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Police Recruitment Campaign
Collaborative Working Group

FINAL REPORT



THE GOAL

Develop and implement a
bold, creative provincial
marketing strategy to
promote and recruit
individuals into policing
careers in Ontario.



OVERVIEW

From vision to reality

Conducted a province-wide 
survey to identify priority 

audiences and understand 
the motivations and 
barriers influencing 

interest in policing careers

Developed two signature 
campaign films featuring both a 

male and female officer and 
produced a full suite of static and 

motion assets to support the 
campaign across all channels

LAUNCH

Developed three unique 
creative directions to ground 

the campaign in service, 
compassion, and grit

Implemented a multi-page 
website and email 

marketing program to 
generate high-quality leads

Facilitated a press conference with 
CWG partners, Ontario’s Solicitor 
General and key media outlets to 

amplify campaign visibility

Executed a province-wide 
advertising buy that spanned 
social media, programmatic 

display, connected TV, 
search, audio, and out-of-

home channels



OVERVIEW

Who we spoke to and 
where we reached them

The potentials

The sage

The pathfinders

Northern Ontario

Greater Toronto Area

Eastern Ontario

Western Ontario



OVERVIEW

Delivering a diverse range of creative



OVERVIEW

Advertising in action



OVERVIEW

Broad and sustained media coverage



OVERVIEW

Digital performance was very strong

This section highlights our core metrics across social and digital channels, offering a clear view of how campaigns under our direct control 

and daily optimization performed. We have included a breakdown of the out-of-home spend (transit shelters + radio) in the appendix of this 
report. Spends below are PRE-TAX.

Digital
(programmatic + audio)

$349,121
Amount spent

41,540,453
Impressions generated

$8.40
Cost per 1k impressions

144,222
Clicks generated

$2.42
Cost per click

Social media $441,152
Amount spent

105,780,555
Impressions generated

$4.17
Cost per 1k impressions

862,860
Clicks generated

$0.51
Cost per click

TOTAL $790,273
Amount spent

147,321,008
Impressions generated

$5.38
Cost per 1k impressions

1,007,082
Clicks generated

$0.79
Cost per click



OVERVIEW

Our campaign exceed expectations

Cost per click
Did target audiences take 

action on our ads?

TARGET: $3-5

ACTUAL: $1

Cost per 1,000 impressions
Did we deliver ads efficiently

to our audiences?

TARGET: $15-25

ACTUAL: $5

Cost per lead
How often did target 

audiences see our ads?

TARGET: $10-15

ACTUAL: $11

Overall, the campaign exceeded expectations on efficiency and engagement with lead generation costs landing at the low end of  our 

acceptable range. A key driver of this success was our creative approach. By producing assets in batches and refreshing ads regularly, we 
kept performance strong over time and had new content ready whenever results began to soften.



OVERVIEW

And we nearly doubled our acquisition goal

27,000 qualified leads

15,000 leads acquired
July 7 – October 10 

JULY AUG SEPT OCT NOV

12,000 leads acquired
October 11 – November 30 



OVERVIEW

But most importantly, 
people answered the call 

Thank you for taking the time to provide such a detailed overview 
of a career in policing. I truly appreciate the clarity and depth 
you’ve shared regarding the day-to-day realities, benefits, and the 
step-by-step path toward joining a police service in Ontario. The 
breakdown of the core requirements and the five-step process 
was particularly helpful in understanding what is needed to 
prepare effectively and set myself up for success. I also value the 
emphasis on strong communication, judgment, and health 
benchmarks, as it highlights the importance of both personal and 
professional readiness in this field. I am excited to continue 
learning and taking the necessary steps toward a future in 
policing, and I look forward to receiving more guidance in your 
upcoming emails. 

Thank you for creating this, if it weren't for this 
campaign I may have not taken the steps towards 
this career, although a dream job, simply due to the 
uncertainty and how unknowledgeable the general 
public is on day to day policing activities.

Yes, I am ready to answer the call. Your messages 
over the past few weeks have given me clarity about 
what policing truly represents: purpose, service, 
community, and the courage to step forward when it 
matters. I feel aligned with that calling, and I’m ready 
to take the next steps. I’ve decided to apply to both 
the Toronto Police Service and Peel Regional Police.



OVERVIEW

But most importantly, 
people answered the call 

Thank you so much for the information as it was 
very informative and gave me a better 
understanding on the life of an officer! I am looking 
into getting my OACP certificate as soon as 
possible but thank you for all the advice so and 
help so far as it has helped greatly!!

