
An Engaging Census
Enhancing social media and innovative tactics



Canada During 2021 Census
• 37,742,154 population, 90% of which live within 
240km of the US border

• 9.985 million km²

Context
• Global Pandemic
• Residential School discoveries
• Forest fires in the west



2021 Census of Population strategic approach
Integrated, agile, targeted, proactive, systemized, creating excitement and buzz, appealing to 
emotions, building partnerships

• Adapted to COVID‐19 challenges and considerations

• Supporting the objective of the Integrated Communications Strategies: 
• Support and increase online response rate
• Increase self‐response rate amongst harder‐to‐enumerate audiences
• Support recruitment: Increase the number and quality of candidates applying for census jobs
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Census and COVID‐19 – Collection procedures
• Completing the census online is the best and safest way for Canadians to participate.
• Only if online, paper or phone collection are not an option for respondents will we do 
in‐person visits.

• Employees will follow Public Health Authorities guidelines and will respect a no‐
contact protocol during in‐person visits: wear safety equipment, observe physical 
distancing, use hand sanitizer and refrain from entering respondents’ homes.
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Focus on Canadian identity 

• Shared Canadian values
• Diversity, fairness, safety, health, nature

• Long‐established ties to the Canadian identity
• Historical references
• Music by Canadian artists
• Influencers and celebrities 

• Ultimate goal: Evoke the feeling that completing the census is ‘being 
Canadian’
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Celebrating the census: Creating buzz and building relationships

• Census Contest – My Census Story 
(promoted on the census.gc.ca and 
through social media)

• Music playlists (promoted through 
social media)

• Census as a Time Capsule video 
(YouTube)

• Explainer videos (YouTube)
• Trivia‐style census game (Website)
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Census website—census.gc.ca

• Streamlined and improved census website to support recruitment and collection objectives

• Single entry point for the online census questionnaire and the online recruitment application

• Extensive selection of information for the general public about census collection and census jobs

• Multiple resources for community supporters, educators and influencers:
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Fighting misinformation page

• New page on the census.gc.ca 
website to inform Canadians of 
possible misinformation with regular 
updates as situations develop
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Marketing segmentation overview in support of 
collection
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Easier‐to‐enumerate groups
Harder‐to‐enumerate groups

• Organic social media and web
• Public Service Announcement

• Targeted content marketing
• Outreach via community supporters
• Federal partnerships
• Influencers



Advertising — census collection target audiences and 
approach
• The general population 

• Those deemed easier to enumerate
• Hard‐to‐count (HTC) audiences
• Indigenous and Northern 
communities 

• Regional perspective

General Approach
• Messaging and media mix were tailored and 
optimized for each target audience

• Timeline of advertising activities varied 
based on target audience

• A phased approach was used to help support 
field activities and the census wave 
methodology

• Phase 1: Pre‐census Awareness – April 19 to May 2
• Phase 2: Census Collection –May 3 to May 16
• Phase 3: Census Reminder –May 17 to June 11
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Advertising media mix
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Phase
1 ‐ Pre‐census awareness  2 ‐ Census collection 3 ‐ Census reminder 

April 19 to May 2 May 3 to 16 May 17 to June 4

Strategic
approach

• Mobilize Canadians by generating
high reach & frequency in a short
amount of time

• Start building an emotional
connection through long form
creatives (30s)

• Search engine marketing (SEM) to 
start beginning of April to capture 
users exposed to organic activities

• Continue to maximize reach and 
frequency 

• Integrate shorter formats in order to
support ad recall (15s segments)

• Use drive‐to‐site tactics to encourage 
online census completion

• Ensure heavier weight (more budget 
and visibility) in targeted areas on 
multiple channels

• Concentrate on reminder
• Utilize a multitude of short formats 

to maintain ad recall
• Use drive‐to‐site tactics to boost 

online census completion
• Ensure heavier weight in targeted 

locations on multiple channels

Media 
touchpoint • TV, online video and SEM • TV, online video, OOH, print, radio, 

social, display, native and SEM
• TV, online video, OOH, radio, social, 

display, native and SEM

Target
groups • General population  • General population, HTC and regional • General population, HTC, regional 

and agile (priority markets)

KPI • Reach/frequency and VTR% • CPLV, reach/frequency and VTR% • CPLV, reach/frequency and VTR%

CPLV: cost per landing page view   
VTR%: view through rate (number of completed video views divided by number of impressions)
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Partnership model
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Google
Agreed to feature us on the 
front page of Google.ca for 
May 6th in the lead up to 
“Census Day”
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Facebook and Instagram

• Call to Action through feed
• Stickers and Profile Frames
• Countdown on Instagram



Youtube Takeover



Twitter



Tiktok created and promoted



Influencer Successes



David Saint Jacques (Canadian Astronaut)



Census Playlists

• The census playlists 
featured 11 different facets 
of Canadian culture and was 
made available on Spotify 
and YouTube. The idea was 
to encourage Canadians to 
listen to the playlists while 
completing their 2021 
census questionnaire.





