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Evaluation of the 2021 Remembrance Advertising Campaign

SUMMARY

1. Background

Within VAC, the core responsibility of commemoration is unique in that it serves Veterans and their
families, recognizes the contributions of those who made the ultimate sacrifice, along with
engaging the broader Canadian public in remembrance. A national advertising campaign is one way
VAC seeks to engage Canadians in remembrance. The 2021 Remembrance advertising campaign
ran from November 1 to 11, 2021 with ads appearing on television, digital, and online.

2. Research Objectives

The purpose of this research was to evaluate the 2021 Remembrance campaign using the
Government of Canada’s Advertising Campaign Evaluation Tool (ACET), a standardized survey
guestionnaire administered before and after the campaign’s paid media placement. The specific
objectives were to measure:

e unaided recall of Government of Canada advertising about Veterans;

e (Canadians’ participation in commemorative events;

aided recall of the Remembrance campaign by media;

recall of key messages of the ads;

perceived importance of VAC's commemorative programming;

e satisfaction with VAC's communications about the services and benefits available to
Veterans and their families; and

e knowledge of the countries in which Veterans and members of the Canadian Armed
Forces have served over the years.

The target population for the pre-campaign baseline and post-campaign surveys were Canadians
aged 18 and older.

3. Methodology

Evaluation of the 2021 Remembrance campaign involved two online surveys: a pre-campaign
baseline survey and a post-campaign survey. The baseline survey was conducted with a sample of
2,312 Canadian adults and took place from October 21 to 29, 2021. Following the pre-campaign
baseline survey, the Remembrance campaign was launched and ran from November 1 to 11, 2021.
The post-campaign survey was conducted following Remembrance Day to assess the reach of the
department’s media campaign. The post-campaign survey was in field November 12 to 22, 2021
and was completed by 2,276 Canadian adults. The baseline questionnaire had an average duration
of approximately seven minutes while the post-campaign questionnaire averaged 13 minutes to
complete.

4. Political neutrality certification

| hereby certify as a Senior Officer of Phoenix Strategic Perspectives that the deliverables fully
comply with the Government of Canada political neutrality requirements outlined in the Policy on
Communications and Federal Identity of the Government of Canada and Procedures for Planning
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and Contracting Public Opinion Research. Specifically, the deliverables do not contain any reference
to electoral voting intentions, political party preferences, standings with the electorate, or ratings
of the performance of a political party or its leader.

ozl
Alethea Woods

President
Phoenix SPI

5. Contact value

The contract value was $55,324.24 (including HST).
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INTRODUCTION

Phoenix Strategic Perspectives Inc. (Phoenix SPI) was commissioned by Veterans Affairs Canada
(VAC) to conduct quantitative public opinion research to measure Canadians’ reactions to the
department’s 2021 Remembrance campaign.

1. Background

Within VAC, the core responsibility of commemoration is unique in that it serves Veterans and their
families, recognizes the contributions of those who made the ultimate sacrifice, along with
engaging the broader Canadian public in remembrance. A national advertising campaign is one way
VAC seeks to engage Canadians in remembrance. The Remembrance campaign focuses on engaging
and honouring all who have served our country in times of war, military conflict and peace, and
who made life better for Canadians and the world.

The 2021 Remembrance advertising campaign ran from November 1 to 11, 2021 with ads appearing
on television, digital, and online. Specifically: TV (November 5 to 11); digital (CBC/SRC), Spotify
(November 11) and Apex (November 1 to 11); programmatic (YouTube, CBC/SRC, Connected TV,
Spotify, CPPM — top 1000); and social media (Twitter, Snapchat, Facebook, Instagram, TikTok). The
campaign used a combination of words and pictures to dramatize the various experiences of those
who served from the First World War through to modern day missions. The call to action of the
campaign was for Canadians to remember Canada’s Veterans and visit
Veterans.gc.ca/CanadaRemembers.

2. Research Purpose

According to the Government of Canada’s Communications Policy, federal government advertising
valued at more than S1 million must be assessed to determine its impact and value. The purpose
of this research was to evaluate the 2021 Remembrance campaign using the Government of
Canada’s Advertising Campaign Evaluation Tool (ACET), a standardized survey questionnaire
administered before and after the campaign’s paid media placement. This data collection supports
the Government of Canada’s goal of gauging Canadians’ knowledge of the efforts of Veterans and
those who died in service to Canada, and ensuring Veterans who participated in Canadian military
milestones are publicly recognized for their service. The information obtained through this public
opinion research will allow VAC to determine the impact of its advertising campaign and provide
direction on areas where the campaign can be adjusted to reach a broader Canadian public in future
years.

3. Research Objectives

The purpose of the research was to evaluate the effectiveness of the advertising campaign. The
specific objectives were to measure:

e unaided recall of Government of Canada advertising about Veterans;
e Canadians’ participation in commemorative events;

e aided recall of the Remembrance campaign by media;

e recall of key messages of the ads;

e perceived importance of VAC's commemorative programming;
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e satisfaction with VAC's communications about the services and benefits available to
Veterans and their families; and

o knowledge of the countries in which Veterans and members of the Canadian Armed
Forces have served over the years.

The target population for the pre-campaign baseline and post-campaign surveys were Canadians
aged 18 and older.

4. Sample Source and Sampling Plan

The sample source used was Advanis’ proprietary General Population Random Sample (GPRS),
which has been developed using probability-based recruitment?; specifically, RDD via Interactive
Voice Response (IVR) and via live Computer Assisted Telephone Interviewing (CATI). The pre-
campaign baseline and post-campaign survey samples were regionally disproportionate to increase
the accuracy of regional results. The table below presents the target and actual number of
completes by province or region of Canada for each wave: the pre-campaign baseline and post-
campaign survey.

