radio-television and Telecommunications Commission, the Office of
the Auditor General, Parks Canada Agency, Department of Transport, the Canadian Centre for
Occupational Health and Safety, Department of Health and Department of National Defence.

Figure 1 — Advertising Expenditures by Fiscal Year
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Table 1 — Major Advertising Campaign Expenditures

Campaign 
Campaign(s) Institution Expenditures

(in thousands of dollars)

• Canadian Forces Recruitment
Department of 

14,353
National Defence

• Canada Savings Bonds Department of Finance 4,657

• EnerGuide
• Energy Star
• One-Tonne Challenge Energy Conservation 

(TV fall campaign) Department of 
3,704

• Project Green — Moving Forward on Natural Resources
Climate Change (April campaign)

• Project Green — Conserving Energy 
(Fall campaign)

• E-Services for Business Canada Revenue Agency 2,891

• Seniors Department of Human 
• People With Disabilities Resources and Skills 

1,885
• Post-secondary Education Development/Department 
• Service Canada Awareness of Social Development

• Healthy Living
• Aboriginal Tobacco — Cessation Department of Health 1,563
• Tobacco Mainstream — Second-hand Smoke

Total, major advertising campaigns Listed above 29,053

Total, smaller advertising campaigns Various 4,058

Total, public notices All 8,195

These figures were provided to PWGSC by each institution for the purposes of this annual report. Expenditures include
planning, production and media placement costs. 
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Table 2 — Advertising Expenditures by Institution

Total Advertising 
Institution Expenditures

(In thousands of dollars)

Atlantic Canada Opportunities Agency 117
Canada Border Services Agency 17
Canada Revenue Agency 2,938
Canadian Centre for Occupational Health and Safety 43
Canadian Environmental Assessment Agency 218
Canadian Food Inspection Agency 350
Canadian Grain Commission 17
Canadian Institutes of Health Research 93
Canadian Nuclear Safety Commission 122
Canadian Radio-television and Telecommunications Commission 969
Canadian Transportation Accident Investigation and Safety Board 1
Canadian Transportation Agency 4
Correctional Service of Canada 55
Courts Administration Service 8
Department of Agriculture and Agri-Food 1,264
Department of Canadian Heritage 176
Department of Citizenship and Immigration 1
Department of the Environment 80
Department of Finance 4,657
Department of Fisheries and Oceans 127
Department of Foreign Affairs and International Trade 1,200
Department of Health 1,725
Department of Human Resources and Skills Development / 

Department of Social Development 2,519
Department of Indian Affairs and Northern Development 204
Department of Industry 572
Department of Justice 15
Department of National Defence 14,896
Department of Natural Resources 3,801
Department of Public Safety and Emergency Preparedness 112
Department of Public Works and Government Services 561
Department of Transport 820
Department of Veterans Affairs 403
Department of Western Economic Diversification 523
Economic Development Agency of Canada for the Regions of Quebec 23
Library and Archives of Canada 17
National Battlefields Commission, The 156
National Energy Board 72
National Film Board 539
National Research Council of Canada 290
Natural Sciences and Engineering Research Council 88
Office of Infrastructure of Canada 2



• Académie-Ogilvy Communications Inc.
• Acart Communications Inc.
• Affinity Productions
• Alder Group Inc., The
• Allard-Johnson Communications Inc.
• Allset Inc.
• Axmith McIntyre Wicht Ltd., 

A Communications Partnership
• BCP Ltée
• Bernard Hodes Group
• Brown Communications Group Inc.
• Canarctic Graphics Ltd.
• Carisse Graphic Design Ltd.
• CCL Group, The (Corporate Communications Limited)
• Christian Fay
• Compass Communications Inc. (Target Communications)
• Cossette Media of Toronto, a division of 

Cossette Communication Group
• Delta Printing Ltd.
• Dollco Printing
• Dompteurs de souris, Les
• EarthLore Communications
• Eatwrite Communications
• FORCE (Acart Communications Inc.)
• George Raymond
• Hewson Bridge and Smith Ltd.

