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Message from the Minister

CNS continues to evaluate, adapt, and innovate 
in order to effectively share information about 
government programs and services with  
Nova Scotians. By focusing on creative 
collaboration across the agency and an 
integrated approach to marketing and 
communications, we are engaging more  
directly and efficiently with Nova Scotians.

It is my pleasure to present the annual 
Government Advertising Report for 2016–2017.

Honourable Patricia Arab 
Minister, Communications Nova Scotia
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Introduction

Under the Public Service Act, Communications  
Nova Scotia is responsible for centralized delivery 
of advertising services. 

Advertising is used to communicate government  
programs and policies to Nova Scotians. It is 
important that government is consistent in 
management of advertising, achieves the best 
possible value for money in its advertising 
activities, and measures the outcomes of 
activities, as appropriate. 

Communications Nova Scotia’s approach 
to advertising is guided by the principles of 
timeliness, accuracy, effectiveness,  
non-partisanship, and fiscal responsibility. 

Communications Nova Scotia is responsible for 
the promotion of programs, not how they are 
delivered or evaluated.

Advertising is broken up into two categories: 
operational advertising and significant advertising. 

Operational Advertising

Operational advertising is designed to inform 
target audiences about a core business activity 
or function of a government department or 
office. This advertising informs the public of new, 
existing, revised, or proposed government policies, 
laws, programs and services; and disseminates 
scientific, emergency, medical, or health and safety 
information. 

This category of advertising is not large-scale 
in budget terms (under $25,000 per campaign), 
but it may use creative elements involving 
copywriting, art direction, photography and, in 
some instances, television. 

Examples of operational advertising include,  
but are not limited to

• job postings
• traffic advisories 
• a department or office providing information  

to start-up businesses about available 
government services 

• a department or office introducing a new  
law or policy 

Significant Advertising

Significant advertising is any advertising 
campaign that is deemed to be a priority of 
government and costing more than $25,000.  

Advertising for Agencies, Boards,  
and Commissions

Advertising undertaken by independent or  
arms-length organizations, agencies, boards, 
and commissions is not required to be managed 
by Communications Nova Scotia. While these 
organizations may request advice and support, 
they are not obligated to use the media buying 
services of CNS. Information on advertising 
conducted by these organizations may be 
obtained by contacting them directly.



Advertising Undertaken in Fiscal
2016–2017
The following outlines government department spending on advertising for 2016–2017. 

TELEVISION RADIO PRINT SOCIAL ONLINE OOH* DESIGN TOTAL

Acadian Affairs $2,450 $2,450

Agriculture, Fisheries & Aquaculture  
(Excluding Select Nova Scotia)

$880 $33,619 $2,804 $1,674 $38,977

Agriculture - Select Nova Scotia $22,750 $4,800 $27,550

Communications Nova Scotia  
(Excluding Select Nova Scotia)

$53,536 $66,559 $33,759 $10,647 $27,458 $26,405 $218,363

Communications Nova Scotia -  
Select Nova Scotia

$5,436 $22,907 $13,377 $25,540 $67,260

Communities, Culture and Heritage $2,400 $30,372 $7,367 $5,996 $1,668 $47,804

Community Services $7,496 $10,158 $2,300 $136,375 $119,081 $275,410

Department of Business $200 $200

Department of Seniors $7,939 $6,325 $500 $14,764

Education and Early Childhood  
Development

$1,056 $3,000 $4,056

Energy $7,536 $816 $4,000 $12,352

Environment $1,006 $200 $1,206

Executive Council $21,216 $6,422 $1,340 $28,979

Finance and Treasury Board $2,317 $2,103 $500 $4,920

Health & Wellness $168,351 $23,085 $13,478 $2,000 $66,612 $25,932 $10,648 $310,106

Immigration $723 $1,642 $885 $3,250

Intergovernmental Affairs $5,106 $700 $5,806

Internal Services $2,380 $2,380

Justice $17,316 $3,660 $575 $21,551

Labour and Advanced Education $40,873 $2,400 $8,965 $150 $52,388

Municipal Affairs  
(including Emergency Management Office)

