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PROJECT BACKGROUND 
Variety of stories in media have cast negative light on 
agricultural workers and their hosts for some time

2016 film “Migrant Dreams”, produced and shown on TVOntario, 
put workers’ conditions in a highly inaccurate perspective  

There is little broad public understanding about these programs, 
indeed about how agriculture in Canada functions

CHC Membership called for a response “in kind” to this negative 
publicity    



PROJECT BACKGROUND 
Working with the Council and the Labour Committee, we determined 
that a broader approach was needed

A series of video products of different lengths to achieve different 
objectives are being developed

Short form videos to hone in on specific issues, larger 
“documentary” to tell the broader story 

A strong digital media campaign to ensure the message is well 
received by a variety of stakeholders is also being built  



VIDEO OBJECTIVES 
Tell the story from the workers’ point of view

Demonstrate the care Canadian hosts take to ensure 
workers are very well looked after 

Demonstrate the fundamental difference international 
workers make to Canadian agriculture and agri-food

Show “back home” benefits for workers 



Digital Media Campaign Objectives
Harness social media to increase reach of the video 
products

Have the ability to target specific messages to specific 
audience by social media channel – and analyze data 

Contribute to earnest conversation about the importance 
of international agriculture workers



Valuable KPIs

 Impressions
 Click through rate
 Engagement Rate
 Video Completion Rate
 Sentiment

Further Objectives 

 Influence key stakeholders
 Drive positive Canadian 

awareness of international 
agriculture workers

 Shed current 
misperceptions, myths, and 
misunderstandings



Canadian public
Government 
(local, provincial/ 
territorial, federal)

Organizations in 
the same 
“sandbox” 

Agriculture 
workers and their 
families 

Target Audiences

Media
Government/NGO 
organizations in 
countries of origin  



WHY SOCIAL MEDIA? 
Because Canadians use social media to form opinions 

58%
of the entire Canadian 

population uses by social 
media regularly. That’s 

21 million people. 

Social media 
is the new 

word of mouth.
This population is making life 

decisions and forming real 
opinions around what they 
consume on social media.



Why social media 
advertising over 
display advertising?

1. Click through rates are 7x 
higher on social media ads, 
which means more video 
views on the full “longy” 
video

2. Social media is shareable = 
opportunity for virality, 
opportunity for influencers 
to advocate across their 
network

3. We can better control the  
conversation by 
participating in a public 
conversation

7x higher CTR
More shareable
2-way conversation



FACEBOOK TWITTER INSTAGRAM

Purpose: Mass awareness Purpose: Stimulate 

conversation with key 

stakeholders

Purpose: Engage younger 

demographic

Target Audience: All

audiences

Type of Community: 

Government, Organizations 

supporting the SAWP program

Target Audience: 

Government, Canadian public

– younger demographic

Expected Actions: Video

views, clicks to long form 

video, likes, comments, shares

Expected Actions: Video 

views, favourites, retweets, 

click to longer form video

Expected Actions: Video 

views, clicks to long form 

video, likes, comments

Media Channel Strategy

We recommend a multi-channel 
social media advertising campaign 
across Facebook, Instagram and 
Twitter. 

We truly believe these 3 channels, 
combined with targeted 
traditional publications (Hill 
Times) will reach the main 
objectives of awareness and 
influence across the right 
audiences. 



Where We Are Right Now (March 2018)
Choosing potential workers to tell their stories

Choosing locations across the country to film on farms and 
production facilities 

Refining messages to be developed  



Who Are We Looking For? 
Workers who can talk about TANGIBLE benefits of their 
work here 

Workers who can talk about ideas they’ve taken home to 
improve ag production locally 

Visit farms/facilities across Canada and film workers and 
their hosts 



What Will Our Outputs Be? 
8 – 10 minute documentary “film”

4 or 5 30-second (or shorter) “value profiles” 

2 or 3 90-second to two-minute topic-specific mini-
documentaries 

Dozens of hours of b-roll for further Council use

Important metrics data from digital media campaign 



Next Steps 
Finalize choices of workers to profile, locations, and 
farmers/producers to speak about the value of the 
program and the value of the people 

Build digital/social media deployment plan

Visit workers in their home countries 

Production (spring and summer) 

Post-production (mid-to late summer)  



THANK YOU!! 
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