• Imagik Design Communications
• Imatics Inc.
• Impact Publications Management
• Jellyfish Design
• Kaboom Communication Design Inc.
• LJN Group Inc.
• Manifest Communications Inc.
• Mantle & Overall Communications
• Marc Fowler
• McKim Communications Ltd.
• MediaEdge Publishing Inc.
• OSL Marketing Communications Inc.
• OSL-Martin Inc.
• Paul JJ Bélanger
• Platine Communication
• Poirier Communications Ltd.
• Publicis Canada Inc.
• Quiller & Blake Advertising Limited 
• Robert Design Group
• Stephanie Prejet
• TM Creative Direction
• TMPW Canada
• Tuscany Design
• Vickers & Benson Companies Inc.
• Wavertree Communications Inc.
• Z-Card Canada
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Table 2 (continued)

Office of the Auditor General 51
Office of the Commissioner for Federal Judicial Affairs 82
Office of the Commissioner of Official Languages 3
Office of the Governor General’s Secretary 167
Parks Canada Agency 531
Public Health Agency of Canada 47
Public Service Commission 3
Public Service Human Resources Management Agency of Canada 4
Registry of the Competition Tribunal 27
Royal Canadian Mounted Police 166
Social Sciences and Humanities Research Council 43
Statistics Canada 387

Total 41,306

These figures were provided to PWGSC by each institution for the purposes of this annual report. Expenditures include
planning, production and media placement costs. In cases of multi-departmental campaigns, expenditures are attributed
to lead institutions.

Advertising Services Suppliers Used by the Government of Canada

Source: Advertising services suppliers listed above were provided to PWGSC by each institution for the purposes of this annual
report and represent suppliers that provided their institution with advertising planning, production or media placement services.
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Source: Agency of Record, Cossette Media of Toronto, a division of Cossette Communication Group.
Figures may not add up to 100 percent due to rounding.

26% Television 28% Daily Newspapers

0.12% Cinema

13% 
Weekly 

Newspapers

4% Ethnic (print)

2%
Aboriginal (print)

6%
Web

5%
Magazines

4%
Out-of-home
(Billboards,

transit ads, etc.)

11% Radio

Figure 2 — Media Placements by Type 2005-2006

The choice of media is based on planning practices that take into account research findings,
messaging, media availability, target audience, demographics, circulation, reach, timing, 
budget, and the requirement that all federal institutions comply with the Official Languages Act.
The objective of these planning practices is to enable each campaign to reach its intended 
audience in the most effective and efficient manner.
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2005-2006

2004-2005

2003-2004

2002-2003

Outdoor/WebRadioTv/CinemaPrint

Sources: GC Agencies of Record (Média/I.D.A. Vision Inc.; Cossette Media of Toronto, a division of Cossette 
Communication Group).
Figures may not add up to 100 percent due to rounding.

42%
40%

38%

52%

45%

49%
46%

26%

8%
6%

11% 11%

6%
4% 5%

10%

Figure 3 — Placements by Media Type, 2002-2003 to 2005-2006

Print, radio and television/cinema remain major media for government advertising. The increase
in Web and print placements and decrease in television/cinema placements reflect the nature 
of the campaigns executed in 2005-2006 and are not considered trends.
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Official Language Minority Media

Ethnic Media

2005-20062004-20052003-20042002-2003

Sources: GC Agencies of Record (Média/I.D.A. Vision Inc.; Cossette Media of Toronto, a division of Cossette 
Communication Group).

3.7%

2.0%

3.4%

2.0%

4.2%

3.3%

4.8%

4.5%

Figure 4 — Official Language Minority and Ethnic Media —
Share of Media Expenditures

As a result of four consecutive year-over-year reductions in Government of Canada advertising
expenditures, spending in official language minority and ethnic media has also declined.
However, their share of total media expenditures has grown.

The official language minority media share of total media expenditures increased to 4.8%. 
This represents an increase of 0.6% from fiscal year 2004-05 and 1.4% from 2003-04.

For ethnic media, the share of media spending increased by 1.2% from fiscal year 2004-05 to
4.5%, and 2.5% from 2003-04.

Official Language Minority Media and Ethnic Media – 
Share of Print and Radio Expenditures

Expenditures in official language minority media accounted for 8 percent (or $1,147,677) 
of the total $14.26 million spent in print and 5.5 percent (or $169,618) of the total $3.06 million
in radio.

As a proportion of total print media expenditures, ethnic print media received 8.5 percent 
(or $1,217,832).



Highlights of Major Advertising Campaigns

Department: Department of Veterans Affairs

Campaign Dates: April to May 2005

Advertising Services Supplier: Compass Communications Inc.