Target # of Pre-Campaign Post-Campaign
Interviews Completed Completed
Interviews Interviews

Atlantic provinces 200 272 252
Quebec 400 413 407
Ontario 600 674 652
Manitoba/Saskatchewan/Nunavut 200 226 237
Alberta/Northwest Territories 250 302 270
British Columbia/Yukon Territories 350 425 485
Total 2,000 2,312 2,276

The margin of error for both the pre-campaign baseline survey and post-campaign survey was
+2.0% (19 times out of 20). The margin of error is greater for results pertaining to subgroups of the
total samples.

5. Questionnaire

The questionnaire for the pre-campaign baseline survey and the post-campaign survey was the
Government of Canada’s ACET. In the ACET, the question order, wording and coding is
standardized. The only alteration to the questionnaire may be the addition of campaign-specific
guestions to obtain additional data of particular interest to the Department. For both waves,
additional department-specific questions followed the core ACET questions. Both questionnaires
contained primarily closed-ended questions, as well as several open-ended questions; there were
five in the pre-campaign baseline survey and six in the post-campaign survey. The pre-campaign
baseline survey questionnaire had an average duration of seven minutes and the post-campaign
survey questionnaire averaged 13 minutes to complete. The final questionnaires can be found in
the Appendix of this report.

1 GPRS leverages a known probabilistic sampling method used by Statistics Canada, called multi-phase sampling. This
approach involves collecting data from randomly selected sample units, and then collecting more data from a randomly
selected subsample.
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6. Survey Programming and Testing

Both surveys were programmed using a mobile-optimized Computer Assisted Web Interviewing
(CAWI) platform (which allows respondents to complete the survey on various platforms, including
computers, tablets, and smartphones). The questionnaires and collateral materials (survey
invitation and reminders) were available in both official languages. In advance of the fieldwork,
both online questionnaires were thoroughly tested by team members to ensure the skip patterns
and questions were correctly programmed.

Following the internal testing, the surveys were deployed in the form of a soft launch. SMS
invitations to complete the surveys were sent to a small number of panelists. For each pre-test,
after at least 20 surveys were completed, 10 in each language, the results were reviewed to assess
data quality and general functioning of the questionnaire. In addition to responding to the survey
guestions, pre-test respondents were invited to offer comments on each questionnaire. No
substantive issues were identified during the pre-tests. Once the reviews were completed for each
survey, the online questionnaires were launched in full.

7. Survey Administration
As noted, the surveys were administered online. The following specifications applied:

e Panelists were invited to complete each online survey via telephone and SMS.
e Both online surveys were accessed through a unique link with an embedded code.
e The survey invitations and survey introduction/landing pages identified the Government of
Canada as the sponsor.
e The surveys were available for completion in the respondent’s official language of choice.
e The online platform automatically identified respondents’ device type and presented the
survey in a format appropriate to that device.
e Respondents were able to stop at any point in the questionnaire and return at a later time to
the last question completed before the session was terminated.
e Two reminders were sent to respondents to help maximize the response rate.
o The fieldwork dates were as follows:
o Pre-campaign baseline survey: October 21% to 29, 2021; and
o Post-campaign survey: November 12 to 22" 2021.

The fieldwork was conducted in accordance with the Government of Canada’s Standards for the
Conduct of Government of Canada Public Opinion Research for online surveys, the standards set
out by the Canadian Research Insights Council (CRIC), and applicable federal legislation, including
the Personal Information Protection and Electronic Documents Act (PIPEDA), Canada’s private
sector privacy law.

8. Participation Rate

The following tables provide the response rate for each survey.

8.1. Pre-campaign baseline survey

Total survey invitations sent (U+IS+R) 19,833
Phone invites 13,178
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SMS invites 6,655
Unresolved (U) 4,658
No answer/line busy/voice mail 4,658
In-scope non-responding units (IS) 12,311
Phone refusal 5,243
Language barrier/illness/incapacity 67
Respondent break-off/did not complete the recruitment call 112
Invited by phone: did not complete online survey 1,712
Invited by SMS: did not complete online survey 5,177
Responding units (R) 2,864
Completed survey 2,312
Disqualified — industry 552
Response Rate = R/(U+IS+R) 14.4%

8.2. Post-campaign survey

Total survey invitations sent (U+IS+R) 13,549
Phone invites 6,894
SMS invites 6,655

Unresolved (U) 3,636
No answer/line busy/voice mail 3,636

In-scope non-responding units (IS) 7,463
Phone refusal 1,599
Language barrier/illness/incapacity 54
Respondent break-off/did not complete the recruitment call 49
Invited by phone: did not complete online survey 619
Invited by SMS: did not complete online survey 5,142

Responding units (R) 2,713
Completed survey 2,276
Disqualified — industry 437

Response Rate = R/(U+IS+R) 19.6%

9. Weighting

The pre-campaign baseline and post-campaign survey datasets were weighted to ensure the
responses accurately represent the distribution of the adult Canadian population. The weighting of
the datasets was based on three demographic variables: age, gender, and region (to adjust for the
geographically disproportionate sampling). Respondents who did not provide a response to the
guestion regarding gender, or who indicated that they identify as neither male nor female, were
assigned a neutral adjustment factor of 1. The population data used to construct the weights was
drawn from the most recent Census data available from Statistics Canada (2016).

