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FOREWORD

. The follbwing plan outlines iie information
programs and information résourbe requirements of the
department for tﬁe‘two—year period spanﬁing_fiscal-
1975~76, and fiscal 1976-77. l

It was produced primarily to provide guid—
ancé as to the resource needs for fiécal 1976+77 in
conjunction with the development of the department's
program forecast for fhat year. |

However, in order to show the continuity of

activity from the present year to the forecast yeér,

and to make the plan a useful ihternal'working docu-

‘ment on information, the two-year format has been

adopted. This plan will update, extend and replace
the current information plan produced in April 1974

and covering the period April 1, 1974 to March 31,

1976.



INTRODUCTION

Since its inception in 1968, the Department

of Consumer and Corporate Affairs has developed as

‘the focal point in the federal government for matters

relating to the operation of the market economy
system. in Canada. The department's prime responsi-
bility is to work towards making the syétem work most
effectively for the gréatest number of Canadians.

- The main instruments through which the

.department impacts on the market system are:

(a) A iarge body of legislation relating to business

regulation, competition, and product standards,
and
(b) A broad-scale pfogram of consumer protection
inciuding legisiation, inspection, information,
conéultancy and consumer édvqbacy.
By 1974-75, the department had progressed
to an advanced stage of activity b@th in the areas of
1eéislative reform and consumer protection programé.

As a consequence, related information activities were

also at a higher level and resource needs for informa-

tion increased.
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The characteristics of the department which

gave rise to the need for extensive information will
continue at an accelerated pace through the present

yvear and forecast year.

These include:
Responsibility to Canadian consumers in respect
of the balance of forces in the market place.

This responsibility encompasses the areas of

‘consumer protection legislation, inspection

services,; information, education, advocacy and

~grants policy. Tt implies an overriding need

for continuous and effective cowmunication.

between: the department and consumers.

"Responsibility for policy developﬁent(and .

effective administration of a large body of
legislation relating to market'place regulatidnn

and behaviour:. This responsibility implies a

close and continuing communication with many

specialized publics concerned with laws involv-
ing legislative change and legislative under-

standing.




(3) Responsibility to proceed with the program of
decentralizing the administration of the depart-
ment's programs and sérvice té the public. This
implies a commitment to inérease public aware-
ness of the breadth of the department's activi-
ties and services and where and how thése
services are available,

During fiscal 1974-75, éctivity was stepped
up in:all these areés and this was reflected in depart-
mental use of information resources. Over the‘neXt
two years this trend will continue as more and more of
the.department's activities related to consumer protec-
tion, legislative reform and decentﬁaliied services
move from the planning stage to the action stage.

Information Resocurces:

This movement from planning  to action can be
seen in the development of the department's informa-:

tion spending over a five year period. During 1972e73

and 1973-74 actual information expenditures were .

substantially less than estimated as plaﬁned programs
failed to matérialize or were postponed. During
1974-75 and again in 1975-76, actual information
expenditures will considerably exceéd original esti-

mates as the needs of the department have caught up
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with and surpassed established resoﬁrces. The fore-
cast resources fér 1976-77 attempt to establish a .
realistic level of resource requirments in the. light
of perceived departmental prograﬁs and increaéed
inflﬁtionary pressures on the cost of salaries,v

goods and services.

TABLE "A"
| | o  original
- Fiscal Year MY's . Expenditures  Forecast
1972-73 (actual) S22 960 1,250
1973~-74 (actual) . 31 1,250 1,600
1974-75 {(latest forecast) 36 1,900 1,600
1975-76 (estimate) - 38 2,400 1,700

1976-77 (forecast) 42 3,100 L

Changes 1975-76 to 1976-77

As may be seen, actual information expendi-

" tures are'forecast to increase by some $700,000 between

current year (1975-76) and forecast year (1976—77).
Approximately $300,000 of this increase is

forecast on the basis of increaséd salary account .and

rising costs of goods. The remainin§.$4Q0,000 is for

increased programs, largely related to the department's
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eﬁpandea legislation and other prbgrams‘in areas of

direct conceérn and service to consumers. These
programs are discussed in more detail in the follow-

ing sections of this plan.

In relation to over-all departmental expend-

itures, the share of resources allocated to the

information function has remained fairly constant at

the levels established in 1974-75 when the full scale

departmental information and advertising progfam went”

into effect.

.TABLE "B"

TS RESOURCES AS A SHARE OF DEPARTMENT

(000's $)
. , Dept'i. IS
Fiscal Year Resources . Resources
1972-73 (actual) | 28,600 960 3.4
1973-74 (actual) 33,100 1,250 3.8
1974-75 (latest forecast) = 42,200 1,90 4.5
1975-76 (estimates) 49,500 2,400 4.8
1976-77 (forecast) 64,900 3,100 .. 4.8

Information System

The information system employed in Consumer

e

and Corporate Affairs is that of a central responsi-

bility centre in the Information and Public .Relations

Service for virtually all the activities of the
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department that fall within standdrd object 03 =--

" Information.¥*

This approach is designed to provide depart-~:
mental management with an overview of all information

resource usage in relation to the department's total

~ budget and programs, to provide a central.service to

the department and its bureaux and branches relating

- to all aspects of information and to ensure a point

of responsibility for ensuring'that departﬁentél

policies and proper procedures are followed with‘
respect to information activities.

The annual program forécast of information
requirements is deveioped through discussion, involv-
ing the Deputy Minister, Program Managers and the

Information Services Director, of planned program

activities and their probable information requirements.

The Information Services then interprets these require-

mernits in terms of specific programs and costs together

with a proposal for the manpower resources and basic

operating expenditures required to carry out these

programs.

* Exceptions are the publishing of the Patent Office.
Record and the Trade Marks Journal which are long
established and highly specialized publications
very closely integrated into the activities of the
Bureau of Intellectual Property. Resource reguire-
ments for these publications are found in the
Bureau estimates.
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For the purpose of presentation of the

components of this two-year information plan, this

report is divided into four major. sections:

Major Consumer-oriented Information Programs
This includes advertising and‘bther broad-scale
information prbgrams aimed at a wide consumer
audience in support of the department's consumer
programs and broader departmental.objectiﬁes.

Specialized Bureau Information Prograns .

This includes specific information needs related
to the on-going requirements of individual

bureaux.

Services to the Department
Includes information services and projects of a
central nature related to the department's over-

all information needs.

Organization, Staffing and Opeiating Expenditures.

Includes manpower resource requirements, planned

organization and basic operating costs.
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MAJOR CONSUMER-ORTIENTED
INFORMATION/ADVERTISING PROGRAMS

Beginning on a limited scale in 1973-74 ana

on a more full-scale in 1974-75, the department began
more extensive use of a variety of media to disseminate
on a broad basis to consumers information about the

department and its programs and legislation.

The principle objecti?é of this‘campaign.is:
To create a greater awareness by tﬂe public of
the programs and services offered b& the:depart—
ment and of how these can work to the advantage

of the individual consumer.