Objectives

• Inform all Canadians that the Government of Canada declared 2005 to be the Year of the
Veteran (YoV).

• Invite Canadians (particularly those under 50) to participate in Victory in Europe Day 
(VE Day) ceremonies and events across Canada on May 8, 2005 to mark the 60th anniversary
of the end of the Second World War.

• Encourage Canadian children, adolescents, families and young adults to participate in YoV
activities in their communities and, more specifically, in major events to be held in Ottawa
and provincial capitals across the country.

Key Messages

• Veterans past and present have helped build the peaceful, democratic, prosperous nation
that Canada is today. 

• The Government of Canada highlighted its commitment to remembrance in the 2005 Budget,
and declared 2005 as the Year of the Veteran.  

• A key focus during YoV was to mark the 60th anniversary of the end of the Second World War.
The anniversary of VE Day was celebrated on May 8 in Canada and overseas with major
events and ceremonies. The success of these events set the tone for YoV activities throughout
the balance of 2005.

Target Audience

• Children/families
• Youth
• Seniors
• Businesses and workers
• Disabled Canadians
• Veterans and Canadian Forces members

Media Placement — Radio

• Ran from Thursday, April 28, 2005 to Sunday, May 8, 2005.
• Scheduled to build awareness levels leading up to May 8 VE Day ceremonies.
• Achieved a very strong gross rating points (GRP) level of 940 (equivalent to 600 GRPs if

scheduled over the usual week-long period), and a reach/frequency of 80 percent with an
average frequency exposure of 11.7.

• Targeted all markets and regions in Canada, with a focus on provincial and territorial 
capitals (target group: adults 18-49).
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• Featured separate French and English 30-second spots, depending on market.
• Agency of Record was requested to buy on the top stations in each market to 

avoid fragmentation.
• Estimated total spending in radio: $344,000 (96 percent of overall budget).

Media Placement — Print

• Conducted limited print advertising to promote VE Day events in the National Capital
Region and encourage greatest possible turnout for War Memorial ceremonies.

• Placed 2/3-page black-and-white ads in three dailies: Ottawa Citizen, Ottawa Sun, Le Droit
(Ottawa).

• Positioned ads in general news sections, which have the highest readership.
• Total newspaper spending: $12,680 (four percent of budget).

Media Placement — TV

• Ran a YoV promotional video on more than 100 separate Canadian cable stations before and
after VE Day ceremonies.

• Used video at numerous commemorative and promotional events and ceremonies.

Evaluation Results

Evaluation methods and measurable outcomes for the YoV 2005:

Conducted three waves of awareness surveys through Ipsos-Reid to:

• measure Canadians’ awareness of YoV;
• measure the importance among Canadians of activities commemorating veterans for their

sacrifices and achievements; and
• determine effectiveness of YoV communications and remembrance-program initiatives in

influencing Canadians’ knowledge and support of YoV commemorative activities.

Evaluation results indicated that YoV awareness among Canadians grew from 19 percent in
January 2005 to 47 percent by May, and 56 percent by November.

In May 2005, shortly after major national and international events and a run of targeted radio
advertising, 81 percent of Canadians surveyed said that they remembered hearing or seeing
some promotion for either the 60th anniversary of the end of the Second World War or the YoV.
These levels of awareness are rarely achieved in any public campaign.

Other Results

Media

Department of Veterans Affairs Media Relations reported that more than 1,000 media calls were
generated in 2005 during the Year of the Veteran — a 30 percent increase from the previous year.
The majority of these inquiries related to Department of Veterans Affairs signature events
including the 60th Anniversary of the Liberation of the Netherlands; VE Day in Canada; 60th
Anniversary of Victory in the Far East; Aboriginal Spiritual Journey; 60th Anniversary of the
Italian Campaign; 60th Anniversary of the Murmansk Run, and Veterans’ Week 2005.

Total media stories appearing in the Canadian media during YoV 2005 increased by more than
50 percent to 4,557 stories from 2,987 stories in 2004.
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Web

The number of visitors to the Department of Veteran Affairs’ Web site during YoV 2005
increased by more than 200 percent over the same period in 2004.

Attendance at events 

Approximately 100,000 people attended the 60th Anniversary of VE Day ceremony and parade
in Ottawa on May 8, 2005.

