


Within Reach

T

Your Web Site: Greater Visibility and
ROI Through Search Engine Marketing

by: Thierry Arsenault, Online Marketing Specialist, and Daniel
Feeny, Marketing and Business Development Manager, at the

Canadian Heritage Information Network (CHIN), Canadian Heritage.

According to some estimates, 40% of Web site visitors arrive
from Google, Yahoo, MSN and other search engines. For some
Web sites, the figure is as high as 80%. Thankfully, you can use
this trend to your advantage.

It is simply easier to get potential visitors to click on a link

3. Search engine advertising: Banner ads or
multimedia/interactive ads on search engines.

Getting started can be a bit intimidating, but through trial and
error you will see how SEM drives highly targeted visitors to
your Web site. The following steps to a successful SEM plan
are based on CHIN’s experience with the Virtual Museum of
Canada portal (www.virtualmuseum.ca), and on recognized best
practices from the industry.

than to have them type your Web address into their browsers.

. . . . N el
The latter is commonly referred to as “direct traffic’, and in = =
significant numbers it is usually the result of sophisticated, - T B i
multi-platform marketir.lg campaigns. If you peed to maximize — T T -
each dollar, then you will love online marketing and .
particularly search engine marketing (SEM). e e ki =
SEM is the art and science of increasing the visibility of your T St i v v ot
Web pages by boosting their ranking on search engine results. ey e, s L e b B — B

The SEM mix includes:

1. Search engine optimization (SEO): Optimizing the T I ————
visibility of Web pages in the organic (free) section of
search engine result pages (see A in the following
illustration). Tactics includes friendly architecture,
optimized content, link building, and social marketing
optimization (Web colonization).

2. Pay per click (PPC): Optimizing your visibility in the
sponsored section of the search engine result pages (see B B e e —_—T T
in the following illustration). Payment goes through only
when browsers click on your ad, or when they complete a

transaction on your Web site (cost per conversion). continued page 2

Questions or Suggestions?

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

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

* 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.

Clue #1: The AOR needs this to place your media.


mailto:adv-pub@pwgsc.gc.ca
http://www.virtualmuseum.ca
http://publiservice.gc.ca/services/adv-pub/menu-e.html
http://publiservice.gc.ca/services/adv-pub/menu-e.html
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Your Web Site: Greater Visibility and
ROI Through Search Engine Marketing

- continued

1) Know your target audience

Who do you really want to reach? Define your target
audiences, including their market size, profile, habits and
needs. Remember: “general public” is not a target audience.

2) Set your online goals and key performance indicators

What do you want visitors to do on your Web site? Think
about the percentage of visitors who take a desired action
(conversion rate), whether it be registrations, newsletter
subscriptions, download publications, or just about any
activity beyond simple browsing. Don’t forget to establish
proper metrics to track what visitors are doing.

3) Build an initial list of important keywords

This is the foundation of your SEM plan. Spend some time
to create list of keywords and key phrases for which you
want to be retrieved by search engines. We recommend
that you have:

a. a list of keywords and key phrases that represent your
mandate and your primary messages;

b. alist of keywords and key phrases that represent your
current and most relevant content;

c. alist of keywords and key phrases that represent your
potential content.

Look at your target audiences’ blogs, chats, message
boards, and Web sites to better understand their language,
and draw from your internal documentation (e.g. fact
sheets, surveys, press releases).

Added tips

- Try to associate individual Web pages with the most
appropriate keyword(s) or key phrase(s).

- Work with key phrases of two and three words. This
long tail approach leads to higher organic rankings,
and is also less costly for paid campaigns since there
is less competition.

4) Validate your keywords

Test and refine your list with keyword selector tools such
as Yahoo Keyword Selector, Google Keyword Selector,
Google Trend and Keyword Discovery. It is important to
measure your competition and the popularity of your
keywords and key phrases.
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5) Check your current ranking

Type your keywords and key phrases into a search engine, and
check your current performance. PPC campaigns should only
be used for strategic keywords or key phrases that are not
performing well organically. Plan to organically optimize the
keywords and key phrases of your PPC campaign. Overall,
this will help to reduce your PPC investment while increasing
your organic traffic gradually.