Related to this general objective are a number of sub-

objectives, specifically:

To create a broader understanding and appreciation .
of the totai,scope of "'the department's activities.
To provide useful information to consumers and
thus help make them more self-reliant in the
market place.

To explain the need for government activity in
the market place so that it can function at
maximum effectiveness for consumers.

To stimulate and encourage two-way communication

-

between consumers and the department.
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(5) To increase awareness of the decentralized
nature of the department and the services avail-
able at both the regional and local level.

To a large extent, thié general campaigﬁ
reflects the programs of particular interest to the
Bureau‘of Consumer Afféirs ﬁhich has primary responsi-
bility within the department for consumer protection
legislation and consumér information programs. -
Howevér, it is broad enough to'encombass all aspects
of the departmént's work and progfams which'have some

relevancy to the daily lives of consumers across

Canada.

Preliminary evidence indicates that the

intial campaign conducted during the winter and spring

" of 1974-75 has had considerable impact on the public

as measured by direct response to the departmenf,

The following figures. measure public mail
handled by the Information Service during the pas£ two
years: -

1973-74 - .84,000
1974-75 . - - 141,000
Thi§ indicates an increase of 68 per cent in mail

handling. The bulk of this increase came in the last

quarter following commencement of the broad advertising

program.

... 11
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While specific stétistics are nét yét avail-
able from the field, all regions report significant
increases in public contact with the department sincef
inception of the program. | |

It is Qroposed that ﬁhe general information
prograrn be extended through 1975-76 and 1976-77 to
continue to-promote the depaftment‘s objectives and
to0 provide a vehicle for public information for a
nunber of departmental proyrams which will require
greater emphasis during the next two years.: Thése
programs include such areas as packaging and labélling,
informative labelling, consumer credit, nutrition as
it relates to food pu?chasing and metric conversiQn as

it relates to consumers.

Market-by-Market Approach

In developing the general information

program, an attempt has been made to, as much as

poséible, key the advertising campaigns to those
markets where the department has aﬂ established
consultancy and complaint and enquiry service in the
field. One of thé major objectives of the campaign is

to identify our services across Canada and. to. encourage

pﬁblic dealings with the department at the local level.

where possible.
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To providas advertising where we have no
responsive service could lead to’cénsumer frustration,
to fail to cover areas where we providé such service
would short change our field Staff and our decentrél—
ization program. |

This market—by_market'concépt dictates that
we employ to the degree possible a flexibie approach-

to our major advertising media which can allow a

selectivity of location and advertising weight as well

as local identificatién.

Following is a list of markets covgred by
the department's consultancy serviceé during the'plén'
period. It will be noted that the population of -the
metro areas of these markets.represnets some 50 per

cent of Canada's population. It is estimated that

. the localized media used in the advertising program

provide effective coverage of some 70 pet cent of the

population.

in summary, the general informafion program
for the plan years will follow the format established
in 1974-75 i.e. heavy emphasis on television, supple-
mented by radio and newspaper advertising as well as

direct mail vehicles.
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LOCATION OF CONSUT.. ANCY SERVICE

Haliﬁax

Fredericton

St. John's. Nf

Charlottetown

Montreal

Quebec
Toronto

Sudburxy

PLANNED ADDITIONAL

As of A»nril,

1975

% Can.

1d. L6

Thunder Bay
Winnipeg
Regina

Edmonton

- Calgary

Vancouver
Penticton

Victoria

LOCATIONS

~-Moncton

Trois Rivieres

Hamilton

Hull

. Chicoutimi

1975-76

1976-77

London

Saskatoon

~Prince George

Rimouski

14
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* A three year comparison of_expenditurgs by
major media covering the period 1974-75 to 1976-77

may be seen on page. 31.

Television

As in 1974-75, the major element in our
general advertising program.will be a television
caméaign.

Television is the most pervasive of all the
major‘média_reaéhing across all age, education and
income levels, It is particuiarly effective in rela-
tion to other media in reaching lower incone, iower
education consumefs who are more suééeptible.to |

consumer fraud and are more in need of consumer educa-

. tion.

Resesarch conducted in 1974 indicates that .

‘17 per cent of the population classed as "heavy" tele-

vision viewers do 50 per cent of the total television
viewing (Bureau of Broadcast Measurement).
Further, amongst less eduéatéd groups, 30

per cent are classed as "heavy" viewers compared to

5 per cent heavy viewing by university graduateés..

By income-level 26 per cent of the
$4 - 7,000 income level are heavy viewers. compared to
only 13 per cent of those in the $20,000 + category.

(Print Measuremcent Bureau).
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The conclusion is .that while television is

a broadly based medium, there is a significant body

of lower income, less educated consumers who command

a disproportionate share of teievision vieWing and
who are less exposed to other media of communicati§n.
A further advantage to the use of

television is the industry's willingness to brovide
additional exposureé to the department's material on a

public service basis. Following conclusion of the

 1974-75 selective television spot program the partici-

pating stations were canvassed to obtain additional
support} A sdfvéy of the 26 stations indicated that
17 or 65 per cent are providing extended coverage of

our material at no cost to the department.

'In 1973-74 and again in 1974-75 the depart-

ment's television campaign was.buiit arqund the
lconsumer game shows "It's Up To You" and "C'est Pas
Spréier." These programs developed by the aepartment
attempted to provide in a popular game show format

useful consumer information concerning the legislation

- and programs of the department."

In 1974-75 these programs werelsupplemented
by the use of selective spot television both within

the body of the program and during other time periods.



While rescarch conducted folloWing tﬁe
initial l3—week series in 1973-74 indicated a highly
favourable response by.viewers the department has
tentatively decided to discontinue the series in
1975-76 and to put éompensating-additional weight into
its program of selective spot television. Thé primary
reasén for this switch in emphasis relate to flexibil-
ity. While the programs were effective, the format is
not sufficiently flexible to effectively présent théi
great variety of subject areés.which will be promoted
during the cominé years. In addition, the programs
were nolt as flexible as selective teievision in thé
iocalized markét—by—market approach outlined earlierxr.

A further factor in the decision is the

continued uncertainty of the ability to obtain prime

time in certain key market areas where time availabil-

ity is particularly tight.

At the time of writing, no finalldecision
has been made regarding It's Up To You and C'est Paé
Sorcier pending results of research and a further
review of time availabilities. However, the plan has
been developed on the assumption that there will be
a shifting of funds from these programs to éelective

spots.
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It is proposed that for impact the campaign
of selective spot television be grouped in flights of
approximdtely five weeks duration each ana'oécuring
in the spring and fall during the two¥year period.

| The weight of adverﬁisipg.in.each market
will be determined not by a fixed number of spot.
occasions but on the basis of gross.rating points.
This system, takes into account the variance.of average
rating from one market to another and cbmpensates for
thié in order to prbvide approﬁimatély equalAdepth of
coverage for each market;» The proposad campaign woula
provide approximately 75 -~ 90 GRP's én.a weekly basis.