Partnerships

Many organizations across Canada worked with Department of Veterans Affairs to promote
awareness for the YoV, including:

• Provincial, territorial and municipal governments.
• Veterans organizations such as the Royal Canada Legion, Anavets (Army, Navy, Air Force

Veterans), Nursing Sisters Association of Canada, Juno Beach Centre Association, Canadian
Merchant Navy Association, etc.

• Participating government departments and agencies: National Capital Commission,
Department of Public Works and Government Services, Department of National Defence,
Royal Canadian Mounted Police, Government House, Department of Foreign Affairs and
International Trade, Canadian War Museum, Library and Archives of Canada, Department of
Indian Affairs and Northern Development, Department of Canadian Heritage, Department
of Citizenship and Immigration, Parks Canada Agency, and Historic Sites and Monuments
Board of Canada.

• Scouts Canada, school boards, voluntary sector and social organizations.

Campaign Costs

Production/planning $24,464

Media Placement $329,693

Evaluative Research $49,086
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Department: Canada Revenue Agency (CRA)

Campaign Dates: February to March 2006

Advertising Services Supplier: BCP Ltée

Objective

• Inform small and medium-sized enterprises (SMEs), and their intermediaries, of the business-
transaction services available on the CRA Web site.

Key Message

• The CRA has the information and services to help businesses complete transactions 
electronically. 

Target Audience

• Small enterprises (1-24 employees)
• Medium-sized enterprises (25-49 employees)
• Intermediaries who deal with the CRA on behalf of SME clients

Media Placement — Print

• Placed 1/2-page black-and-white ads in dailies in both official languages, and in Aboriginal
and ethnic (Chinese and Punjabi) papers.

• Placed full-page colour ads in news magazines (L’actualité, Time, Maclean’s) and vertical
(association) magazines (The Bottom Line, CGA Magazine, CMA Management and CA Magazine).
Vertical magazines are industry-specific publications.

Media Placement — Radio 

• Ran 15-second spots in all 61 measured markets.
• Focused on morning news programs and talk-radio formats.
• Achieved 400 weekly GRPs.

Media Placement — Web

• Bought big-box ads on home and news pages of major portals such as Sympatico MSN,
Canoe and Yahoo.

• Posted links on a variety of Government of Canada Web sites.
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Evaluation Results

The government’s Advertising Campaign Evaluation Tool (ACET) survey was conducted
among 412 SMEs and 459 intermediaries. The survey gauged not only the impact of the 
campaign on audiences’ views of the Government of Canada and the CRA, but also levels of
campaign awareness according to levels of aided and unaided recall. Unaided recall measures
the ability of survey subjects to indicate unprompted awareness of the CRA campaign. Aided
recall refers to those subjects who express knowledge of the campaign once they are provided
with limited reminders of its content.

Survey Subject Recall Impact

(Percentage of survey subjects who indicated they did not 
use online CRA business-transaction services in the last 

Unaided Aided 12 months, but would likely do so in the next 12 months.)

SMEs 24% 18% 38%

Intermediaries 42% 28% 27%

Campaign Costs

Production/planning $226,400

Media Placement $2,665,060

Evaluative Research $109,013
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Department: Department of National Defence

Campaign Dates: September to December 2005

Advertising Services Supplier: Publicis Canada Inc. 

Objective

• To begin rebuilding awareness of Canadian Forces (CF) recruitment opportunities among
Canadians aged 18 to 34.

Key Messages

• The CF is a unique employer with many opportunities to offer youth who are starting or
expanding their careers.

• The CF is hiring for full- and part-time openings in more than 100 different occupations.

Target Audience

• Canadian youth between the ages of 16 and 34, specifically the sub-group of 18 to 24 year-olds.
• Those who influence youths’ career decisions: parents, teachers, guidance counsellors,

friends, community leaders, etc.

Advertisements for some CF occupations targeted youth enrolled in specific programs at colleges
and universities across Canada, or who already possess some of the required skill sets.

Media Placement — National Television

The 30-second ad ran during prime time on English and French specialty channels, and on
Aboriginal stations geared to the target audience. A total of 1,019 Gross Rating Points (GRPs)
were achieved for the period September 26 to November 21. 

Media Placement — Print

A combination of print media was used from September to December 2005 to reach the target
audience at the high school, college, university and professional levels on a national scale. 
Ads were placed in:

• trade and association publications
• campus newspapers (and on campus signage)
• student handbooks and directories
• student magazines
• engineering handbooks
• youth-influencer publications
• daily and community newspapers
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In addition, targeted advertisements were placed to attract candidates to distressed occupations
(specifically, 11 non-commissioned-member trades and eight officer trades), and to highlight
subsidized education programs.

