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Introduction

Although Canadians have a long tradition of being cooperative in the completion of their Census
forms, Statistics Canada went into the 1996 Census collection period aware that they are not
immune to the anti-Census/anti-survey sentiments experienced in many other countries. We
expected to encounter greater difficulty than ever before in convincing people to accurately
complete and promptly return their Census forms. Such was not the case. There was
overwhelming public support for Census information for informed decision-making by both
governments and the private sector, and to help individual Canadians to understand the social
and economic changes occurring throughout their country. Our mail response rates increased
from 1991 although all accumulated wisdom told us that rates should go down. Indeed, the vast
majority of forms were in our hands within ten days of the Census. Collection operations were
completed some six weeks ahead of the date achieved in the 1991 Census, within budget, and
with the expectation of improvements in data quality.

During our preparations, we were encouraged by the extraordinary support and cooperation we
once again received from the private sector and all levels of government. The Census relies very
heavily on the public communications support provided, without remuneration, by governments,
businesses, ethnic and cultural groups and community organizations of all kinds. In fact, our
estimates indicate that Canadians received about 350 million messages about the Census from
supporters. This widespread support is invaluable, both in dollars saved and credibility gained.
It is clearly a reflection of the importance that is attached to Census data.

Public communications activities, combined with a paid advertising campaign, targeted media
relations and careful operational preparations, proved successful. Although there was some
limited resistance because of the time required to answer the questionnaire and the nature of
some of the questions, some 86% of households completed and mailed back their household
forms within three weeks.

The media were also very supportive throughout the country. Not only did the Quebec media not
sound a separatist note against the Census, we, in fact, received strong support from such well
known journalists as Claude Picher. The new question to enumerate the visible minority
population became the most publicized issue in the 1996 Census, particularly in the western
provinces. A small number of journalists and politicians encouraged people to write in
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inappropriate responses, such as “martian”, to this question. However, initial assessment of
. responses indicates that negative media coverage appears to have had very little impact on data
quality.

In 1996, we drew attention for the first time to the fact that people had to fill in their Census
forms because it was the law. In past Censuses, we emphasized that the Census was a civic
responsibility of benefit to all Canadians and only explicitly specified the legal requirement in
dealing with delinquent respondents. Our change in strategy was based on the advice of focus
groups, who told us that they wanted to know up-front about the legal requirements. We
included that information in the Chief Statistician’s message on the front of the questionnaire and
in all the public relations materials. Although we received a few complaints about “threats”,
overall, this message seemed to have a positive effect on our high response rates.

Statistics Canada is keenly aware of the concerns of respondents about privacy and
confidentiality. Inthe 1996 Census, we tested a new collection method which saw Census
forms mailed to respondents in urban areas and delivered by Census Representatives in rural
areas. All completed Census forms were then mailed back to a District office rather than to the
local Census Representative. The test-site for this new method (Centralized Edit) was Eastern
Ontario, and to date, results are promising. If all works well, this method could be introduced
nationally for the next Census in 2001. ‘

1. Mandate

The Census Communications group, which was composed of staff situated in Ottawa and
in each of the five regional offices, was responsible for providing a proactive
communications program to generate wide public support for the census during the
enumeration stage. The program was both creative and cost-effective, while maintaining
a positive and non-partisan corporate image of Statistics Canada.

2. Objectives

Wide public support for the census was essential to achieve a goal of timely and precise
returns (Appendix 1). Non-response represents a major financial burden to census
collections. The Census Communications program generated public support for the
collection activities through activities which:
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. increased knowledge of the Census, its rationale and its benefits, thereby instilling
a favourable attitude among Canadians that the census is worthwhile, necessary
and that it is in their best interests to participate;

. motivated Canadians to return their census forms quickly and accurately so that a
level of public support measured by the mail-back returns is at least equal to the
level obtained during the 1991 Census;

. reassured Canadians that Statistics Canada is dedicated to the protection of
individual privacy and the confidentiality of data as provided for in the Statistics
Act;

. reached difficult-to-enumerate groups with a view to improving response rates
and data quality;

. anticipated controversial issues and diffused or re-direct them before a negative

impact is created on the collection process.

3. Message

The message for the 1996 Census was simple: everyone counts for the census. Census
communication materials concentrated on explaining why the census is important for a
community or neighbourhood, a town, city or province, why it is important that everyone
participates and, finally, that participation is a legal obligation. We also stressed the
importance of completing the form accurately.

4. Program Components

The Census Communications program consisted of five components: third-party support;
education; media; paid advertising; and, special target groups. None of the components
standing alone could effectively create an awareness program that would have ensured
that each and every respondent/household would know about the census but together,
they created an extensive program that got the census message into 11.2 million
households prior to May 14, 1996.
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4.1

Third party support

Potential supporters which had either a wide client base or a large number of employees
were contacted and asked to support the census. Contact was made by a letter signed by
the Minister, the Chief Statistician, the 1996 Census Manager or the regional director.

The following organizations were contacted:
national corporations
regional corporations
large national associations
regional associations
Constituency offices
Federal Departments and Agencies
Provincial and territorial focal points/ministers
Municipalities

The supporter component enlisted the voluntary support of corporations, associations and
government. To promote the census, all supporters were asked to use the census message
in their regular communications with clients and /or employees. Response was excellent.
By Census Day, support had reached approximately 350 million hits (number of
messages about the census to reach the general public) compared to a total of 186 million
hits in 1991.

The enthusiasm and interest in the program was overwhelming and very seldom was a
"hard sell" required to obtain support. This was due in part to the nature of the census

and to the fact that the census provided all necessary materials free.

Types of support included:

. mail-outs to client groups (bank and credit card statements, pay cheques, water,
gas, hydro and cable bills)

. messages on products (ATMs, sugar bags, milk cartons, margarine, trains, bus
transfers)

. outside promotions (banners on buildings, bridges, roads)

. display materials (posters, bookmarks, decals)

. articles in newsletters, weekly newspapers

. proclamations by mayors or city councils
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4.2

4.3

4.4

Education Program

The education component concentrated on teaching and informing students about all
aspects of the census. A 1996 Census Teacher's Kit, based on the successful 1991 Kit,
was developed to promote the 1996 Census as a special event and to provide information
on why we do a census, how a census is conducted and how the data are used. It was
distributed to approximately 14,000 educators across the country by request only. In fact,
requests continued to come in well after Census Day.

Eight activities were developed. All were classroom tested in English and French by
teachers across the country. All of the materials necessary to complete an activity,
including charts, tables and data, were included with the activity. Activities for ESL and
FSL classes were also developed. These components were very important because many
students, who speak, read and understand English or French better than their parents,
were the ones completing the census form.

An Adult Basic Education activity was also produced. It was used by many teachers in
the adult second language classes in 1996 to alleviate any fear that students had about the
census. '

Media Program

Because the census is news, Statistics Canada usually receives excellent coverage from
the media. Media Relations staff in Ottawa and the Regions contacted daily, weekly and
specialty print media in English and French and in a multitude of ethnic languages to get
editorial coverage wherever possible. As well, radio and television cable and network
media will be contacted for news stories and possible interview opportunities to ensure
that everyone was aware of the upcoming census. Coverage was excellent.

Census News Briefs were prepared and distributed nationally to assist staff to monitor
coverage and, where appropriate, react quickly.

Adpvertising Program

The 1996 Census advertising program used print, radio and out-of-home media
placements. All ads (except the early enumeration advertisements) featured the yellow
census envelope with the stylized people from the census logo. The advertising campaign
was split into three phases with the pre-census phase starting on May 11 and running to
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4.5

4.6

May 14, the post-census phase starting on May 15 and running to the 21 and contingency
ads starting around May 22 and running until clean-up had been completed.

It was decided not to use television in 1996 because of the high production and placement
costs as well as an increasingly fragmented market.

Special Target Populations

This included those groups where undercoverage was high in the 1991 Census (young
men and in some areas young women between the ages of 18 and 30), immigrants, non-
permanent residents, people who speak neither English or French and Aboriginal people.
Specific programs and materials were developed for each of these populations through
collaboration with collection staff to effectively deal with these groups and their many
unique differences.

National/Regional Programs

In addition to the national component, there are five regional communications programs
for 1996: Atlantic, Quebec, Ontario, Prairies and Pacific.

The regions had full responsibility for the development and implementation of third-party
support, media relations and special target population programs. The weight put on the
component depends on the characteristics of the region. Education and paid advertising
were handled nationally. ' '
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APPENDIX/APPENDICE 1

% MAIL RECEIPTS BY RO 1991 vs 1996

% QUESTIONNAIRES RECUS PAR LA POSTE (par

BRR) 1991 vs 1996

POPULATION | AGRICULTURE

1991 | 1996 | 1991 | 1996

% % % %
Atlantic 89.9 | 8.0 | 720 | 738
Québec 86.0 | 872 | 812 | 787
Ontario 81.9 | 838 | 707 | 731
Prairies 88.0 | 885 | 825 | 822
Pacific 83.2 | 802 | 789 | 60.6
Canada 848 | 855 | 785 | 713 |
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What we learned in 1996

To encourage open and constructive discussions of the 1996 Communications program,
evaluation meetings involving all staff were held in each region and in Ottawa. These six
meetings provided an opportunity for the staff to identify issues and make suggestions about
what worked, what didn’t work and what needs to be fine-tuned for 2001. These comments were
then reviewed by the senior management team in October 1996 which consisted of the regional
communications managers, the three Ottawa task-managers and the communications project
manager. The result was a decision record for the 2001 Census (Appendix 1).

The 1996 Census Communications successfully met its objectives. Within three weeks of the
census, 85% of respondents had returned their questionnaires. Early indications are that data
quality is better than in 1991. As well, the Communications program made a vital contribution
to the clean-up effort. Without the development of special materials and paid advertising
targeted to areas and people, clean-up would have taken much longer and been less effective.
The following factors contributed to our success:

Lo experienced management level staff in all regions and in headquarters
. enthusiastic and dedicated effort on the part of all staff

. competent staff, able to take problems and come up with solutions

. close working relationship with collections staff

. excellent support from the private and public sectors

. very little negative media coverage

A list of Census Communications staff by region is included in Appendix 2.

Appendix 3 contains the executive summaries of each of the regional evaluation reports. The
complete reports are available upon request.
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Appendix I

Decision Record

1. The project should be re-named Public Affairs rather than communications to remove
confusion with technology terminology.

2. Staffs levels should be evaluated to ensure responsibilities and duties are consistent with
those normally delegated to each level. The IS 4 level specifically requires review.

3. Four months of additional funding for each region (24 months) is required to make the
Census Help Line operational as of January 1, 2001. The earlier start would permit the
use of one number for hiring, collection and communications enquiries.

4. Additional funding of about two months per region (12 months) is required in fiscal

1999/2000 to compensate for the elimination of funding from the Aboriginal Peoples
survey.
5. Legal message works and should be repeated for 2001 in both public relations materials

and in paid advertising.

6. Budget

. continue to review material requirements - one image with smaller variety of
materials to chose from - this works to reduce costs and ensure a consistent image
in the public domain.

. Census of Agriculture funding should be reviewed to ensure it covers activities or
activities should be scaled back to reflect funding levels.

. The regional communications managers should have the same level of signing
authority as the regional census manager.
. continue to share space with collections - no funding provided to communications

project for this line-object.
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. regional communications managers and task managers should have cell phones
starting in January 2001.
7. Staffing
. job families/similar job descriptions should bé used in regions and Ottawa.
. | provide SoQs in advance for job families.
. IS staff should again be included in exclusion order.
. all information officers hired should be able to pass a standard writing test -

Communications will develop testing tools - written test and role play

8. The 1996 Census logo should be used again in 2001. It should appear only in the three
colour format - red, green and yellow - when used in colour on public relations and paid

advertising materials.