10. Non-response Bias Analysis

A non-response analysis was conducted to assess the potential for non-response bias. Survey non-
response can bias results when there are systematic differences between survey respondents and
non-respondents. To undertake the analysis, characteristics of survey respondents (before weights
were applied) were compared with those of the target population.
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The following table compares the unweighted and weighted survey samples by age and gender for
each of the surveys (geographic comparisons are not included because of the sample design, which
provided for regionally disproportionate sampling):

Pre-Campaign Survey Post-Campaign Survey
Male Female Male Female
Un- Un- Un- Un-
weighted Weighted weighted Weighted weighted Weighted weighted Weighted
18 to 24 4.6% 5.6% 3.1% 4.5% 5.1% 5.7% 3.3% 4.7%
25to 34 20.0% 23.9% 16.2% 22.7% 21.3% 23.8% 15.9% 22.5%
35to 44 16.1% 14.9% 14.0% 14.4% 13.8% 15.3% 17.4% 18.1%

45to 54 18.7% 18.0% 17.5% 17.9% 16.4% 17.5% 13.5% 14.2%
55 to 64 19.5% 18.2% 24.9% 21.9% 20.5% 18.0% 22.5% 18.6%
65 + 21.2% 19.3% 24.3% 18.6% 22.9% 19.6% 27.4% 21.9%

As is often the case with surveys of the general population, Canadians aged 55 and older, in
particular females, are over-represented in the survey sample and those under 35 years of age, in
particular 25- to 34-year-olds, are under-represented in the survey sample. In order for the results
to be representative of the population of Canada, weights were applied to correct for this
discrepancy between the sample proportions and the population.
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APPENDIX

1. ACET: Baseline Survey

INTRO

Thank you for taking the time to complete this survey dealing with current issues of interest to
Canadians.

Si vous préférez répondre au sondage en francais, veuillez cliquer sur « Frangais » dans le coin
supérieur droit.

Your participation is voluntary and your responses will be kept entirely confidential and
anonymous. The survey takes about 7 minutes to complete. This survey is being directed by
Phoenix SPI and is being administered according to the requirements of the Privacy Act and is
registered with the Canadian Research Insights Council's (CRIC) Research Verification Service
(20211014-PH079).

D1A [1,7]

Does anyone in your household work for any of the following organizations?
SELECT ALL THAT APPLY

A marketing research firm ..o 1

A MALGAZINE OF NEWSPAPET ..evveeereeeerriiirieeeeeeeensirrtreeeeessasssrrtteeeessssssssseeseesssnns 2

An advertising agency or graphic design firm .......ccccoeevieiiiiiei i, 3

YN o To] [T or=1 I o = o Y PSSP 4

A radio or television StatioN..........ccocueerieiiniiee i 5

A public relations COMPANY .....coocciiiiiiciiie e 6
Federal or provincial government .........cccceeevciieiieiiee e 7

NONE Of the @DOVE ....oieieeeee e s 98 SX
Prefer NOT 10 SAY .iovviiie ettt e e et ee e e 99 SX
D1B

Are you...

Y Y=l =Y o Vo L= TR 1
< 0 g b L=l =T o o 1T O 2
GENET AIVEISE e uiieiiiieeiiee ettt st st e e e e sabe e sbaeesabeesans 3 B
Prefer NOt 10 SAY .iivviiiecciee e e 99 BX
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D1C

In which of the following age categories do you belong?

Less than 18 years Old.......cccucciiiiiiciiie e e s 1 ->THNK2
= o T 2
o 3 1 o 1S T LN 3
o 30 o TR SN 4
T o TR Y 5
LYo 30 o TN 7 SN 6
(D10 o] (o 1] QPPN 7
D1E

In which province or territory do you live?

Newfoundland and Labrador...........coovveeeeiiiiiiiiieeeee e 1
Prince EAWard ISIaNd .......coooouveeiieieiiiecieeeeeee et 2
N[0 )Y I ol ) 1 - USRS 3
NEW BIrUNSWICK ..vvveeiiiiii s 4
(O UT=1 o 1=T oS 5
(]3] 7= 1 [0 U UUPTPPRRRRPPPNt 6
IMIANTEODA .ttt nnnnnan 7
SASKATCREWAN oottt e e 8
FAN1 o<1 o = IO PPPPPPPPRRPPRRPIRS 9
BritiSh ColUmBDia....ueeeee e 10
R 401 Ce] o T USSR 11
NOFTRWESE TEITITOTIES ceeiiieeeiiieieeee et e et e e e e e e e eaaraaee s 12
NUNQVUL Lo e e e e e e s e e e e e e e et e e e e eeaeeenen 13
NONE Of TN GDOVE .. 99 SX  ->THNK2
Q1

Over the past three weeks, have you seen, read or heard any advertising from the Government of
Canada?

| =PRI 1

NO / DO NOT FEMEMDET cceeeeeeeeee ettt e et e e e e e e ee e et e e s s s e sesnrereees 2 ->T1A
Prefer NOt 10 SAY .iivviiii e e 99 SX ->T1A
Q2 [1,16]

Think about the most recent ad from the Government of Canada that comes to mind. Where have
you seen, read or heard this ad?

Select all that apply

(61T 01T o o - TP 1
o101 =] oY Yo 1 SRR 12
INLEINET WEDSITE ... e e 2
IMIQEAZINES ... s 3
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N T oY= g (o - 1117 I SR 4
Newspaper (weekly or community) ....cccceeeeeciiieieiiiee e 5
(0101 e loToT ol o 111 Yo e IS USSP 6
Pamphlet or brochure inthe mail .........ccceeiiiiiiiii e, 7
Public transit (DUS OF SUBWAY) ...ccc.eiiiiiiiiiecieecee e 8

2 o [ o TR 9
=1LV o o PSR ST 10
TWIEERT ettt e e e e st e e e e e e e e areraeees 11

D Lo TU I 0] o T PR 13
LT3 = = = 0 14
71 =T | 1o O USRS 15
Other, SPECIHTY . it 77
Prefer NOt 10 SAY .o 99 SX
Q3

What do you remember about this ad?

27 O PSRN PPPPPP PP 77

Do oIl =T 0 o110 o =T SRS 97 SX
T1A

Over the past three weeks, have you seen, read or heard any Government of Canada advertising
about Canadian Veterans?