Media Placement — Web

Ads were placed on a variety of job-posting Web sites.

Media Placement — Regions

Local and regional advertisements were placed for 42 Reserves and Canadian Forces Recruiting
Centres (CFRCs) and 283 reserve force units across the country. At CFRCs and detachments,
print, radio and out-of-home ads supplemented the national campaign and promoted local
events and hours of operation. Local and regional media buy activities included: 

• 525 print placements
• 3,989 GRPs (radio)
• 617 billboard placements

Evaluation Results

The government’s Advertising Campaign Evaluation Tool (ACET) survey was conducted with over
1,000 Canadians aged 18 to 34. Of those surveyed, 17 percent remembered seeing or hearing
the ads (unaided recall), while 34 percent recognized the ads when prompted (aided recall).

The television ads were the most effective vehicle in reaching the target population, with 
23 percent recognizing the ads when prompted. Print ads were the next most successful 
medium with 10 percent.

The campaign was successful in communicating the intended messaging related to employment
and career opportunities with the Canadian Forces and in delivering secondary messages such as
those concerning education and training opportunities in exciting and respected types of work.

Campaign Costs

Production/planning $3,962,195

Media Placement $10,390,790

Evaluative Research $59,373
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How Advertising is Managed in
the Government of Canada
Roles and Responsibilities

Advertising is one way the Government of
Canada communicates with Canadians about
policies, programs, services and initiatives;
public rights and responsibilities; and risks to
public health, safety and the environment.

Clear roles and responsibilities have been
established to manage Government of
Canada advertising in a transparent and
effective manner.

Privy Council Office (PCO) has the central role
in the coordination of government advertising.
PCO is responsible for chairing the Government
Advertising Committee (GAC), developing
and securing approval of the Government
Advertising Plan, recommending the funding
allocations to Cabinet or its designated com-
mittee, and monitoring the implementation of
campaigns by institutions.

The Government Advertising Committee
includes the Directors General of
Communications from various government
institutions, and meets regularly to review all
major advertising campaigns being developed
by institutions.

Treasury Board of Canada, Secretariat (TBS)
coordinates, in conjunction with PCO and
GAC, the allocation of funds for government
advertising, and the assessment and process-
ing of Treasury Board submissions from 
federal institutions to obtain funding for
approved advertising initiatives.

Individual institutions are responsible for
planning and implementing their advertising.
Institutions must obtain approval from PCO
and funding from Treasury Board for their
planned advertising activities, and ensure
that their advertising initiatives adhere to
applicable legislation, policies and procedures.
Institutions are also responsible for managing
and paying for contracted advertising services
as required, quality control, evaluation and
for reporting their advertising activities and
expenditures.

Public Works and Government Services Canada
(PWGSC) is responsible for contracting
advertising services on behalf of institutions.
This responsibility includes ensuring the
integrity of the contracting process for govern-
ment advertising, and managing the Agency
of Record (AOR) contract to buy media space
and time for government institutions. PWGSC
also provides advice to institutions on adver-
tising policies and procedures, contracting
options and media plans. PWGSC also pre-
pares the annual report on the Government of
Canada’s advertising activities and maintains
the Advertising Management Information
System (AdMIS), which documents govern-
ment advertising activities undertaken by
institutions.
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The Process

Planning
Federal institutions work with PCO to develop
advertising proposals. The proposal provides
a detailed overview of the advertising cam-
paign, including its objective, key messages,
and the government priorities it supports.
Institutions also consult with other government
institutions to identify possible common
interest and opportunities for collaboration. 

Securing a Contract
Once campaign and funding approvals have
been given, the institutions choosing to work
with an advertising services supplier consult
with PWGSC regarding contracting options for
advertising services. These options include: 

• a call-up against a standing offer (for
advertising requirements up to a value of
$75,000 excluding the media buy), selected
from a competitively established list of
advertising services suppliers;

• a supply arrangement (for advertising
requirements valued between $75,000 and
$750,000 excluding the media buy) where
pre-qualified advertising services suppliers
are invited to bid; and

• a full competition through MERX to request
proposals from advertising agencies
(mandatory for all campaigns exceeding
$750,000 excluding the media buy).