I’ve been reading all of your emails and following 
the advice shared. I’m currently taking some online 
policing courses and doing additional volunteering 
while I prepare to apply. I really appreciate the 
encouragement and support; it’s been a big help as 
I work toward taking that next step.

Thank you for sharing this detailed overview of shift work in 
policing. I appreciate the honesty and clarity, it helps me 
understand not just the practical aspects of the schedule, but the 
mindset and adaptability the role requires. The emphasis on 
teamwork, finding rhythm within the rotations, and using off-hours 
purposefully really stood out to me. I can see how shift work, with 
the right approach, can become both manageable and 
meaningful. I also value the strategies you shared for maintaining 
balance, health, and long-term resilience. I’m taking all of this into 
account as I continue preparing myself for this career path. Your 
guidance is helping me build a realistic and informed 
understanding of the profession, and I’m grateful for that.



Campaign Analysis



ANALYSIS

Executive summary

1. Our creative and audience targeting proved highly efficient out of the gate, allowing us to reach Ontarians at a fraction of expected 
cost while still building familiarity and interest early on.

2. Premium environments, like Crave TV, grab attention, but social and programmatic channels are where the action lives. Future 
campaigns should use premium placements to spark interest, then rely on social, search, and programmatic to convert that interest 
into site visits and sign ups.

3. We can confidently treat video as a truly province-wide tool, reaching audiences in every region with the same level of efficiency, not 
just those in larger urban centres.

4. When people could see our ads in their full context (copy, visual, call-to-action), they were more likely to click through and learn 
about a career in policing.

5. The combination of programmatic retargeting and high-intent traffic from Google Search and PMax created one of the campaign’s 
strongest conversion engines by turning early awareness from Phase One into deeper consideration and action.

6. Interest in policing was truly province-wide with every region delivering strong engagement and cost-efficient traffic.

7. Visitors spent far more time on the website than typical recruitment benchmarks and sought out detailed next step information on 
their own.

8. Email performance consistently beat expectations and content that explained the role drove the strongest engagement and action.



ANALYSIS

Phase One

Phase One delivered exceptional cost efficiency well below benchmarks. Advertising generated more than 26 million impressions in the first phase of the 

campaign. We did this at a cost per thousand impressions (CPM) of about $4 and a cost per click (CPC) under $2. For context, our planning benchmarks were $15 to 

$25 for CPM and $3 to $5 for CPC.  What makes this even more encouraging is that Phase One was optimized mainly for video rec all rather than direct action. That 

means the campaign delivered both scale and engagement at a cost far lower than expected, laying a strong foundation for later conversion-focused phases.

➢ Key takeaway: Our creative and audience targeting proved highly efficient out of the gate, allowing us to reach Ontarians at a fraction of expected cost 

while still building familiarity and interest early on.

Performance varied significantly across premium placements. We tested a broad mix of premium channels, including Spotify, Bell Media and Crave, as well as 

programmatic video and display. These channels delivered strong reach and high completion rates, particularly on Bell Media where video completion exceeded 98%. 

However, they did not translate into meaningful website traffic. Spotify proved inefficient with click costs far above expectations and Bell Media’s traffic came almost 

entirely from static display units rather than video. 

➢ Key takeaway: Premium environments grab attention, but social and programmatic channels are where action lives. Future campaigns should use 

premium placements to spark interest, then rely on social, search, and programmatic to convert that interest into site visits and sign ups.

Video performance was consistent across the province. While the GTA naturally generated the highest number of completed video views, the cost to generate 

those views was effectively the same in every region. On Facebook and Instagram, for example, views averaged about $0.04, and  on TikTok they were as low as $0.01 
across the north, east, west, and GTA. 

➢ Key takeaway: We can confidently treat video as a truly province-wide tool, reaching audiences in every region with the same level of efficiency, not just 

those in larger urban centres.



ANALYSIS

Top performing ad

The female officer creative anchored performance across nearly every 

platform.  

It was the dominant creative driver across LinkedIn, Meta, X, and TikTok. On 

LinkedIn alone, it generated more than 2,500 of 2,800 total clicks. Reddit was the 

only outlier, where performance between male and female creative was nearly 

indistinguishable.

What is most notable is that at the outset of the campaign, the headline and post 

copy remained exactly the same across both versions. This means the 

performance gap cannot be explained by message framing, call to action, or 

format differences. The differentiator was the perspective viewers saw on screen.

The ad offered both relatability and representation, especially for women who may 

not often see themselves reflected in this field. And it resonated broadly across 

platforms, suggesting that people were seeking a more personal entry point into 

the campaign.