6) Optimize your Web site

a. Design and architecture: No matter how nice your pages
look, if your architecture is weak, you won't be indexed by
the search engines. Good practices include, but are not
limited to, the creation of a search engine sitemap, proper
HTML and CSS coding, and limited parameters.

b. Web page content: Optimization follows the inverted
pyramid structure, with important information at the top
and details further down. Each Web page optimizes one
key phrase following specific rules: title, header, proximity,
density, prominence, thematic words, cross linking, anchor
text and ALT text.

Don’t forget your multimedia content. As part of the emerging
universal search approach, Google is mashing (merging)
specialized results within general search engine results pages.
As a result, optimized video and pictures can offer more entry
points towards your Web site.

Added tip: Provide a Web writing/SEO workshop to your
content contributors. This is helpful because the importance
of user and SEO requirements is new for most editors.

7) Pursue link building & partnerships

Inbound links are a very important factor for most search
engines. Quality sites that have agreed to link to your Web
page will also send you relevant traffic. Build your inbound
links by approaching reputable Web sites related to your
strategic keywords and key phrases.

8) Colonize the Web

The beauty of Web 2.0 is that you do not need to necessarily
request a link, you just need to publish or circulate it. Populate
Wikis (e.g. Wikipedia), blogs, and video and picture sites (e.g.
Flickr and Youtube). Search engines will consider your
popularity in these social networks, and you will also get
direct traffic as a by-product.

continued page 3

Clue #2: If you request this ahead you get more
time to monitor your campaign and work on the
steps for the development of your campaign.
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9) Get in the news

Feed news aggregators such as Google News with RSS feeds
containing valuable developments for your community.

10) Track and analyze your performance for better results

Install good tracking software to follow your SEO performance
separately from your PPC performance. This way, you will be
able to replace keywords that are not performing well, or
create a Web page that will better optimize them. You will also
improve the quality of visitors coming from search engines,
provide a better experience, increase loyalty and reduce your
cost per visitor.

Tips: Along with Webtrends, CHIN is currently
experimenting with Google Analytics. This free service
offered by Google generates detailed statistics about Web
site visitors. The main benefit is the Google adword (PPC)
campaign performance information that is provided.

At CHIN, we are continuously working to leverage the
potential offered by SEO and PPC. In the last fiscal year, we
were able to increase our visibility on the Web, reduce our cost

T

per visit, increase our visitor quality and better track our
performance. This initiative required the involvement of the
marketing team, IT and product managers and efforts from our
internal and external content contributors. You will achieve
good results if you have the buy-in of your peers, and if you
put in place the necessary educational support and guidelines.

This ten step recipe may not guarantee success, but it will
surely contribute towards it.

CHIN provides SEM seminars, participates in expert panels,
and is currently working on complete SEM training package
that will be available in the Knowledge Exchange at
www.chin.gc.ca. Be sure to visit us often.

About the authors

Thierry Arsenault, Online Marketing Specialist, and Daniel
Feeny, Marketing and Business Development Manager, at the
Canadian Heritage Information Network (CHIN), a special
operating agency of the Department of Canadian Heritage.

This national centre of museum excellence enables Canada’s
museums to engage audiences through the use of innovative
technologies. Type “museum, Canada” into Google, and you'll
find our flagship product, the Virtual Museum of Canada
(VMCQ)! You will be among the almost 400,000 visitors who
find us every month.

Should you be interested in a session on this topic, please
contact Joanna Polito (joanna.polito@pwgsc.gc.ca).

Top 10 Institutions with the Highest Advertising
Expenditures in the 2006-2007 Fiscal Year

Did you know that to produce the GC Advertising Annual
Report on Government of Canada Advertising Activities,
Adpvertising Coordination and Partnerships Directorate
(ACPD) of PWGSC collects your actual expenditures
through AdMIS? Since it is that time of the year again, we
thought it might be interesting to generate a list of the Top
10 institutions with the highest advertising expenditures
for the 2006-07 fiscal year:

National Defense
Statistics Canada
Health Canada

Human Resources and Social Development
(HRSD) & Service Canada

> wbp

Finance Canada
Agriculture and Agri-Food

Canada Food Inspection Agency

5

6

7. Social Development Canada

8

9. Public Safety and Emergency Preparedness
1

0. Transport Canada

Contact us to find out more!