Y S ettt ettt ettt e e e e ettt eeeeeeetet—————eeeeetetta————aeeettttat—aaaeetattraaaaaeerrrrntn 1

NN o USRS 2 ->T1D
| dON't rEMEMBET / NOT SUIE weevveiiieeeeeeeeeeeeeee ettt e e e e e e e e e e e s s s senreneees 3 ->T1D
Prefer NOT 10 SAY ..ouiiie et e e e e e e e e e 99 SX ->T1D
T1B [1,16]

Where have you seen, read or heard this Government of Canada ad about Canadian Veterans?

Select all that apply

LG 111 o o - T TP RP P PPPP 1
FACEDOOK. ..ciitiitie ettt bbb 12
INTEINEt WEDSITE .oouviiiieiciie ettt 2
IMIAEAZINES ..eeeieiieiiiiiieeee ettt e e e e e st ree e e e e s s s s aabaaeeeeessssssbbeaeeeeessssnssseneees 3
N AT oY o= g (o - 1117 IR 4
Newspaper (weekly or community) ......cceeeeeciiiiieiiiee e, 5
Outdoor bIllboard ... 6
Pamphlet or brochure inthe mail .........cccoeeviiiiicc e, 7
Public transit (bus or SUDWAY) .....cccviiiiiciiieeeciee e 8
2 T L JP SRR 9
B IF=1 L= o o SRR 10
0720 =Y 11
R o T U] o TSR 13
LRy = < = o o PP PP PPPPPPPREN 14
71 =T | 1o TSP 15
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Other, SPECIHTY . i e e e e eaes 77

DON"T KNOW...oiiiiiiiiiiiieeie ettt e e e e e e e e e e e srarareeeeeeeeesasaeeneens 98 SX ->T1D
T1C[1,3]

What do you remember about this ad? What words, sounds or images come to mind?

Yo 1=Tol | V7SR SRPPRPN 77

Prefer NOt 10 SAY .iivviiii e e 99 SX

T1iD [1,16]

Which sources would you rely on when looking for information about remembrance and the
contributions of Canada's Veterans?

Select all that apply

= ol =] o To o PSRRI 1
L L1 = S USSP UUPTUP PP 2
YOUTUDE ettt ettt e st e e aae s st e e e saseesnteeebeeesaseeensaeenns 3
NSTAEIAIMN L s 4
[0 =T | o PSPPSRSO 5
=111V o o USRS 10
Internet website, please SPecify: ... 6
Magazines, please SPECIfY: .o 7
Newspaper (daily), please SPecify: ....ccoeveeiiieeiiieee e 8
Journal or newspaper (weekly or community), please specify: .......cccoue... 9
Other, SPECIHTY . it 77
Prefer NOt 10 SAY .iivviiii e e s 99 SX
T1E

Over the past three weeks, have you seen or read content related to Canadian Veterans on social
media sites such as Facebook, YouTube, Twitter, Instagram or LinkedIn?

Y S ettt e e e e e et e e e e e e e e e nbe et e e e e e e e e nnbeeeeeeee e e nareeeaeeeaaan 1

N o TP PTT R OPPPI 2
Prefer NOT 0 SAY .oocviiie et et e e aree e e 99 BSX
PQ3

Thinking of commemorative programming that Veterans Affairs Canada is involved with, please
rate the importance of the following:
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Q3_NEWD

Hosting commemorative events and ceremonies in Canada

Not at all iIMPOrtant 1 ... e 1

2 et e e s b e e e e e b et e e e ae e e e e b bt e e e ahbe e e e e nbeeeeearaeesearas 2
P PP PP PPPPP 3
PSP PP UP U PPPUPRPPPPPRR 5

Very iMpPortant 5. eaae 7

Don't know/ Prefer not to say / NO @anSWer.........cccceeeeveeeireeeiveeecree e 99 BSX
Q3_NEWC

Development of commemorative educational resources for schools
Not at all important 1 1

2 e e ettt e e e eeeeet e eeeeeet—— e eeetete e aeeeteeaa e aaaeeatebaas 2

S 2P UPPTPUPPRR PPNt 3
PO PPPPPPRPRPN 5

Very impPortant 5. e e 7

Don't know/ Prefer not to say / NO @NSWEr......cccecocevevveeeiveeeereeeereeeeeee e 99 BSX
Q3_NEWF

Funding for commemorative community initiatives

Not at all iIMPOrtant 1 ..o e e 1

2 ettt e et ettt e —ee et ee e e bee e ate e ate e e teeeaateesteeenaeeeereeereen 2
2P 3
ettt s e e ettt a e e e e —ee ettt et te e e beeeanteeateeeareeeeaeeenraeenns 5

Very important 5.t e e e 7

Don't know/ Prefer not to say / NO @nSWer.......ccccuevveereecreenieenieeereeveenreens 99 BSX
Q3_NEWE

Hosting commemorative events and ceremonies in Europe

Not at all iIMPOrtant 1 ... 1

2 e e e — e —e e e ——e e —e e e —ee ettt e e tee e aee e ateeateeeanteeeteeenaeeeareeenreen 2
2SR 3
PP PP PPPPPPRPRPEN 5

RV Z=T 0 A T00] o Yo = o ) S TP 7

Don't know/ Prefer not to say / NO @anNSWer.........cccveeeveeecreeeeeeeeeteeeevee e 99 BSX
Q3_NEWB

Maintenance of military memorials in Europe

Not at all iIMPOrtant 1 ... e 1

2 ettt te e ettt e e e bt e e s be e e bt e et te e st et e nabeesbeeebaeesabaeeraen 2

K 2 OO PSP P TRTPPRUPPRTPPRP 3
Qe et e e et e s et e s be e bt e e hte e s beeeaabeesataeetbeesbeeenabeenas 5

Very iMpPortant 5. aeaeaee 7

Don't know/ Prefer not to say / NO @nSWer........cccvevveereenreenreenieeereereenneens 99 BSX
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Q3_NEWA

Cemetery maintenance and grave marker repair

Not at all iIMPOrtant 1 ... e 1

2 ettt e e h— e bt e e b ee e e bee e hte e ttee et aeenatee s teeenaaeesbaeeraen 2

2 USSP 3
ettt st e b e e e e e e bt e bt e e tee e e beeeaateeetaeeabteeebeeenraeenns 5

Very iMpPortant 5. araaaea 7

Don't know/ Prefer not to say / NO @anSWer.........cccceeeeveeeireeeiveeecree e 99 BSX
Q4[1,3]

Please describe in your own words who you consider a Veteran?

