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30Forward: Advancing Women in Policing

30Forward continues to gain momentum across Ontario as police services commit to
measurable actions that strengthen the recruitment, retention, and advancement of women
in policing. The initiative focuses on mentorship, inclusive culture, family support,
leadership development, and building a national resource hub that supports long-term
change.

Thank you to those Ontario Police Services that have taken the 30Forward Pledge!

e Durham Regional Police Service

e Peel Regional Police

e York Regional Police

e Toronto Police Service

e Ottawa Police Service

e Waterloo Regional Police Service

e Halton Regional Police Service

» Niagara Regional Police Service 30

¢ Hamilton Police Service FORWARD

e Sudbury Police Service shifting Culture, Inspiring Future Leaders

e Guelph Police Service

e London Police Service
Owen Sound Police Service
e OPP

Learn more at 30Forward.ca

A call to action

We encourage all police services in Ontario that have not yet taken the 30Forward Pledge to
consider joining this collective effort. The pledge is a practical way to demonstrate
commitment to equity, modern policing practices, and a healthier, more inclusive workplace
culture.

Boards, chiefs, and municipal leaders all play an important role in shaping this change. If
your service is ready to move forward, now is the time to connect with the 30Forward team
and add your name to the growing list.

o9/n



Why Membership Matters More Than Ever

As we move toward the transition to Police Governance Ontario, membership has never carried more
practical value. Boards that remain active members gain access to tools, protections, and sector insights

that directly support their ability to meet legislative responsibilities and strengthen governance at the local
level.

Governance protection for your board

Board Indemnification Insurance (Group Program)

OAPSB members have exclusive access to a group insurance program designed to protect police services
board members in the event of legal action related to their governance role.

» Lower cost than purchasing standalone municipal coverage

» Consistent protection across all board members

* A significant benefit for OPP detachment boards that lack municipal administrative infrastructure

For many boards, this one benefit more than justifies the cost of membership.

Personal benefits for individual members

Medallion Home and Auto Insurance Program

Members also gain access to the Medallion Group Home and Auto Insurance Program through McFarlan
Rowlands.

* Discounted rates

* Flexible payment options

* Dedicated member service

* Available to both sworn and civilian board members

This is a personal perk that adds value for every individual on the board, not just the board as an entity.

Tools and support you can’t get anywhere else

* Full access to Governance Insights

* Board templates, policies, and oversight tools

* Member Portal access with upcoming PGO enhancements

* Discounted rates for training and events,

» Direct updates on Inspectorate expectations, legislative changes, and sector trends

* A community of peers across the province for discussion, problem-solving, and shared learning

A simple reminder
Invoices have been sent, and renewal ensures uninterrupted access to member-only supports as we prepare

for the transition to PGO. If your board has not yet renewed, now is an ideal time to secure your benefits for
the year ahead.

Also as a reminder, you will need to submit the names and contact details of board members for our
confidential data base and proof of insurance.

10/1



Connect & Learn More
& B

As we move toward the transition to Police Governance Ontario, boards and administrators across the province are
preparing for a new year of expectations and opportunities. This is a good moment to take stock of where your board
stands, confirm you have the right supports in place, and make sure your governance foundation is ready for 2026.

Strong governance depends on clear roles, strong administrative support, and consistent communication. With that
in mind, we are pleased to highlight two important developments that will help boards move forward with more
confidence.

New Administrator Handbook

The new Administrator Handbook is now available to all members. This resource brings together the core
responsibilities of the board administrator role, along with practical tools, templates, workflows, and guidance to help
support compliance under the Community Safety and Policing Act.

If your board has a dedicated administrator, or if administrative tasks are shared among members or municipal staff,
this handbook can help create clarity and consistency across meetings, records, communication, and reporting. We
encourage all boards to download it, share it, and use it as part of your onboarding and orientation process.

New Social Media Channels Coming Soon

As part of the transition to Police Governance Ontario, new LinkedIn, Facebook, and Instagram channels will be
launched in early 2026. These platforms will feature updates, events, sector insights, and stories from boards across
Ontario. This is where your photos matter.

If your board has images from meetings, swearing in ceremonies, community events, or engagement activities, please
consider sharing them with us. Make sure anyone in the photo has agreed to its use. Real images help us show the
work of police governance in a way that stock photos never can.