Clue #3: If you request this at the last minute (too close to your deadline) there is a possibility that
you will miss your insertion dates.

Advertising Coordination and Partnw _


mailto:joanna.polito@pwgsc.gc.ca
http://publiservice.pwgsc.gc.ca/adv-part/text/contact-e.html#email
http://admis.pwgsc.gc.ca/home_e.asp
http://publiservice.pwgsc.gc.ca/adv-part/text/sjabt-e.html
http://www.chin.gc.ca
http://publiservice.pwgsc.gc.ca/adv-part/text/sjabt-e.html
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GC Advertising: The Art of Thinking it Through

by Melanie Farrell, Administrative Assistant,
ACPD, PWGSC and Marie Sindy Souffront,
Communications Officer, ACPD, PWGSC

In this article, we will showcase a few ads
that we feel have successfully incorporated
some of the “winning tips” from the
lecture entitled: “How to Create Effective
Advertising in the Governmental Sector”
presented to the Government of Canada

(GC) Advertising Community by
Professor Luc Dupont in Sept. 2006.

When we looked at the ads, we referred
to the handout provided by Prof. Dupont
and focused on three key fundamentals
that ensure effective advertising.

Those we used were:

What kinds of images attract the most
attention?

e Writing catchy titles
e Writing advertising copy that sells

We examined one public notice and two
advertising campaigns and we contacted
the institutions responsible for the
advertisements to get some lessons
learned / best practices.

Here are the results:
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Important notice for permanent residents
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CITIZENSHIP AND IMMIGRATION CANADA - PERMANENT RESIDENTS CARD RENEWAL (PUBLIC NOTICE)

Although this doesn’t look like a typical public notice, it was created to reach permanent residents to inform them of the
importance of renewing their Permanent Residents Card (PRC). The target audience: adults, the general population, ethnic

MEDIA PLAN: The | BEST PRACTICE/LESSON LEARNED:
media plan consisted | Citizenship and Immigration Canada’s biggest
of the following types| challenge was finding the best method to
of media placements: | reach people abroad. Although consular
Pell iz = v ; offices and the embassies had information on
i s i}‘q&' * Print: how to renew a PR Card, there was no
siviin 4 - Nenmppeieis assurance that people would know that it was
;_‘:__ ; ) ‘é\fgﬁg’ u/ - available at these locations. Since the message
I St unity was more of a public notice nature, print and
A _; ) lg{ﬁ%?zme internet were chosen as the media. The
= e ) . addition of the photograph of the PR Card
— - - slmginl ensured that the ad got noticed.
¢ Internet

Canada’s ecoAction plan.

1%
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ENVIRONMENT CANADA - ECOACTION
(CONSUMER INCENTIVES CAMPAIGN)

To help protect the environment and the health of Canadians, the GC
announced a new initiative in the 2007 Budget, under the heading;:

Advertisements were created to
encourage Canadians to visit

www.EcoAction.gc.ca for more information.

Key creative elements that worked well:

® The caption: “Good for my wallet.
Good for the environment.”, and the
use of “MY” and “I” reaches
Canadians on a personal level.

¢ The image of a mother and child
catches the eye and appeals to the
target audience’s emotions.

MEDIA PLAN: The media plan consists of the
following types of media placements:

e Television

* Radio

e Print:
- Black and white ads in daily newspapers
- Magazines
- Business/trade publications

¢ Internet

BEST PRACTICE/LESSON LEARNED:
Environment Canada learned the importance of trying
to appeal to the consumer (audience) on an emotional
level and making the connection between that
emotional response and the benefit to the consumer.
The notion of “Good for your wallet, Good for the
environment” translates to: save money and protect
the environment (emotional concept). Knowing your
audience and what appeals to them is key!