The 1996 Census logo should appear in red only for the dissemination of Census of

Population data. Census of Agriculture should use the green.

10. Materials

calendar

covers

bookmarks

order form

T-shirts

coasters

Count Down Boards

stamp

kit folders
lapel pins
mail inserts

masthead

one only

fall 2000

August 2000

should be developed nationally - September 2000
2001 situation needs to be re-evaluated closer to that date
use heavier stock

don’t need for Advisory Services

should start “One Year to Go”

discuss with the Post Office - part of contract?
use departmental folders and stickies

April 2000

regions - print small orders

Ottawa - print all large orders

December 1996

1996 Census Communications Evaluation
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11.

12.

13.

postal slugs StatsCan mail-rooms only
multilingual brochure need summer 2000
newsletters spring 2000
Agriculture poster  small
: large
poster frames September 2000
national poster spring 2000 _ '
northern poster take Labrador and Northern Quebec as well as NWT into
account in designing
northern PSA take Labrador and Northern Quebec as well as NWT into
account in designing
question booklet gazetting
question poster _
repro sheets August 2000 (expected to be replaced by electronic
' version)
static logo larger size 82 x 11 (static on both sides), oval
teachers kits October 2000 - samples for promotion
tent cards earlier '
travel inserts March 2001
Writing Unit

Generally all materials need to be in the hands of information officers earlier:

Questions and Answers do in stages but have all information in regions by
February 2001

Census Facts December 2000

Style Guide low priority but was used by staff

Training manual need before staff come on - January 2000

SCAN special issues need before staff leave - mid May 2001

Written material keep same tone

facts sheet topics okay - update 2001
newsletters - good format - seniors and youth

Status reports on development and production of both design materials and written
materials will be included in the weekly reports on supporter commitments.

The video featurihg canned footage needed to be produced and distributed a lot earlier -
January 2001.
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14.  Collections Training manuals should have communications information that stipulates
that CDMs and CAMs have a responsibility to work with communications staff and to
ensure that staff are aware of communication materials. In addition, Communications
staff should be invited to CDM and CAM training to review what is available and
appropriate usage. '

15. - Advertising

split advertising budget - 35% before census and 65% after census.

. use McKim rather than going through the whole process again.

. develop a environmental/issue/challenges document format for each region to
complete prior to briefing the agency.

. develop a work plan for 1997 to 2001 which would cover advertising and
background research are built into activities rather than left for the last moment.
What works, best bang for the dollar etc.

By region and target group
. agency to develop national design - April 2000 (final artwork).
. Out of home - reduce variety in each market - try to concentrate more on what

works in specific market.

. use radio for both ongoing and contingency, ethnic and agriculture.

. Census of Agriculture should provide sufficient budget for promoting agriculture
awareness. ;

. develop booklet on information required from media during contingency period -

print date, advertising closing date, etc.
. if regions make deals - then regions gets all necessary approvals and pays.
. hiring ads should be developed and placed by the ad agency.

. ads should be regionally sensitive where appropriate (costs might prohibit this).
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16.

‘Mail response rates were very good in all regions. To retain this level, the
communications program will focus on timing, streamlining and targeting for 2001.

Regional Differences

a)

b)

Atlantic Region

be co-located with collections

start media in April

focus on drop-off rather than Census Day

focus on New Brunswick with staff and full program committed to this area
(analyse and work with results of reverse record check)

continue with the initiatives started in 1996 with the youth program
develop a more concentrated program for seniors - a bigger problem in 2001
keep up to date with technology for both internal and external uses

know when to quit in respect to support program - plan for changes in company
policies in relation to support

continue to focus on literacy programs

Quebec

re-evaluate effectiveness of media tours.

Manager of Communications should also continue to function as manager of
regional communications

will work with CAMs and CDMs rather than RCMs to ensure that census message
reaches CRs and CCs

will look at possibility of using CAMs to do local media

all contact with media should be reviewed and approved by the Communications
manager. '

Ottawa

will retain regional contacts for letter from Minister

will research and/or purchase lists as appropriate and distribute to regions
will use special mailing to travel agents again

the need for alternative formats will be larger in 2001 - need to be part of the
development process and not done at the last minute
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d) Ontario
. will continue to target Toronto for concentrated communications activities - all
other areas will be viewed as secondary targets
. will use both geography and sectors to allocate communications staff
. media tours with Director will be repeated
. no field staff will deal with the media. All media requests will go through
communications
. communications staff will work closely with field staff - visit CAMs on media
tours
. safety will continue to be an issue. Outside experts will be brought in to instruct
staff on dos and don’ts
. tools for collections will be repeated
e) Prairies

. had difficulty hirihg bilingual IS staff and will be looking at other ways to fulfil
this requirement - assignment of staff from Ottawa

. need materials sooner for Northern Census

. will review the mechanism used to obtain third-party support. Had over 4,100
responses to mail campaign '

. will continue to develop materials for three different aboriginal groups - cannot
use the same materials for all groups.

. need more radio advertising for Agriculture

. will not do the 50,000 trees project again. Very time consuming

f) Pacific

. will allocate communications staff by geography as well as sector

. flattened staff structure worked better and will be used again in 2001

. Manager, Census Communications reported to the Regional Director. This
worked very well and will be repeated '

. weekly decision-making meetings very useful as were brain-storming sessions to
discuss a variety of issues and challenges '

. need to get collections staff on side

. local enumerator issue will increase in 2001 - need to develop alternatives such as
bigger writing on envelopes

. need an earlier start date for all communication activities

. comments on questionnaires and review of the CHL action cards should be built
into the process

. getting ready for lobbying from same-sex groups.
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ATLANTIC REGION

Census Communications
Statistics Canada

13 Akerley Bivd.
Dartmouth, Nova Scotia
B3B 1J6

Fax: Nova Scotia (902) 426-0730
Newfoundland (709) 772-6081

Keith Matheson | 426-0729

Regional Communications Manager.

Carmelle Surette 426-3523

Administrative Assistant.

Alex Smith 426-6998

Senior Information Officer (Nova Scotia).

Marie-Germaine 426-9504
d’Entremont

Senior Information Officer (New Brunswick/Prince
Edward Island).

Gina DeYoung 426-5161

Assistant Communications Officer.

Allister Johnson 426-6077

Communications/Community Outreach Officer.

Brenda Fitzgerald (709) 772-4841

Senior Information Officer (Newfoundland/Labrador).

Jeanette Roche (709) 772-4332

General Office Assistant N ewfbundland/Labrador).




Census Communications

Statistics Canada
Guy-Favreau Complexe

200 René-Lévesque Boulevard West

4" Floor, East Tower
Montréal, Quebec

H2Z 1X4

Area code: 514
Fax: 283-9350

QUEBEC REGION

Diane Blanchette

283-4218

Regional Communications Manager. Manages the
communications activities of the 1996 Census.
Advertising, issues management, media training,
relations with provincial government.

Gail Aubé

283-2074

Communications Advisor. Coordinates a series of
regional press conferences and media relations for
May 14. Communications strategy for youth,

| writing/editing of Focus for the Future.

Nicole Tremblay

496-8430

Communications Advisor. Corporate support,
associations, municipalities and apartment buildings.
Internal communications and liaison with census
collections.

Michel O'Neil

283-2157

Communications Advisor. Agriculture, special
groups, ethnic, aboriginal.

Lorraine Laforge

496-5104

Communications Advisor. Federal and provincial
governments, persons with disabilities and MP
constituency offices.

Martine Jetté

496-8717

Communications Officer.

Michel Benoit

496-8629

Communications Officer.

Martine Doyon _

283-4053

Administrative Assistant. Coordinates the
administrative support team. :




HEAD OFFICE

Census Communications
Statistics Canada
R.H. Coats Building, 10" Floor
Tunney’s Pasture
Ottawa, Ontario

- K1A 0T6

Area Code: 613
Fax: 951-0930

Dale Sewell 951-0444 Program Manager.

Donna Whiticar 951-6156 Special Projects.

Johanne Beckstead | 951-1661 . Communications Manager - national communications
: activities.

David Desormeaux | 951-6127 Communications Officer responsible for Centralized

Edit.

Lucette Guénard 951-1198 Centralized Edit.

Louise Lafond 951-0627 ' Associations and special groups.

Francine Lampron | 951-1194 Federal government departments.

Heinz Pilz - 951-1095 Internal communications and special events.

Tom Thibault 951-1186 Census of Agriculture.

Suzanne Potvin 951-0933 Outaouais.

Anne Beutler 951-2801 Special projects, youth, seniors..

Lilia Trombetti 951-1981 Special projects, media.




Anne-Marie Fleury

951-1096

Head, Material Coordination - responsible for the
designing, production and distribution of all 1996
Census materials. This includes negatives for
mastheads and poster frames, repro sheets, mail
inserts, postal slugs, kit folders, brochures, questions
booklets, etc.

Claire Labelle

951-6043

Administrative Assistant - maintenance, inventory
control, material distribution, file maintenance,
general administrative support.

Rolande Marier

951-6043

Clerical Assistant - responsible for the 1996 Census
news briefs, sending mail to the regional offices on a
daily basis, keeping the Teacher’s Kit and Educator’s
Update mailing lists up to date, formatting letters,
packaging materials, making photocopies and travel
arrangements

Christine Campbell | 951-0625 Head, Writing Unit - backgrounders/fact sheets,
articles, newsletters/bulletins, speeches.

Denis Bernard 951-1982 Senior French Writer, Editor and Translator.

Christian 951-5284 French Writer, Editor and Translator.

Carbonneau

Delia Carley 951-5861 Backgrounders/fact sheets, articles,

' newsletters/bulletins, research.

Nicola Paterson 951-1099 Census Facts, Questions and Answers, Internet,
research.

Sheila Kulka 951-1109 Teacher’s Kit, articles, research.

Gail Aubé (514) 283-2074 Focus for the Future.

(Quebec R.O.)




Census Communications

Statistics Canada

ONTARIO REGION

Arthur Meighen Building, 10 Floor

25 St. Clair Avenue East

Toronto, Ontario
M4T 1M4

Area code: 416
Fax: 954-1996

Sandra 973-8732 Regional Manager, Public Communications 1996.

Ramsbottom : Census Ontario Region issues management, paid
advertising, media relations.

Chris Brooks 954-8190 Youth, highrises/condominiums/public housing
collectives, education sector, media relations.

Eileen Foley 973-4795 Health collectives, internal communications, writing
unit, youth, agriculture, media relations.

Lily Grzan 954-5425 Federal, provincial, municipal governments, corporate

- support.
Lisa Elaschuk 954-5412 Administrative Assistant, associations.
Liz Lovis (519) 645-5997 Census of Agriculture, corporate support - Census of

Fax: (519) 645-5565

Agriculture & south-western Ontario, media relations.

Vanessa Mungal

954-6613

Ethnic/multicultural, Census Help Centres, ethnic
media.

Randy | (705) 525-4035 Native Liaison Officer.

Pitawanakwat

Laurier Roy (705) 521-0523 Corporate support - northern Ontario, special events -
northern Ontario, media relations - northern Ontario.

Ed Webster 954-5412 Corporate support.




Census Communications
Statistics Canada

13410 St. Albert Trail
Edmonton, Alberta

TSL 4P2

Area Code: 403

Fax: 495-2910

PRAIRIE REGION

Peter Palfenier

495-2011 Overall management, support (corporate, associations,
government), education, media, special target
populations (Aboriginal, ethnic, youth, immigrants).