$6,894 $9,217 $524 $16,635

Natural Resources $3,406 $25,024 $10,319 $11,235 $300 $50,283

Office of Lieutenant Governor $489 $50 $539

Public Service Commission $6,165 $125 $6,290

Service Nova Scotia  
(Including Alcohol and Gaming)

$5,497 $25,105 $4,568 $19,866 $13,534 $9,542 $78,112

Transportation and Infrastructure Renewal $62,728 $33,080 $1,962 $1,200 $98,970

Totals $221,887 $118,265 $394,712 $112,416 $122,654 $218,534 $202,132 $1,390,600

*OOH: Out-Of-Home (e.g., digital screens, billboards, transit shelters)
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Significant advertising is any advertising 
campaign that is deemed to be a priority of 
government and costing more than $25,000. 

The following campaigns fall under  
this category: 

• Heating Assistance Rebate Program, 
Service Nova Scotia

• Sexual Violence Strategy (Birds and the 
Bees), Department of Community Services

• Graduate to Opportunity, Department  
of Labour and Advanced Education

• Foster Care, Department of  
Community Services

• Work Zone Safety, Department of 
Transportation and Infrastructure Renewal

• Select Nova Scotia, Department of 
Agriculture and Communications  
Nova Scotia

• Gambling Support Network (Take 5), 
Department of Health and Wellness

More information on each campaign, including 
samples and evaluation, is available on the  
following pages. 

Objectives & Results of Significant 
Advertising 2016–2017
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Heating Assistance Rebate  
Program (HARP)

Campaign Objective 

The Heating Assistance Rebate Program 
provides help to lower-income Nova 
Scotians with the cost of home heating. The 
campaign’s objective was to increase visits to  
homeheatinghelp.ca and to increase awareness 
that Nova Scotians could now apply online.

Advertising Elements 

Print, social, digital screens, paid search,  
and online.

Destination URL 

novascotia.ca/heatinghelp.ca

Evaluation 

HARP received 44,157 applications. Of that 
number 81% came from prepopulated mail outs 
and online emails. New clients made up 19% 
of applications. When looking at the completed 
applications, 83% came from mail-ins and 17% 
came from online applications.

The total number of sessions from April 2016 to 
March 2017 was 95,724, which was an increase 
of 23% over the previous year. The average 
pages per session also increased from 1.57 to 
3.74 and the amount of time spent on the site 
increased from 1:07 minutes to 2:33 minutes. 

The top entry channels for the site were 

• Social (42.64%)
• Organic Search (21.56%)
• Direct (11%)
• Referral (10.67%)
• Paid Search (6.08%)

Most completed online applications came from 
Google/organic search (2,411), direct (1,836), 
referrals (1,027), and Facebook (628).

http://homeheatinghelp.ca
http://novascotia.ca/heatinghelp.ca
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Sexual Violence Strategy  
(Birds and the Bees)

Campaign Objective 

Sexual violence is a serious health, social, and 
public safety issue in Nova Scotia, particularly 
for youth. The purpose of the Birds and the 
Bees campaign was to increase awareness of 
sexual violence among youth by showcasing 
what is sexual violence and how we play a role 
in stopping it. 

Advertising Elements

In-theatre video, in-theatre posters, YouTube 
videos, and Facebook.

Destination URL 

birdsandthebees.com

Evaluation 

According to independent research, two in ten 
Nova Scotians (21%) report having seen the 
Birds and the Bees campaign. People aged 
between 16 and 34, the primary target for the 
campaign, were notably more likely to have 
seen the ads (33%). Of those aware of the 
campaign, 31% of respondants report having 
seen the campaign on TV, while 29% report 
having seen the ad in theatres. Approximately 
16% indicate they became aware of the 
campaign through general online advertising.

Of those aware of the campaign, 

57% report seeing the animated video

23% report seeing the posters

7% actually visited the website. 