Yo 1=Tol | V7S SRS 77
Prefer NOt 10 SAY .iivviiii e e s 99 SX
Q5 [1,10]

Veterans and members of the Canadian Armed Forces have served in countries around the world.
To your knowledge, in what countries have the Canadian military served over the years?

Yo 1Tol | Y28 USSP 77
Prefer NOT 10 SAY coovviiie et e et e et ae e e 99 SX
T1l

What do you think is the biggest issue facing Veterans today?

Y o1 Tol | V7SRRI 77
Prefer NOt 10 SAY ciivviiii e e 99 SX
DEMIN

And in closing, a few questions that will help us to analyze the survey results.

D1

Which of the following categories best describes your current employment status? Are you...?
Working full-time (30 or more hours per Week) ........ccoceeeeciieeieciiieeecciieeens 1
Working part-time (less than 30 hours per week).........ccceecvveeicciieiicciineens 2
SeIf-EMPIOYEM ..o e et e 3
Unemployed, but looking for Work............coeeciieiieiiieeeccee e, 4

A student attending full-time SChool .........cccvviiiiciieiic e, 5
REEIFEA ettt sttt e st e e st e e sate e sabaeesabeenas 6

Not in the workforce (Full-time homemaker, unemployed but not looking

FOT WOTK) oo e e e e bareeeaeeeeean 7
Other employment status (please SPecify)......c.ccocveeverercieeiiieeiiee e 77
Prefer NOt 10 SAY .iivviiie e e 99 SX
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D2

What is the highest level of formal education that you have completed?

LG To 1o J o] g T USSR 1

Some high SCROO........uiiiicee e e 2

High school diploma or equivalent...........cceoeciiiiieiiiieeccee e 3
Registered Apprenticeship or other trades certificate or diploma ................ 4
College, CEGEP or other non-university certificate or diploma...................... 5
University certificate or diploma below bachelor's level ...........cccuveeennneeen. 6

2 F ol o= [o] e [ - Y YU 7

Post graduate degree above bachelor's [evel ..........cccoecveeeeciiiiicccieeece, 8
Prefer NOt 10 SAY .oivviiie e et 99  SX
D3

Are there any children under the age of 18 currently living in your household?

| =S PP UPTTT U PPPPPRPO 1

N o T TP SPPT PP 2
Prefer NOT 10 SAY .iiviiie et et e e 99 SX
D4

Which of the following categories best describes your total annual household income, including

income from all household members, before taxes are deducted?

UNAEE $20,000 .....cueiiieeieiiieeeeeeeeeeeeeeeeseteesetteesaeesebeessaaeessseesssseesseesssseesreesns 1
Between $20,000 and $39,990.......coouiiieieeiieeeeee ettt e et eesae et e sae e 2
Between $40,000 and $59,990.......cocouiiiieieiiieeeeeeeeree et st e s et e e 3
Between $60,000 aNd $S79,999 ... eeeeeeeee e eeeeeee e e e e e et e e e e e e e naeaes 4
Between $80,000 aNd $99,999 ........uuieeeeeeeeeeeeeeeeeeeeee e e e e e e e e e e e e anaeaens 5
Between $100,000 and S149,999......oooeoeeieeeeeeeeeeeeeeeeeeee e e e e e e eeeeearaeeens 6
S150,000 OF @DOVE ...t e et e e e e e e e et e e e e e e e e e saeeeeseennes 7
Prefer NOT 10 SAY ..icviiie ettt et e e ee e e 99 SX
D4B [1,3]

Are you a Canadian Veteran, or do you personally know a Canadian Veteran? If so
relation to the Canadian Veteran?

N I I YA (=] = o TR 1
Yes, a family member is @ Veteran ......cccccvvcveeeicciiei e 2
Yes, a friend/someone else is @ VELEran .....ccveeevveeveeeiveveeeeeieeeeeseeeeeeseveee s 3
N Ottt ettt ettt e et e et e et e e te e e e be e e be e e e b e e e baeeeabee e bae e baeeebeeeabeeeanteeebaeenrreens 4 X
Don't KNOW / Prefer NOt 10 SAY ..vovveiieiieicieesteecteeciee et ettt eve e 99 SX

Phoenix SPI
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D5

Where were you born?

BOIN iN Canada....cccoueeeiieeiiieeiie ettt tee s st e e e e saae e sba e e naaeena 1

Born outside Canada (Specify the country):......cccccoeeeevciieeeccciee e, 2
Prefer NOt 10 SAY .iivviiie et 99  SX
D6

If...D5=2

In what year did you first move to Canada?

2 LTolo o Y= | o PRSP 77 >
Prefer NOt 10 SAY .o 99 SX
D7[1,2]

What is the language you first learned at home as a child and still understand?
o307 =4 1] o PSP 1
=] 2T o IR 2
(011 oY= o (Yo T=T ol 1 1Y) PRSP 77 >
Prefer NOT 10 SAY ciovviiie et et e e 99 SX
QEND

L et e et et e e e e e e ettt e ettt e bee e e tee e teeenatee e raeennteeenres 1
THNK

That concludes the survey. This survey was conducted on behalf of Veterans Affairs Canada. In the
coming months the report will be available from Library and Archives Canada. We thank you very
much for taking the time to answer this survey. Your help is greatly appreciated.