Quick Actions for Boards Right Now

* Download and review the new Administrator Handbook

* Share your board photos for use on the website, newsletters, and social media

» Confirm board member contact information is current in our database

* Review Community Safety and Well Being plans and upcoming local action planning
* Ensure meeting minutes and public materials are posted in an accessible format

« Reach out if your board needs support with governance, policy updates, or training

Staying Connected

* Visit the OAPSB website and Member Portal for resources and Governance Insights
» Use the mobile app for updates, tools, and quick access to materials

» Watch for announcements about PGO social media and website launch

» Contact us any time for governance support or training needs

Together we are building stronger, more connected, and more confident police governance across Ontario.
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THE GOAL

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

From vision to reality

Developed three unique
creative directions to ground
the campaignin 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

Conducted a province-wide
survey to identify priority
audiences and understand
the motivations and
barriers influencing
interest in policing careers

earnscliffestrategies

Developed two signhature
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

07.07.2025

ANSWER

THE CALL

itsacalling.ca

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

Northern Ontario

Eastern Ontario

’Gre ater Toronto Area

Western Ontario ———@

The pathfinders



OVERVIEW

Delivering a diverse range of creative
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OVERVIEW

Advertising in action

Police services -

‘ : - are hiring now.
cities - = :

Paid Expansive s==Menta
training benefits [CELS
j program. package.

SWER
##E CALL

Police services
are hiring now.
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OVERVIEW

Broad and sustained media coverage

Ontario’s Police Leaders

¢ —
- —
#CBCNN LIVE

3:52a.m. PT

Morning Live = Police Recruitment Push

Officials say at least 104 people, including 28 children, confirmed dead

London Watch
Campaign launched to
recruit new police officers

N— It's a new campaign to attract people to a career in
policing. As CTV London's Gerry Dewan tells us, police
services are anxious to find more recruits.

Campaign launched to recruit new police officers

1t a new campaign to attract peoplo to a career in policing. As CTV London's Gerry Dewan tells us, police services dre anxious to
find more recruits.

' »<

P O & dx oo0srozon

WATERLOO REGION [Gon e )@

RE C O R D CanadianOwned % Newsletters Today's Papel

Local News Opinion Life Sports

|8°C | Tuesday,july8

ow! $65M + $8MM &“-,

Entertainment Business Obituaries Shopping and Services

WaterlooRegion Communities+ Crime Council Topics IndigenousLlocal Volunteer Opportunities

WATERLOO REGION

Provincewide police recruiting
campaign to benefit Waterloo
Region

QUEEN'S News briefs

P SolGen boosts police recruitment campaign

OBSERVER + Solicitor General Michael Kerzner joined the heads of some of

the province’s major police associations Monday to announce a new
advertising campaign aimed at boosting cop recruitment. The
campaign — called “Answer the Call” — is expected to provide
“honest insights” into what it’s like to have a career in policing, as
well as provide tools to help candidates.

!sil INFQO Alaune Encontinu Enbref Vidéos 4 Mon fil

Info | Société | Prévention etsécurité | © Toronto

Face aux pénuries de policiers,
50 services de police vont
recruter ensemble

HOME > LOCAL NEWS

‘We're all hiring': Provincial
campaign to address police
recruitment crisis

Several police support agencies have teamed up with the province in a coordinated effort

to try and recruit more officers to the public sector.

Katie Nicholls
Jul 7,2025 4:15 PM

O000

Ontario police put out the call for more recruits

7 days ago | News

i

ONT. POLICE ASSOCIATIONS LAUNCH RECRUITING
CAMPAIGN TO COMBAT STAFF SHORTAGES

Police
staffing shortages

launch Ontari ign amid

ide hiring

Several police associations are leading a coordinated effort to recruit more officers
across the province. Erica Natividad with why they say all police services are
experiencing a staffing shortage and how it could impact public safety.

NEWSTALK

iHeart

Ontario police put out the call for
more recruits

7 daysago | News | 1:51 @

MOORE IN

Ontario police associations have launched a recruiting campaign to
address staffing shortages across the province, but advocates say it
should also be an opportunity to adjust the role of police in
communities.

THE MORNING

WITH JOHN MOORE

LISTEN W~ APP/CARPLAY/ ANDROID AUTO / SMART SPEAKER

BLUELINE

# CANADA'S LAW ENFORCEMENT MAGAZINE

NEWS FEATURES EVENTS VIRTUALEVENTS ~ PODCASTS OPINION PRODUCTS MAGAZINE ~

News >
1 Ontario launches ‘Answer the Call’
campaign to recruit next generation of
police officers



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.

Socialmedia  9441,152 |105,780,555

Amount spent Impressions generated

Digitat  $349,121 | 41,540,453

(programmatic + audio)

Amount spent Impressions generated

$4.17

Costper 1k impressions

$8.40

Cost per 1k impressions

862,860

Clicks generated

144,222

Clicks generated

$0.51

Costperclick

$2.42

Costperclick

— — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — —

Amount spent Impressions generated

|
|
o $790,273 ‘147,321,008
|
|

$5.38

Cost per 1k impressions

1,007,082

Clicks generated

Cost perclick

I
I
$0.79 :
I
I

s — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — — —
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OVERVIEW

Our campaignh exceed expectations

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.