Alf Cryderman 495-5483 Primary responsibility is for Agriculture. Also does
some media.

George Provost 204-984-1206 Manitoba - French media for Prairies, and English

(Winnipeg) media, support, education and special target
populations in Manitoba.

Stu Mitchell 403-495-4871 Communications Officer/Writer

Marie Beaulieu 495-2905 Project organization and support.




Census Communications

Statistics Canada

#340-757 West Hastings Street

Vancouver, B.C.

V6C 3C9

Area Code: 604

Fax: 666-0526

PACIFIC REGION

Valerie Barrett

666-1975

Regional Communications Manager. Issues
management, materials management, paid
advertising,

internal communications, regional spokesperson.

Judy Yee

666-0635

Communications Officer. Corporate support, Crown
corporations, paid advertising (implementation),
special events/exhibits, ACT! Database
administration, correspondence unit (respondent
relations).

Derek Adams

666-0559

Communications Officer. Media relations, municipal
government, education sector, Census of Agriculture,
issues monitoring.

Francois Pagé

666-0735

Communications Officer. Associations, federal
government, MP/MLA constituency offices, coverage
assessments, special projects, Francophone
community.

Marion Smith

666-1081

Communications Officer. Ethnic/multilingual
program, special target groups, Chamber of
Commerce and speakers bureau.

Dan Charrette

666-7072

Regional Office Communications. Aboriginal
program, provincial/territorial government, media
monitoring assistance, regional spokesperson.




Carri Toivanen 666-5109 Communications Assistant (Co-op student). Research,
writing, client liaison, program support.
Sheila Chang 666-8038 Administrative Assistant — Commitments Database

(ACT!). Maintenance, inventory control, material
distribution, file maintenance, general administrative
support. :
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REGION DE L’ATLANTIQUE

Communications du recensement
Statistique Canada

13, boulevard Akerley
Dartmouth (Nouvelle-Ecosse)
B3B 1J6

Télécopieur : Nouvelle-Ecosse  (902) 426-0730
Terre-Neuve (709) 772-6081

Keith Matheson 426-0729 Gestionnaire régional des communications.

Carmelle Surette 426-3523 Adjointe administrative.

Alex Smith . 426-6998 Agent d’information principal (N.-E.).

Marie-Germaine 426-9504 Agente d’information principal (N.B. / i-p.-E.).

d’Entremont

Gina DeYoung -426-5161 Agente d’information.

Allister John.son 426-6077 Agent. d’information principal et agent de liaison
communautaire.

Brenda Fitzgerald (709) 772-4841 Agente d’information principale (T.-N./Labrador).

Jeanette Roche (709) 772-4332 Soutien administratif (T.-N./Labrador).




REGION DU QUEBEC

Communications du recensement
Statistique Canada

Complexe Guy-Favreau

200, boul. René-Lévesque Ouest
4° étage, Tour Est '
Montréal (Québec)

H2Z 1X4

Indicatif régional : 514
Télécopieur : 283-9350

Diane Blanchette 283-4218 Gestionnaire régionale des communications. Gestion
des activités de communications du Recensement de
1996. Publicité, gestion des enjeux, formation de
porte-parole, relations avec I'administration
provinciale. A

Gail Aubé 283-2074 : Conseillére en communications. Coordination de la
‘tournée régionale de conférences de presse et des
relations de presse du 14 mai, stratégie de
communications pour les jeunes, révision-édition et
rédaction de Pleins feux sur l'avenir.

Nicole Tremblay 496-8430 Conseillére en communications. Partenariat avec les

' ' entreprises privées, les associations, les municipalités
et les tours d’habitation. Communications internes et
liaison avec les opérations de collecte.

Michel O'Neil 283-2157 Conseiller en communications. Agriculture, groupes
spéciaux et ethniques, Autochtones.

Lorraine Laforge 496-5104 Conseillére en communications. Partenariat avec les
ministéres fédéraux, les ministéres provinciaux, les
personnes souffrant d’incapacité et les bureaux de
comtés des députés fédéraux.

Martine Jetté 496-8717 "Agente de communications.
Michel Benoit 496-8629 Agent de communications.
Martine Doyon 283-4053 'Adj ointe administrative. Coordination de I'équipe de

soutien administratif,




BUREAU CENTRAL

Communications du recensement
Statistique Canada

Immeuble R.-H.-Coats, 10° étage
Parc Tunney

Ottawa (Ontario)

K1A 0T6

Indicatif régional : 613
Télécopieur : 951-0930

Dale Sewell 951-0444 Chef de projet

Donna Whiticar 951-6156 Projets spéciaux

Johanne Beckstead 951-1661 _ Gestionnaire des communications - activités nationales
| de communications.

David Desormeaux | 951-6127 ‘ Agent de éommunications responsable du Controle

- centralisé. ' :

Lucette Guénard 951-1198 Controle centralisé.

Louise Lafond 951-0627 Associations et groupes spéciaux.

Francine Lampron 951-1 194 Relations avec les ministéres fédéraux.

Heinz Pilz | 951-1095 Communications ihtemes et événements spéciaux.

Tom Thibault 951-1186 Recensement de Pagriculture.

Suzanne Potvin 951-0933 | Outaouais.

Anne Beutler 951-2801 Projets spéciaux et groupes ethniques.

Lilia Trombetti 951-1981 | Projets spéciaux et médias.




Anne-Marie Fleury

951-1096

Chef, coordonnatrice du matériel - responsable de la
conception, de la production et de la distribution de
tous les documents du Recensement de 1996.
Comprend les négatifs pour le papier a en-téte et les
affiches, les épreuves pour reproduction, les encarts
postaux, les bandes gommées d’affranchisseuse, les
pochettes d’information, les dépliants, le livret de
questions, etc.

Claire Lebel

951-6043

Adjointe administrative - tenue et contréle du
matériel, distribution du matériel, tenue de dossiers,
soutien administratif général.

Rolande Marier

951-6043

Commis a ’administration - responsable des
Actualités du Recensement de 1996, de I’expédition
quotidienne du courrier aux bureaux régionaux, de la
tenue a jour des listes d’envoi de la Trousse de
I’enseignant et de I’ Actualité sur les produits éducatifs,
du formatage des lettres, du matériel d’emballage, des
photocopies et des arrangements pour les voyages.

Christine Campbell | 951-0625 Chef, sous-section de la rédaction. Feuillets
d’information, articles, bulletins, discours et
allocutions.

Denis Bernard 951-1982 Rédacteur/réviseur/traducteur principal (francais).

Christian 951-5284 Rédacteur/réviseur/traducteur (francais).

Carbonneau

Delia Carley 951-5861 Feuillets d’information, articles, bulletins, recherche.

Nicola Paterson 951-1099 Info-recensement, Questions et réponses, Internet,
recherche.

Sheila Kulka 951-1109 Trousse de I’enseignant, arﬁcles, recherche.

Gail Aubé (514) 283-2074 Pleins feux sur I’avenir.
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Communications du recensement

REGION DE L’ONTARIO

Statistique Canada

Immeuble Arthur-Meighen, 10° étage

25, avenue St. Clair Est
Toronto (Ontario)

M4T 1M4

Indicatif régional : 416
Télécopieur : 954-1996

Sandra (416) 973-8732 Gestionnaire régionale des communications du
Ramsbottom Recensement de 1996. Gestion des enjeux de la région
de I’Ontario, publicité payée, relations avec les médias.
Chris Brooks (416) 954-8190 Jeunes, tours d’habitation / condominiums /
' : coopératives d’habitation, secteur de I’éducation,
relations avec les médias.
Eileen Foley (416) 973-4795 Coopératives de santé publique, communications
' internes, sous-section de la rédaction, jeunes,
agriculture, relations avec les médias.
Lily Grzan (416) 954-5425 Administrations fédérale, provinciales, municipales;
' partenariat avec I’entreprise privée.
Lisa Elaschuk (416) 954-5412 Adjointe administrative, associations.
Liz Lovis (519) 645-5997 Recensement de ’agriculture, partenariat avec

Télécopieur :
(519) 645-5565

Pentreprise privée : Recensement de Pagriculture et
sud-ouest de I’Ontario, relations avec les médias.

Vanessa Mungal (416) 954-6613 Programme ethnique/multiculturel, centres
d’assistance du recensement, médias ethniques.

Randy (705) 525-4035 Agent de liaison avec les autochtones.

Pitawanakwat

Laurier Roy (705) 521-0523 Partenariat avec I’entreprise privée - nord de
I’Ontario, événements spéciaux - nord de I’Ontario;
relations avec les médias - nord de I’Ontario.

Ed Webster (416) 954-5412 Partenariat avec I’entreprise privée.
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Communications du recensement

REGION DES PRAIRIES

Statistique Canada
13410, St. Albert Trail
Edmonton (Alberta)
TSL 4P2

Indicatif régional : 403
Télécopieur : 495-2910

Peter Palfenier 495-2011 Gestion générale, partenariat (entreprise privée,
associations, gouvernement), éducation, médias,
groupes spéciaux (Autochtones, groupes ethniques,
jeunes, immigrants).

Alf Cryderman 495-5483 Principalé responsabilité : agriculture. Relations avec
les médias. :

George Provost 204-984-1206 Manitoba - Médias de langue francaise pour les

(Winnipeg) Prairies et médias de langue anglaise, partenariat,
éducation et groupes spéciaux.

Stu Mitchell 403-495-4871 Agent d’information/rédacteur

Marie Beaulieu 495-2905

Soutien administratif.




REGION DU PACIFIQUE

Communications du recensement
Statistique Canada

757, rue Hastings Ouest, bureau 340
Vancouver (Colombie-Britannique)
V6C 3C9 :

Code régional : 604
Télécopieur : 666-0526

Valerie Barrett 666-1975 Gestionnaire régionale des communications. Gestion
' des enjeux, gestion du matériel, publicité payée,
communications internes, porte-parole régionale.

Judy Yee 666-0635 Agente des communications. Partenariat avec
Pentreprise privée, Sociétés d’Ktat, publicité payée
(mise en oeuvre), événements spéciaux / expositions,
gestion de la base de données ACT! , sous-section de la
correspondance (relations avec les répondants).

Derek Adams 666-0559 Agent des communications. Relations avec les médias,
' administrations municipales, secteur de P’ éducation,
Recensement de Pagriculture, surveillance des enjeux.

Francois Pagé 1666-0735 Agent des communications. Associations,

' administration fédérale, bureaux des circonscriptions
des députés fédéraux et provinciaux, évaluations de la
couverture, projets spéciaux, communauté
francophone.

Marion Smith 666-1081 Agente des communications. Programme ethnique / I
multilingue, groupes spéciaux, Chambre de commerce
et bureau du président. ’

Dan Charrette - | 666-7072 Communications du bureau régional, programme
autochtone, administrations provinciale/territoriale,
aide a la surveillance des médias, porte-parole
régional. '




Carri Toivanen 666-5109 | Adjointe aux communications (stagiaire). Recherche.
rédaction, liaison avec les clients, soutien au
programme.

Sheila Chang 666-8038 Adjointe administrative — Base de données sur les

engagements (ACT!), tenue et contrdle du matériel,
distribution du matériel, tenue de dossiers, soutien
administratif général.
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Executive summary ' Atlantic Region

1.0

2.0

3.0

Executive Summary

Introduction

The content of this evaluation is based mainly on a two-day evaluation conference held in
June, 1996 and attended by all communications staff, the manager of the national
communications program and the Director, Atlantic Region. Additional feedback was
obtained from a meeting with staff of the Census Help Line, a survey of Census
Commissioners, a two-day field collections conference and a supplementary Labour
Force Survey carried out during the period leading up to the Census.