THNK2

We regret that your responses have shown that you are ineligible to participate in this survey. Thank
you for your time.
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2. ACET: Post-campaign Survey

INTRO

Thank you for taking the time to complete this survey dealing with current issues of interest to
Canadians.

Si vous préférez répondre au sondage en francais, veuillez cliquer sur « Frangais » dans le coin
supérieur droit.

Your participation is voluntary and your responses will be kept entirely confidential and
anonymous. The survey takes about 13 minutes to complete. This survey is being directed by
Phoenix SPI and is being administered according to the requirements of the Privacy Act and is
registered with the Canadian Research Insights Council's (CRIC) Research Verification Service
(20211014-PH079).

To view Phoenix SPI’s privacy policy, click here.

D1A[1,7]

Does anyone in your household work for any of the following organizations?
SELECT ALL THAT APPLY

A marketing research firm ... 1

A MAGAZINE OF NEWSPAPEL ..uvvverrrrererrerrereereereereeerrerrerrerrererre... 2

An advertising agency or graphic design firm ........cccocoviiiinciei e, 3

YN oY) [T or=1 I = o Y USRS 4

A radio or television StatioN.........ccccceeeceeeiiee e 5

A public relations COMPANY .....ccoccuiiiiiiciiee e e e 6
Federal or provincial oVernment .........cccceeeeciiieeeciiie e 7

NONE Of the @DOVE ....coeieeeee e s 98 SX
Prefer NOt 10 SAY .iivviiii e e 99 SX
D1B

Are you...

Y Y2l =T gV =T SR 1
= 0 g b LI =T o o 1T R 2
GENET AIVEISE e nieiiiiieiieeeee ettt ettt e st e st e e sabe e sbaeesabeesans 3 B
Prefer NOT 0 SAY .oocviiie et et e e aree e e 99 BX
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DiC

In which of the following age categories do you belong?

Less than 18 years Old........cccccveeiiiiiieeeieee et raaee e 1 ->THNK2
2 o 1 SRR RRPR 2
PR o X 7 USSR 3
1T (o X SRRSO UURTRRRRRN 4
S (o S Y RSO PRT 5
1T (o TN RSO URRTRRRRRN 6
(SR oY o] [0 [=] RSO URRTRRRRRIN 7
D1E

In which province or territory do you live?

Newfoundland and Labrador......ccie e 1
Prince EAWard [SIaNd ........ueeeeeeii e 2
NOVA SCOTIA e oiiiiiiiieiieiieeetrceee et e ettt e e e e e e e ee et e e e eeeeeessbaaeeseeeseeesnns 3
NEW BIrUNSWICK ..veeeeiiiiii s 4
(O UT=1 o T=T oS 5
(0] 01 -1 o [0 T USSR 6
V=T 011 (o] o T- NS 7
SASKATCREWAN e e e 8
Ji | T=] - TSR 9
British ColUMDIA.....uueeiiiiiiieeieeeee et 10
R 0] Ce ] o R 11
NOFTNWESE TEITITOTIES c.oeiiieetiieeeeee ettt e e e eaaeeeee s 12
NN LU Lo F= Y U TN 13
NONE Of TN ADOVE ... 99 SX  ->THNK2
Q1

Over the past three weeks, have you seen, read or heard any advertising from the Government of
Canada?

=L 1

NO / DO NOL FEMEMDET «..vviiiieiee ettt ettt et essaa e e s eab e e s ssaaeee s 2 ->T1A
Prefer NOt 10 SAY .iivviiii e e 99 SX ->T1A
Q2[1,16]

Think about the most recent ad from the Government of Canada that comes to mind. Where have
you seen, read or heard this ad?

Select all that apply

(@] 01T o o - TS 1
o101 =] oY Yo 1 SRR 12
INEEINEL WEDSITE ...evvieecitiee e e e e aae e 2
IMIAGAZINES ... s 3
NEeWSPAPEL (AAIIY) .cveieereeiirieeciie ettt ettt e e b e e e tr e e sre e sbaeesaaeeens 4
Newspaper (weekly or community) .....cccceeeeiieiiiieiiiicecccee e 5
(001 do [oToT gl o 111 o To - T4'c I USSR 6
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Pamphlet or brochure inthe mail .........ccoeeiiiiiiiiie e, 7
Public transit (bus or SUDWAY) ...cccccviiiiiiiiieecee e 8

2 1o [ o TR 9

B =111V o] o ST 10
0720 =Y 11
YOUTUDE e e s st e e st ae e e s nraeee s 13
LTS = = = 0 14

[T 0] =T 1 o VAU RS 15
Other, SPECIHTY . et eae 77
Prefer NOt 10 SAY .o 99 SX
Q3

What do you remember about this ad?

27 O PSP PPPPPP PP 77

B ToY ol A =T 0 41T 0 0] o 1T RSP 97 SX
T1A

Over the past three weeks, have you seen, read or heard any Government of Canada advertising
about Canadian Veterans?

Y S ettt cee ettt e e e ettt e eeeeeetet—————eeeeetttta————aeeettttat—aaaeetattraaaaaeerrrrntn 1

NN o USRS 2 ->T1D
| dON't rEMEMBET / NOT SUIE weevveeiieeeeeeeeeeeeeee ettt e e e e e e e e e e e s s s ssnreaeees 3 ->T1D
Prefer NOT 10 SAY coovviiie et e et e et ae e e 99 SX ->T1D
T1B [1,16]

Where have you seen, read or heard this Government of Canada ad about Canadian Veterans?