Clue #4: It is adjusted by media type.

continued page 5


http://publiservice.pwgsc.gc.ca/adv-part/text/applrn-e.html
http://www.ecoaction.gc.ca/
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ROYAL CANADIAN MOUNTAIN POLICE - RECRUITING CAMPAIGN

The objective of this campaign and its ® Increase traffic to the RCMP

T

their “brand”, making the ad easily

associated marketing activities:

* Increase RCMP recruiting by a
minimum of 25%;

o Attract Generation Y. This Internet
ad is targeted to them specifically;

recruiting website by 25%;

The colour catches the eye. All the
visual elements of the ad (the
uniformed officer, the Canada
wordmark and the RCMP logo) portray

identifiable. The action shots convey
the impression that working for the
RCMP is exciting, interesting and
challenging and more than just
traditional policing.

MEDIA PLAN: The media plan consisted of the following
placements:

*A CAREER NOWHERE

g v MNEAR ORDIMNARY.

DM THE ROMP =

N
A

www.rcmp.ca

RAcyal Canadian
‘" Mounb=d Pallce

Canada

¢ Internet
¢ Print
- Career publications for
post-secondary institutions
- Career counsellor publications
Ethnic & Aboriginal publications
- Magazines
* Out-of-home
- Fitness centre posters in 22
different cities
- Transit ads
Radio

BEST PRACTICE/LESSON LEARNED FROM THE
INSTITUTION: “Consulting with our front line recruiters
really brought the stats about Generation Y to life for us. It
gave us real life examples that we were able to incorporate
into our creative concept.”

These are but three examples that
demonstrate the various creative
approaches institutions took to
communicate their message. By
understanding the needs of the target
audience and understanding what
resonates with them from the point of

view of messaging and the vehicles used

to convey those messages, advertisers
will be able to set clear objectives and
measure effectiveness.

We hope that this information will assist

you in planning advertising campaigns
and public notices in the future.

Should you require more information,
please contact your ACPD
Communications Advisors or send an
email to: adv-pub@pwgsc.gc.ca.

Letter From the Editor

Dear Readers,

Each edition is a fun and new venture for us. We try to
uncover interesting and innovative ways to keep you up to
date with recent advertising trends. This time, we decided to
add a little game!

— As you read our newsletter, you may have noticed a clue
printed on each page. These clues are associated to a
magic word. Figure out the words to solve the mystery
puzzle! If you think you know the answer we are
looking for, send it to me at:

marie-sindy.souffront@pwgsc.gc.ca. If you guess correctly, your
name will be entered into a draw for a mystery prize. Feel
free to do this as a team, after all... the more the merrier!

To all of you advertising and partnering practitioners out
there...Salutations!

Thank you for reading and supporting Within Reach.

Keep in mind that we always welcome your comments,
suggestions and feedback! Our job is to assist YOU!

Until next time!
Marie-Sindy

—D Clue #5: You need this to receive your media placement contract (WA) from CPD.


http://publiservice.pwgsc.gc.ca/adv-part/text/contact-e.html#coord
mailto:adv-pub@pwgsc.gc.ca
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The Importance of the Official Languages Act in

Government Advertising

by Christian Boudreault, Communications
Officer, ACPD, PWGSC

As Government of Canada (GC)
communicators, we understand the
importance that the Official Languages Act
(OLA) plays in communicating with
Canadians and how it shapes
government advertising.

including the OLA.

In order to obtain an ADV (advertising)
number, from the Advertising
Coordination and Partnerships

Articles 11 and 30 of the Official Languages Act

To begin with, it is important to understand that the OLA is
an Act — that means it is the law. Let’s then take a look at the
Articles that govern advertising: Articles 11 and 30.

Article 11 stipulates the mandatory use of both official
languages, regardless of the issuing office’s usual linguistic
obligations. It also requires mandatory use of print media
and publication in both English and French newspapers in
general circulation within each region. Where there are no
newspapers in the minority official language, institutions
may publish in both official languages in a newspaper that is
in general circulation in the region.

Here is a typical situation:

A federal institution decides to do an advertising campaign
that targets a predominantly French community. This region
features two main newspapers that accept advertising — a
French language newspaper and an English language
newspaper. Both publish at the same time. The institution
decides to insert a bilingual advertisement (French first) in
the French publication and justifies doing so because of
budget limitations...