During 1974-75 the department aeveloped a’
pool of seven 60-second television spots on the

following subjects:

(1) Haza:dous Products (toys)

(2) Hazardous Products (safety ciOsures)
(3) Consuner Consultancy Service

(4) Misleading Advertising

(5) Information

(6) Textile Labelling

(7) Inspection SerVices
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During 1975-76 ana‘1976~77 this pool will be
augmented by commercials ralating tQ;‘ »
(1) Packaging and Labelling
(2) Informativ¢ Labelling
(3) Consumer Credit
(4) Trade Marks
(5) Consumer Metrication
(6) Competition
(7) Bankruptcy

(-é‘) 0,( le/éqf-t
Special Programming

To supplement our television exposure and

give a dynamic presentation of certain key areas of -

years to undertake production.and sponsorship of a
series of three one-hour special television programs.

Working in conjuhction with the National Film Board

and the television networks, these programs would deal

with providing an indepth look at paxticular.subjects
presented in a popular way to appeal to a broad
consumer audience. |

It is proposed that these specials be run

in the fall of 1975 and in the spring and fall of

1976.

' ( ) departmental interest, we propose during the next two
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The first special would deal with fhe subjéct
of food buying and value in‘relation-to good shopping
habitsfand nutrition. A recént research study |
conducted by the department indicates a stroné and
continuing interest by consumers relaging to this
important area of consumer purchasing.

Special programs for 1976 have been tenta-
tively slated to cover:

(1) Consuner creditiand the legislation which
protects consumers in this area, and

(2) Metric conversion as it relates to the
needs of consumers.

We feél that this combination of selective
spot television on a wide variety of the department's

programs backed up by high impact speciél programming

on areas of particular priority and interest will

provide a broad basis of consumer exposure over the
next two years.
Radio

As in 1974-75 we propose to supplement oﬁr

major television program with secondary use of selec-

tive spot radio over the next two years.

Radio is an extremely flexible medium and
is geared heavily‘towards female heads of households
who represent an impor£ant element in consﬁmer

purchasing,




With its flexibility and relatively low
production costs radio-can‘be used to cover a wiae
variety of departmental interests in the field of
consumer information and education and can-extend .
the breadth of coverage afforded by the télevisibn
camera. In addition;'radio is ideally suited for
localiiing the message and the identificafibn_of
regional and local facilities of_theAdepartmént.‘ 

As with television, théfradio.industry has
bheen COOPQratiVe_in.extending thé cover&ge of oﬁr 
advertising campéign by the use of our materialvpnia
public service basis.' Of the 55 stationsAused.in

our 1974-75 radio spot campaign 29 or 55 per ‘cent

- provided us with additional usage.

It is proposed that the radio spot adver-

ﬂtising~be in flights of approximately three weeks in

~ the fall and spring during the two year peripd. As .

with' television the radio advertising will be
concentrated in key stations in the market areas in
which the department maintains a consultancy and

enguiries service.

eer 21



SUMMARY OF RADIO ADVERTISING

Number of Markets

Nuniber of Stations

Frequency per station =—-

Duration of campaign

Fall 1975
Spring 1976
" Fall 1976

Spring 1977

22

62

5 spots per week

(to. March 31)

STATIONS BY REGION.

Atlantic

Quebec

Ontario

Prairies

British Columbia

11

15

1975-76

weeks,

Weeks;

weeks

weeks

17.

11

62

1976-76

25

66

15
15
17

11

. 66




2

Daily Newspapers

During 1974-75 the department supplemented’
its advertising and broadcast media with a limited

schedule of advertising in daily newspapers. This

campaign was confined to nine markets where the depart- .

ment maintains full regional offices or majbr district

offices. These advertisements which featured the

“slogan "You don't have to go to Ottawa to get our

help" were aimed primarily at advising consumers of the’

many services available to them. During the next two
years it is proposed that we continue the use of daily
newspapers as.a supplementary medium but ﬁhat-fhe news-
paper list be extended to include all areaé of
consultancy service and that the ads size be reduced
(to 200 lines) to permit greater frequency. These
advertisements would be short and punchylénd their
primary purpose would be to continue the task of
raising public aQareness_df and use of regional

services.




SUMMARY OF DAILY NEWSPAPER ADVERTISING

Number of Newspapeors

Ad Size

.No. of Insertions

Atlantic
Quekac
Ontario
Prairies

British Columbia

——— 32
~—~— 200 lines
1975-76 --=- 20

1976-77 . ——= 20

Location

7

papers
papers
papers
papers

papers

24
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Weekly;Ncwspapers

During 1974-75 one insertion was made in

all weekly hewspapers in Canada on a test basis. This

advertisement featured a coupon offer of the depart-
ment's consumer publication "Consumer Contaect." While

final statistics are not yet available the mail pull

at the time of writing was over 25,000. On the basis

of this successful return we'have‘decided to continue
the use of weekly newspapers on at least a limited
scale during the next two years.' However, in order

to complement our daily newspaper and major market
television advertising we plan té use only those
weekly newspapers outside major marketlareas (approxi-
mately 60 per cent. of the weeklies in Canada). As

with the daily campaign we would use small space (200

~lines) ads primarily aimed at identifying the major

services of the department and the availability of -

assistance at the regional level.




SUMMARY OF WEEKLY NEWSPAPER ADS

Insertions 1975-76 3 of 200 lines
| 1976-77 3 of 200 lines
Numbet-of
Provinge Weeklies_
Yikon & North West
Territories 6
British Columbia 84.
Albarta | 107
- Saskatchewan 76
Manitoba 46
‘Ontario 203
Quebeac 101
New Brunswick 17
“Nova Scotia 22
Prince Edward Isiand 1
Newfoundland 10
" TOTAL 673

Number of Newspapers (excluding metro weeklies) —-- 673

Total Line
Rate
$

1.26
11.66
13.13

8.18

1.18 -

90.38
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Ethnic Newspapers

During the next-two years we pléh to add
limited adveftisements in the approkimate 100 eﬁhnic
\newspapefs published in Canada. Primary dichssipns_
with the publishers in this field sugjest.that givéh
some advertising support from the department
publishers would be amenable to the publication of
useful consumer information providea,by the depart-
ment on a public service basis.A It is proposed tha£
wa épproach the ethnic media on a ﬁwo—fold bésis:

(1) A campaign of small space (ZOO:lineS) ads
throughout the year, and

(2) A regular monthly mailing of consumer
information editorial matter.

These mailings would be made to the ethnic
newspapers on the basis that the department will
reimburse the publication for translation costs (af
a rate of 5 cents per word) upon submission of a
tear sheet. 1In this way, costs would only be incurred
when the material is actually used and we would have
an exact measure of ﬁhe extent.of success of the

. program.
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SUMMARY OF ETHWIC ADVERTISING

Number of papers. ~— 95

Total cost per line =- $50.00

Planned campaign
. 1975-76 —-- 4

1976-77 -- 4

insertions of 200 lines

insertions of 200 lines




Direét Mail Advertising

To éupplemént the selective media of tele-
vision, radio and press advertising the departmént
proposes to continue to use two major media of
direct communication with Canadian consumers, Consumei
Contact - the department's monthly consumer newslétter
and the use of inserts in cheque mailings to family

allowance and old age security recipients;

Consumer Contact »

 Established in 1972, this four-page monthly
newsletter has provided a regular link between the
department and consumers. and the cqnsumér media. By
April, 1975 monthly circulation has risen to-150,000.