ANALYSIS

Phase Two

Phase Two moved the campaign from awareness to action and the shift paid off across nearly every major platform. Traffic scaled dramatically, with 42 million 

impressions and more than 400,000 clicks for just $0.36 per click. Meta and TikTok were two of the strongest performers, but Reddit also stood out by driving some of 

the most engaged visitors, with users spending close to 45 seconds on the website. X also delivered strong cost efficiency an d steady interest, becoming one of the 

largest sources of website traffic. However, not every platform delivered the same value. YouTube and Spotify remained strong for awareness but could not meet cost 

efficiency goals for website traffic leading to the decision to pause those campaigns and reallocate to higher-performing platforms.

➢ Key takeaway: When people could see our ads in their full context (copy, visual, call-to-action), they were more likely to click through and learn about a 

career in policing.

Programmatic (ads on websites) and Google campaigns worked well together to move audiences deeper into the recruitment funnel. Programmatic retargeting 

re-engaged people who had already seen our ads or visited the site, driving roughly 6 in 10 clicks and an average time on site of two minutes, with users outside the 

GTA spending even longer on the site. At the same time, Google Search and Performance Max brought in the highest intent visit ors, with an average time on site of 

about two minutes as well, along with a strong cost per click of $1.10.

➢ Key takeaway: The combination of programmatic retargeting and high-intent traffic from Google Search and PMax created one of the campaign’s strongest 

conversion engines by turning early awareness from Phase One into deeper consideration and action.

Regionally, the GTA continued to drive the largest volume of traffic, but Western Ontario stood out for pure efficiency. Across platforms, Western Ontario 
delivered some of the lowest click costs of the entire campaign with TikTok generating clicks for as little as $0.05 – an unusually strong result unique to this campaign. 

The North, while more expensive than other regions, still remained very efficient with clicks costing around $0.40 on Faceboo k and Instagram.

➢ Key takeaway: Interest in policing was truly province wide with every region delivering strong engagement and cost-efficient traffic.



ANALYSIS

Top performing ads

Creative performance evolved as the campaign shifted from awareness to 

action.

The female officer creative continued to perform strongly, especially on Meta and 

TikTok. On Meta, static graphics featuring the female officer paired with clear 

language like “actively hiring” drove the most clicks. On TikTok, the 60 second 

female officer video became the standout, generating 9 in 10 clicks and showing 

that people were willing to watch the full story before visiting the site.

At the same time, new patterns emerged. On LinkedIn, the 15 second male officer 

video became the top performer for the first time. This was the case on Reddit too 

with the male officer video driving 9 in10 clicks. 

These results suggest that as audiences became more familiar with the campaign, 

different edits of the video and different calls to action worked better on different 

platforms and with different groups of people.



ANALYSIS

Phase Three

Phase Three delivered highly efficient lead generation. Campaigns generated more than 462,000 clicks at a cost per click of $0.60 and delivered 13,000 new leads 

at an average cost of $6 per lead, which was well below our benchmark range of $10 to $15. Meta stood out once again, produci ng leads for just $5, and confirming 

that our phased approach helped us identify the audiences most likely to convert. TikTok, before being paused, delivered the most efficient lead costs at $2, while 

LinkedIn and Reddit continued to supply steady, affordable traffic. 

➢ Key takeaway: Awareness built earlier in the campaign translated directly into motivated users ready to take action.

Platforms where users had more context beyond the ad itself delivered the highest quality traffic. Google Search and Performance Max continued to drive users 

actively seeking policing careers with mobile searches tied to “hiring” keywords performing especially well. Native programma tic also performed strongly, driving 7 in 

10 clicks by placing recruitment messages directly within content and web pages users were already engaged with. Even on Reddit, where costs rose slightly, we 

continued to drive highly engaged traffic with users spending around 45 seconds on the website. By contrast, performance declined on long form video where users 

lacked immediate context or a clear next step.

➢ Key takeaway: Audiences were more likely to convert when our ads appeared in environments where they were already paying attention and looking for 

information.

Both Facebook and Instagram delivered some of the most efficient conversion costs of Phase Three. Instagram led the way generating more than 6,200 leads in 

the GTA at just $4 per lead and delivering similarly strong results in Western Ontario at $5 per lead. While costs were naturally higher in Eastern Ontario and the North, 
they still remained competitive. Eastern Ontario leads were generated for about $8, while Northern results ranged from $9 on Instagram to similar levels on Facebook. 