Question: Would the media plan be considered OLA compliant?
Answer: The media plan would not be considered OLA
compliant because there are two official language
newspapers available in the region. In fact,
although no names have been included, this
example draws from actual events in which an

OL complaint was filed and received by the
Commissioner of Official Languages.

Clue #6: You have to request this through AdMIS.

Directorate (ACPD), institutions must
show that their advertising is compliant
with applicable Acts and policies, i

What makes a media plan compliant

or not with the Official Languages Act?
¢ What can I do as a federal institution

to ensure that the media plans sent to

me by my advertising agency are OLA
compliant the first time I receive them?
What tools are available to verify if a
media plan is OLA compliant?

¢ Is a bilingual placement acceptable?

At ACPD, we often receive questions
related to advertising plans and the OLA.
Here are some typical queries:

This article will attempt to answer these
questions. Hopefully, this will assist you
in doing your job better and help you
save time when submitting a request to
ACPD for an ADV number.

Article 30 of the OLA stipulates use of both official languages,
depending on the issuing office’s linguistic obligations and
the use of media that enables the institution to reach the
target public in an effective and efficient manner in their
preferred official language. According to the Canada Public
Service Agency (CPSA) (formerly known as the Public Service
Human Resources Management Agency of Canada, or
PSHRMAC), obligations under Article 30 require that
institutions plan ahead to select the most appropriate media
(one or more) to reach members of the public of both official
language communities; and take into account deadlines for
publication in minority press, if applicable. They must also
be able to justify the decision to use a certain type of media.

In another instance, a federal institution wishes to advertise
in a predominantly English region in both English and
French. Although there is a French-language equivalent
publication for the region, a French-language advertisement
cannot be placed because the French newspaper is not
publishing within the campaign’s timeline.

Question: What is the appropriate decision for the
institution to make in order to ensure that the
media plan complies with the OLA?

Answer: The institution should insert a bilingual

advertisement (English first) in the

English-language newspaper to ensure that both

their ad and media plan meet official language

requirements.

Both instances illustrate that placing a bilingual

advertisement is not always the right thing to do. This begs
the question: When is it appropriate to use a bilingual

continued page 7
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The Importance of the Official Languages
Act in Government Advertising

- continued

advertisement and when is it not? In the second example,
had the French equivalent weekly newspaper been available
at the time the campaign was scheduled to be in the media, a
bilingual placement in the English paper would not have
been sufficient in order to meet the official language
requirements.

When assessing an OL complaint, investigators at the Office

of the Commissioner of Official Languages consider the
following:

On-Line Tools

To assist you with your media plans, ACPD has developed a
series of tools contained in the GC Advertising E-Handbook

available at http://publiservice.pwgsc.qc.ca/adv-part/text/index-e.html.

This link is available to all GC institutions operating under

Schedules I, I.1 and II of the Financial Administration Act (FAA).

The first tool is the Media Cost Guides. These guides will
give users an overall picture of which media is available in
every region of Canada and in which official language they
are published.

Another useful tool is a Best Practice document entitled:
Advertising to Official Language Minority Communities Best

Practices in Government Advertising Series No. 1
This paper explores best practices for achieving successful,

e [s the announcement required by statue or regulation to
appear in a publication available to the general public?

e To whom is the information intended?

e Has a federal institution used equivalent media in both
official languages wherever they exist?

® Are separate advertisements in the English and French
language publications given equal prominence?

persuasive communication with official language minority
communities through advertising. It seeks to do so from a
practical point of view and to identify principles and best
practices that can assist government communicators in
achieving successful communications.

Other useful tools:

e The Official Languages Act

e Policy on the Use of Official Languages for
Communications with and Services to the Public

e Directive on the Use of Official Languages in Electronic
Communications

e Official Languages (Communications with and Services to
the Public) Regulations

e BUROLIS

e Federal Identity Program (FIP)


http://publiservice.pwgsc.gc.ca/adv-part/text/index-e.html
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