A research study recently completed-indicates that

the publication is thoroughly read and found useful

~by’ the large majority of recipients.

This positive response has encouraged the
department to continue Consumer Contact through"
1975-76 and 1976-77 and to attempt through various
means of promotion to broaden circulation to a target
of 200,000 in 1975-76 and 250,000 in 1976-77. Budget

estimates have been established on this basis.
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The department is currently studying the
feasibility and cost of transposing Consumer Contact
mailing. lists to computer tapeé and of farming out

the mailing operation to a commercial firm to ensure

speed of handling and to relieve pressure on depart-

mental resources. Estimates for 1975~76 include the

estimated initial changeover costs.

Insefts in Cheques
Beginning in 1973-74 and again in 1074-75
the department, with the cooperation of Health and
Welfare Canada, used the vehicle of inserts in old
age security and family allowance cheques as a means
f disseminating consumer infdrmatioﬁ to a broad

spéectrum of consumers.

In total the family allowance cheques are

received in 3.2 million homes and the old age-

security cheques in 1.9 million. Combined these
vehicles provide a total of 5 million exposures'with
vefy 1i£tle duplication. | .
Although no direct reséarch'has been - done
by the Depariment of Consumer and Corporate Affairs
a comprehensive study conducted in 1974 by Health |
and Welfare Canada indicated that 84 per cent of old
age security recipients and 71 per cent of family

allowance recipients read these inserts.




In 1974-75 the department had two mailings
in old age s=2curity cheqgues and one mailiﬁg in family
allowance chegues. For both 1975-76 aﬁd 1976-77 it
is proposed that the department use these vehicies
twice each year (spring and fall) in both family
allowance and 0ld age security mailings. |

Proposed subjects for these inserts include:
consumer‘credit, consumer metrication, packaging and

labelling, and food buying.

... 31




cE

Direct Mail

Radio

Weekly Newspapers

Daily Newsnapers

Television

THREE-YEAR COMPARISON OF ADVIRTISING EXPENDITURES

‘ 1974 75

510

822

(000's $)

Ethnic

1975 76

450 450 |
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SCHEDULE OF MAJOR INFORMATION PROGRAMS 1975-76 & 1976-77

1975 1976 1977
Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar
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SECTION II

SPECTALIZED BUREAU '
INFORMATION REQUIREMENTS
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SPECIALIZED BUREAU- INFORMATION PROGRAMS

In the first section of this report we have
outlined the broadly based advertising program which
will carry the main weight of our general information

to consumers about the department's programs and

‘activities. 1In this section we deal with specific

information needs related to specific legislation or
programs aimed at particular target groups.

| These are presented'on a bureau-by-bureau
basis indicating the particular program activity to

which they relate and the costs involved for both

1975-76 and 197C~77.
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Bureauy of Consumer Affairs
As in fiscal 1974-75 the broad-scale adver-
tising and information programs outlined in the
previous section of this report will be geherally
- devoted to the programs and activities of the Bureau
of Consumer Affairs. 1In addifion, during the two
years under review a number of.significant.dévelOp-
ments will take place within the bureau requirihg
information support. These include:

The development of revised legislatibn relatingk

to consumer credit and consumer borrowing.

The coming into effect of regulations under the
consumer Packaging and Labelling Act.

The introduction of the Cantag informative
labelling program. |
Greater depsrtmental responsibilities with

regard to metric conversion as it relates to

consumers.

A program to develop more consumer information
for school age children.
An expansion of the department's consumer help

offices and consumer consultancy service.

*
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' In addition the Consumer Bureau has continu-

ing respohnsibilities for providing public information

with regard to:

The Hazardous Products Act which is continually

expanding through the introduction of new
regulations, and

The Textile Labelling Act and related voluntary

programs of Care Labelling and Canada Standard
Sizes.
Specific information requirements include:

Packaging and Labelling -- there are two key

points in this program September 1, 1975 when the
regulations come into force for non-fdod products
énd March 1, 1976 when regulations come into force '
for food products. There is a requirément to |
develop public service radioc and television
material, consumer literature and other material
aimed at the traae.- | |

Cantag -- it is proposed that three or four Cantag
labels for semi-durable and durable consumer

products be introduced during 1974-75 and an

‘additional three or four 1abels in 1976-77. In

addition to the exposure that this program will be
given through both paid and public service tele-

vision advertising there is a requirement for large




(3)

(4)

guantities of explanatory material to be made
available to consumers at the point of sale and
through other outlets.

Consumer Credit -- it is anticipated that

during 1975-76 subsequert revisions will be
made to the Small Loans Act aﬁd federal Ihterest
Act dealing'with such matters as in£erest rate
disclosure' and the relations between consumers
and credit lending institutions. Informatioﬂ
tools include-extensive kits of backgrdund infor-
mation at the stage of 1egislatiye'introduction,
production and wide distribution of a consumexr

publication which explains the laws and how they

affect consumers and production of audio-visual

material explaining the program.

Schools Program —— +this program area has received

"spin-off" attention in recent years, i.e,{ it has
been the object of distribution of informatioh or
attention as a result of other programs. Because
of the increasing importance of reaching the
potential consumer and inflencing buying habits

and perception of rights and responsibilities

before consumer patterns are established, more




emphésis shouid'be.plaCed on treéﬁing‘"schOOls"

as a separate information pfograﬁ,‘with two
distinct audiences, educators and students
(various levels). A formal survey wiil'be
undertaken in early 1975-76 of the holders of

the original "purple" school kits, to find out

if the.information has beeﬂ used and whaf dther
material would be required; Baéed on tﬁe-feéults
of this study, a new approach to information for
sc¢hools should‘be readied fér Seétember 1975.

This could include teachers guides and class sets
of material on "How to Buy", on informative
labelling, packaging and labelling, metricétion,
etc., on consumer rights.and responsibilities, on.
weights and measures, etc. | This materiai, would
be primarily in print form, $upplemented_by |
visual aids such as poéters and slides. A differeﬂcé
in the form. of the material aimed at teachers and
the material for the students must be made, in_

order for the program to be effective.
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Metric Conversion -- although the major respon- -

" sibility for metric conversion rests with the

Metric Commission, the Départment of Consumer
and Corporate Affairs has a particulaf respon-
sibility in the area of providing information
specifically related to the needs of consumers
as they are affected by conversion in the
purchase and use of products. - In addition, -
the Consumer Bureau_has an informational |
responsibility with the affected industries in
relétion to the metric provisions of the
Packaging and Lébelling Act and of-théAreviséd
Weights and Measures Act. Prior to 1975-76 a
few_informétion tools had_been prodﬁced in
terms of a consumer booklet, a trade booklet
and an eight—minute animated film. During the
néxt"two years additiocnal print materials and
visual material for use by bur field force and
through the television medium will be developed

to ensure that consumers are well informed

during the period of transition for all products.