➢ Key takeaway: There is genuine interest in policing careers in every corner of the province, not just in the largest urban centres.



ANALYSIS

Top performing ads

Creative performance shifted again as we moved fully into lead generation.

In Phase Three, as the focus shifted to converting interested users into email sign 

ups, static graphics started to outperform video in many placements, especially 

where the call to action was clear and direct about what to do next. LinkedIn was 

the exception. On that platform, video continued to lead, driving clicks for $1.32 

compared to $3.22 for static graphics, suggesting that audiences there still 

wanted more context and storytelling before taking action.

Across several platforms, a variation of male officer creative emerged as the top 

performer for the first time in the campaign. On TikTok, the 15 second male officer 

video generated 1 in 3 clicks, and on Reddit it accounted for 9 in 10 clicks. On X as 

well, static male-led creative outperformed earlier female-led units that 

dominated in Phases One and Two. 



ANALYSIS

Website performance

• Visitors spent far more time on the site than typical recruitment benchmarks. The site maintained a 30% engagement rate through the campaign with users 

spending 1 minute and 29 seconds, on average, interacting with the website. For context, sessions for public awareness or recruitment campaigns typically last 

under 30 seconds. The fact that our visitors stayed nearly three times longer indicates that people were not just browsing but actively exploring the content and 

considering next steps. This level of sustained attention is a strong signal that the campaign attracted genuinely motivated candidates.

• Interest was province-wide, not GTA dependent. While Toronto remained the single largest source of traffic, cities like Ottawa, Brampton, Mississauga, 

Hamilton, and London all showed strong activity. What makes this meaningful is that it mirrors what we saw across paid channels: genuine interest in policing 

was distributed far beyond the GTA. 

• Users sought out detailed next step information on their own. The two most visited pages outside the homepage were the Service Finder page with the 

interactive map and the Job Description page. Importantly, we did not push ad traffic to either of these pages. Users navigated there voluntarily, which means 

that once they landed on the homepage, they immediately sought out specifics about the role and where to apply. That level of initiative shows a high degree of 

intent and reinforces that we found an audience genuinely curious about policing as a career.

258,000
Engaged sessions

870,000
Total sessions

29.6%
Engagement rate

1m 29s
Average session duration



ANALYSIS

Email marketing performance

63%
Open rate

27,453
Total contacts

5.2%
Click-through rate

0.86%
Unsubscribe rate

• Email performance consistently beat expectations. Across the journey, the average open rate was 63% and the click through rate was 5.2%. For comparison, 

Mailchimp benchmarks for recruitment campaigns sit around 22% for opens and 3% for clicks. What stood out even more was the stability across the full 

series. Even as topics shifted, open rates stayed strong dipping only to about 50% at the lowest point when we addressed conflict in Email 6. 

• The intro survey unlocked rich audience insights and validated our research. Around 13% of contacts completed the intro survey, which is a high completion 

rate for an optional, longer form action. Roughly 1 in 4 contacts were women, a key audience for the campaign. Nearly 1 in 2 respondents were between 25 and 

34, our core demographic. Most lived in urban centres and were employed full-time. These patterns closely matched the research from the early stages of the 

project, giving us confidence that our media and creative strategy were attracting the right candidates, not just more volume.

• Content that explained the role drove the strongest engagement and action. The best performing emails in the series were those that answered a simple 

question, what does a police officer actually do. ‘The Role: Part One’ email generated a 74% open rate and a 6% click through rate. ‘The Role: Part Two’ email, 

followed with a 73% open rate and a 5% click through rate. People were hungry for clear, practical information and real perspectives from officers. Outside of the 

intro survey, the email with the highest click rate was the second last message titled ‘Answer the Call’. That was an encouraging sign that after learning about the 

role across the email series, many people were ready to take the next step by the time we invited them to do so.



ANALYSIS

Media relations performance

23,007,252
Impressions generated

210
Media mentions

$212,817
in Advertising Value 
Equivalency (AVE)

• Mixed media: The campaign generated coverage across a range of platforms including online, print, radio, TV, podcasts, and e -newsletters, with most earned 

mentions appearing on radio and online. This multi-channel presence helps extend the campaign’s shelf life, as online content remains searchable over time, 

and ensures broader audience reach, by tapping into different demographics, with online platforms generally attracting younger audiences and radio resonating 

more with older listeners.