Select all that apply

LG 111 o o - T U PR URPPPPP 1
FACEDOOK. ..ciu ettt 12
INTEINEt WEDSITE .oouviiiiieiiee ettt 2
IMIAEAZINES ..eeeeeiieiiiiiiieee et e ettt e e s e e s e e e e e s s s saabaaeeeeessssssbbtaeeeeessssnssrenaees 3
N AT T o= g (o F=11 1) USRS 4
Newspaper (weekly or community) .....cccceeeeieeiiiiiiiecieecee e 5
OULdOOr BIllDOAId ..cc..eiieiieiee et 6
Pamphlet or brochure inthe mail .........ccccooeeeiiiici e, 7
Public transit (bus or SUDWAY) .....cccveiiieciiieeeee e 8
2 T Lo XSS 9
B =1 L= o o SRR 10
0720 =Y 11
R o T U] o TSR 13
LRy = < =] o o PSP P PR PPPPPPPRN 14
[T 0] =T 1o TR 15
Other, SPECITY .. ettt e e e et e e e e eaaeeeeeaes 77
DON"E KNOW ... .ttt et e e eeare e e et e e e e e atee e e ennreas 98 SX ->T1D
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T1C[1,3]

What do you remember about this ad? What words, sounds or images come to mind?
Y o1 Tol | Y28 SRSt 77

Prefer NOt 10 SAY .iivvviii et 99 SX
T1D [1,16]

Which sources would you rely on when looking for information about remembrance and the
contributions of Canada's Veterans?

Select all that apply

o= (1= oo o SRR 1
L1 =] PP UPPPPOPPPP 2
YOUTUDE e e e e s e e s s ba e e e ssbee e e s sbeaeeseans 3
LTS = =4 =Y 0 4
71 =T | 1o O R 5
B =112V o o PSR 10
Internet website, please SPecify: ... 6
Magazines, please SPECIfY: . 7
Newspaper (daily), please specify: .....coereciiiieciiieeeecee e 8
Journal or newspaper (weekly or community), please specify: .................. 9
Other, SPECITY . i et e e et e e e e reae e e eaes 77
Prefer NOT 10 SAY .iivviiie et e et e e 99 SX
T1E

Over the past three weeks, have you seen or read content related to Canadian Veterans on social
media sites such as Facebook, YouTube, Twitter, Instagram or LinkedIn?

Y S ettt e e e e e e e et e e e e e e e e e abeete e e e e e e e nnreeeeeeee e e nnareeteeeeaaan 1

N o TP PO PPT R OPPPI 2
Prefer NOT 0 SAY ..icviiie e ettt e et ee e e e 99 BSX
PQ3

Thinking of commemorative programming that Veterans Affairs Canada is involved with, please
rate the importance of the following:

Q3_NEWD

Hosting commemorative events and ceremonies in Canada

Not at all iIMPOrtant 1 ... e e 1

2 et e e — e e bt e e e b bt e e e b et e e e b bt e e e hbeeeeanbeeeeenreeeeeares 2
PP UP PSPPI 3
Qe sttt e s et e e s e b ee e e s e beee e s e baeeeeaareeeeeabraeesaans 5

RV Z=1 0 10101 o Yo = o ) S TP 7

Don't know/ Prefer not to say / NO @anNSWer.......c.cccceeevveeecreeeereeeereeeevee e 99 BSX
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Q3_NEWC

Development of commemorative educational resources for schools

Not at all iIMPOrtant 1 ... e 1

2 ettt e e h— e bt e e b ee e e bee e hte e ttee et aeenatee s teeenaaeesbaeeraen 2

2 USSP 3
ettt st e b e e e e e e bt e bt e e tee e e beeeaateeetaeeabteeebeeenraeenns 5

Very iMpPortant 5. araaaea 7

Don't know/ Prefer not to say / NO @nNSWer.......c.ccceeeeveeeiieeeneeeecreeeeree e 99 BSX
Q3_NEWF

Funding for commemorative community initiatives

Not at all iIMPOrtant 1 ... e 1

2 e e ettt e e e eeeeet e eeeeeet—— e eeetete e aeeeteeaa e aaaeeatebaas 2

S 2P UPPTPUPPRR PPNt 3
PO PPPPPPRPRPN 5

Very impPortant 5. e e 7

Don't know/ Prefer not to say / NO @anNSWer......ccccoceeevveeecveeeereeeree e 99 BSX
Q3_NEWE

Hosting commemorative events and ceremonies in Europe

Not at all iIMPOrtant 1 ..o e e 1

2 ettt e et ettt e —ee et ee e e bee e ate e ate e e teeeaateesteeenaeeeereeereen 2
2P 3
ettt s e e ettt a e e e e —ee ettt et te e e beeeanteeateeeareeeeaeeenraeenns 5

Very important 5.t e e e 7

Don't know/ Prefer not to say / NO @nSWer.......ccccuevveereecreenieenieeereeveenreens 99 BSX
Q3_NEWB

Maintenance of military memorials in Europe

Not at all iIMPOrtant 1 ... 1

2 e e e — e —e e e ——e e —e e e —ee ettt e e tee e aee e ateeateeeanteeeteeenaeeeareeenreen 2
2SR 3
PP PP PPPPPPRPRPEN 5

RV Z=T 0 A T00] o Yo = o ) S TP 7

Don't know/ Prefer not to say / NO @anNSWer.........cccveeeveeecreeeeeeeeeteeeevee e 99 BSX
Q3_NEWA

Cemetery maintenance and grave marker repair

Not at all iIMPOrtant 1 ... e 1

2 ettt te e ettt e e e bt e e s be e e bt e et te e st et e nabeesbeeebaeesabaeeraen 2

K 2 OO PSP P TRTPPRUPPRTPPRP 3
Qe et e e et e s et e s be e bt e e hte e s beeeaabeesataeetbeesbeeenabeenas 5

Very iMpPortant 5. aeaeaee 7

Don't know/ Prefer not to say / NO @nSWer........cccvevveereenreenreenieeereereenneens 99 BSX
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Q4 [1,3]

Please describe in your own words who you consider a Veteran?

