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Reaching Canada’s
Aboriginal Population

By Diane Poirier, President of Poirier Communications

For the past 16 years, | have been
working on marketing campaigns targeted
specifically to Canada’s Aboriginal
population. Over these years, I have
visited hundreds of First Nations, Inuit
and Métis communities, from coast to
coast to coast, meeting with local leaders,
service providers, entrepreneurs and the
communities themselves.

I am always fascinated by the diversity
in the cultures of our Peoples and
amazed that there are still more than 50
Aboriginal languages and dialects
spoken today. Despite differences in
language, culture, traditions, accessibility
and climate, our firm specializes in
developing one common message that
will resonate within these audiences.
This can be extremely challenging, but
campaigns for Aboriginal audiences —
that use culturally appropriate messaging
delivered through effective channels —
can generate powerful results.

Generally, when I meet mainstream
marketers for the first time, I am often

1. Define your Audience

asked why clients need to tailor advertising
campaigns to Aboriginal audiences. Here
are a few things to consider:

* Aboriginal people represent one of
the youngest and fastest growing
segments of the Canadian population
today. There are more than 1.2 million
Aboriginal people in Canada
accounting for close to 4% of the
population. Half of this group is under
25. The birthrate is growing six times
faster than the national average.

e Total income within this segment
will soon exceed $20 billion annually.

* Provincial and federal governments
are committed to improving health,
education, housing and economic
opportunities for Aboriginal Peoples
across the country.

* Focus tests reveal that most
mainstream ads test poorly within
this segment. Lack of relevance is
one of the primary reasons.

Diane Poirier, an Ojibwe from the Brunswick House
First Nation, is President of Poirier Communications,
a full-service Aboriginal advertising agency, based in
Ottawa.

® Retention levels of mainstream
initiatives are usually much lower than
the campaign’s national recall rate.

I am constantly asked what is needed to
create a cost-effective campaign that
works with Aboriginal Peoples.
Although I firmly believe that there is no
ten-step template to developing a
campaign, I do believe that there are
several essential ingredients for success.
For effective campaigns that will resonate
with this audience, you will need to:

There are three Aboriginal groups -- First Nations, Inuit and Métis. Marketers often indicate to me that they are launching an
Aboriginal campaign when it reality they are producing materials for First Nations living on-reserve.

As a marketer, it is important to determine which of these groups you want to reach. You must also decide on the geographic
scope of the campaign. For example, a campaign for First Nations in British Columbia may look very different from a
campaign for Inuit communities, located above the tree-line, in the eastern arctic.

Just as in any campaign, one must pick a primary audience. With Aboriginal audiences, one must also consider that
influencers and extended family members can often play an important role in the delivery of the message. Since the
Aboriginal population is so young, extended family members -- like aunts, uncles and grandparents -- often take part in the
care and upbringing of children. Literacy issues also force individuals to rely on others for information. Therefore, in order to
reach the primary audience, marketers need to reach the “influencers” as well.

Advertising Coordination and Partw _
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2. Incorporate Feedback from the Grassroots

I often see mainstream campaigns fail within Aboriginal markets, because the creative is driven by mainstream perceptions
instead of the attitudes and values of this target audience. In developing creatives for the Aboriginal population, it is
important to understand that the approach may differ dramatically from the mainstream, just as the day-to-day lives of
Aboriginal people differ from those of non-Aboriginal Canadians. The Aboriginal feeling for the land, historical traditions;
indeed the very role of humans in the scheme of things stands in sharp contrast to mainstream concepts. For these reasons
Aboriginal audiences often require different motivational incentives to respond to your call to action.

As an example, soft drinks in remote communities can be much cheaper than milk. Persuading families to choose more
nutritious products in these communities can be very different from an urban mainstream approach. To incite change, one
may want to include a storyline about a family making healthier choices in support of a diabetic relative, given that the rate of
Type 2 diabetes amongst Aboriginal people is 3-5 times higher than the national rate.

As in any market, perceptions and values continue to change. Five years ago, focus tests revealed that holistic approaches
were the best ways to address health issues like smoking, AIDS and diabetes. Today, more and more communities are asking
for a scare-tactic approach that shows graphic visuals of possible outcomes. This approach would have failed in the nineties.
Due to these constant changes, it is important to include current feedback from your audience(s).