At the time of this writing, results of the 1996 Reverse Record Check undercoverage
study were not yet available. These results would have provided more insight into the
success of the program, particularly for evaluating coverage rates for specific geographic
areas and for targeted population groups such as youth.

Background

Regionalized public communications is well-established for the census project with the
first major publicity campaign carried out in 1981. Prior to that, the program was very
much centrally controlled and only minimal activities were carried out in the regions.
With the success of the 1981 campaign it became clear that regionalized publicity
campaigns under the general direction of Head Office were the most effective way of
meeting the diverse needs of the five regions of the country. The 1996 campaign
attempted to build on this history of previously successful programs.

Objective
Our overall objective was to inform the public that the census was taking place, that the

census was important and that every household must complete and return a census form
as soon as possible after May,14th--Census Day 1996.

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996
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4.0

- Strategy

A detailed strategy was developed which attempted to enlist third party support--i.e., to
use corporations, government departments, commumunity organizations and special interest
groups to spread the message through their existing communications vehicles. This report
outlines in greater detail the specific activities carried out by each of these groups.

Other key elements of this strategy included paid advertising, a media relations program,
a special program for early enumeration along the Labrador coast and a program to target
specific groups such as youth, visible minorities and the farm population for the Census
of Agriculture.

This strategy was based on our evaluation of the 1991 campaign, evaluation reports from
the other regions and discussions with colleagues in collections and communications. In
addition, the Atlantic Region carried out a detailed undercoverage study using raw data

_from the national undercoverage survey carried out after the *91 Census. This report

proved very useful in developing strategies to better target hard-to-enumerate populations.
both demographically and geographically.

For 1996 we decided to focus our pre-census period (August *95 to mid-April "96) on
general awareness building using third-party support. From mid-April to Census Day we
focused mainly on media and high-profile events. We conducted media tours throughout
the region doing radio, television and newspaper interviews. This pro-active media
strategy gave us greater control of the messages going out to the public. We also arranged
high profile kick-off events for May 6th, first day of drop-off (this is when enumerators
began delivering census questionnaires to each dwelling).

These kick-off events were organized in 12 cities throughout the region and involved
Census Area Managers, Census Commissioners and several hundred Census
Representatives as well as mayors of each city. These events resulted in a great deal of
positive media coverage during that week. This activity was a significant change from 91
where we focused more on Census Day. This timing, along with other factors, generated
many more calls to the Census Help Line prior to Census Day and an earlier, high mail
response rate.

After Census Day, we focused on trying to maintain census awareness, respond to media
issues and monitor mail response to see where additional paid advertising was required.
Fortunately, mail response rates were very high therefore requiring only minimal
contingency advertising in a few areas.

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996
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5.0

Issues/ Activities

The perennial media issue of government patronage in the hiring of enumerators arose
but was not wide-spread or sustained. The other usual issues of privacy and
confidentiality arose but were not widely carried in the media. The so-called “local
enumerator” issue, however, is still a very sore point with many respondents especially
when they discover that a neighbour follows up to get missing information and the
respondent realizes that their completed form they thought was sent to Ottawa or to a
central location was in fact returned to the local CR for verification. The proposed change
in methodology to a centralized edit for the 2001 Census is expected to address this
concern to a great extent. However, with a higher rural-to-urban population in Atlantic
Canada, the problem will continue to be more pronounced in this region. If this decision
is taken, it recommended that a thorough analysis of the impact of this methodology on
the communications program be done well in advance of the next Census.

In order to prepare for the expected media attention that the Census would generate, a list
of media spokespersons was identified by province and by official language. In addition,
a one-day media training course was organized for all spokespersons. Although almost all
media interviews were conducted by communications staff, all those attending the media
training felt that it was very useful in case they were required to do media interviews. We
recommend that not only should a similar training program be done in 2001, but a media
consultant be hired on a consulting basis early in the cycle to help develop a
comprehensive media strategy.

Other issues that arose included a few large corporations that did not provide the support
that was requested of them. In a couple of cases it appeared that this was due to a
particular individual who did not want extra work. In another case (NB Power) there was
a change in company policy from 1991 that excluded any outside organization from using
their internal communications vehicle. Since this is a Crown Corporation the support of
the provincial government was enlisted and an exception was made for the Census. One
company (Pizza Delight) was willing to promote the Census on their place mats but
wanted to be compensated for use of the space plus production and distribution costs.
Since this was contrary to our policy of seeking free support, the offer was declined.
Another example was MacDonald’s where initially it appeared they were willing to
provide support but the contact person with their advertising agency left the firm and the
individual replacing him was very unresponsive.

Indian Affairs and Northern Development also announced that they were going to

- conduct their own census and that future funding for reserves would be based on this

information. Fortunately, this did not have a large negative impact on our collections
efforts; however the longer term impact will have to be monitored in order to assess the
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impact on the next census. Since the Census, the results of the Royal Commission on
Aboriginal Peoples recommended the need to work more closely with Statistics Canada
to help meet their information needs.

Literacy is also a very important issue in Atlantic Canada as studies have shown that
literacy rates are lower than in the rest of the country. Increased efforts were made to
work with literacy groups to target that population. Provincial umbrella groups were very
supportive and widely distributed copies of a special census booklets developed by the
BC office for this audience.

Another area of concentration was language and ethnic groups. We put much greater
effort into working closely with all major Acadian groups in the region. A Francophone
communications officer with excellent knowledge of the community was hired. She was
also very well-respected within that community. We were also able to tie in our activities
with other federal initiatives related to changes to sections 41 and 42 of the Official
Languages Act. In addition we took a very pro-active approach with the Atlantic
Regional Office of the Commissioner of Official Languages with both collections and
communications staff briefing them on all census activities that might have an impact on
language issues. The region received only one minor language complaint which was
resolved at the regional level.

Also based on recommendations from *91 we carried out an expanded African/Nova
Scotia outreach program that was very well-received throughout black communities
across the province. This program not only consisted of increased communications
activities but an increased effort by collections to hire visible minorities from the
community.

Communications support was provided to the early enumeration program along the coast
of Labrador in March. The program was based on a similar program carried out in 1991
and again proved to be very successful. The Census Area Manager responsible for early
enumeration indicated widespread publicity about the census in Labrador and that this
support greatly aided collection activities. '

Another area where we increased our activities was with federal and provincial
government departments. For federal departments, we 1nitially briefed all members of the
then newly formed regional federal councils and requested their support. This resulted in
increased promotional support from regional offices of many federal departments and
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6.0

supplemented the support at the national level. We also made a more concerted effort to
keep provincial focal points informed of our activities not only within provincial
departments but with all of our initiatives. This gave them a much better appreciation of
the widespread support for the census.

The materials support program was much improved and more streamlined compared with
1991. However, there is still room for more improvement. For example, the national
poster was not completed until February 1996 and our two regional posters were not
completed until March 1996. Greater efforts must be made to have these produced at least
3-4 months earlier in order to better plan and organize distribution. Other examples of
required earlier deadlines include census pins, mail inserts and approvals from the
Advertisement Management Group for video PSA’s. Maintaining the 1996 Census logo
for 2001 should significanly reduce production time for many materials.

Indicators of Success
There are a number of indicators for measuring success of the program in the region.

1. With few exceptions media coverage was overwhelmingly positive or at least
neutral. Virtually all media--weekly and daily newpapers, radio and television
stations carried one or more articles about the census.

2. Again with few exceptions publicity support from corporations, government
departments, municipalities and community groups was enthusiastic and
widespread.

3. Mail-back response rates reached just under 90% thirteen days after the census.

4. A supplementary survey to the Labour Force Survey carried out on three
seperate occasions showed that public awareness of the Census in this region went
from less than 1% prior to the beginning of the program to over 41%, by mid-
April. This was also prior to the beginning of the media and paid advertising
campaigns indicating that the third party support activities were effective.

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996



Executive summary 6 Atlantic Region

7.0

Conclusion

By all indicators available at the time of this writing the census communications program
can be considered an unqualified success. As mentioned earlier undercoverage rates,
which will be available in the spring of 1998 will also shed more light on the degree of
success in improving population coverage rates over 1991.

The success of the program in the region was a result of a total team effort---the co-
operation of the collections team and the management services team, the support and
advice of the Director, Atlantic Region and the national census communications manager
who thoroughly understood the diverse regional differences, who provided resources
necessary to do the job and who had the respect of her colleagues and superiors in Head
Office which is necessary to meet the demands of such a large scale project as the census.
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8.0 Summary of key recommendations for 2001:
1. Continue to use the same overall regional strategy that was used in 1996.

2. Early in the planning stages, assess the impact on the communications program
of any changes in collection methodology such as the proposed change to
centralized edit.

3. Strongly consider use of a regional media/advertising consultant to advise on
specific local strategies for dealing with the media and advising on best use of
paid advertising expenditures to meet regional needs.

4. Early in the planning cycle assess to the extent possible the impact of new
technologies, such as the Internet, on program delivery.

5. Establish evaluation criteria during the planning phase in order to develop
better feedback/MIS systems.

6. Review results of undercoverage study to try to assess impact of
communications on coverage rates.

7. Recommend to collections team to strongly consider urban canvasser
methodology in selected areas where mail-back response was low in *96.
8. For both planning and evaluation phases include two-day “get-away”
meetings that help to create an atmosphere for thorough discussion of
issues/challenges etc.
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SOMMAIRE EXECUTIF
CAMPAGNE DE COMMUNICATIONS
REGION DU QUEBEC
RECENSEMENT DE 1996

La planification de la campagne de communications de la région du Québec s'insérait dans le cadre
stratégique national. Elle comportait trois grandes catégories:’ '

1. La promotion du message;,
2. Les relations de presse;
3. Le placement publicitaire.

1. La promotion du message

La promotion du message du recensement de 1996 s'est faite par lintermédiaire de partenaires de divers
profils: Entreprises privées, gouverments provincial et municipaux, autres ministéres fédéraux,
associations et regroupements représentant divers groupes-cibles, etc. Des rapports d'évaluation ont été
produits séparément par type de partenaires et occasionnellement spécifiquement par groupes-cibles
lorsque nécessaire (par exemple, les jeunes). Chacun d’eux comporte des recommandations qui lui sont
propres et qu'il serait difficile de reproduire ici de fagon congcise, il est donc essentiel de s’y référer.

Voici, par ailleurs, un commentaire qu'il est important de faire ressortir au sujet du partenariat avec les
entreprises privées qui s'avérait un projet de grande envergure et qui, devons-nous le dire, a connu un
grand succés malgré le contexte spécifique a la région du Québec. Il ne fait aucune doute dans notre
esprit que la notoriété de Statistique Canada et I'habileté de nos conseillers en communications a négocier
ces ententes de partenariat y ont joué un réle important et ont permis d'atteindre des résultats probants.

Dans 'ensemble, toutes les activités reliées a la promotion du message du recensement de 1996 ont
connu un vif succeés.

Les relations de presse

Les relations de presse régionales ont été centrées sur la tournée des conférences de presse et sur les
demandes générées par les communiqués régionaux et nationaux. Les modifications majeures de
Penvironnement médiatique en région au Québec nous incitent & recommander fortement que la formule
« tournée » soit remise en question et potentiellement remplacée par d'autres types d'activités. Il reste,
néanmoins, que la couverture médiatique a largement dépassée nos attentes, ayant, entre autres, triplée
par rapport a celle de 1991.