• Spokespeople: More than half (57%) of earned media mentions included a quote from a CWG spokesperson, demonstrating a high level of media e ngagement 

and indicating that journalists viewed them as credible and authoritative sources. This demonstrates strong message control, as the organization was able to 

effectively insert its narrative into coverage, and ensure its key messages were clearly and accurately conveyed, ultimately helping to positively shape public 

perception.

• Syndications: There were roughly twice as many syndications as original media mentions. By securing coverage in top-tier outlets with wide syndication 

networks, we achieved province-wide reach - extending well beyond major markets like Toronto. A single media mention was often republished by local radio 

stations and community newspapers across Ontario. These syndications significantly amplified our impact, effectively doubling the campaign’s media value.



Thank you
Roselie LeBlanc | Principal 

Zubin Sanyal | Principal 
Alexa McGannon | Consultant



Key metrics and creative 
performance

APPENDIX



APPENDIX

Performance metrics

SOCIAL + DIGITAL Amount spent Impressions 
generated

Cost per 1,000 
imp. (CPM)

Clicks generated Cost per click

Meta (Account Warmup) $1,000 194,479 $5.14 2,820 $0.35

Facebook $119,992 15,725,503 $7.63 184,226 $0.65

Instagram $119,948 15,954,731 $7.52 153,651 $0.78

LinkedIn $32,493 12,323,038 $2.64 12,405 $2.62

X(Twitter) $39,791 21,330,478 $1.87 138,156 $0.29

TikTok $55,000 21,225,836 $2.59 317,099 $0.17

Reddit $40,627 11,404,159 $3.56 48,120 $0.84

YouTube $32,301 7,622,331 $4.24 6,383 $5.06

Spotify $22,665 3,623,488 $6.25 1,270 $17.85

Programmatic $199,937 24,136,350 $8.70 60,508 $3.57

Google Search $37,880 393,059 n/a 38,005 $1.00

Google Performance Max $38,639 11,263,869 $3.43 40,947 $0.94

Bell Media / Crave $50,000 2,123,687 $23.54 3,492 $14.32

TOTAL $790,273 147,321,008 $5.38 1,007,082 $0.79



APPENDIX

Performance metrics

OUT-OF-HOME Amount spent Impressions generated Cost per 1,000 imp. (CPM)

Transit shelter - Astral $12,483 4,495,320 $2.77

Transit Shelters - Pattison $88,635 26,539,022 $3.34

Transit Shelters - Branded Cities $13,191 13,072,953 $1.00

Radio - Bell Media $6,000 583,335 $10.28

Radio - Wawatay $7,290 350,000 $20.83

TOTAL $127,600 45,040,630 $2.83

REGION
(Meta data only)

Amount spent Impressions 
generated

Cost per 1,000 
imp. (CPM)

Clicks generated Cost per click

North $42,000 5,402,296 $7.77 53,929 $0.78

GTA $83,933 11,500,916 $7.30 142,393 $0.59

East $41,952 5,428,615 $7.73 61,345 $0.68

West $41,999 5,983,739 $7.02 72,294 $0.58

TOTAL $209,943 28,315,566 $7.41 329,961 $0.64



APPENDIX

Top performing ads
Separated by campaign objective

VIEWS

Female Officer  
60s video

1,011,016
Video plays

CLICKS

Male Officer  
60s video

2.71%
CTR

LEADS

Female Officer 
Hiring Static

7,260
Leads



APPENDIX

Top performing ads
Separated by campaign objective

VIEWS

Female Officer  
60s video

1,123,590
Video plays

CLICKS

Female Officer  
60s video

3.06%
CTR

LEADS

Female Officer 
Hiring Static

11,034
Leads



APPENDIX

Separated by campaign objective

VIEWS

Female officer  
60s video

815,225
Video plays

CLICKS

Female officer  
60s video

12.06%
CTR

Top performing ads

IMPRESSIONS

Female officer  
60s video

6,975,054
Impressions

LEADS

Male officer  
15s video

1,050
Leads



APPENDIX

Top performing ads

IMPRESSIONS

Male Officer  
15s video

2,131,069
Impressions

CLICKS

Male Officer  
static graphic

0.99%
CTR

CLICKS

Male Officer  
60s video

0.52%
CTR



APPENDIX

Intro survey results

74%

25%
1%

Gender distribution

Men Women Unknown

14%

43%

29%

12%
1%

Age distribution

18-24 25-34 35-44 45-54 55+



APPENDIX

Intro survey results

53%

23%

22%

2%

Urbanity

Urban Suburban Rural Other

60%

13%

19%

1%
7%

Employment status

Full-time Part-time Unemp - Seeking Unemp - Not seeking Other
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