Cost per 1,000 impressions Cost per click Cost perlead
Did we deliver ads efficiently Did target audiences take How often did target
to our audiences? action on our ads? audiences see our ads?
TARGET: $15-25 TARGET: $3-5 TARGET: $10-15
ACTUAL: $5 ACTUAL: $1 ACTUAL: $11

earnscliffestrategies




OVERVIEW

And we nearly doubled our acquisition goal

27,000 qualified leads

¢ JULY ¢ AUG ¢ SEPT ¢ ocCT NOV
l | | l
15,000 leads acquired 12,000 leads acquired
July 7-October 10 October 11 - November 30



OVERVIEW

But most importantly, N
people answered the call Yes, | am ready to answer the call. Your messages

over the past few weeks have given me clarity about
what policing truly represents: purpose, service,

_I community, and the courage to step forward when it

matters. | feel aligned with that calling, and I’m ready
to take the next steps. I’ve decided to apply to both

Thank you for taking the time to provide such a detailed overview
of a career in policing. | truly appreciate the clarity and depth
you’ve shared regarding the day-to-day realities, benefits, and the |_the Toronto Police Service and Peel Regional Police.
step-by-step path toward joining a police service in Ontario. The
breakdown of the core requirements and the five-step process
was particularly helpfulin understanding what is needed to _|
prepare effectively and set myself up for success. | also value the
emphasis on strong communication, judgment, and health Thank you for creating this, if it weren't for this
benchmarks, as it highlights the importance of both personal and campaign | may have not taken the steps towards
professional readiness in this field. | am excited to continue this career, although a dream job, simply due to the
learning and taking the necessary steps toward a future in uncertainty and how unknowledgeable the general
policing, and | look forward to receiving more guidance in your public is on day to day policing activities.
upcoming emails.

i
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OVERVIEW

But most importantly, N
people answered the call

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
_I while | prepare to apply. | really appreciate the
Thank you for sharing this detailed overview of shift work in sl el S eiplagleeledr”  er
policing. | appreciate the honesty and clarity, it helps me TGRS TR e S St
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. | can see how shift work, with

the right approach, can become both manageable and Thank you so much for the information as it was
meaningful. | also value the strategies you shared for maintaining very informative and gave me a better

balance, health, and long-term resilience. I’'m taking all of this into understanding on the life of an officer! | am looking
account as | continue preparing myself for this career path. Your into getting my OACP certificate as soon as
guidance is helping me build a realistic and informed possible but thank you for all the advice so and
understanding of the profession, and I’m grateful for that. help so far as it has helped greatly!!

[ i
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Campaignh Analysis
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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. Interestin 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 informationon
their own.

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

eamscliflestrategies (A



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 forvideo recall 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

Ontario Association of Chiefs of Police
il 2. 234 followers

Promoted

The female officer creative anchored performance across nearly every Police services across Ontario are actively hiring. Answer the call.

platform.

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

Whatis 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

That persistent pull,
the campaign. &

: - o 7 5
Find your career in policing V\ Apply /,’




ANALYSIS

Phase Two

Phase Two moved the campaigh 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 and 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 broughtin 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.

e u/oacpofficial Promotzd

Police services across Ontario are actively
hiring. Answer the call.

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 That persistent pull, ™

with the male officer video driving 9in10 clicks.

fficial

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.

jobs.oacp.ca Apply Now

eamscliffestrategies  JEEEEGEEE



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, producing 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

Linkedln 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 programmatic 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
@ g;:;a;ln:: %\ssociation of Chiefs "

Police services across Ontario are actively

Creative performance shifted again as we moved fully into lead generation. hiring. Answer the call

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. Linkedln 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.

.. . . TH E BAll OACPOfficial @ @OACPOfficial - Aug 21
Across several platforms, a variation of male officer creative emerged as the top Police services across Ontario are actively

hiring. Answer the call.

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

F||:|d job; in policing Learn more
video generated 1 in 3 clicks, and on Reddit it accounted for 9in 10 clicks. On X as Folce serces aeroe O

well, static male-led creative outperformed earlier female-led units that
dominated in Phases One and Two.

e HE CALL

earnscliffestrategies




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 meaningfulis 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.

870,000 258,000 29.6% Tm 29s

Total sessions Engaged sessions Engagement rate Average session duration

eamscliflestrategies (A



ANALYSIS

Email marketing performance

* 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 pointwhen we addressed conflict in Email 6.