Le placement publicitaire

Comme en 1991, le placement publicitaire était, en 1996, une activité « nationale ». L'agence de publicité
responsable, en 'occurence McKim, n‘ayant pas de bureau dans la région du Québec a sous-contracté
certaines taches a des agences de Montréal. Cet arrangement a entiérement répondu a nos besoins dans
les circonstances.

Compte tenu des budgets alloués, le placement publicitaire a été partagé entre la radio et I'affichage
extérieur, sans télévision. Nous croyons que cette formule a été un excellent complément & la promotion



et aux relations de presse et il ne fait aucun doute que nous recommanderions exactement la méme
combinaison dans le méme contexte et les mémes conditions. Si, par ailleurs, les budgets alloués a la
campagne de communications étaient substantiellement augmentes, il est évident que l'utilisation de la
télévision constituerait une valeur rajoutee.

Gestion

Structure organisationnelle

L'expérience de 1991 ou toute I'équipe de communications était déménagée au bureau du recensement,
et par le fait méme, s'était entiérement consacrée a ce projet, avait permis de conclure que cette formule
présentait plus d'inconvénients que d'avantages. Ceci nous avait alors motivés a recommander a [a
direction une structure différente pour 1996 ol seule, une partie de I'équipe de communications quitterait
le bureau régional pour répondre aux besoins de I'équipe des opérations de collecte. La gestionnaire
régionale des communications restait ainsi responsable de tous ses dossiers en y ajoutant celui du
recensement.

Cette structure, ne perdant pas de vue la vision globale et les enjeux de Statistique Canada, a permis de
maintenir une gestion intégrée de 'ensemble des communications du bureau régional du Québec tout en
assurant la bonne marche de la campagne spécifique au recensement. Toute I'équipe de communications
s'est dite unanime & affirmer qu'elle était mieux outillée pour travailler & partir du bureau régional, entre
autres au niveau de I'accés aux divers contenus, essentiels a la rédaction de la documentation
promotionnelle. Il sera nécessaire, toutefois, de redéfinir plus clairement quels dossiers reléveront des
communicateurs responsables de la liaison sur place avec la collecte. En effet, de nouveaux besoins
exprimés par le personnel de la collecte (en cours et en fin de projet) nous permettront, lors du prochain
exercice, de raffiner le service qui leur sera offert. Cela nécessitera d’abord une identification préalable
précise de ces demandes de services, une planification structurée quant & I'exécution de ces services
(échéancier, moyens, etc) et finalement la détermination des roles respectifs des différentes ressources
qui y seront affectées. Une fois ces améliorations apportées, il ne fait aucun doute que nous
recommandons fortement que cette structure soit celle de 2001. :

Note: Les rapports qui suivent ne sont pas accompagneés de toutes les annexes auxquellies ils font
référence; cela aurait trop alourdi le présent document. Les annexes sont toutes consignées au dossier
« maitre » au bureau régional du Québec.
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3.1

Communications Program — Ontario Region

Background | N

In 1991 the collection of the Census in Ontario was a very difficult protracted job. The
public mood was negative about government and resistence was high. Torontonians were
particularly recalcitrant.

When planning for 1996 collection all of the challenges presented in 1991 were taken into
account and strategies developed. New challenges were anticipated and more strategies,
developed. Toronto presents not only sheer volumes and densities of people, but a
tremendous variety of cultures and languages.

The Communications program was integral to the planning process and to the
implementation of the many collection strategies.

Objectives

To promote awareness of the 1996 Census of Canada to all households in Ontario.
To give communications support to the Collection staff .

To field all media inquiries about the Census.

Implementation

"Public Communications

Promoting awareness of the Census to the people of Ontario was accomplished through
many different projects. Ontario tends to be the home of head offices of corporations,
associations, special groups etc. As well there are governments - provincial and
municipal. Because of the numbers of corporations, organizations and governments, for
the most part we focussed our efforts on businesses with 500 employees or more and
umbrella organizations, providing them with material which they in turn sent to their
employees, clients or membership.

1996 Census Communications Evaluation . Evaluation des Communications du Recensement de. 1996
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3.2

Initial contact was made by mail, with follow-up by telephone. Posters, cheque inserts,
tent cards, videos etc., were packaged as per the agreed participation of the organizations
and shipped from the Census warehouse where Communications had a dedicated area for
storage and staff to make up orders.

The paid advertising program developed complemented the public communications effort
tremendously. Using the modest (very modest by private sector standards) budget for
advertising to buy heavily in radio and print paid off. Budget allocated for the various
campaigns (pre-census, census, post-census) were weighted well. The regions
participated in the consultations about where to buy the pre-census time and space. In the
census and post-census campaigns, in Ontario at least, we decided where the buys would
be. Whenever and wherever advertising was needed we had it. Field staff were very
appreciative of the ability to focus the ads where they were needed and when.

Multicultural and community organizations - this area of focus bears special mention.
Toronto is one of the most multicultural cities in the world. The Southwestern region of
Ontario including cities like Hamilton, London and Windsor is also varied. Ensuring that
the Census message was promoted to communities whose first language was neither
English nor French required the focus of two Communications Officers; one for Toronto,
the other for the rest of Ontario. -

The approach of contact by letter and by telephone was complemented as much as
possible by personal visits. Public Communications in Ottawa arranged for translations
of three basic promotional pieces into more than 20 languages. The questions on the long
questionnaire were translated into 14 languages and, when necessary, additional
translations were contracted for Toronto. This meant that organizations with newsletters,
ethnic media and umbrella groups had material to distribute. Paid advertising in various
languages was also very effective.

We also worked with ESL (English as a Second Language) and Literacy organizations.

Collection Support

This aspect of the communications program in Ontario was comprehensive and integral to
the approach that the Census communication program does not exist in and of itself but 1s
supportive of the primary activity: getting back every Census form that was delivered to

‘the households across the province.

In addition to having public communication projects, communication strategies to
“develop and manage, each Census Communications Officer was assigned a

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996
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Census District. In Southwestern Ontario the communications officer had three
Census Districts. The officer’s “geographic responsibility” included:

1.

1991 data - what kind of profile did that area have in 1991. In Toronto
this was particularly important, because even though there had been many
changes in five years it was important to know what the basic
demographic profiles were for planning and hiring purposes. This helped
provide a basis for anticipating some of the challenges. Having a
benchmark helped collection staff look for changes in neighbourhoods.

Multicultural and community groups - added to the profiles based on 1991
data, geographically locating these groups provided area specific contacts

for CAMs when they needed information about a community, interpreters
etc. ‘

Media - each officer was responsible for ALL media outlets in their
district. Contact was made and two media tours were conducted; one three
to six months before the Census so the communications officer could meet
face to face with the media in their area, personally provide information
about the upcoming census and to familiarize themselves first hand with
the issues unique to their geography. The second was made close to
Census day, with the Director, Ontario Region. This approach was
particularly successful outside of Toronto.

When there was a local issue the local media had a personal contact within
the Census organization - someone who had been to the paper or into the
studio. That was the person who was called. Having a “suit” from
Toronto actually visit and be available for any questions about the Census
was popular and garnered a great deal of local coverage.

Collection staff - the communications officer worked closely with the
CDM and CAMs of his or her geographic assignment. There was daily
communication. In Northern Ontario this was particularly important.
Remote locations and a huge area make it difficult for collections staff to
feel connected to the public communications efforts being made. This
constant contact ensured that local issues were never a surprise, and
communications strategies could be developed and put in place quickly to
help the collection effort in any location.

Collection tools - providing material for the collections staff to. use at each
stage of the process was planned for, e.g., the demographic profiles
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discussed earlier, multilingual drop-off card, multilingual apartment
posters, cottage strategy drop off cards etc. As well, materials were
developed as needed, e.g., posters for census help desks in apartment
buildings, multilingual clean-up letters, farm operator reminder letters,
records access letters for unco-operative building managers, multilingual
urban canvasser drop-off cards, homeless shelters and drop in centre cards
etc. More than seven million pieces of collection support material were
printed in Ontario.

The close working relationships built and maintained with collections staff worked
extremely well. Communications officers acquired a much more fundamental
understanding of collection issues and challenges, while collection staff acquired a real
appreciation of the support over and above posters, pins and advertising that a co-
ordinated area specific/issue specific communications program could give them.

The Regional Census Managers in Ontario were committed to this approach with
Communications. It filtered down to all staff.

3.3 Media Relations

The initial approach taken with the media was proactive as described earlier.

All communications staff had media training. It helped them focus on key messages and
tactics for handling difficult interviews. As a preparatory exercise for the real media
onslaught it was excellent.

Collection staff were instructed not to deal with the media. In those situations where it
was necessary the CDM or CAM was coached by and accompanied by their
communications officer. Sometimes the local person is the focus for local media. In one
case, a census representative had a gun pointed at him. The local media heard about it
and wanted “the story”. The Communications Officer drove immediately to the office of
the Census District Manager and working together prepared for the television interview.
The CDM did the interview, however, she and the Communications Officer had
developed the key messages and the tone that she would take.

For the most part, because of the proactive work, media called their Communications
Officer if they had questions.
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4.0

5.0

Issues

Safety of the field staff is of great concern in a task of this size and scope.
Communications and Collection worked together to formulate the steps that would be
taken should anyone be assaulted or injured while doing their census job. Because the
media inevitably would play a role, the various responsibilities were clearly defined,
which steps were to be taken by whom outlined. Starting at drop off there was a
Communications Officer on call 24 hours a day to contact for any safety issue.

Communications took on the responsibility of providing safety training down to the CAM
level. Presentations by Police personnel were organized for both urban and non urban
staff.

Privacy/Confidentiality were not the hot points they had been in our experience in 1991.
A meeting took place with representatives in the Ontario Privacy Commissioner’s office
to brief them on the potential for calls and complaints from concerned citizens. The
number of calls from respondents and from media were not of the same volume. The
local enumerator issue was not as prevalent either.

Official Languages responsibilities were emphasized at every level of training. All
material produced was in both official languages - as well as up to 30 others. We worked
with the regional office of the Commissioner of Official Languages briefing them on
Census material and staffing. Our efforts were recognized in the Commissioner’s annual
report. '

Conclusion

The Ontario Public Communications Program for the 1996 Census of Canada was a
successful one. The basic principles of “public” communications strategies were
employed and expanded. Working closely with the collection team, our avenues of
approach multiplied while remaining very focussed.

Will this bring in forms? was the question posed for every idea? If we were satisfied
that forms would result, the idea was implemented. In concert with collections staff, the
communications team helped bring in a lot of forms.
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PART Tl

scems to us more efticient than publishing a comprehensive
report 18 months after the start of the exercise. The reports
will be concemed with the linguistic pertormance of each of
the offices visited, specifying whether the services are avail-
able (and provided) and whether they are of good qualiry.
The Commissioner will make recommendations designed to
rectify any deficiencies,

The consultations we have had with the various official
language minority associations across the country have
assisted us greatly in determining the orientation of the
follow-up.

h) MERIT LIST

Qur tradition of recognizing the exemplary initiatives or
work of certain institutions by awarding merit cenificates
continued this year. Thirty.two certificates have been
awarded since the start of this program in 1992 and six more
have been added this year. The reorganizations and staif
and budget cuts in the federal administration make it more
difficult for managers and employées to apply the Official
Languages Act: in this context good performance or new
initiatives are all the more deserving.

Heretofore. certificates were awarded mainly to high-
light the achicvements of institutions in service to the public.
This year we thought it appropriate to broaden our field to
recognize the initiatives or good performance of agencies or
offices in other aspects of the Act (language of work, support
for the development of the official language minoritics).