Of those who saw the campaign, 39% took 
some form of action, whether it be speaking 
to others about the topic, sharing content 
with others, or thinking about the issue; 31% 
viewed the campaign as an effective way to 
raise awareness of sexual violence.

http://birdsandthebees.com 
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 WE’RE ALL STRONGER 
 WHEN WE’RE EXPOSED
TO NEW THINKING. JESSIE 
BRINGS FRESH IDEAS AND
NEW PERSPECTIVES.
DR. ROBERTO ARMENTA
CHIEF SCIENTIST, MARA RENEWABLES

The Graduate to Opportunity Program provides salary 
contributions to small businesses, start-up companies, 
social enterprises and non-profi t organizations to help hire 
a recent grad. To breathe new life into your workforce, visit 
NOVASCOTIA.CA/GTO

Gei (Jessie) Gao, 
Scientist

Graduate to Opportunity (GTO)

Campaign Objective 

The Graduate to Opportunity program aims 
to retain well-educated young Nova Scotians 
with a salary incentive that makes it easier to 
hire recent graduates. The purpose of the GTO 
campaign was to increase awareness and 
interest in the Graduate to Opportunity program 
by targeting small to medium businesses in 
Nova Scotia.

Advertising Elements 

Television, print, social, online, digital  
screens, and direct mail.

Destination URL 

Novascotia.ca/gto

Evaluation

During the 2016–2017 fiscal period GTO 
received 257 applications, an increase of 64% 
over the 2015–2016 fiscal period.

From April 1, 2016, to March 31, 2017, the 
novascotia.ca/gto website had 19,802 sessions. 
A session is the period of time users actively 
engage with the website. 

The average session duration was 2:38 minutes, 
and people visited on average 2.29 pages per 
session. The total number of pageviews was 
45,444. The bounce rate (leave site within 3 
seconds) was 72.15%.

Most people entered the website by directly 
typing in the URL, followed by organic search, 
social media, and referrals.

Facebook results show we reached 158,442 
people, 8.95 times. There were 5,103 link clicks, 
of which 908 were button clicks. There were 
also 324 post shares, 69 post comments, and 
895 post reactions. 

Twitter results show we served 174,817 
impressions and received 1,795 clicks, 69 

retweets, and 7 followers.

LinkedIn results show we 
served 485,235 impressions 
and 257 clicks.

During the 2016–2017 fiscal 
period, GTO received 257 
applications, an increase of 
64% over the 2015–2016 
fiscal period.

MIKE DAVIS: FOUNDER/PARTNER, DAVIS PIER CONSULTING 

Alice McVittie: Analyst, Davis Pier Consulting

The Graduate to Opportunity Program provides salary contributions to 
small businesses, start-up companies, social enterprises and non-profit 
organizations to help hire a recent grad. To breathe new life into your 
workforce, visit NOVASCOTIA.CA/GTO

http://novascotia.ca/gto
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Foster Care

Campaign Objective 

There are hundreds of children across  
Nova Scotia who need foster care. The 
purpose of the Foster Care campaign was  
to increase awareness of the need for Foster 
Parents in Nova Scotia by focusing on creative 
that demonstrates that all you need to be 
a foster parent is a willingness to care.

Advertising Elements 
Print, social, and digital screens.

Destination URL 
fostercare.novascotia.ca

Evaluation 

The 2016–2017 Foster Care inquiries  
almost doubled from 2014-15 inquiries.

From April 1, 2016, to March 31, 2017,  
the fostercare.novascotia.ca website had  
16,163 sessions. Each session lasted on 
average 2 minutes with people visiting  
2.42 pages per session. 

Many sessions came from mobile (46.1%)  
with desktop following at 39.97% and  
tablets at 13.93%.

Most users entered the site through organic 
search (50.9%), followed by social media (20.9%), 
direct (15.4%) and referrals (8.8%). Regarding 
social, 97.52% came from Facebook. Most 
referrals came from novascotia.ca (33.15%), 
gsa1.gov.ns.ca (6.22%), ns.211.ca (5.8%), and 
globalnews.ca (4.62%).