Y o1 Tol | Y28 SRSt 77
Prefer NOt 10 SAY .iivvviii et 99 SX
Q5 [1,10]

Veterans and members of the Canadian Armed Forces have served in countries around the world.
To your knowledge, in what countries have the Canadian military served over the years?

Y01 Tol | V7S SRS 77
Prefer NOt 10 SAY .ot e 99 SX
Til

What do you think is the biggest issue facing Veterans today?

Y o1 Tol | V7SRRI 77
Prefer NOT 10 SAY .iovviiie e e et e e e 99 SX
DEMIN

And in closing, a few questions that will help us to analyze the survey results.

D1
Which of the following categories best describes your current employment status? Are you...?

Working full-time (30 or more hours per Week) ........ccoceeeeciveeecciieeeecieeeens 1
Working part-time (less than 30 hours per week)........cccceeeciveeeeciiieiiccieneens 2
SeIf-EMPIOYEM ..o e et 3
Unemployed, but looking for Work............eeeeciiieieiiieeeeciee e, 4
A student attending full-time SChool .........cccvviiicciiieiceecee e, 5
L] 1T =T o IO PSPPI 6
Not in the workforce (Full-time homemaker, unemployed but not looking
FOIr WOTK) ittt eeetr e e e tar e e eetae e e eebraeeeenes 7
Other employment status (please SPeCify)......cccccveeeveeeriieeiiie e 77
Prefer NOT 10 SAY coovviieeiee ettt e et e e e e e e e e abrree e e e e e e eanaraaees 99 SX
D2

What is the highest level of formal education that you have completed?
Grade 8 OF 1ESS .eeeuuieiiiiieiieeeiee ettt ettt st sbe e e bt e st e e sate e sbe e e sabeesaees 1
Some high SChOON ... e 2
High school diploma or equivalent...........cccceeeeeeciiiieeee e, 3
Registered Apprenticeship or other trades certificate or diploma................. 4
College, CEGEP or other non-university certificate or diploma...................... 5
University certificate or diploma below bachelor's level .............c..uveeennnneee. 6
BaChelor's dEGIEE .....oeieeeiiee ettt e e aae e 7
Post graduate degree above bachelor's level ..........ccoeeveeieecieiicciiieeeeee, 8
Prefer NOT 10 SAY ..ocuiiie et ettt e aree e et 99 SX
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D3

Are there any children under the age of 18 currently living in your household?

| =P P PPTTT U PPRTPPPRO 1

N o T PP UPTT R OPPPI 2
Prefer NOt 10 SAY .iivviiie et 99  SX
D4

Which of the following categories best describes your total annual household income, including
income from all household members, before taxes are deducted?

UNAEE $20,000 ........eiiieeiiiiiieeeeeeeeeeeeeee e et e et e e st e sttessaeeeseteesssseessaeesaseeessneesns 1
Between $20,000 and $39,990.......coouiiieieiiieeeeee ettt et 2
Between $40,000 and $59,990......ccccuiiiiieiiieeeeee ettt ettt ettt 3
Between $60,000 and $79,990.......cooviiiiuieeeieeeeee ettt eere e st eesaeeseraeseae e 4
Between $80,000 and $99,990.......ccccviieeieieieeereeetee et e s e st eraessae e 5
Between $100,000 and $149,999........coooiiiiiiiieieeeeeeeeeeeeereesereesaeeseaaeesaee e 6
S150,000 OF @DOVE .....veiieeieeeeeeeeee ettt ettt s e ea e e s v e e s ea e s s aeeseraessreesanes 7
Prefer NOt 10 SAY .iivcviiii e e 99 SX
D4B [1,3]

Are you a Canadian Veteran, or do you personally know a Canadian Veteran? If so ... what is your
relation to the Canadian Veteran?

NS I 1 0 I R YA (=T = o I 1

Yes, a family member is @ VEteran ......c.cccoecveeeecciiee et 2

Yes, a friend/someone else is @ VEteran .....ooocceeeeeeeeeeeieeeeeeeeeeeeeeeeeeeeeeee e 3

N Ottt ettt ettt eete et eetr e e etr e e eeeta e e e e e ta et e e e ata e e e e eatbaeeeeatbaeeeeaaraeeeeabreeeeatareeenn 4 X
Don't KNOW / Prefer NOt t0 SAY ..eciviieiieieieesieecteeeee ettt ettt e 99 SX
D5

Where were you born?

2 Yo T g o T W OF: o T- Yo F- T USSR 1

Born outside Canada (Specify the country):......cccccoeeeeeciieeeeciiee e, 2
Prefer NOT 0 SAY .oocviiie et et e e aree e e 99 SX
D6

If...D5=2

In what year did you first move to Canada?
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D7 [1,2]

What is the language you first learned at home as a child and still understand?

o3 Y= 11 o SR 1

o T ol o PRSPPSO 2
(011 o 1T o (Yo T=T o1 A7 PRSP 77 >
Prefer NOt 10 SAY .iivviiii e e e et 99  SX
QEND

PSP PPN 1
THNK

That concludes the survey. This survey was conducted on behalf of Veterans Affairs Canada. In the
coming months the report will be available from Library and Archives Canada. We thank you very
much for taking the time to answer this survey. Your help is greatly appreciated.

THNK2

We regret that your responses have shown that you are ineligible to participate in this survey. Thank
you for your time.
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