-
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Product Safe:" -~ information on the scope of

the Hazardous Products Act has beeh limited

(to the trade) and there is a need, through

print, to acqguaint the consumer with the
general provisions of the Act. A booklet oﬁ
product safety, in an easii§‘adaptable form,
with distribution through schools‘and exhibi-
tions should be produced. It woﬁld be
supplemented by a series of more detailed fact
sheets on each of the consumer products
regulafed, and by material on adapting proddcts'
now in use which do not meet the stricter
sitandards recently imposed. Information to the
vader, through the inspectors' kits produced
for Field Operations through_wérkshops and |
increaseﬁ participation and conventions and
fairs, is also essential. Adéitionai panels
could be produced for the Product Safety display
to make it more adaptable to a variety of
audiences. In order to raise the level of
public awareness of new regulations in the areas
of tents, children's clbthing.and carpet flam-
mability, insﬁlation materials,lélectricalrand
chemical standards, paints and upholstered

furniture, the prepaid television "newsclip" and
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raaio script mechanism should be used regularly.
This mechanism alld@s»for visual coverage of new
law and ensures wider spread. understanding oﬂ
the part of the general public ahd special
publics, such as manfuacturers and retailers.

Each time this mechanism is used, separate

retailer and consumer fact sheets will be

prepared, samples of which would be provided to,“.
the television and radio stations and diétributed
through local trade and consumer associations;

so that they could advise their audienée»that '
supplementary information was avalilable tﬁrough— |
out regional offices. |

Consumar Research Program -- as part of its on-

going responsibilities the Consumer Research
Branch is chérged with the preparation and
dissemination of reports covering its main areas
of research. During 1975—76 the main areas for
reporting include insurance, housing, eye glasseé)
and dentures. 1976-77 will see amongst other
things, the development of programs on:insurancé,
drug prices, and information and studies in the
specific groups on consumer problems. Funds have
been estabiished for the production and dissemina—

tion of reports for this branch.
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Joint federal/provincial and federal/industry

information programs -- by 1976 the ground work

will have been laid for the development of
information programs betﬁeen federal andAprovin~
cial governments and between federal government
and certain industries in relation to consumer

information needs of mutual concern. While this

~ program is still in the planning stage minimum

funds should be established at this time to
enable the Consumer Burcau Of pursue these avenues.

Certain other consumer information require-

ments are heavily field-oriented in that while they

deal with areas of interest to the Bureau of Consumer

Affairs, they are largely administered by personnel of

the Bureau of Field Operations.

(9)

These include:

Exhibitions Program -- an extended program of

participation in major regional and:local

consumexr shows will be undertaken during the next
two years. This will‘build on ﬁhe program already
in effect under which the Information Service
provides through the flexible "expo systems" of

displays a variety of appropriate display panels

- for use by headquarters and regional offices in

exhibition participation.

o 42
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(10) Pdppat'quqram -— in 1975-76 the department will

again participate in the highly successfui sunmer
studeant program commenced in 1973-74 and. featur-
ing the puppet characters "Binkly & Doinkel".

In previous Years this project which featﬁres
direct education to children through exposure in
playgrounds across Canada has featured various
aspects of hazardous products énd product safety.
In the coming year the informational scopa willA
be broadéned to use this mechanism to provide -
basic information to young children  on other
aspects of the Consumer Bureau's programs and

. generally the basics of good consumexr practices.

(11) Inspectors Kits ~- during the two-year period

. the départment wilk continue‘the project‘started
in 1974-75 of providing and up-dating comprehen-
sive informaﬁioﬁ kits for the use of the more than
600 inspectors located across Canada. The purpose
of this project is to enable the inspectors~t6 be
more informed on the wide range of laws admin-
iétered By the department and to enable them to

perform a more useful information role on behalf

of the department in their day-to-day dealings

with vafious sectars of. the trade and public.
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(12) Liﬁeratnye Program -~- on a lTimited scale in
1975-76 and a full-scale in 1976-77 the Field -
Operations Service is planning tb-éxpahd greatly
the distribution and availébility of départmeﬁtal
information litératurevthrouéh Unemplbyment
Insurance outlets, Manpwer Centres, libraries
and other outlets. This program, to be admin-
istered by field. inspection and consultancy
personnel»wiil regquire Very large scale gquanti-
ties of literature and other materiai. Funds

“have been allocated in fiscal 1976=77 to alloiw

for. additional reprinting required.

R a8
7



BUREAU OF CONSUMER AFFAIRS

SUMMARY OF EXPENDITURES

Packaging & Labelling Program
CANTAG Program

Textile Labelling

Product Safety A
Consumer Credit Program

Schools Program

Joint Provincial/Industry Programs-

General Branch Publications &

Reports

Field-oriented Consumer Programs

Inspectors Kits

Summer Student Program & Related
Materials - '

Exhibits Program

Literature Distribution Progfam

©1975-76

75,000
80,000

42,000
40,000

58,000

40,000

23,000

37,000
21,000

428,000

1976~77

60,000

16%, 600
30,000

45,000

60,000
50,000
180,000

50,000

30,000

65,000
60,000

125,000




Bureau of Corporate Affairs

The information program of the Bureau of

Coxrporate Affairs is largely related to the dévelopﬂ\

ment of the legislative program of the bureau and
the communications needs generated by the program.
The timetable of major events anticipated

during the two-year period includes: -

Event ‘ . Approximate Dats
(1) Introduction of the new
Bankruptcy Bill April, 1975
(2) Publishing of regula-
tions re Canada Business

Corporations Act , : - Fall, 1975

(3) ﬁutual Funds Legislation Approx. March, 1976

(4) Not—for—Profit’Leéisla—

tion ' _ ‘ - 1976
(5) Publishing of Proposals
re Securities ‘Legisla-

~tion _ Approx. late 1975
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In addition to the-information requirements

related to thGSa events the bureau is. plannlng.

(a) A series of semlnars in relation to the recently

passed Canada Business Corporations Act which |
»centeré across Canada in both 1975—76 énd71976*77.

(b) A series of seminars relating to thé-Bankruptcy'
Act in major centers in the fall of 1975‘énd again
in 1976. | | |

In addition, the bureau will continue to

publish the monthly Bulletin of the Cbrporations Brahqh

aimed at those specialized audiences affected by federal -

incorporation legislation. Estimates for this publica-
tion are included in the budget of the IPR Service.
The largest single expendifure during -this

period will be for the publication'othhe proposals

relating to- federal securities legislation. This

represents a major undertaking which will be published
in three volumes in both English and French. with a
total circulation of more than 5,000 for distribution
to all interested groups throughout.the country. Over-
all costs for typesetting, printing and distribution
of these docunents is estimated at ﬂlOO 000. .

Following is a summary of estimated costs for

all projects for the bu:eaﬁ during the next two‘years.