We are particularly pleased this vear to acknowledge
the good work of several institutions in relation to develop-
ment of the minorities and advancement of the official
languages in Canadian society {Part VIl of the Act). The
importance of this Part was reaffirmed by the government
late in 1996 when it introduced more rigorous accountabili-
tv through the Treasury Board's involvement in this area. By
recognizing the achievements of certain institutions in this
regard the Commissioner wishes 1o demonstrate the impor-
tance he attaches to this facet of the Act.

To make our choices we used a number of criteria that
are close to those used in past years when we judged perfor-
mance in scrvice 1o the public, but they are new for the
other aspects of the Act. The criteria are:

® a3 commitment by management to providing quality ser-
vice ar all times in each language

® the cxistence among staff of a culture focused on serv-
ice to the public which includes its provision in both
languages actively and courteously

® 5 commitment by managers and employecs to the offi-
cial languages which takes the form of special initiatives
to resolve persistent problems

® 3 recognition of and commitment o the needs of the
official language communities as shown by the integra.
tion of these needs into the institution’s activities and
programs.

The following is the list of offices chosen in 1996 for the
Merit List, with a description of their special merits with
regard to the official languages.

ATLANTIC CANADA OPPORTUNITIES AGENCY,
NEW BRUNSWICK REGION

Under its mandate. which is to srengthen the economy of
the Atlantic Region, the Atlantic Canada Opportunitics
Agency can make a substantial contribution to achievement
of the objectives of Part Vil of the Act in the economic devel-
opment sector. In general, ACOA is well awarc of its
cbligarions in this regard and its Action Plan for the impie-
mentation of Part vii is highly developed. It is in New
Brunswick that its work is most worthy of mention. ACOA is
involved in various economic endeavours important to the
French-speaking commumity in that province. Among other
things, it made a study of Acadian entrepreneurship and par-
ticipated actively in a forum on the information highway in
May 1996 in Shippagan and in the national forum of French-
speaking business people and clected municipal officials held
in two phases, the first in Grand Falls, New Brunswick, and
the second in Saint-Georges de Beauce, Quebec.

Through its role in co-ordinaung the tederal govern-
ment’s activitics in the economic scctor in New Brunswick
ACOA also has a positive influence on the activities of other
agencics with regard to the development of the French-
speaking community. In short, concem for the vitality of the
minority is an integral part of ACOA’s activities and pro-
grams. This is a fine accomplishment.

ST. LAWRENCE HUMAN RESOURCES CENTRE, QUEBEC

This Human Resources Centre serves a mixed public that
speaks English and French as well as other languages. The
proportion of clicnts who spcak English is high: in June
1996 47% of them were English-spezking, To meet this sig-
nificant demand the Centre has developed a strong
two-language capability. Fifty-seven of the 67 positions at ..
the Centre ‘are identified as bilingual and they are all filled
by bitingual staff. Signage is impeccably bilingual and clients
are greeted in both languages and served without difficulty
in their own language. Service 1o the public in both lan-
guagcs is clearly a given for management and staff.
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CORRECTIONAL SERVICE, QUEBEC REGION

“The CSC., which has long had to deal with a low representa.
_ tion of Anglophones in Quebec (which affects the provision
of service in English to English-speaking inmatcs in institu-
tions in that province), stepped up its efforts in 1995-96 10
improve the situation. In 1993-96 16 of the 108 employees
(15%) recruited by the CSC for its initial training program
were English-spcaking. To facilitate their success and inte-
gration the CSC provided them, for the first time in Quebec.
with training in English. To make this possible the number of
trainees normaily required for a class was reduced. documen-
mton and pedagogical tools were translated and care was
taken that the less bilingual instructors received assistance
from instructors at ease in both languages.

Of the 12 recruits who received their training in Eng-
lish nine are still employed by the CSC. This is the same
retention rate as among Francophoncs. These emplovees are
assigned to six institutions in Quebec, which helps the insti-
wtions to provide more English-language services.

FISHERIES AND OCEANS,
MAURICE LAMONTAGNE INSTITUTE

This Institute, located at Sainte-Flavie in the Lower St
Lawrence, is actively engazed in promoting the use of French
in scientific and technical ficlds, The Institute conducts
rescarch in three of the Department’s arcas of activity: fish-
eries, hydrographics and oceanography. Although English is
used for cxternal communications and for certain internal
activiries (research reading, reference documents, etc.} a con-
certed effort is made to conduct research in French. Internal
communications take place mainly in French. researchers are
encouraged to publish their work in French and the Instinate
subscribes to a wide range of scientific journals in French,
The Institute co-operates closcly on projects with French-
language universities and research centres in Canada and
abroad (France, Egypt. Algeria, Tunisia). It has contributed
1 the development of expertise in French in the ocean sci-
ences where few French-speaking scicntific researchers were
to be found.

This success in regard to language of work is also an asset
in terms of Part VIl The development of French in an area
where it is under-used — science — contributes to fostering
the full recognition and usc of French in Canadian socicty.

STATISTICS CANADA, ONTARIO REGION

Satistics Canada made serious and commendable cfforts in
planning and organizing the last census to cnsure that ser-
vices were provided in both languages.

W

~

Like other regions, the Onrario Region did a great deal
in this regard. Since this was a long-term exercise the Region
began its planning well before the census. notably by meet.
ing with the Commissioner’s representarives to ensure that all

. aspects of the Act were taken into consideration. [n addirion,

the Regional Director met with representatives of minority
associations to take their concems into account. A procedure
for quick resolution of complaints was put in place. Clear and
specific procedures were distributed to employees and signif-
icant efforts were made to recruit bilingual temporary staff.
The Region was the subject of only six complaints. Consid-
ering the scope of this event, which involved millions of
contacts with the public in one form or another, this consti-
Tutes a great success.

PUBLIC WORKS
AND GOVERNMENT SERVICES, TERMIUM

TERMIUM, deveioped by the Translation Bureau and avail-
able on CD-ROM. is the federal government’s language
data bank. This internationally renowned terminology bank
is a3 valuable tool for assistance in writing and promorcs
effective communication in English and French.

TERMIUM contains over three million English and
French terms on over a million terminology records in every
field, This easy-to-use tool makes it possible to find the cor-
rect term or expression in either official Janguage and to
determine the true meaning of a term in each.

The Translation Burcau decided to make TERMIUM
on CD-ROM avaiiable free of charge to 2ll federal depart-
ments and agencies for a two-ycar trial period. This
initiative enabled the Bureau to cxpand its client base in the
federal administration and increase the number of users of
the terminology bank. In addition, it strengthened the viral
role that the Translation Bureau already plays in the lan.
guage field in Canada and abroad.

TERMIUM is aiso sold to the private sector on a cost-
recovery basis. Highly valued by freelancers, publishing
houses and other firms, TERMIUM is a good illustration of
the efforts made by the federal government through the
Translation Bureau to advance the use of English and French
in Canadian societv. The Commissioncr is convinced of the
significant contribution this tool makes to the official lan-
guages and has lent his support to the promorion of

TERMIUM.
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Prairie Region and Northwest Territories
Communications Program 1996 Census

Introduction

As the 1996 Census Communications Program started, it was anticipated that two issues
would arise that would affect the overall response rates. The two issues revolved around
the questions on population group and unpaid work. The population group or race
question as it became popularly known was, in fact, a major issue for both the population
and the media.

The other issue that appeared concerned local enumerators. This was as controversial as
the race question and became a major concern at the end of the Census for the public and
the press. The local enumerator issue needs to be addressed prior to the 2001 Census or it
could affect response rates.

Overall, the Prairie region was very pleased with the support and success of the program.
The final mail-back rate was 88.8%, over 2% higher than in 1991 and almost 4% higher
than benchmark. The Agricultural mail-back was also above benchmark for the region,

Support program

Even though the general attitude by the public continues to decline as each census goes
by, the support in 1996 was up over 1991.

Corporate Support

The Prairie region received corporate support from over 150 major firms within the
region and, in some cases, nationally. In addition, over 5,000 small corporations,
associations, institutions, local governments, schools and provincial governments
supported the project.
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This support resulted in over 200 million hits for the Prairie region during the census

period.
Canada Safeway 30 mullion hits
Wings Foods ' 14 million hits
McDonald Restaurant - 7 million hits
Western Canada Lottery 77 million hits
Alberta Registries 6 million hits
Arby’s Restaurant 6 million hits
City of Calgary - 1 million hits
City of Edmonton 1 million hits
City of Winnipeg 1 million hits
Cotter Canada 2 million hits
Comcheq 2 million hits
Magic Lantern Cinema 1 million hits
Canadian Superstore - 2 million hits
NTN Video 1 million hits

2.2 Public Sector

As in the past, the support from the federal, provincial and local governments was
excellent. The major highlight was the $40,000 in advertising support that was spent by
the Manitoba focal point and the Government of Manitoba which contributed to the
overall success of the collection process. The ads were confined to radio and print.

The province of Alberta organized inserts in auto registrations, provincial pension
cheques and licence renewals.

In Saskatchewan, we approached each department on our own and obtained support from
all major utilities like Sask power, Sask tel etc.

The Focal point in the Northwest Territories arranged for support ads in the local papers
and the distribution of materials. '

All cities across the region expanded their support, notably Edmonton, Calgary, Prince
Albert, Saskatoon and Winnipeg. We also had banners and electronic signs in cities such
as Moose Jaw, Swift Current, Brandon, Yorkton, Calgary, Edmonton, Regina, Melfort
and Prince Albert. '
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Associations

The support from all types of associations from ethnic groups to school boards, health
centres and units, schools, libraries, colleges and universities, seniors’ groups and
churches was extensive across the region. Materials had to be re-ordered and, in some
cases, reprinted to meet the demand.

Ethnic program

Three open houses were held, two in Edmonton and one in Calgary. In Winnipeg, the
communications staff made a presentation to the annual meeting of the Manitoba Ethnic
Association. The region again developed posters, translated materials into 25 languages
and provided a Telephone Assistance Service. Reminder cards were produced in Chinese
and Vietnamese.

Specialized radio messages were produced for all ethnic media and television messages in
Chinese and Vietnamese ran in Calgary and Winnipeg.

Media

With the high profile generated by the race question, media coverage started early and
continued well into the early part of June. Between May 1 and May 14, the Director
appeared on 12 open-line radio and television programs. These ranged from local to
provincial shows and on one occasion, the show was national. If all staff, including
communications and collection are included, over 229 interviews were carried out prior
to and just after Census Day.

The local enumerator issue arose just after Census Day. On many talk shows, this
became the focus of the Census and it had to be dealt with many times during the clean-
up period. This was a far larger and consistent concern than in previous censuses.

Public Service Announcements

As in the past, the Prairie region produced a series of Public Service Announcements
(PSAs). This time, Leslie Nielsen, Jean Beliveau, Nettie Wiebe, Susan Aglukark and
Allan Blakeney agreed to participate. A movie trailer for theatres, featuring Mr. Nielsen
was also produced.
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The PSAs were used by 20 stations for 325 spots. Some of these spots occurred during
the NHL playoffs with a projected viewing audience of over one million. Spots were also
featured on the new cable specialty stations such as BRAVO, TSN DISCOVERY and
SHOWCASE. In addition, arrangements were made for spots on such border stations as
KREM and KXLY Farm show. '

Local cable outlets were also provided with copies of all of the spots. No numbers are
available regarding their use of the material.

The movie trailer ran on 70 screens from Manitoba through to the Northwest Territories
and the Yukon. The estimated viewing audience was approximately one million.

Northern Census

For the first time, the Prairie region was responsible for the entire Northwest Territories
for collection and communications. In the past, the Quebec region had been responsible
for part. Two promotions were organized. One for early enumeration in February and
march and one for the Yellowknife triangle in April and May.