PWGSC issues a contract on behalf of the
institution.

Working with an Advertising Services
Supplier
With a contract in place, the institution works
with the advertising services supplier to pro-
duce campaign creative concepts and a media
plan that are based on objectives identified in
their advertising proposal.

Advertising campaigns must meet all related
Government of Canada requirements and
regulations, including those set out in the
Federal Identity Program Policy, Communications
Policy of the Government of Canada, Contracting
Policy and official languages policies as well
as the terms of the Official Languages Act.

The institution approves production estimates
and schedules, and is responsible for all
administrative and financial procedures and
documentation, including entering all
required information in AdMIS.

Testing the Creative
For large campaigns, the creative concepts are
reviewed by GAC and pre-tested with the
target audience through focus groups.

If changes to the creative concepts are needed,
the institution works with the advertising
services supplier to revise advertising 
materials appropriately.

Developing a Media Plan
The institution reviews and approves the
media plan put forward by the advertising
services supplier. The plan and final creative
are reviewed by GAC and then by PWGSC
for compliance with applicable government
acts, policies, and regulations.

Once approved, the media plan is entered
into AdMIS and the institution receives an
ADV number from PWGSC. PWGSC also
authorizes the advertising AOR to purchase
the media space and time according to the
media plan.

Evaluating the Campaign and Reporting
Results
A post-campaign evaluation, using the
Advertising Campaign Evaluation Tool (ACET),
is mandatory for all advertising campaigns in
which media buys exceed $400,000. Institutions
work with PWGSC to hire a research firm.
The evaluation tracks audience recall of the
campaign and gauges audiences’ understand-
ing of — and response to — the advertising.
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Advertising Procurement
In May 2004, PWGSC, which is responsible
for contracting advertising services on behalf
of government institutions, established 
standardized procurement tools, in place
until May 31, 2006, for institutions to acquire
advertising services.

In March 2006, the strategy for the new Request
for Standing Offers and Supply Arrangements
was approved by PWGSC, and solicitations
were ready for posting on MERX. However, a
review of the definition of advertising took
place and is now integrated in the amended
Communications Policy of the Government of
Canada. Since a change in this definition
could trigger amendments to statements of
work, posting of the solicitations was delayed
until the review was complete. The period of
existing procurement tools has been extended
to March 31, 2007, to allow sufficient time to
review and issue new standing offers and
supply arrangements.

Transparency Measures

The Government of Canada continues to
ensure fairness, openness and transparency in
the management of its advertising activities
by making publicly available the evaluation
criteria and methods used in the tendering
process for contracts, as well as the results of
the advertising process.

• Approved funding for advertising 
initiatives is posted on the Treasury Board
of Canada, Secretariat’s Web site at
www.tbs-sct.gc.ca.

• Information on all advertising-related 
contracts is posted on the Business 
Access Canada Web site at 
www.contractscanada.gc.ca, including:
– call-ups issued to the advertising services

suppliers on the standing offer lists; 
– contracts awarded through competitions

among the firms that pre-qualified for
supply arrangements;

– contracts awarded for larger campaigns
following a competitive process using
MERX; and

– work authorizations for media placement
services issued to the Agency of Record.

• Government institutions must post adver-
tising contracts over $10,000 on their
respective Web sites.

• The government’s advertising activities are
also made public through the release of
this annual report.

These practices ensure confidence in the
process and provide up-to-date information
and consistency in reporting.

Advertising Standing Offers
and Supply Arrangements 
Advertising Services Suppliers for
National Standing Offers

• Acart Communications Inc.
• Brown Communications Group Inc.
• CCL (Corporate Communications Limited)
• Compass Communications Inc. (Target

Communications) 
• DDB Canada (Omnicom Canada Inc.)
• HBS (Hewson Bridge and Smith Ltd.)
• Ogilvy Montreal Inc.
• OSL Marketing Communications Inc.
• Quiller & Blake Advertising Limited
• TMP Worldwide
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Advertising Services Suppliers for
Provincial Standing Offers

Alberta
• TMP Worldwide (primary) 
• Brown Communications Group Inc. (back-up)

British Columbia
• DDB Canada (Omnicom Canada Inc.) 

(primary) 
• Wasserman & Partners Advertising Inc.