3. Use Culturally Appropriate Creative

For print products -- like newspaper ads, posters and pamphlets -- we find that Aboriginal audiences respond best to
powerful visuals. Materials without imagery are usually disregarded.

Past focus tests reveal that advertisers often create broadcast ads that are “overloaded” with information. Mainstream ads
typically offer too much information in too short a time. Our experience shows that retention rates are higher when radio/TV
ads are lengthened and information is limited to key messages. We have also found that ads that tell a story through dialogue
are usually well received.

When preparing creatives, it is important to ensure relevance and appropriateness. I have seen a large number of campaigns
that were tailored to Aboriginal audiences and have failed tremendously due to the lack of these two essential elements.
Often, the advertiser has invested a lot of time, resources and goodwill into the initiative, but the final product doesn’t strike a
chord with the audience.

Advertisers often think that they can win over Aboriginal audiences by simply incorporating a traditional First Nations design
into the border. Some add spiritual elements — like a dream catcher, an eagle feather, an inukshuk or a sash — into the design
thinking that this will generate results. In reality, this approach can backfire. Using a traditional design that reflects the
cultures of a Western First Nation may have a non-inclusive impact on First Nations in the east. Focus tests have also shown
that most Aboriginal people are opposed to governments and non-Aboriginal organizations exploiting their spiritual elements.

Marketers also have the tendency to create settings for Aboriginal campaigns that have nothing to do with the message. Too
often, I see ads with a canoe along a shoreline promoting a high tech product or service. There is absolutely no link between
the creative and the message.

Establishing a setting for your ads can be very challenging. Common-day settings make it easier for the audience to see the
relevance. Due to the differences in environments and climates amongst our audiences, we will often use indoor settings like a
kitchen or a living room. In other instances we eliminate the background completely, focusing entirely on the talent and the
product.

Although obvious, it is essential to incorporate the product/brand into the setting. This can be more complex when trying to
raise awareness about a service or a government program. In these instances, one may opt to focus on an information package
that will be arriving in the mail or establish a setting at a service counter.

In many cases, Aboriginal people cannot find themselves within mainstream ads. Including Aboriginal talent in the creative
has a huge impact on relevance.
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4. Make sure you reach your audience

In order to reach Canada’s Aboriginal population, one also needs to choose effective delivery channels. Most people are
surprised to learn that there are more than 500 Aboriginal media in Canada to choose from. In many cases Aboriginal media
are the primary source of information to the Aboriginal population. This is especially true for communities in isolated areas.

There are some 300 Aboriginal newspapers, magazines and newsletters to help you reach your audiences through print. The
vast majority of these publications are monthlies. Some of these media serve one community. Many serve vast areas and a few
cover more than one province. Circulation for monthlies varies between 500 and 40,000 copies.

More than 200 Aboriginal radio stations across the country currently broadcast in English, French as well as 32 Aboriginal
languages and dialects. Aboriginal radio offers the ability to implement multi-lingual campaigns that are more cost-effective.

There are also a few television broadcasters. In 1999, the CRTC awarded a licence to the first national Aboriginal television
broadcaster in Canada — APTN.

In addition to mass media, we generally implement outreach projects. With the use of posters and other materials, we are able
to raise awareness locally in collaboration with local service providers/representatives. Focus tests reveal that Aboriginal people
like face-to-face communications. They prefer receiving information from someone they know and trust. In response to this
preference, we distribute outreach materials that offer an alternative to calling a toll-free number. Our materials provide space
for the addition of local content and contact information. These print materials encourage individuals to speak to someone locally.

As in most cases, we too have found that
retention rates tend to increase
dramatically when more than one
vehicle is used to deliver the message.

Alot of people are interested in
preparing materials for this audience,
but many want to know about the ROI
(return on investment). Obviously,
clients want results. A few years ago, one
of our clients ran an awareness program

tailored to mothers across Canada. Upon
completion of the campaign, awareness
within the primary mainstream audience
was close to 95%. It was believed,
however, that awareness within the same
Aboriginal segment was much lower (i.e.
less than 25%). In light of these findings,
we developed a six-week campaign
using new creative in Aboriginal print,
radio and outreach. Upon completion of
the campaign, a national telephone

survey concluded that awareness levels
within the Aboriginal market had
increased by more than 250%.