* Theintro 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 1in 4 contacts were women, a key audience for the campaign. Nearly 1 in 2respondents 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 throughrate. ‘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.

27,453 63% 9.2% 0.86%

Total contacts Open rate Click-through rate Unsubscribe rate
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ANALYSIS

Media relations performance

* 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 re mains 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 doublingthe campaign’s media value.

210 23,007,252 $212,817

in Advertising Value

Media mentions Impressions generated
I ! P | g Equivalency (AVE)
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Thank you

Roselie LeBlanc | Principal
Zubin Sanyal | Principal
Alexa McGannon | Consultant
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APPENDIX

Performance metrics

SOCIAL +DIGITAL Amount spent LR K P17 UL Clicks generated Cost per click
generated imp. (CPM)

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 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
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
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Top performing ads

Separated by campaign objective

e ’_‘ff“iaﬁm of Chiefs of Police Ontario Association of Chiefs Ontario Association of Chiefs
Promoted of Police e X of Police bt
Police services across Ontario are actively hiring. Answer the call. Sponsored Sponsored
Police services across Ontario are actively Police services across Ontario are actively
hiring. Answer the call. hiring. Answer the call.

THE CALL

That persistent pull,

& jobs.oacp.ca jobs.oacp.ca
i Find your career in Learn more Find jobs in policing Learn more
Find your career in policing r\/Apply/\\ policing. Police services across On...

VIEWS CLICKS LEADS

Female Officer 1,011,016 Male Officer 2.71% Female Officer 7,260

60s video 60s video Hiring Static

Video plays CTR Leads
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APPENDIX

Top performing ads

Separated by campaign objective

THE ﬁAl.I.

Sign up >

Sign up > Learn more
oacpofficial Police services across Ontario are actively . fficial Pol jices acr Ontar! ivaly
hiring. Answer the call oacpofficial Police services across Ontario are actively oacpofficial Police services across Ontario are actively
- hiring. Answer the call hiring. Answer the call.

VIEWS CLICKS LEADS
Female Officer 1 ,1 23,590 Female Officer 3.06% Female Officer 11 ,034

60s video . 60s video Hiring Static

Video plays CTR Leads



APPENDIX

Top performing ads

Separated by campaign objective

owing For Y&

'/ ._-\v
| )
N\ * /

991K

@D

3456

991K

@

3456

ns chaosinto calin. 5,

o are actively

oacpo: fljgll oacpo: ﬁt.ll

gt persistent pull,

are actively

gt persistent pull, 5
ario are actively ‘

1256

gt persistent pull, 5

oacpo fl]:ll
Po o are actively

Dynamic call to action

Dynamic call to action Dynamic call to action

VIEWS IMPRESSIONS CLICKS LEADS
Female officer 81 5,225 Female officer 6,975,054 Female officer 12.06% Male officer 1 ,050
60s video . 60s video . 60s video 15s video
Video plays Impressions CTR Leads
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Top performing ads

io Association of Chiefs of Police OACPOfficial @ acpofficial « P
owers

d

“lice services across Ontario are actively hiring. Answer the

Police services across Ontario are actively hiring. Answer the call. Police services across Ontario are actively hiring. Answer the call. call

N
You've heard it your entire life. TH E ﬁAll 4

Apply Now

Find your career in policing

IMPRESSIONS CLICKS CLICKS
Male Officer 2,131,069 Male Officer 0.99% Male Officer 0.52%

15s video Impressions static graphic CTR 60s video CTR
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APPENDIX

Intro survey results
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Gender distribution

®E Men ©® Women

Unknown

Age distribution
1%
12% I

29%

®18-24 ®25-34 © 35-44 mA45-54 m 55+

43%
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Intro survey results

Urbanity

2%

53%

B Urban = Suburban Rural = Other
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®E Full-time

19%

13%

= Part-time

Employment status

7%

Unemp - Seeking

60%

® Unemp - Not seeking

B Other
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Legislative and Regulatory Changes Effective January 1,
2026

January 02, 2026

Legislative and regulatory change is a constant feature of the environment in which police governance boards operate. While not every update
requires action, understanding what has changed and how it may affect governance responsibilities is essential to effective oversight.

This notice is intended to support awareness and informed decision-making. It is not intended to be a legal interpretation, nor does it replace
professional advice. Rather, it provides a practical overview of key changes that came into effect on January 1, 2026, with a focus on what boards
may wish to understand, monitor, or discuss as part of their governance role.

Boards are not expected to be subject-matter experts in every area outlined below. The goal is to support thoughtful oversight, informed questions,
and constructive dialogue with police leadership and partners.