Foster parents are diverse. And like you, many have children. Your experience, your caring and nurturing and 
the stability of a loving family can provide a child with a safe, supportive home when they really need one.

Visit fostercare.novascotia.ca or call 1-800-565-1884 
to find out about an information session in your community.

http://fostercare.novascotia.ca 
http://fostercare.novascotia.ca 
http://novascotia.ca
http://gsa1.gov.ns.ca
http://globalnews.ca
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Campaign Objective 

During the spring and summer months, 
many road crews are working along busy 
Nova Scotia highways. In an effort to protect 
road workers and the public, the campaign’s 
objective was to remind drivers to be aware 
and slow down in work zones. This was 
a partnership with the Nova Scotia Road 
Builders Association.

Work Zone Safety

Advertising Elements 

Radio and digital screens in Access Nova Scotia Centres.

Evaluation

Public awareness campaigns such as this are important 
as they promote a culture of safety and aim to protect 
workers and the general public. The media channels used 
were chosen for maximum reach across the province 
and to connect with the audience at the point of behavior 
(driving). Radio ads ran provincewide, and targeted adults 
25–54 years old. The ads reached 56.3% of the target 
audience in Halifax and 60.1% in Sydney. Radio ads had a 
frequency of 6.5, the number of times the average person 
heard the message. 
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Select Nova Scotia

The goal of Select Nova Scotia is to add value 
for local producers, manufacturers, and retailers 
by helping to create the conditions that will fuel 
their success. One of the perceived barriers to 
buying local is availability. Activities and tools 
developed for Select Nova Scotia throughout 
the year look to show consumers that buying 
local is easy and makes the province stronger.

Destination URL: 
selectnovascotia.ca

Social Media:
facebook.com/selectns/ 
@SelectNS

Fall Campaign:  
Community Pop-Up 
The purpose of the campaign was to encourage 
Nova Scotians to buy and shop for local 
food, particularly in the fall when there is an 
abundance of product and produce available. To 
help promote this message, Select Nova Scotia 
created a series of Pop-Up events that link 
communities with food in a fun way. 

New recipes featuring local ingredients were 
created for three Nova Scotian communities, 
and each recipe was unveiled – complete with 
delicious, free samples – during special events.

• September 28: “Louisbourgers”  
at the Fortress of Louisbourg.

• October 18: “Clubnico Sandwiches”  
in Pubnico. 

• October 20: “Dartghetti and Meatballs”  
at the Dartmouth Ferry Terminal.

Advertising elements for the events included 
the following:

• Chef Alain Bosse developed the recipes, 
prepared food for the events, and served  
as “host” for each event.

• Radio ads prior to the events.
• Radio remotes during the events.
• Social media buys.
• Production of a video for each event  

(produced through CNS).

http://selectnovascotia.ca 
http://facebook.com/selectns/
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Results

From September 1, 2016, to October 31, 2017, 
the Select Nova Scotia website had 23,913 
sessions. The average session duration was 1:00 
minute and people visited on average 1.89 pages 
per session. The total number of pageviews was 
45,121. The bounce rate was 68.34%.

The Select Nova Scotia Facebook page  
gained 468 followers. Collectively, the three 
boosted video posts about the events had a 
reach of 198.8K, 9.6K post clicks, and 2118 
post reactions. 

Holiday Campaign:  
Local Wish List
The goal of the campaign was to capitalize on the 
holiday buying season to encourage Nova Scotians 
to think about spending a little more locally. The 
campaign launched in advance of “Black Friday” 
(November 25, 2016), when Christmas shopping 
really kicks into high gear. Building on the spirit 
of the season, the campaign demonstrated to 
consumers why shopping locally is not only easy, 
but also important.

Advertising elements for the campaign included 
the following:

• Print advertisements in local holiday  
special editions.