S S Bm A8 E S m e

7N

A

BUREAU OF CORPORATE AFFAIRS

SUMMARY OF EXPENDPITURES

Canada Business Corporations Act
Publishing Draft Regulations

Seminar Material

Corporations "Bulletin"
Publishing of Bulletin

Promotion

Securities Proposals
Production; Printing & Distribu-

tion Costs

Mutual Funds
Material Related to Legislation
Tabling ‘

Not-for-Profit
Material Related to Legislative
Tabling

Seminar Material

Bankruptcy ‘
Material re Bill Introduction
Seminar Material
Publishing of Regulations
Printing of Leaflet re Consﬁmer
Bankruptcy

Film (not for iayman)

11975-76

2,000
5,000

14,000
1,000

100,060
5,000
5,000

8,000
5,000
5,000

15,000
5,000

170,000

e e

1976-77

8,000

18,000
2,000

- 5,000

5,000.

10,000
10,000

60,000

pm—
e —— ey




Bnreaujqf Competition Policy.

Information requirements relating to the
Bureau of Competition Poliéy center generally around
the legiélative progresé of both stage I and stage II
of the revised Coninbes Investigation Act. It:is
exéected that stage‘I will pass Parliament fairly
early in fiscal 1975-76 and that stage II‘ﬁill be
introduced late in the same fiscai year-. B

During 1974-75 a beginning was made on the
information campaign to both public and trade on |
misleading advertising through the publishing of a
quarterly bulletin.

Following passage of stage I it is planned
to embark on a more extensive information program
to ensure that both the phbliq.ahd those atfected by.
the new law understnad both their rights dnd responsi—
.Eilities in respec£ of it; |

The introduction of stage II of the Combines
Investigation revisions which will encompass the large
areas of merger and monopoly, and compétition will
require an extensive program ofbdocumehtation of back-
ground material for wiae distribution to ensure public
understanding, suppoft and discussion of this important

legislation.




‘FbllOWing is a summary of anticipated infor-
‘mation expenditures relating to this bureau for the

two-year period.

—~

... 50



kY

BUREAU OF COMPETITION POLICY

v SUMMARY OF EXPENDITURES

Misleading Advertising
Booklet & other materials o 15,000
Audio-visual presentation

(seminars & field) 12,000

Misleading Advertising Quarterly 3,000
Seminar Material ' 5,000

Phase II -of Combines Act revision
Background Material re legisla-
tive Introduction 25,000
General Information Support |

L]

1975-=76
Bill C-2 (Phase I of Combines
Act revision)
Booklet for lbiusinessmen 10,000

l after passage
l 70,000
il : ... 510

1976-77

3,000

- 15,000

‘3,000
4,000
5,000

©10,600

20,000




Bureau of Intellectual Property

The information requirements for the Bureau

of Intellectual Property relate directly to two major

objectives of the bureau:

(1) An extensive program of legislative revision of
all the four acts administered by the bureau
(Patents, Trade Marks, Copyright‘and.lndﬁstriél
.Design) . |

(2) A continuvation of fhe program startea two years

“ ago to create better understanding by various
segments of the public of the importance of
innovation and the role of the bureau in stimu-
lating innovation in the Canddian society.

The bureau's efforts are aimed primarily at
three public groupings: . those activelyvaSSOCiated

with the bureau such as inventors, agents, engineers,
. g

" lawyers, scientists, designers, writers, artists,’

composers; persons presently in our educational stream
(universities, community colleges, secondary schools)
who will be active in intellectual properties and will
be directly affected by the legislation, programs and
activities of the bureau; and the general consumer
public, who should know how intellectual properties
aid in the growth of a country's economy and market

place.
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The legislative timetable for the bureau-

during the next two years is as follows:

m
(1) ‘?atents ‘

-————-——-———-/

-~ introduce proposals 1975

—- introduce legislation 1976

(2) [rade narys™

-~ introduce legislation 1975 (proposals

introduced 1974)

Copyrights

(3) /Copyrights

-— introduce proposals late 1975

-~ introduce legislation late 1976

(4) Andustrial Desigi™

fall

Jegi

®

-— introduce proposals late 1975

-~ introduce legislation late 1976

The information toolé required by the bureau
intp foﬁr major categories:
Specialized material for specialist audiences -
relating to the introduction of législation-
proposals and/or legislatiOn
General material designed to enhance the bureau's
aSility to explain its role and respond to public

requests both at headguarters and in the field.
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(3)

(4)

the bureau for £he two-year period follows.

Material related to the bureau's extensive

) . ( ‘“Ian“‘z "tf/v'o—{'-'
program of participation in selected industry  ef®

.and trade fairs.

Support materials designed to increase the

(w

- av

‘effectiveness of the bureau's existing and _ fle

continuing speakers' program.
g St pProg

A summary of information expenditures for

... 54
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BUREAU OF INTELLECTUAL PROPERT]

SUMMARY OF EXPENDITURES

1975-76 1976-77
Bureau of Intellectual Property
Ehibit Program '/4.,4,1 e 16,000 8,00
(annial Report ) 5,000 C7,000)
' (Cencral Brochure — Eee—— S O
v@usiness Seminad 3,000 CZZEEED
Secondary School Education/)
Information Program) . 10,000 12,000
i (Speaker Programy_ 4,000 5,000
Information Foldexr(?) (5,000
Patent Office
PatentOfficeRecord? .. (7,000~
5 mroh a Patint TookieD 6,000 e rea
How to Search a Patent Audio- vxsﬁEIDaggg CEZZEEBZ:
(Paten: Poster Replacement - 4,000 . L
(licw Patent Nowd> 2,500 <C3,000)
+ Lpatent Legislation) 5,000 3,000 ) more

Trade Marks 1
Yuestion & Answer Booklet 6,000

-+

< Iréaé Marks Search BookleﬂitL fff;ﬁii)

(T'}ade Marks Search Audio-visual

(/”face Marks Longlatlon) 6,000

)

o)
-

o
o

Index to Trade Marks Aé‘lf

'U\
-~

o
o
O,

Copyrights
“Questions & Answers 6,000

CEEE&;igbt Audio-visual )l —

QZEE&right Legislative Program® ¢ 6,00

4,.:00 Yy Mmre

(3




1975-76 1976-77
Industrial Desidgn
i © o lystriar” RWM
dﬁ—d'uqtrlal Design Audio-visual 10,000
l_ vQuestions & Answvers 6,000
LAndustrial Design Poster 3,_000'
I : (_fndustrial Design Legislatiaqn 0 6,000 > 4,000 -wAL
: Q;encral Reprint Allocation™ 25,000 X
l 93,600 158,000
——aN ) L
l &g, ec?
' o 958
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‘SECTION TII

GENERAL SERVICES TO THE

DEPARTMENT

.
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(1)

(3)
(4)
(5)°

SERVICES TO THE.DEPARTMENT

In addition to providing the broad consuner-—

oriented information program and specialized informa-
tion programs for each of the individual bureaux, the
IPR Service is also responsible for'providing certain
inforrmation toqls and services related to the work of

the department as a whole.