Early enumeration

Two posters were provided for early enumeration, one to be used in the eastern Arctic and
the other in the western Arctic. A Public Service Announcement featuring Susan
Aglukark was produced for television and radio. Materials were also provided to schools,

~ libraries, territorial departments, associations, hospitals, RCMP stations, nursing stations

and hotels.

Local businesses such as The Northwest Company, Arctic Co-ops and Northwest tel
provided good support.

Press conferences were held in Igaluit and in Inuvik to kick off the early enumeration.

Northern Census

A different approach was used with the northern census. High schools in Yellowknife,
Hay River, Fort Smith and Fort Simpson were contacted to determine if students would
put up posters throughout the community in return for a donation to the graduation funds.
Collection indicated the coverage was outstanding.
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Radio and newspaper interviews were conducted and the Mayor of Yellowknife
published an article encouraging all northerners to fill in their forms.

5.0 Aboriginal Program

Through agreements with the Assembly of Manitoba Chiefs and the Manitoba Métis
Association, posters were produced for each province; ads were placed in all native
newspapers and spots ran on all Aboriginal radio networks. Newspaper supplements
were sponsored in Métis newspapers. As well, interviews were arranged for the manager
of the program. ‘ ‘
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Communications — Pacific Region

Introduction

The 1996 Census Public Communications Program for the Pacific Region incorporated a
wide variety of programs designed to obtain a broad range of media coverage and third
party support for the Census. The goal of the program was to create census awareness and
to motivate the general public, as well as a number of special target groups, to participate
in the Census. The 1996 Pacific Region program, built upon the successful regional
program for the 1991 Census, was comprehensive in its scope, ensuring that all parts of
the region, and all sectors of the population received the census message. The issues and
public mood that we dealt with in the 1991 Census generally prevailed, though there was
a marked increase in privacy concerns. One of the key measures of the success of the
1996 Census Public Communications program was the level of mail returns, which
despite the challenges we faced, matched the levels achieved in 1991.

Operating Environment
Issues as reflected by the media

The Census was covered in 670 media stories (print & electronic, including ethnic media)
between November 1995 and June 1996, compared to 866 media stories in the 1991
Census. Most of the coverage was generated by the 16 mainstream releases that went out
under the regional census feature article program. The proportion of positive, negative
and neutral stories remained similar. An analysis of print media shows 13% negative
coverage in ‘96 compared to 12% in ‘91. While negative coverage increased slightly, this
is wholly attributable to the focus on the visible minority question.

British Columbians have traditionally been more concerned than the rest of the country
with personal privacy and confidentiality. However, the media focused less on this issue
than in 1991. There appears to have been regional fluctuations between 1991 and 1996 in
terms of issues at the forefront. In 1991 “Count me Canadian” was the major issue in the
Toronto media, and this now seems to have migrated to Vancouver for 1996. Conversely,
the key issue in BC in 1991 was privacy/confidentiality, particularly the local enumerator
issue. In 1996, this became the major census issue in the Toronto media.
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Of particular note, in the 1996 Census, except for local enumerator complaints and a
staged protest by the December 9 Coalition in our office lobby, the Pacific Region was
virtually “crisis free”, with no negative press focusing on operational issues or
controversial situations.

1996 Census Media Slant

78.3%

Positive M Neutral ONegative

The key issues in regional media for the 1996 Census based on frequency were:

. Race/Ethnicity -- 89 stories

] Unpaid Work -- 26 stories.

. Privacy/Confidentiality -- 10 stories
. Same Sex Partnership -- 8 stories

In 1991, the top 4 issues in this region, based on frequency in the media were:

. Privacy/Confidentiality -- 18
. Ethnicity -- 15

. Native Refusals -- 12

. Unpaid Work -- 8
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Issues Identified in Comments in 2B Questionnaire Sample

In addition to the issues that surfaced in the media, Census Communications undertook a
focused study to obtain information from the comments section of the 2B questionnaires,
as this was not being approached systematically at any other phase of the process. The
comments from 1,496 questionnaires were photocopied at the regional FCU, from which
2,609 individual comments were obtained. The most significant general issues can be
categorized as follows:

Privacy/Confidentiality-- 421 (16.1% of total comments)
General Anti-Govt --236 (9.0%) '
Race/Ethnicity -- 217 (8.0%)

2B Too Long/ -- 78 (3.0%)

Difficult for Seniors -- 75 (2.9%)

Race and Ethnicity

In the fall, anti-federal government sentiment focused largely on Employment Equity
Legislation. Academic discussions questioning the “biological legitimacy” of race and the
value/relevance of data on visible minorities appear regularly in the Montreal, Toronto
and Vancouver print media. Following the Referendum, there was increased interest in
being able to mark “Canadian” on the census questionnaire, and continuing confusion as
to the permissibility of doing so.

While there was not an explicit party initiative against the census, a number of BC
Reform MPs campaigned vocally against the visible minority question:

. Val Meredith, South Surrey, White Rock -- challenge in House

. Ted White, North Vancouver -- Reiterates Meredith’s concerns in
North Shore News
e Mike Scott, Skeena -- Advising that people write in ‘“Martian”

. Chuck Strahl, Fraser Valley East -- Headline in Chilliwack weekly,
April 18-- Census a ‘Disgrace’

. Jay Hill, Prince George, Peace River -- Column, April 23, Resistance
to federal plan to count races

‘Numerous articles were written on the issue and it was the subject of many radio call-in
programs, but calls to the CHL do no indicate that this was a major concern for the
public. It is likely that many British Columbians have written in Canadian on Question
19. The “Census a Disgrace” campaign was picked up by a Fraser Valley weekly, which
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ran a headline, but it doesn’t appear to have gone any further.

" The focus by the media on the race/ethnicity issue created substantial coverage for the
census, hence contributing to overall census awareness and participation. The net real
impact of the campaign on the census was positive. The damage created by this issue is
the possible compromise in quality on question 19 and, to a lesser extent, question 17.

Privacy/Confidentiality Concerns

While issues relating to privacy and confidentiality had less prominence in the press in
this region than in the past, the issues are alive and well, as evidenced in the comments on
questionnaires that we sampled. The issue of the local Census Representatives viewing
the census questionnaires of neighbours was the most prevalent concern expressed by
respondents. While the note on the envelope address this issue to some extent, the
tolerance level for this procedure is clearly reaching a threshold. Other related
privacy/confidentiality concerns expressed by the public include the perception that raw
data, or small area data that can identify individuals is sold to marketers; that there are
flaws in census procedures to vouchsafe personal information; and that generally
government is intruding on private lives.

Unpaid Work

Most coverage on this issue was positive, including press coverage in the Vancouver Sun
(Hedy Fry) and the BC magazine Women in Focus. BC Voice of Women operating
mostly on Vancouver Island have published a pamphlet advising women to erroneously
fill in the Labour Market Activity questions. Numerous women'’s organization picked up
on the campaign and published instructions on how to fill out the work section; they have
also held meetings where they show the Marilyn Waring video that advises the same. A
Fraser Valley radio station has criticized Statistics Canada for bowing to the pressure of a
strong lobby.

Same Sex Couples

Vancouver appeared to be the hot spot of interest on this issue. The mainstream media did
not focus on this issue, despite the attention getting activities of activists in Vancouver.
Meetings took place with the December 9 Coalition who wanted Statistics Canada to
advertise nationally that same sex partner was an acceptable write-in to question 2. The
organization does not appear to be well organized or particularly active at this time. The
December 9 Coalition was active in the consultation process pushing for the adaption of
the question on marital status to include the enumeration of same sex couples. There are
differing positions within the group; however, the perception is that the Census would

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996



Executive summary 5 Pacific Region

provide social legitimacy to their position. Articles promoting the census, and advising
that “same sex partner of person x” can be written in on question 2, have been sent to 5
gay and lesbian publications. The December 9 Coalition is now liaising directly with
Doug Norris, Director, Housing, Family and Social Statistics Division.

Aboriginal Issues

There were 3 articles on Native Refusals in the 1996 Census, (Globe & Mail, Whitehorse
Star, Victoria Times Colonist) compared to 12 in 1991.

There may be two factors contributing to this: In 1991, the census was used as an
opportunity to grandstand and to gain profile for political issues by a number of bands.
With progress being made on land claims in BC, first nations leaders may not feel the
need to use the census to gain political mileage. Secondly, the First Nations operations
program changed significantly. In 1991, a separate First Nations program was responsible
for all liaison with bands and reserves. In 1996, Census Area Managers took on this
responsibility, which resulted in improved relations.

Impact of the Provincial Election

A provincial election was called for May 28th, two weeks after Census Day. The major
impact of the election was that advertising space was dominated by campaign ads. Even
though outdoor was booked in the fall by McKim Advertising, we did not receive all of
the locations that we identified. Furthermore, the frequency of ads developed for cable
TV were significantly reduced because of campaign ads, and so was our exposure. During
the two weeks following Census Day, radio had been booked, but were unable to buy
additional time in the Vancouver and Victoria markets because of the election. There was
little impact on print, except that election ads were competing with Census ads for
attention. '

In terms of media coverage in general, the election detracted significantly from the
Census, particularly in the last two weeks following the census. For example a letter to
the editor of the Vancouver Sun that was intended for the Saturday issue was not printed
until the day after the election, four days later.

We expect that the election caused some confusion about the two activities and possibly
created respondent intolerance.

Regional Media Program

The four key functions of the 1996 Census media program were to encourage extensive,
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positive, media coverage; respond to erroneous media coverage; prepare spokespeople
and field managers for dealing with the media and; monitor and analyze media coverage
in the region. Based on the success of the approach in 1991 of providing print media with
a series of positive articles with meaningful local messages, we developed thirteen core
feature articles which were distributed to the print media beginning with the CAM profile
in early February and ending with an article entitled "Census could miss basement suites”
on May 17th. Special articles were developed as required in response to situations in the
field, such as assisting with recruiting and getting special messages to problem areas.
Approximately 42% of all press coverage was based on the census feature articles, many
of which were published verbatim.

The Pacific Region issued 26 letters to the editor to various print publications, down
significantly from 1991. The issue that generated the most correspondence was visible
minority question (73%).

Media training was undertaken by Communications staff and senior managers, who were
designated as Census Spokespeople. Following training, weekly sessions were held to
discuss issues and practice interviewing skills. Media training for field managers was
replaced in 1996 with a more generalized public relations training approach, where
emphasis was placed on interacting with the public, staff, media and MPs. This approach
was welcomed by field staff and generally, preferred to spokesperson training. Some
CAMs conducted interviews, but most media calls were directed to regional
Communications. ' '

Paid Advertising

McKim Advertising working out of Winnipeg was the single agency selected for the 1996
Census campaign. Communication with the agency was very good. The agency was very
familiar with the Vancouver market, and adapted the national plan to suit our
requirements.

The creative was well tested, with focus groups taking place in our region. Both print and
audio ads were well done. Partly because of the provincial election, and partly because of
the nature of buying large markets, we did not get the hoped for placements. Bus "kings"
were very effective, as were SkyTrain station billboards. Bus shelters and bus stop
benches were very poorly placed and should not be done again.

Print ads in Dailies and selected community papers worked well, and the agency was
responsive to placing additional ads as required in slow areas. While radio was effective
and the creative very good, the election campaigning overshadowed many of our spots.

1996 Census Communications Evaluation Evaluation des Communications du Recensement de 1996



Executive summary 7 Pacific Region

While there was no national television advertising, McKim bought space on Rogers and
Shaw cable TV listing and real estate listing channels. This worked well, though again,
the election impacted on our exposure. ' '

Elevator ads were bought in all commercial and residential buildings with ad boards in
the Vancouver and Victoria markets. This was a very effective and inexpensive method of
advertising and served as a good reminder to people heading into their apartments.

