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1. Executive Summary 
Leger is pleased to present the Department of Finance Canada with this report on findings 
from a quantitative web survey designed to learn about Canadian individuals and 
businesses response to the advertising campaign. 
 
This report was prepared by Leger who was contracted by Department of Finance Canada 
(contract number 60074-200050/001/CY awarded April 22, 2020; Contract value is 
$66,395.98). 

1.1 Background and Objectives 
 
In April 2020, the Department of Finance Canada and the Government of Canada 
developed an advertising campaign to support the government’s COVID-19 Economic 
Response Plan. The campaign objectives were to inform Canadians and increase 
awareness and take-up of key initiatives, programs, and benefits within Government of 
Canada’s COVID-19 Economic Response Plan. The campaign pursued two main objectives 
regarding two groups of people: support for individual Canadians and families and 
support for businesses. The main objective of this study was to evaluate the performance 
of the campaign with the target audience using the Advertising Campaign Evaluation Tool 
(ACET), both for pretesting and post testing the campaign. The objectives of the study 
were the following:  
 
• Measure overall aided and unaided awareness of the advertising 

• Establish recall of the key campaign messages  

• Establish if any action had been taken as a result of seeing or hearing the 

advertising  

• Measure awareness of who was responsible for creating the ad 

 
 
More precisely, the components measured in the pretesting wave were:  

• Pre-campaign awareness of the Government’s COVID-19 Economic Response 
Plan; 

• Aided and unaided awareness of general Government of Canada advertising; 
along with advertising related to the Government’s COVID-19 Economic Response 
Plan; 

• Aided and unaided awareness of the Government’s COVID-19 Economic Response 
Plan.  

 



 

The components measured in the post testing wave were:  
 

• The unaided and aided awareness of the Department of Finance advertisements 
and general Government of Canada advertising;  

• The message recall to measure; 

• Various attributes of the campaign (credibility, clarity, relevance, captivity, 
provided new information, and importance of topic); 

• Aided and unaided awareness of the Government’s COVID-19 Economic 
Response Plan; 

• Intention to act. 

1.2 Application of Results 

 
As a result of the government's investment in this campaign, the Department of Finance 
of Canada is required to evaluate the performance of the campaign with the target 
audience using the Advertising Campaign Evaluation Tool (ACET), both for pretesting and 
post testing the campaign. This study will help the Department of Finance to improve the 
performance of future advertising campaigns. 

1.3 Methodology – Quantitative Research 

 
Online Survey 
 
The study was conducted among the general population, but quotas were also fixed to 
reach the following targets: Indigenous people, youth (aged under 25), low-income 
individuals (annual household income $40,000 and under) and business executives. The 
table below shows the breakdown of the quotas. The complete details of the quotas and 
the completed interviews in those specific targets for both waves can be found in Annexe 
A.  
 

Target Quotas 

Indigenous 100 

Youth (under 25 years of age) 200 

Low income households (annual household income of 
$40,000 and under) 

200 

Business executives 200 

General population  1,300 

 

Pre-campaign 
 



 

This quantitative research consisted of two waves of data collection. The first wave took 
place between April 24 and May 4, 2020. The national participation rate for the survey 
was 30.9%. To validate the programming of the questionnaire, a pretest of 40 interviews, 
20 in each official language, was conducted on April 24, 2020. The interviews lasted an 
average of five minutes. As no problems were detected, fieldwork proceeded with no 
changes. A total of 2,000 Canadians were interviewed. 
 
Post campaign 
 

The second wave of data collection took place between August 20 and August 31, 2020. 
The national participation rate for the survey was 17.2%. To validate the programming of 
the questionnaire, a pretest of 43 interviews, in both official languages, was conducted 
on August 20 and ended on August 21, 2020. The interviews lasted an average of seven 
minutes. As no problems were detected, data collection proceeded with no changes. A 
total of 2,048 Canadians were interviewed. 

1.4  Notes on The Interpretation of The Findings 

 

The opinions and observations expressed in this document do not reflect those of the 
Department of Finance of Canada. This report was compiled by Leger based on research 
conducted specifically for this project.  

1.5  Declaration of Political Neutrality and Contact Information 

 

I hereby certify, as chief agent of Leger, that the deliverables are in full compliance with the 

neutrality requirements of the Policy on Communications and Federal Identity and the Directive 

on the Management of Communications—Appendix C (Appendix C: Mandatory Procedures for 

Public Opinion Research). 

Specifically, the deliverables do not include information on electoral voting intentions, political 

party preferences, party positions, or the assessment of the performance of a political party or its 

leaders. 

Signed by:  

 
Christian Bourque 
Executive Vice President and Associate 
Leger 
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