• Social media buys.
• Sponsorship of the “Local Wish List,” an  

annual resource designed to inspire local  
gift ideas during the holidays. 

Results

Website
From November 1 to December 31, 2016, the 
Select Nova Scotia website had 11,843 sessions. 
Average session duration was 1:16 minute, and 
people visited 2.15 pages per session. The total 
number of pageviews was 25,405 and the bounce 
rate was 62.26%.

Facebook
From December 14 to 23, 2016, the post reach 
was 141,727 and the number of impressions 
was 519,401. Frequency reached 3.66x and 
link clicks reached 5,528. There were 137 post 
shares, 26 post comments, 557 post reactions, 
749 button clicks, and 102 page likes. 

COAST - Gift Guide - CMYK -  9.125w x 9.5h

selectnovascotia.ca #CommitToLocal

EAT LOCAL, DRINK LOCAL, GIFT LOCAL.
Whether it’s the gifts you buy or the food and drink you enjoy, 

when you shop local you give the gift of a stronger, 

healthier economy to all Nova Scotians.
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Twitter
From December 15 to 23, 2016, the number of 
impressions was 71,388 and clicks reached 477.  

Wish List
Sponsorship of the “Local Wish List” was a major 
focus of the holiday campaign. The  
Wish List’s creator, Gilliam Wesley, provided the 
following results in her summary of the project:

• 108,000+ impressions and 3,720  
engagements on Facebook. 

• 252,100 impressions and more  
than 2,500 engagements on Twitter.

• 81% of past participants said that  
their participation in The Local Wish  
List resulted in new sales/new clients  
for their local business.

• The Wish List website generated 71,000 page 
views and more than 31,000 users, with an 
average view time of just under 3 minutes.

Cook time: 120  |   Makes 4 to 6 servings

Ingredients
4 to 5 lb  Lamb Roast
¼ cup   Fresh Mint, chopped
1 Sprig   Rosemary, chopped
1 tbsp   Coarse Sea Salt
1 tsp   Fresh Cracked Pepper
1 Clove   Garlic, chopped
3 tbsp   Dijon Mustard
4   Medium Onions, julienned
4   Apples, cut into chunks
2 cups   Nova Scotia Port
2 Bay Leaves
Juice of 1 Lemon Juice

It’s Easy.
do good.

Chef Alain BOSSé The Kilted Chef
PICTOU, NOVA SCOTIA

LOCAL Lamb on a Bed
of Apples and Onions

It’s so easy to feel good about buying local. 
From shopping local small businesses to putting local food on your table, 
it’s good for our communities and our economy.  

Find more recipes and local food inspiration at

Selectnovascotia.ca

APPLES

Method
Preheat oven to 350°F (180°C). In a medium bowl prepare the rub by 
mixing the chopped mint, rosemary, salt, pepper, garlic, Dijon mustard 
and lemon juice and set aside.

Use a 9 x 13 baking dish in which to combine the chopped onions, apples, 
bay leaves and port. Place the roast on top of the bed of apples and 
onions. Take the mustard rub and massage it into the roast, getting it into 
all the crevices, be generous and use the entire rub.

Place the roast into the oven for 2 hours until it is golden brown 
and has reached an internal temperature of 165 degrees.

Remove the roast from the pan and let rest for 10 to 
15 minutes on a cutting board. Meanwhile use a potato 
masher to mash the apples and onions, making a 
compote, serve along side the roast.

Prep time 180 min.  Cook time: 60 min.  Total 240 min.  |   Makes 2 pies

Ingredients
Pie Crust
1 cup Lard
2 cups All Purpose Flour
⅓ cup Cold Water
Salt and Pepper, to taste

Filling
2 lbs Ground Pork
2 lbs Ground Veal
1 Large Onion, finely diced
3 Cloves Garlic, minced
3 Bay Leaves
1 tbsp EACH of: ground cinnamon, 
  cloves, allspice, summer savoury
½ tbsp Ground Mace
2 Potatoes (skin on & scrubbed), grated
Salt & pepper to taste

Method
Pie Crust
Mix the flour, lard and salt together by hand; rubbing and breaking the lard 
into the flour until pea size. Gradually add in the water and mix very gently 
until it comes together: DO NOT OVERWORK. Wrap in plastic wrap and refrigerate 
for 1 hour. This makes 2 double crusts.

