
Case Study – Saskatchewan Teachers’ Federation

Example: 
“Invest in Teachers” Campaign – Saskatchewan Teachers’ Federation

Objectives
“Invest in Teachers” is a strong, high visibility communications program intended to reach the public 
throughout Saskatchewan, enhance the pro�le and appreciation of the teaching profession and incent 
public interaction via the website.

While the parents of provincial K - 12 students are the primary campaign target, research has 
shown that virtually all Saskatchewan adults feel a connection to education through their children, 
grandchildren, nieces and nephews. The program uses a combination of television, print, billboards 
and online advertising to reach this broad cross-section of the provincial adult population.

Challenges
Despite a substantial budget, the targeted deliverables were substantially above the normal audience 
delivery per dollar for a provincial campaign. Hard negotiation was required to deliver the required 
audience numbers within the available budget.

Time was a critical factor. Limited lead time was available and all materials had to be developed and 
produced in a timeframe that left no margin for error.

Integration of traditional and new media was also required. A website to serve as both an information 
source and a vehicle for interaction with the public, with an appropriate and memorable identity, was 
an integral campaign element. Online advertising was also incorporated as an outreach medium and a 
means to direct traf�c to the campaign website.

While media such as facebook and Twitter were discussed in depth as a media option for “Invest in 
Teachers”, the fact that the use of these sites by students during school hours is a continuing issue 
for teachers was also considered. As students would inevitably see teachers promoting the use of the 
same communications channels they are actively discouraging in class, there was no alternative but to 
exclude them from the campaign.

Online banner advertising, while less commonly de�ned as “social media”, is in fact a legitimate form 
of online interaction. The ability to target Saskatchewan audiences with a high degree of precision 
made this form of social media a strong, positive campaign component.
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Solutions
Based on the limited lead time and significant production requirements, an integrated production and 
placement schedule was developed. This ensured that production delivery was synchronized with 
media requirements for materials – a clear imperative, given that irrevocable media commitments had 
to be made while production was still in the creative stage.

The assurance of timely production delivery allowed negotiations to be based on firm commitments 
that locked up premium times and spaces. The reputation of HJ Linnen Associates for keeping its 
commitments significantly enhanced negotiating power – and results.

The integrated role of the website and the media materials was also of paramount concern. The 
decision to offer a visit to the website to tell their stories as a call to action in television advertising, 
supported by print, billboards and website advertising, was made based on close collaboration 
between the media and creative functions.

Online media advertising was also a departure for the Federation. The ability to develop a placement 
package for website-based advertising that is specifically targeted to Saskatchewan residents 
justified the placement costs, as the Federation could be assured that all exposures were impacting 
Saskatchewan residents.

Exposure to the target market is controlled by the nature of the websites utilized. The ageing 
demographic of internet users also helps target exposures. Once the home turf of teenagers and 
university students, the internet has become dominantly a mainstream medium as its original audience 
matures, older adults become increasingly comfortable using the web as a first-choice information 
source and young people migrate to social networks and smart devices.



Results
Based on hard negotiating, combined with the positive working relationships and reputation 
for reliability that HJ Linnen Associates has established over many years, all targeted audience 
deliverables were met or exceeded during the placement phase.

While the campaign is currently in the early pre-rollout phase, all indications are that it will meet or 
exceed its targets in all areas.

Following the campaign, a thorough review and assessment of 
media delivery against pre-campaign targets will be conducted. 
Any shortfalls will be credited against future media placement 
costs, ensuring that the client receives full value for their media 
investment.
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