This area includes:
Preparation of general material about the depart-
ment in.the form of printed matter, displays, etc.
Media relations serxrvice.
A daily clipping service.
Internal public relatioﬁs.
Communicaﬁions research service.

In addition, during 1975-76 and 13976-77 the

department has established information officer positions

_to be located at field headquarteré le&el. It is
anticipated that this will help the process of decentrali—v
zation in-so-far as information is concerned. One of the
functiéns of these officers will be to participate at the
local level in progranms designed to create gréater avare-
ness of the local offices of the department and the

services available through them.
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To facilitaté this funds have been established

to be administered at the field ievel for the purpbse
of developing advertising, press releaées and workshops
as well as to finance the .production 6f printed
material directly related to our field operations.
Following are some of the major inforxmation
elements related to services to the department:

(1) General material

'In each of the two years_tﬁe department will of
course publish an annual report to meet its
statutory reguirements for the tabling of such
a feport in Parliament. In addition, a more
compreliensive and "popular" departmental review
will be produced designed to create a better
understanding of the goals; reéponsibilities
and functions of the department by a number of
key audiences including business, labour,
consumer and media people.

The department will also continue to reprint
and distribute the popular booklet "Who We Are
and What We Do" during both years. In addition,

continued use will be made of the departmental

... 58
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mini-theatre display which was produced in
1975-~76. Funds have been estabhlished for
cost of participating in major exhibitions
and for fefurbishing éna produciﬁg additionai
display panels.

Media Relations.Service

" Through the Programs section and under the

specific responsibility of the media relations
officer the IPR Service provides a general
point of liaison bhetween the department and

various sectors of the news media. In addi-

" tion direct contact with the press the media

relations function includes overseeing the
printing and distribution of releases and
speeches and coordination of speech preparation.
Funds have been established in this érea to |
cover not'only.mechanical costs such as print—A
ing but also professional services for the
procurement of supplementary writing skills in

the speech writing area.



(3) Ciﬂlvnan,Servacg
The IPR Service provides a daily clipping éerviée
to the Minister, Deputy Minister and senior
executives of the dépértment.1 This consists of
thfee parts:

(a) The direct clipping of selected daily news-
papersAby.the Clipping élerk.

(b) Advénce wire service copy from Canadian 
.Press-énd Broadcast News. .

(c) A Broadcast monitoring service covering’

S Gy m A am W oE_Sm N

both-radio and television.

These latter two services are contracted outside:

the department and funds have been established

to continue their use.

k|

(4) Internal Public Relations

The IPR Service has a responsibility for internal
communications and public felations with depart-
mental staff (not staff tréining'Which is a
responsibility of the Personnel Brancﬁ). The
major tool used for internal public relations is
thé departmeﬁt's 8fpage tabloid newspaper Rappdrt
which is issued ten times each year to all

~employees. Early in l975—76'a iesearch study is
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being undertaken on this publication to probe
its usefulness as a communications tools and
to assist in'developing its.effeétiveness
from the empléyees Standpoinf.

(5) Communications Researc!

. ‘ : - Barly in 1975-76 a general, national survey
ofAconéumex awareness and attitudes towardé_
the aepartment is being conducted. It is,A
hoped that this survey can serve as a’benqh4_f'
mark aqainstlwhichuté measure_thg.departméntfé
over-all cbmmUnicationS'approach ové;'the ne#t'

two years and to provide guidance as to areas

N

of particular interest to consumers in relation
to the department's service and functions.
Funds have been established for this survey in

1975-76 and additional funds for a follow-up

i e am am G N an m m o

study during 1976—77.

-
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l ‘ DEPARTMENTAL PROGRAMS
&g- SUMMARY OF EXPENDITURES
Annual Report & Departmenﬁal
I Review ' : 20,000
~ Departmental Booklet . 8,000
_ l ’ General Media Relations including |
Printing and Professional Services 50,000
. Departmental Display _ . 20,000
I , Clipping Service ’ 12,000
Rapport ‘ 15,000
. General Research . 30,000
l‘ _‘ Field O}"«:iente-d Services
‘ | Local Advertising & Press Relations 20,000
: 70 Field-oricnted Brochure and .
l' ( . Literature ' » 10,000
Locally Sponsored Workshops' and
I Seminars ' o 15,000
. o 200,000
II ... 62

1976-77

25,000 -
10,000
60,000
25,000
15,000

18,000
30,000

50,000
25,000

20,000.

278,000
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SECTION IV. -

ORGANIZATION, STAFFING &

OPERATING EXPENDITURES




ORGANIZATION, STAFFING & OPERATING EXPENSES

Organization

The basis,organizationai structﬁre of the
Information and-Pubiic‘Relations Service waé established
in 1973-74 and has not been changed since that time.
Additional ﬁanppwer resources added during 1974e75 and -
‘1975~76 and in the fo;ecast year:have béen.éstablishad.

" to provided adéed depth ahd additional serﬁices withip
}thé basic organizational structure. |

In order to provide service to the Miﬁister,
Deputy Minister and program heads the central IPR
Service is structured similarly to multi—cliéntfadvor—
tising or public reiations'organizations in the .
private sector.

There are three basic sections:

(l) - Programs aﬁd Clientwsgrvice_ggggigﬁ. ‘
Under.the direction of the Deputy Direétdfvthis
coﬁprises three client service teams eaéh with
a Public Relations Advisér, Assistant Public
"Relations Advisér and a clerk, whose primary"
responsibility is to provide ébntinuing service
-to designatédibranches o? bureaux of the depart-
ment and to develop and'coordinaté the exécution 
of information plans-in their‘areas of responsi-

bility.

... 63
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The Programs Division also encompasses the media:

" relations area and the daily press clipping

service as well as the project coordination

function.

The Creative Services Division -

Under the{dixeétion‘of'the Chief, Creative
Services this group has primaryArespénsibility:
in the area of creative:interprefatiéniof the
plans developedlin the Programs Division énd fdr, 
direct_contact.with outsidejservices in the

field of_graphic design, audio—visual; Writing
and ofher‘creative areas; |

Production and Administration Division.

- Under the branch s Adnlnlstratlon Oxflcer this

area prov1des the basic support and mechanlcal
serv1cea to the branch including flnan01al and
personﬂel admlnlstratlon, ai strlbutlon serv1ces,A
reception sexrvice and copy typlng.

In addition, beginning in 1975-76 the IPR

Servicé will have a close funétionai link with-the
Regional Information OfficersAstaﬁioned in the rééional
headquarters offices of the depértment, This_link will
be provided thrdujh the Deéuty Difector and:Head éf
Programs and the Public Relations Adviser assigned to

provide service to Field Operations.
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- Staffing

The over-all man-year allocation for 1975-76
is 38 positions of which approximately half (20) are
professional information officers. During the fore~

cast year 1976-77 four additional positions will be

. established to provide added strength particularly in

the area of mechanical and administrative services.