(back-up)

Manitoba
• Brown Communications Group Inc. (primary)

New Brunswick
• CCL (Corporate Communications Limited)

(primary) 
• SGCI Communications (back-up)

Newfoundland and Labrador
• CCL (Corporate Communications Limited)

(primary) 
• Compass Communications Inc. 

(Target Communications) (back-up)

Northwest Territories 
• TMP Worldwide (primary)
• Brown Communications Group Inc. 

(back-up)

Nova Scotia
• CCL (Corporate Communications Limited)

(primary)
• Compass Communications Inc. 

(Target Communications) (back-up)

Nunavut
• Brown Communications Group Inc. (primary)

Ontario
• HBS (Hewson Bridge and Smith Ltd.) 

(primary)
• Acart Communications Inc. (back-up)

Prince Edward Island
• CCL (Corporate Communications Limited)

(primary)
• SGCI Communications (back-up)

Quebec
• OSL-Marketing Communications Inc. 

(primary)
• Ogilvy Montreal Inc. (back-up)

Saskatchewan
• Brown Communications Group Inc. (primary)

Yukon
• DDB Canada (Omnicom Canada Inc.) 

(primary)
• Wasserman & Partners Advertising Inc.

(back-up)

Standing Offers Suppliers 
for Public Notices

• Acart Communications Inc. (primary)
• TMP Worldwide (back-up)

Advertising Services Suppliers for
Supply Arrangements

• ACLC (Ambrose Carr Linton Carroll Inc.)
• Allard-Johnson Communications Inc.
• Axmith McIntyre Wicht Ltd., 

A Communications Partnership 
• BBDO Canada Inc. 
• BCP Ltée
• FORCE (Acart Communications Inc.) 
• J. Walter Thompson Company Ltd. 
• Jan Kelley (Johnson, Adams, Nicholson

Inc., Kelley Advertising Inc.) 
• Manifest Communications Inc. 
• Marketel/McCann-Erickson Ltd. 
• Ogilvy & Mather (Canada) (WPP Group

Canada Communication Limited)
• Ogilvy Montreal Inc.
• Scott Thornley & Company Inc.
• The Young & Rubicam Group of

Companies Ltd.

Set-Aside Program for Aboriginal Business

• Poirier Communications Limited of
Ottawa, Ontario, has been awarded a sup-
ply arrangement and a standing offer that
is national in scope for the provision of
advertising services tailored for First
Nations and Inuit communities.
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Glossary
Advertising: During the 2005-2006 fiscal year,

advertising was defined in the Treasury
Board Contracting Policy as including:

• All activities involved in the purchase, by
or on behalf of the government, for the
development and production of advertis-
ing campaigns and associated space or
time in print or broadcast media, or in
other mass media, such as outdoor and
transit advertising.

• Any collateral materials such as posters,
counter displays, and printed material
such as inserts that are a direct extension
of an advertising campaign. Public Service
Announcements are also considered
advertising.

• Public relations, special events, direct mar-
keting and promotion activities that are an
extension or form part of an advertising
campaign are included in the definition of
advertising.

• Paid announcements such as public notices
regarding tenders, sales, public hearings,
offers of employment, and business hours
and addresses may be placed directly with
the media by departments and agencies.

Note: The definition of advertising was
revised in August 2006 and moved to the
Communications Policy of the Government of
Canada. The new definition is below.

Advertising: In the amended Communications
Policy of the Government of Canada, effective
August 1, 2006, advertising is defined as any
message, conveyed in Canada or abroad, and
paid for by the government for placement in
media such as newspapers, television, radio,
Web, cinema and out-of-home.

Advertising Campaign Evaluation Tool (ACET):
A telephone survey that uses a set of stan-
dardized questions to provide quantitative
evaluation of government advertising 
activities. Institutions are required to use
ACET for advertising campaigns that exceed
$400,000 in paid media.

ADV Number: An indication by the Advertising
Coordination and Partnerships Directorate
that an institution’s advertisement has been
reviewed for compliance with regulations,
government standards and policies. In con-
junction with a valid contract issued by the
Communication Procurement Directorate, the
ADV number authorizes the government’s
Agency of Record to purchase advertising
time or space for the advertisement on behalf
of a government institution.

Advertising Services Supplier: A private-sector
supplier selected through a competitive process
to provide a government institution with
advertising services such as strategic planning,
creative and production services, and media
planning in support of an advertising initiative.