Summary of Coverage

As third party support had provided us with such a successful vehicle for getting our
messages widely disseminated in 1991, this aspect of the program took on an even more
significant role in the 1996 Census. Our core program sought third party support from
Corporations, Associations, Special Target Groups and all three levels of government. At
the end of May, 1996, the Pacific Region third party support program had 1,779
commitments throughout British Columbia and the Yukon , with an estimated 129
million "hits". That's approximately 35 "hits" or "exposures” to the census message per
person in region, strictly from third party support initiatives. To ensure that all areas of
the region and that people in all walks of life were being adequately covered, a weekly
commitments tracking system was established which provided an excellent source of
information on audience coverage.

For the 1996 Census third party support program, a graphic order form with sample
materials illustrated on the front was developed. This approach went a long way in selling
supporters on using our material to support the Census, as it provided concrete examples
of the materials they would be ordering. This was the first of a range of promotional
materials that were very well received in the region. In addition to the national
promotional materials, the region developed a poster, tent card, special inserts, a regional
brochure (translated into Chinese and Punjabi), and the Adult Basic Education Handbook.

The key messages that were directed to the people of BC and the Yukon, were:

. May 14th is Census Day - Count Yourself In!
. Fill in and mail back your census questionnaire
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. A complete census means BC & Yukon get fair share of money and
services
. Personal information is confidential

The Pacific Region 1996 Census corporate support program, including both private sector
and crown corporations, was excellent. Particular emphasis was placed on those
organizations that were major employers and those corporations which, by virtue of their
industry type and numerous locations throughout the region, had extensive contact with
the general public. Major supporters were Rogers Sugar, Save On Food Group, Hong
Kong Bank of Canada, White Spot Restaurants, McDonald's Restaurants, Orca Bay
Sports, IGA Stores, London Drugs, Mohawk Oil, Molson Breweries.

Crown corporatiohs were the most significant group of supporters, generating millions of
hits through the extensive free publicity that they provided. Top performers were:

. BC Transit - free advertising space inside all local buses in BC,
15 million hits. _

. BC Pavilion Corp - electronic billboard at BC Place stadium,
4.2 million hits.

. BC Hydro - inserts in all bills, 3.25 million hits.

«  BC Liquor Distribution Branch - message on bags, 2 million.

Over 130 associations throughout the region generated 4.5 million hits in support of the
Census. Churches, professional associations, labour organizations, clubs, and community
associations of all kinds pitched in to communicate the census message to their members.
Of note, the BC Automobile Association published a short feature in their glossy
magazine focusing on travel to work, the Neighbourhood Pub Assoc. distributed coasters -
to its members and; BC & Yukon Hotels Assoc. distributed posters and brochures to its
members. The association support was particularly valuable, as many of the associations
were able to provide in depth information to their members. Chambers of Commerce
were one the most supportive groups. By Census Day, fully 71% of all Chambers of
Commerce in BC actively promoted the Census to their members, and in many cases
distributed materials to their members.

Closely aligned with the associations program are the special target group and special
education sectors. Special target groups include community support groups for seniors,
the disabled, youth, and the homeless. Special education includes ESL and Adult Basic
Education programs. Over 450 commitments were received from these organizations
generating 4.3 million hits. While the number of hits is not staggering, each one
represents a high level of commitment from instructors and support workers who assisted
their clients and students in understanding the census with the aid of census teaching
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materials and non-official language aids that we produced.

Elementary and secondary schools ordered over 2,700 Teachers Kits and also promoted
the Census widely through the use of posters, bookmarks, pay check inserts, and articles
in parent newsletters. Twenty-one postsecondary institutions (95%) promoted the census.
In addition, student associations, academic libraries, foreign student associations, and
student newspapers pitched in with additional support.

In planning for a First Nations Program, the Pacific Region undertook an environmental
assessment of a number of reserves in 1995, which greatly informed our approach to the
program. In a departure from the 1991 Census where a separate program was established
to assist with the First Nations enumeration, Census Area Managers were given
responsibility for liaising with reserves in their own area. Because of the change in
approach, the Communications team placed an equal emphasis on communicating with
both on and off reserve First Nations populations (more than 75% of the target group
lives off reserve). Over fifty off reserve organizations promoted the Census to their
members. CAMs were provided with posters and other promotional material to hand
deliver when visiting reserves.

As in 1991, support from all three levels of government was very high. In addition to the
support from federal government head offices in Ottawa, regional federal government
offices often provided support through regionally based functions. In all, 39 offices of
federal government departments promoted the Census to employees and client groups in
the region. Support from the BC and Yukon governments was outstanding, particularly
the focal points, who worked closely with us to garner support from other ministries. In
total, twenty-five provincial government offices supported the Census, resulting in just
under 4 million hits.

Municipal government support was also tremendous. In addition to targeting
municipalities per se, we targeted recreation centres, libraries, and other municipal

_ facilities, such as museums, and Science World. We had a total of 295 commitments from
the municipal sector which translated to over 12.5 million hits.

Regional communications tours were conducted in February and March 1996 whereby
staff fanned out across the region visiting media, mayors, MP & MLA offices, First
Nation organizations, malls, and potential large supporters who were not already on board
as supporters. A second trip was conducted at the end of April and into May which
focused on media interviews to promote the Census. ‘

A comprehensive thank you campaign was conducted after the Census. Letters were sent
to high level supporters, and a post card based on the tent card balloon design was sent to
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all others, thanking them for helping to achieve a successful enumeration in BC.

Collections Support

Apart from the formal communications program which established broad based support
and good will for the Census across the region, a significant focus of the project was
supporting the staffing and field activities of the Census Collection team.
Communications developed and placed display ads and created recruitment posters to
assist with staffing; three issues of an internal newsletter, The Enumerator, were
developed to keep field staff informed and connected; an ad was placed in the BC
Property Manager magazine and letters were drafted to assist staff with entry into
residential buildings. Communications participated in regular brainstorming meetings
with the Collections that resulted in innovated solutions for specific activities in both
areas.

Recommendations

Each chapter in the evaluation report contains specific recommendations relating to each
aspect of the program. However, there are three important recommendations that are.
critical to planning an effective communications program for the 2001 Census. "

1. Public concern for privacy and confidentiality has intensified since 1991
and some visible action should be taken to address the issues. The Pacific
Region is recommending that a large, clear message advising respondents
of the option of mailing to a central office be printed on the envelope. To
further address the issue, the guide, and other written materials need to
transparently describe the edit and processing procedures that we employ
and time frame for the destruction of questionnaires.

2. Issues surrounding the reporting of same sex couples on the census have
intensified based on the activity of the December 9 Coalition in
Vancouver. A demonstration at the Census office, and support from Dr.
Hedy Fry's office have given this issue even more profile. Until action is
taken to establish a relationship question that is inclusive, and clear
instructions are provided in the guide, this will be a major communications
issue in this region.
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3. The activities of the national corporate support program should be
conducted early in the census cycle and communicated regularly to
regional offices. In cases where national support has not be garnered, and
depending on circumstances, regional offices of the national companies
could then be approached by the regional program.

Conclusion

- The 1996 Census Communications Program in the Pacific Region was by all measures a
success. Perhaps the strongest indicator, if not the cause of our success, was the
cohesiveness of the team and the excellent relationships that were established with HO
Communications and the regional Collections team. The Communications team was
largely built from Data Dissemination Officers, who understood the value of census data -
that they were helping to collect from working in the Regional Reference Centre. While
the level of formal communications training was not high, the group of talented and hard
working people on the regional team planned and implemented an exemplary program.
Contributing to our success was the fact that the 1991 Census Public Communications
Evaluation Report provided us with an excellent road map.

The tremendous support at the national level for our regional program was another factor
contributing to the success of our program. The level of funding made available was
based on a real understanding of regional issues. Regions were included in the decision
‘making process to the greatest extent possible. There was also a great respect for the
reality of regional differences and the role of regional managers in developing a program
suited to their area. Materials received from head office were of top quality and in most
cases arrived in a timely manner. Responsiveness to requests for support from HO, no
matter the nature, was consistently excellent.

It is the hope of the 1996 Census Public Communications team that this evaluation
provide a foundation for the 2001 Census to build upon, just as the previous program
evaluation did for us.
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Strategic and Operational Framework ' Cadres stratégique et opérationnel

1.0

1.1

1.2

Strategic and Operational Framework

Introduction

The Census Communications Group, which was composed of staff situated in Ottawa
and in each of the regional offices, was responsible for providing communications advice
and support to the 1996 Census Project. This included an advisor role to the Census
Management Team and to senior management and proactive communications activities in
support of the Collection project.

Strategic and Operational Framework

In order to clarify the support that would be provided to the Collection project, a strategic
and operational framework was developed. This framework was reviewed by the

regional offices (including the Regional Directors, the Assistant Directors of Advisory
and the regional communications manager), the 1996 Census Manager, the Project
Manager, Collections and the Director, Communications Division. Comments were

taken under consideration and the document was finalized on July 18, 1994. The Ontario
region had some additional concerns and, as a result, the Ontario strategic and operational -
framework was not finalized until September 1994. The 1996 Census Communications
Program Strategic Framework is attached as Appendix 1.

Operational Accords

Regional Directors were asked to sign an Operational Accord indicating that they were
aware of the contents of the strategic and operational framework as set out by the 1996
Census Communications Project. The accord specified the responsibilities of the
regional office to determine, develop, implement and deliver communications activities
and programs that are deemed to be most effective in building awareness of the Census
and in generating mail response. The signed operational accords are in Appendix 2.
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1.3 Operational Components

The operational components covered the management aspects of the Census
communications program and delegated responsibility to the national program, the
regional program or both. The management activities covered include:

project management national responsibility

regional management regional responsibility

program identification national/regional responsibility
material management ~ national/regional responsibility
materials ' national/regional responsibility
writing services national/regional responsibility
conferences, exhibits and special events national/regional responsibility
equipment national/regional responsibility
staff development and training - national/regional responsibility

More detail on each of the components is included in The Strategic Framework,
Appendix 1, pages five to nine.

1.4 Program Components

The program components covered the public relations aspects of the program. They

included:
third party support national/regional responsibility
media relations national/regional responsibility
education . national to develop and
distribute/regional to promote
paid advertising national/regional responsibility
special target populations - national/regional responsibility

More detail on each of the components is included in The Strategic Framework,
Appendix 1, pages ten to thirteen.
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1.5

1.6

Issues Management

The successful legal challenges to the Census, increased concern about personal privacy
and the confidentiality of information collected by the government and a dislike by many
respondents for questions dealing with employment equity, income or housing, required
reliable monitoring systems in both regional offices and headquarters. This was created
through networks set up with field staff and through a contract with a media monitoring
company. In addition, spokespersons were named whenever a “crisis” situation was
considered possible and all staff knew how to reach these persons.

Information Management System

As part of the census management monitoring system, each project manager submitted an
operational plan which included deliverables/activities, planned start and finish dates and
actual start and finish dates (Appendix 3). These were monitored on a monthly basis to
ensure that deliverables from one project to another were on time and that no activity or
program was falling behind. Dates were updated monthly by the project managers.
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1.7 Recommendations

e .. amanagement team consisting of the regional communications managers and the
project task managers and the project manager should be the planning and
monitoring unit for the project.

. operational accords should be used again because they ensure that everyone
knows in advance the expectations for their program area as well as for the project
as a whole.
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