These include:

(1) An additional distribution clerk to assist Witﬁ
the inCréaseﬂ work ibéds in the area_of.direct
service té thé public.

(2) A French language proofreader to imprbve gquality
control in this area.

(3) An additional administration clerk to assist in
the area of general, financial ‘and personnel

administration.

" (4)  An additional steno/typist to provide services

in the area of géneral and. copy typing.
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Opexatignal Expgnditures

Undér the system emploYed by the Department :
of Consumer and Corporate Affairs the*ﬁajority of‘:' .
operational éxpehditures are decentralized tQAindi§i4
dﬁal branches.

In addition to normal expeﬁditurés such as

Asuppliés, furniture, furnishings, etc. the Information

and Public Relations Service incurs expenditures
relating to equipment rental including redaétron‘
typing unit, facsimile transmission eguipmerit, and

xerox duplicating equipment.



SUFMMARY OF SALARY AND

‘ OPTIRATING EXPENDITURES

Salaries

Operating Expenditﬁres
(Travel, Rentals, etc.)

% of Total IPR Expenditures

1975-76

. 560,000

65,000

625,000

263

67

1976-77 -

© 620,000

70,000

b s

690.000
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l ) A < OPERATIONAL PLAN 1976 TO 1977 - "~ faapwuocsr [
/ s s s '
) Bureau Administravion _
l Activity Information . . - . .
‘( . A Budaesl Manpowel Sunmaxry _ * -Activity Elemant
L New Year Strangth by Leva) of ) :
.| Current Continuing Full Time Emplayzes o New Your | Nave Yoor
OCCUPATIONAL CATEGORY Year 1875-717 o KR o2
’ . AND GROUP Strength .. R ) : - Strenarh | -Strength |
) . . 1875-75 T i 1977%-789 1378-73
Tota! R | 2 3 - 4 5 <] 7 e .

Enacutive

drministrative & Foraign Servicey
rganization & Mathods

Perscnnal Administration

Admini étrativa Servizas
Computér Systems Administration
Financial Administration . : S PR TR B S S
Information Services . o 15, 21 218 18 {1 {11 22 -1 .22
Programm= Administration N . . o : N ] .
Commaras | A
Admin:strative Trainee ) - : R , ‘ !
Purchasing & Supply :

b
' )

]

ot

XY

4 .

o .
L] '

administeative Support o
D~ Processing o . . o -
W & Gegulatory ' ‘ :

‘-.;z:ria!, wenographic & Typing
Office Equipmant Operation

W0
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-
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iantific & Professional -
Agriculire - : S . A : . : . S
‘Chemistry . _ . ) B IR _
Economics, Socinlogy & Statistics : 1 . . A - . ) |
Enginzaring & Land Survey B 3 s N o |
Scientific Regulation _ . . - B
Actuzrial Science . - : : ) T R ' T
Auditing ' ' ‘

paratiana)l .
Genara) Labour & Tradaes B ’ ~
General Services '

echnical

Draifting & Hlustration g ~ "
Enginzari: .. & Scientific Support ’ ' . : N

Primary Frioclucts Inspaction
Technical .Inspaction
Social Scignge Support

"‘Scn&ral Technical o 2 2 1 _ 1

>
e

. . .
'T'.( © o ontinuing Full Time Employeas - 31 42 . : . : . 44
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SECRETARY
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DEPUTY : , ADMINISTRATIO CHIEF
; - CREMATIVE.
DIR!?CTOR OFFICER SERVICES
14
SECRETARY SECRETARY
i | ] ' ,l 1 »
_| ruBLIC PUBLIC | | PUBLIC MEDIA PROJECT ADMIN BEAD - [ sENIOR SENIOR
{JRELATIONS| —| RELATIONS| | RELATIONS| | RELATIONY [OORDINATOR —  oLERK DISTRIBU-— — | WRITER WRITER
i i ADVISOR ! | |_ ADvISoR | l; ADVISOR | ... i EF TION | (ENGLISH) {FRENCH)
R R | S o ] g
{ | PUBLIC pustic || [ pusric g’ CLIPPING| - DISTRIBU] , “WRITER SENIOR
i~|RELATIONS RT‘LI‘"‘IO‘\YS[ ~ RELATIONS| —| CLERK . __| RECEPTION “eton ——(ENGL.ISH) || WRITER
| INSSISTANT! | | ASSISTANT! i | ASSISTANT . : A (FRENCH)
: f ' '
. , I
i : . . TIRITER WRITER
! CLERK |l CLERK | CLERK STRIBU-= .
= 1 R 'L- l | TypIST DISTELBUSL | —{(ENGLISH) (FRENCH) [
P Sy l . . N
o o : ’ TDISTRIEU - l'encrrsn (FRENCH |
: " , . A . A?MI?] TION . [ '~ prOOP- — PROOF- |
. ‘ - -~} CLERK . READER | | READER. ! [
m ‘ ¢
a ,
— ep— . AUDIO- EDITOR
| | sTEwo/ R | . VISUAL RAPPORT
: TYPIST | TION . | OFFICER] o
AUDIO- | [PRODUC- |
VISTAL [~ TIoN i
nesTSTANT  {MANAGER
GRAPHIC
ARTEET




STATISTICAL SUMMARIES




- THREE-YEAR SUMMARY OF EXPENDITURES . i

BY MAJOR ELEMENTS

(000's $) : \
| 1975-76 _1976-77 .
Departmental Services 160 [ 9% i 200 1 83 ! 280 ,g

. |

|
Specialized Bureau ' o
{

Programs o 400 P 21% 760 -, 32% . 1,150 i373
2_ | ?_
1 i i i 5
! z | { =
| H '!________ = !
! ; ; T Tn !
, i ! g . o mm e e e o
Major Consumer-oriented , § : / ; !
Advertising/Information P 820 - : 43% _ ; 820 i 34% ; 980 32%
: Programs i : ; : g § ;
i ; i ; {
! i ! ! :
: H ¢ ! ,
; : | ! :
i § i : :
i : | 5 ;
f ; !. i ; - m

Salaries & Operating : ; ; ' , : : :
Expenses _ i . 520 i 27% P 620 i 26% v 690 j 22

oo

© 0L

. ! :
i i H
. ' i i
i ; j ! '
H 1 H
; . | H
| ' ’ '
Ll
: J :
e ot s oy i . et g+ e > et e atmtr ot s bt S o

1,900 2,400 o 3,100



T

THREE-YEAR SUMMARY OF EXPENDITURES
: ' BY STANDARD OBJECT '

(000's %}

1974-75 1975-76
Personnel - 01 500 - , 560
Tranéportation & Communicétion - 02 30 : : 32
Information - 03 1,090 1,475
'Professioﬁal & Special - 04 260 _ 300
Rentals - 05 | w0 12
Purchase & Repair - 06 1 , | i ‘l
Utilities - 07

Eqﬁipment'& Furnishings - 09

9 s
15

1,900 2,400

- NN NN BN W B B B B B BN G BN BN
: - s . - RN

1976-77

{forecast)

1620

35
2,088

320

12

15

3,100
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