Notable mentions

2
5

Influencer and StatCan employee
Simply Nailogical

2.2M Instagram followers
Minister Champagne

5.8k Instagram followers 

User-generated content by influencer 
Gurdeep Pandher of Yukon

234.4k Twitter followers
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SM highlights
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Proactively confirming the outcome of outreach activities and shifting 
sentiment

Following increased outreach efforts to local organizations, target communities 
and influencers to support the 2021 Census, we were able to measure pick‐up 
and engagement on social media from these groups through social monitoring 
and validate that our efforts were successful and effective.
Ex. The increase in positive sentiment in June and July can be attributed to the steady support from 
local organizations and officials during these months.



Local Level Support
Organizations at the local level continue to encourage their followers to complete their 2021 Census.

CITY OF TORONTO COUNCILLORCITY OF TORONTO COUNCILLOR

MAYOR OF TORONTOMAYOR OF TORONTO

MEMBER OF PARLIAMENTMEMBER OF PARLIAMENT

MAYOR OF LA RONGE, SKMAYOR OF LA RONGE, SK



Notable mentions
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Canadian 
singer/songwriter 

20.4k Twitter 
followers

LAC
66.4k Twitter 

followers

Member of 
Parliament

11.2k Twitter 
followers

Quebec celebrity host / 
comedian

456.9k Twitter followers

Artist + host of Hip Hop Evolution
23.2K Instagram followers
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Notable mentions

3
0

Immigration, Refugees, and Citizenship Canada
508.8k Twitter followers

Halifax Municipal Government
64.4k Twitter followers 17.4k Twitter followers

City of Delta
(Re-using StatCan's content)

6.1k Twitter followers

Immigration, Refugees, and Citizenship Canada FR
66.2k Twitter followers
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Enthusiasm and ties to ”being Canadian”



32



OverallSocial Media Monitoring, Overall Metrics
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Sentiment (April 15‐August 13. 2021)

Overall Sentiment

Positive 25% (11.4K mentions)

Negative 13% (5.8K mentions)

Neutral 60% (26.5K mentions)

Keyword Mention

Mail 8,549 mentions
Census 
Online

7,635 
mentions

Access Code 7,584 
mentions

Census 6,342 
mentions

Community 1,841 
mentions



Example of Sentiment Report
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Overall sentiment
Positive 13% (424)
Negative 4% (226)
Neutral 81% (4.22k)
Not rated 0% (48)

• The positive sentiment is attributed to users promoting the Census, encouraging Census completion, 
and showing excitement about having received the Census in the mail.

• The negative sentiment is largely due to expected, and typical, criticism of the Census. 
o A smaller portion of the negative sentiment is due to users’ disappointment in not having received 

the long-form.
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Informed operations ‐ Census Help Line (CHL)



Census Collection – Social Media Report



Adjustments to Communication Strategy based on trending topics
Monitoring trending topics which shaped messaging in other communications 
products (QAs, media lines, social media content) and provide users with further info 
on why collecting this data is important.

MONTH TRENDING TOPICS TOTAL MENTIONS 
ON SOCIAL MEDIA

MAY 2021 Sex and Gender questions 3,080

Long‐form Census 4,010

Disabled community 222

Community Representation

• Hong Kong‐Canadians

• Jewish Canadians

• Macedonian Canadians

• Other communities

1,870



Negative feedback turned to positive campaign about enumerators

The increase in negative sentiment in early June 
was largely made up of complaints about in‐person 
enumerator visits.

The data from social media monitoring helped identify 
several negative comments/feedback 
around enumerators’ presence in the field and door‐
to‐door enumeration.

2. This data helped the 
social media team develop 
a reactive campaign which 
included enumerators’ 
pictures and specific 
messaging to increase 
awareness on social media 
and reinforce legitimacy of 
EN presence in the field.

The information was also used in engagement tactics 
with police forces, municipal officials, FPTs, MPs, and 
we even issued a press release and did media outreach 
to offer interviews on the topic.



Get to the heart of what our target audience and stakeholders want: be 
more client‐centric
• Social media monitoring tool enable Statistics Canada to learn from Canadians 

about what they want from their national statistical organization.

• It helps paint a clearer picture of Canadians' interests and attitudes, leading to 
the creation of more targeted and effective products, services, marketing, 
outreach and engagement strategies.

Understand how our data is being used
• Monitoring key events to see how our data is used is key to the ability to 

reinforce the relevance, value and importance of the Agency's work to the 
Canadian public.

Social Media Going Forward



Improve impact of media campaigns and releases
• Sentiment analysis provides a snapshot of people's attitudes towards the Agency and its 

products and services. Sentiment can be tracked over time, issue and platform to 
measure performance of communication activities and messages with Canadians 
regionally and by social media platform or digital news outlet.

• Allows us to evaluate message success (e.g if a message is under‐performing / not 
resonating / getting lost in the on‐line noise). The sooner we are aware of this, the faster 
we can adjust tactics.

More‐informed decisions
• Insights generated as a result of the analysis of information will support informed 

decision‐making.
• Unique capacity to search a 15‐month archive of social data enables the analysis of year‐

over‐year comparisons of key mentions for given topics.

Social Media Going Forward (cont’d)



Thank you
Questions?