1. Employment, Recruitment, and Labour-Related
Changes

Several legislative updates now in effect clarify employer responsibilities related to recruitment, transparency, and workforce practices.

1.1 Recruitment and Job Posting Requirements

What has changed
Recent updates to employment legislation introduce clearer expectations regarding recruitment practices, including:

e Increased transparency in job postings, including the inclusion of compensation or salary ranges.
e Clearer requirements for maintaining records related to recruitment and hiring activities.
e Greater emphasis on consistency and fairness throughout the hiring process.

These changes are intended to promote transparency, reduce bias, and support equitable access to employment opportunities.

Why this matters for police boards
Police service boards may:

e Directly recruit for board, administrative, or governance support roles.
e Provide oversight of recruitment practices used by the police service.
e Be asked to demonstrate that appropriate governance and risk management practices are in place.

Even where recruitment is operationally delegated, Municipal and First Nations' boards retain accountability for governance frameworks and
oversight expectations.

What boards may wish to do

e Confirm that job posting templates include required information, including compensation ranges where applicable for board hires and service
hires.

e Ensure recruitment records are being maintained in line with current requirements.

e Ask how recruitment policies and practices have been updated.

e Confirm alignment when using external recruiters or third-party support.




1.2 Labour Mobility and Workforce Access

What has changed
Recent federal and provincial initiatives have strengthened labour mobility across jurisdictions. These changes are intended to reduce unnecessary
barriers and improve access to skilled workers, particularly in regulated or specialized roles.

Why this matters for police boards
While sworn policing roles remain subject to specific legislative and regulatory requirements, labour mobility changes may affect:

e Civilian and professional staff recruitment for the board and for the service
e Competition for specialized skill sets
e Workforce planning and retention strategies

What boards may wish to do

e Understand whether labour mobility changes affect civilian or technical roles within the board or the service.
e Consider how these changes may influence recruitment strategies and workforce planning.
e Ensure hiring practices remain fair, transparent, and compliant.

2. Occupational Health and Safety Updates
2.1 Workplace Cleaning and Record-Keeping Requirements

What has changed
Employers are now required to maintain records confirming that workplace washrooms are cleaned at prescribed intervals. These records must be
available upon inspection.

Why this matters for police boards
Boards may oversee or occupy administrative spaces and may share responsibility for ensuring compliance. Even where facilities management is
delegated, governance oversight remains important.

What boards may wish to do
e Confirm that appropriate cleaning records are being maintained by asking your Police Leadership for an update to ensure they are compliant.

e Understand who is responsible for monitoring compliance.
e Ensure clarity between board and service responsibilities and any external contractors.

2.2 Automated External Defibrillators (AEDs) on Construction
Projects

What has changed
Certain construction projects are now required to have an Automated External Defibrillator (AED) on site, depending on project duration and
workforce size.

Why this matters for police boards
This may affect new builds, renovations, or other capital projects overseen or approved by the board.

What boards may wish to do
e Confirm whether current or planned projects meet the criteria requiring an AED.

e Ensure safety requirements are incorporated into project planning and oversight with contractors.
¢ Include this consideration in capital project reporting and risk discussions.

3. Public Safety and Enforcement Updates
Impaired Driving Enforcement

What has changed
Updates to provincial impaired driving legislation affect how roadside enforcement and related procedures are carried out.

Why this matters for police boards
While boards do not direct operational policing, these changes may influence:

e Enforcement activity and public interactions
e Community expectations and public messaging
e The nature of questions or concerns raised with the board



What boards may wish to do

e Request a briefing from the Chief or Detachment Commander on how changes are being implemented locally.
e Understand any anticipated impacts on service delivery.
e Ensure public communications are clear and consistent.

4. Broader Regulatory and Policy Environment

Additional federal and provincial regulatory changes also came into effect on January 1, 2026. These include updates related to labour regulation,
benefits administration, and sector-specific compliance requirements.

While these changes may not require immediate board action, they form part of the broader operating environment in which police services
operate.

What boards may wish to do

e Maintain general awareness of emerging regulatory trends.

e Discuss with your Police Leadership

e Consider implications for workforce planning and inter-agency collaboration.
e Monitor for future guidance or sector-specific impacts.

Moving Forward

OAPSB will continue to monitor legislative and regulatory developments and will share updates as appropriate. These changes will also inform
future tools, resources, and learning opportunities designed to support effective police governance.

To support shared understanding, OAPSB will be hosting ongoing discussion groups between January and March. These sessions will provide space
for conversation, questions, and peer learning related to the updates outlined above as well as any general inquires around Governance and your
roles and responsibilities.
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