My story today is intended to provide
you with some of the major ingredients
required to effectively reach First
Nations, Inuit and Métis audiences. It is
my hope that this will inspire you to
create your own recipes for success.

Meegwetch!
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Planning your pregnancy gives you time to make
healthy choices before you become pregnant.
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Healthy “Pregnancy

Babies are precious, we have a r?.xpmrsibiﬁ!y to keep
all our children safe and healthy.

A smoke-free environment is best for you and
your developing baby.

Dental health is an important part of a healthy
pregnancy.

Taking drugs - even in small amounts - can be very
harmful to your child.

Pregnancy is a time to focus on making healthy food
choices and being active.

Questions or Suggestions?

Within Reach is brought to you by the Advertising Coordination and Partnerships Directorate (ACPD) of PWGSC. ACPD
provides institutions with:

e Planning, coordination, advisory and training services on advertising and develops and implements reporting
mechanisms;

e Expertise and support for partnering arrangements.

For more information about government advertising and partnerships or about ACPD, check the GC Advertising and
Partnerships site.

If you have questions or suggestions for an upcoming issue, please contact the editor at adv-pub@pwgsc.gc.ca or (613) 943-0189.



http://publiservice.gc.ca/services/adv-pub/menu-e.html
http://publiservice.gc.ca/services/adv-pub/menu-e.html
mailto:adv-pub@pwgsc.gc.ca
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What’s in a name?

By Doug Davidge, Manager, Partnerships, ACPD, PWGSC

Partnership, Collaborative
Arrangement, Partnering

partners. Government ministers and
senior officials often call the relationship
between United Way/HealthPartners and

Definition

In partnering/collaborative

One of the questions I am constantly asked

the Federal Government a partnership. It

when giving partnering advice to client
departments is — What is the definition
of partnership?

In contract law, a partnership means “...
to be legally bound by the acts of partners
and legally liable for partnership debts,
on the basis that what one partner does
is done as an agent of the other”. This
meaning goes back some 700 years.
Therefore, Justice lawyers have
suggested that government officials
avoid the word partnership in any
written materials and agreements.

prudent. Treasury Board policy and e all parties agree to a fair allocation
However, partnership is used loosely in ~ guidance documents and Auditor of risk-taking
everyday speech and in business and General of Canada Reports suggest that o all parties have an explicit agreement

government. Businesses are quite happy
to designate their suppliers, their
customers and even their employees as

is reasonable to say that partnership is
being used here in a public relations
sense, not in the technical sense of taking
responsibility for a partner’s liabilities.
No one would surmise that the United
Way is going to assume the national debt
nor that the Federal Government must
make up the shortfall if the fund-raising
campaign is unsuccessful.

Given the many synonyms available,
and given that the word partnership
sends signals that you may not want to
send, using a different term would be

public servants use the non-legal terms —
partnering or collaborative arrangements.

arrangements, the Government of
Canada works cooperatively with
outside parties — other than vendors
in a strictly procurement relationship
— to achieve public policy objectives.

FIVE essential characteristics of
partnering:

* all parties have shared or
compatible objectives

e all parties contribute resources (e.g.
money, information, access to networks)

e all parties share in the benefits of
the collaboration

that sets out the terms of the
arrangement

In the News ...

GC Ad Campaigns Recognized...

The Royal Canadian Mounted Police (RCMP) received
international recognition earlier this fall by winning a Platinum
MarCom Award in the Marketing /Promotional Campaign
Category for their 2007 Recruitment Campaign. Awarded by
the Association of Marketing & Communication Professionals
(www.amcpros.com), the Platinum Award is the highest ranking
award and recognizes campaigns judged as the most outstanding
of the competition. The creative execution included ads, posters,

brochures, bookmarks and display materials
containing images that evoked emotion

by putting a “personal face” on the
visual elements and demonstrating
officers “in action”.
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Advertising Coordination and Partnership

Since the launch of the campaing, the RCMP reports that there has
been a 48% increase in traffic to the recruitment pages of their
web site as well as a marked increase in attendance at careers
presentations across the country. For instance, nearly 1,000
people attended RCMP career presentations in October 2007 - a
300% increase over September.