Filling
In a thick bottom pot, brown the onion and garlic in a little bit of oil; cook for 
2 minutes and add the meat. Brown and add the spices and salt and pepper. 
Taste for seasoning. You may need to add more depending on your personal 
preference. Cover the meat with boiling water and let simmer for 2 hours; 
stirring occasionally.

After 2 hours, add the grated potato and cook for another 5 minutes. 
Cool down and skim off any excess fat before using.

Separate the mix into the 2 prepared pie crusts. Place rolled out dough on top. 
Freeze or bake in pre-heated 375°F oven for 45-60 minutes or until the crust 
is golden and the edges of the pie are bubbling.

It’s Easy.
do good.

Chef Renée Lavallée
The Canteen

Acadian Tourtiere

It’s so easy to feel good about buying local. 
From shopping local small businesses to putting local food on 
your table, it’s good for our communities and our economy.  

Find more recipes and local food inspiration at

Selectnovascotia.ca

and a hearty blend of local 

in broth that

nova scotia RED WINE

Aromas
nova scotiaof

 has been kissed with a splash of
Simmering

carrots,  potatoes, OnionsBEEF

it’s simple

is

 parsnips

Harmony

Saltscapes Ads
Double page advertisements were purchased in 
two Saltscapes print products: Saltscapes and 
Good Taste magazine.

Saltscapes  
(Sept/Oct; Nov/Dec 2016 editions) 
The interests and lifestyle of the magazine’s 
audience closely aligns with Select Nova Scotia’s 
core audience. Print ads in this piece help 
reinforce awareness about Select Nova Scotia 
among an important target group.

Good Taste  
(Spring/Summer and Fall/Winter) 
Produced by Saltscapes, Good Taste magazine is 
a free piece that is distributed at Sobeys grocery 
stores. Because the piece’s audience is anyone 
at a Sobeys who chooses to pick it up, print ads 
in this magazine can help increase awareness 
about Select Nova Scotia. 
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Campaign Objective 

The Gambling Support Network provides 
assistance to Nova Scotians concerned 
about gambling through a 1-800 phone 
number and an interactive website. The 
purpose of the Take 5 campaign was to 
raise awareness of the gambling support 
services available. The campaign was aimed 
to have people call the 1-800 number and/
or visit gamblingsupportnetwork.ca.

Gambling Support Network (Take 5)

Advertising Elements 

English: Television, social media,  
digital screens, and online. 
French: Print, radio, and online.

Destination URL 

gamblingsupportnetwork.ca

Evaluation 

The number of serviced calls increased by 
15.5% and the number of online sessions 
increased by 19% between fiscal 2015 and 
fiscal 2016.

From April 1, 2016, to March 31, 2017, the 
gamblingsupport.ca website had 15,422 
sessions, a 19% increase from the previous 
year. An average session lasted 1:11 minutes 
and people visited an average of 2.44 pages 
per visit, with the average bounce rate being 
74.72%. Although 53% of the sessions came 
from mobile and tablet, people visiting through 
their desktop tended to stay longer and visit 
more pages.

The 2016–2017 campaign introduced 
Facebook social advertising to the mix. Of 
total sessions, 2.6% came from Facebook. 
The majority of people visited the site directly 
(60.98%). Organic search accounted for 13.54% 
of sessions. People who used organic search 
also tended to visit more pages and stayed on 
the website longer. The bounce rate for organic 
search was 46.12%, while direct was 77.13%. 

http://gamblingsupportnetwork.ca
http://gamblingsupportnetwork.ca 
http://gamblingsupport.ca


Gambling Support Network (Take 5)
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