Agency of Record (AOR): A private-sector 
supplier — selected though a competitive
process and under contract with the
Government of Canada — that negotiates,
consolidates, purchases and verifies adver-
tising media time and space for Government
of Canada advertising.

Call-up Against a Standing Offer:
See “Standing offer”

Gross Rating Points (GRP): A measure of the
advertising weight, or penetration, delivered
by media within a given time period accord-
ing to a formula in which the frequency of an
advertisement’s appearance is multiplied by
its reach. For example, an advertisement seen
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an average of 10 times by 20 percent of
adults aged 25 to 54 would achieve 200 GRPs
for that segment of the population.

Insert: A promotional method in which a print
advertisement or promotional item is inserted
into a newspaper, plastic bag or the plastic
wrap of a magazine.

Media Buy or Placement: The purchase of adver-
tising time or space from a media outlet such
as: television station, radio station, newspaper,
magazine, Web, cinema or out-of-home.

MERX: The electronic-tendering system used
by the Government of Canada to post search-
able procurement notices and bid-solicitation
documents for access by suppliers and con-
tracting officers. For more information, please
see the MERX Web site: www.merx.com.

Out-of-home: An advertising media to which
audiences are exposed only outside the home.
These media include mall posters, billboards,
and bus and transit-shelter ads.

Post-testing: An evaluation of the effectiveness
of an advertisement or other communication
product after it has been launched to its
intended audience. Examples include 
day-after recall studies and telephone and
readership surveys.

Pre-testing: Any generally recognized qualitative
research procedure used to evaluate the likely
audience reaction to an advertising campaign
or its components. Pre-testing occurs prior to
a campaign’s launch to the public. For exam-
ple, a proposed advertisement, creative con-
cept or text may be tested with a focus group
that is drawn from the intended audience.

Public Notices: Paid announcements such as
those regarding tenders, sales, public hear-
ings, offers of employment, and business
hours and addresses.

Such notices may be placed directly by 
government institutions.

Reach: The percentage of a target audience
accessed once by a media vehicle or a media
schedule.

Request for Proposal (RFP): A formal govern-
ment document, posted on MERX, through
which companies are invited to submit pro-
posals for creative advertising work valued
in excess of $750,000 (not including media

buys). Proposals are evaluated according to
criteria detailed in each RFP. Contracts are
awarded through a competitive process in
which selection is based on a combination of
technical score and price that offers best value.

Standing Offer: An arrangement in which
advertising services suppliers qualify to pro-
vide the government with goods and services
at pre-arranged prices, under set terms and
conditions, and for specific periods of time
on an “as requested” basis. A standing offer
is not a contract. In fact, no contract exists
until the government issues an order or 
“call-up” against the standing offer, and there
is no actual obligation by the Government of
Canada to purchase until that time.

For advertising requirements up to a value of
$75,000 (not including media buys), a com-
petitive solicitation process is used to estab-
lish standing offer lists of qualified national
and provincial advertising services suppliers.
The selection is based on an evaluation of the
technical and financial proposals submitted.
Standing offers are generally in place for
two-year periods. Call-ups for each advertis-
ing campaign are made according to a pre-
established formula.

Supply Arrangement: A method of supply
where bids are requested from a pool of 
pre-screened advertising services suppliers.
A supply arrangement is not a contract.

For advertising requirements between $75,000
and $750,000 (not including media buys), a
list of two-year supply arrangements with
pre-qualified advertising services suppliers is
established. Advertising services suppliers are
selected on the basis of the technical capabili-
ties demonstrated in their submissions. All
pre-qualified advertising services suppliers
are invited to bid on each advertising require-
ment in this value range. Advertising services
suppliers are then selected according to eval-
uation criteria detailed in the invitation for
bids, and based on an evaluation of the tech-
nical and financial proposals submitted.

Work Authorization: A written authorization,
issued by the contracting authority at the
request of the program or project authority,
to the Agency of Record to purchase 
advertising media space and/or time from
media suppliers.
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This report makes every effort to inform Canadians about the processes and procedures
involved in Government of Canada advertising, and of related activities and events in the 
2005-2006 fiscal year.

If you have comments or questions, please contact:

Advertising Coordination and Partnerships Directorate
Consulting, Information and Shared Services Branch
Public Works and Government Services Canada
Ottawa, ON K1A 0S5

Telephone: 613-992-8545

Fax: 613-991-1952

E-mail: adv-pub@pwgsc.gc.ca
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