* % X

Marketing Magazine recently voted DND as one of Canada’s
Top Marketers 2007 for it's recent series Recruitment ads. The
creative concept for these ads was a radical departure from
previous campaigns that showcased a “softer” side to the
military (At one focus testing session after viewing
photographs of military travel, training and education, etc.,
one participant shouted: “This is bull-- ! What you're trying to
get me to believe is [the military] is doing everything but
combat”. This was a real eye opener for DND and the ad
agency, Publicis Montreal. The result was a gritty, realistic
creative execution in which we see soldiers rescuing flood
victims in Manitoba and troops patrolling war-torn streets
abroad. The ad campaign clearly resonated with the 18 to 34
target audience. Canadian Forces signed up over 12,000
full-time and reserve members between April 2006 and March
2007 — about 400 more than DND's objective.

Congratulations to our colleagues!

* % X
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New Media and Government Advertising:
Connecting With Your Audience Online

By Melanie Farrell, ACPD, PWGSC

As we venture into 2008, it is difficult to find a surface left
untouched by advertising. Billboards, cars, buses, floors, egg
shells and even the human body have been subjected to the
marketing attempts of advertisers. Ad clutter has become part of
Canada’s landscape. The competition is fierce and the ideas
heavily guarded in today’s advertising industry. The challenge
for advertisers now is to cut through the ad noise.

With busy lives and information overload, the attention span
of today’s consumer is about equivalent to that of a two-year
old. In order to capture their attention, advertisers must be
creative and ingenious in their approaches. With the advent of
new technologies, in particular the Internet, advertisers have
discovered a new avenue to reach their targets. The strategy is
to pull the consumer into the ad and promote engagement
with the ad itself. Advertisers have realized that consumers do
not trust traditional advertising and prefer to control the
content of their daily lives. The industry has also caught on to
the fact that Canadians are one of the most wired populations
in the world, with over 23.6 million individuals accessing the
Internet from a home or work computer (IAB, 2006). Though
print, television and radio advertising are alive and well,
advertisers are adding new technologies to their media mix to
provide substantial lift to their campaigns, as indicated in the
following graph:
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Though many advertisers, including the GC, still rely on
banner and/or search advertising for their online campaigns,
research by Atlas indicates that combining different types of
online ads can further increase the success of a campaign.

Current trends in the advertising industry focus on the notion
of interactivity, personalization and consumer control. For

instance, with the use of cookies and a user IP address — which
identifies the computer, not the individual — advertisers can
tailor their campaigns to the user’s surfing preferences,
bringing a whole new meaning to “target audience”. While
some of these practices are controversial in terms of access to
privacy and personal information, advertisers are pushing
boundaries and seeing astounding results online. The
Interactive Advertising Bureau of Canada, reports that, in 2006,
Canadian Online Advertising Revenues reached $1.01 billion.
This represents a 26% increase over the original estimate by
IAB, and an 80% increase over the 2005 actuals. These types of
figures indicate that online advertising is here to stay and
growing at an exponential rate.

Government advertising appears to be on par with industry in
terms of percentage adspend for online advertising, at 7% in
2006 versus 10% in industry. Good news for the GC.
However, there is a significant difference in the way in which
the Government of Canada utilizes the Internet for advertising
in comparison to the private sector. For instance, Volkswagen
Golf put out an ad campaign in which television and online
campaigns directed consumers to a micro-site where the user
could, with the help of editing software, create a video with
audio soundtrack of themselves driving the car at night. The
video could then be posted and rated by fellow users. This
type of media-convergence allows for a multi-dimensional
advertising campaign that turns the viewer into a co-creator.
Although some may call this advertainment, it is this type of
dynamic that appears to capture today’s elusive audience.

Information on emerging technology advertising is very
proprietary and development is heavily guarded. It is clear
that there is, and will be, much more to be said and learned on
this topic, in order to benefit from the full potential of online
advertising. Fortunately, the industry is developing many expert
sources the GC can turn to for growth and learning opportunities.

The Advertising Coordination and Partnerships Directorate (ACPD)
is researching new media and new technologies available for
advertising. In future editions, we will be featuring articles on
topics such as user generated content; the web generation; and
other issues surrounding online advertising. Further to this,
ACPD will be hosting a one-day New Media Forum towards
the end of March featuring guest speakers, one of which is
Paula Gignac, President of the Interactive Advertsing Bureau of
Canada. Topics discussed will include: Internet advertising, its
effectiveness, and its impact on traditional media. Keep an eye
out for more information on this session and mark your
calendars for March 28!




