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Media/Marketing Overview



• Campaign Timing – May 21-June 29, 2012

• Reach   - 9,452,000 (Paid and In-kind Media)

• Core campaign tactics

• TTC Subway Posters

Transit Shelters

JUNE LAUNCH

• Transit Shelters

• Digital Video Boards 

• TV - Rogers network (City, CityNews, OMNI, etc.)

• Radio – Rogers and Astral network

• Print – Toronto Star, Canada’s History, NOW, Walrus

• Online Ads – Rogers Network, Toronto Star, NOW, Canada’s History, Walrus.

• Lure Cards (CTM distribution, City of Toronto Distribution)

• Social Media – facebook, twitter



JUNE LAUNCH

Print  Ad



JUNE LAUNCH

Print Ad



JUNE LAUNCH

Banner Ad



• Campaign Timing – June 28-July 14, 2012

• Reach  - 8,802,000  (Paid and In-kind Media)

• Core campaign tactics   

• TTC Subway Posters

• Digital Video Boards – Toronto /Gardiner locations

JULY CONCERT

• Digital Video Boards – Toronto /Gardiner locations

• TV - Rogers network (City, CityNews, OMNI, etc.) both GTA and Out-of-

Market

• Radio – Rogers and Astral network

• Print – Toronto Star, Canada’s History, NOW, Walrus

• Online Ads – Rogers Network, Toronto Star, NOW, Canada’s History, 

Walrus.

• Social Media – facebook, twitter



JULY CONCERT

Print Ad



JULY CONCERT

Transit Ad



JULY CONCERT

Digital Video Board



• Campaign Timing – September  24 to October 31, 2012

• Reach  - 8,252,000 (Paid and In-kind Media)

• Core campaign tactics

• TTC Subway Posters

• Digital Video Boards 

OCTOBER HISTORY MONTH

• TV - Rogers network – Brand Spot (City, CityNews, OMNI, etc.) and 

community focused Tuned In Spots

• Radio – Rogers and Astral network

• Print – Toronto Star, Canada’s History, NOW, Walrus – Special Toronto 

Star Insert around History Month – distributed to over 350,000 GTA 

households, as well as 100,000 additional copies through City 

distribution i.e., Libraries, Museums, Community Centres, etc.

• Online Ads – Rogers Network, Toronto Star, NOW, Canada’s History, 

Walrus.

• Social Media – facebook, twitter



OCTOBER HISTORY MONTH

Print Ad



OCTOBER HISTORY MONTH

Digital Video Board



OCTOBER HISTORY MONTH

4 page insert 



• Campaign Timing – March  24 to April 27, 2013

• Reach  - 9,859,000 (Paid and In-kind Media)

• Core campaign tactics

• TTC Subway Posters

BATTLE OF YORK PLAN

• TTC Subway Posters

• TV - Rogers network – Brand Spot (City, CityNews, OMNI, etc.) and 

community focused Tuned In Spots

• Radio – Rogers and Astral network

• Print – Toronto Star, NOW, Walrus 

• Collateral - Lure Cards, distributed through City and Armed Forces Networks, 

Hand outs, flags, etc.

• Email distribution messages through City and Armed Forces networks.

• Online Ads – Rogers Network, Toronto Star

• Social Media – facebook, twitter



Creative Direction For Battle Of York

BATTLE OF YORK

Toronto’s 200 year commemoration, 

now with a modern-day call to action.



• How did we get here?

– “How will you remember?”

• Respect

• Living History

BATTLE OF YORK

• Living History

• Options

Become all things to all people by becoming 

at least one thing to each person.



It all comes down to one day

• One of Toronto’s single largest military parades since WWII 

deserves an audience

• More importantly, our military deserves a resounding 

BATTLE OF YORK

• More importantly, our military deserves a resounding 

show of support.

• Can we rally our city behind 200 years of military service?

• Can we make April 27th a catalyst for a hard-won peace?

• Can we build on the emotional-ground work our             

“How will you remember” campaign has laid?



BATTLE OF YORK

How will you rememberHow will you remember



BATTLE OF YORK

Show them you remember



BATTLE OF YORK



BATTLE OF YORK

Print Ad


