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Federal employees and retirees — creating hope ... changing lives.
Les employés et les retraités fédéraux ... sources d'espoir et de vies nouvelles.

This campaign is co-managed by United Way/Centraide Ottawa and Centraide Outaouais.
Cette campagne est gérée conjointement par Centraide/United Way Ottawa et Centraide Outaouais.
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Section I: About GCWCC

As federal employees and retirees we are committed to serving our country and our fellow
Canadians. The Government of Canada Workplace Charitable Campaign (GCWCC) is developed
exclusively to help us make a difference in a very tangible way— and to help to build strong,
healthy, safe communities. Managed by United Ways/Centraides across Canada, this charitable
giving campaign achieves this by supporting United Ways, Healthpartners and other registered
Canadian charities.

A Proud Tradition

From 1990 to 1996, United Way and Healthpartners participated in nearly 80 federal campaigns
across Canada. In 1997, the Treasury Board of Canada Secretariat expanded the campaign so
that donors could support any Canadian registered charity under a new name, the Government
of Canada Workplace Charitable Campaign.

In partnership with thousands of volunteers across the country, the national GCWCC office,
which is co-managed by United Way Ottawa and Centraide Outaouais, organizes and promotes
the government campaign nationally with the support of United Way/Centraides across the
country.

Since its inception, we have raised hundreds of millions of dollars through our annual GCWCC
— an impressive total that has made a difference in the lives of all Canadians. .

Why Federal Employees and Retirees Value the Campaign

As one of the largest and most successful workplace fundraising campaigns in Canada, the
GCWCC has a direct impact on helping to improve the quality of life of people across the
country. For federal employees, this is its attraction — and its value. The GCWCC offers us an
opportunity, in one campaign; to touch the lives of others — by supporting United Ways,
Healthpartners or hundreds of other registered charities.

Beyond the direct impact of the GCWCC on improving people’s lives, we like the efficiency and
convenience of giving back in this way:

1. It’s efficient: Through a centralized, streamlined administrative system, GCWCC
donations are processed more efficiently than most charitable organizations — which
means that more of our gift goes to where it is needed most. (For more information on
fundraising costs, visit www.gcwcc.org.)

2. Giving is easy: We can consolidate our annual charitable giving through one
transaction on one form. We can also choose to give through payroll deduction —
spreading our gift out over the year and, therefore, minimizing campaign
administrative costs. At the end of the year, the amount appears directly on our T4 —
no need to keep track of charitable receipts.

3. Donor choice: We can choose to support a wide range of social, health and community
agencies and organizations — large and small — that offer essential services in our
communities.


http://www.gcwcc.org/

Keys to the GCWCC's Success

As Canada’s largest annual workplace campaign, there are some common elements of success
from coast to coast. These include:

- a tradition of generosity and community engagement among federal employees and
retirees;

+ 100% face-to-face peer canvassing;

« giving through payroll deduction;

« support from all levels of management and unions;

. effective recruitment and motivation of workplace volunteers;

« support and guidance of campaign teams from United Way/Centraide’s GCWCC
managers; and

« ongoing communication with donors, volunteers and managers.

Section II: Recipient Organizations

United Way Ottawa

MAKE CHANGE HAPPEN

For more information on United Way Ottawa,
visit:

%

®

www.unitedwayottawa.ca

Our mission is to bring people and resources together to build a strong, healthy, safe
community for all. Our vision is to make the community measurably better through the work of
United Way and others. And our promise is to invest resources where they are needed most and
will have the greatest impact. These guide everything we do and have driven our evolution
over the past 10 years or more.

While we are best known for our work raising and distributing funds to agencies that help
people in this community, we have evolved to be much more than that. Our true business is
engagement, providing ways for contributors — be they donors, partners or others — to
achieve their aspirations for the community through United Way. And our purpose is not only to
improve people’s lives today, but also to create long-term, measurable and meaningful social
change in our community in the following areas:

1. Growing Up Great - Improve conditions for children and youth to position them
to reach their full potential


http://www.unitedwayottawa.ca/

2. Belonging to Community - Improve opportunities vulnerable people including
seniors, immigrants and new Canadians, and people with disabilities to
contribute fully to their communities

3. Turning Lives Around -Improve conditions for the chronically homeless, for
youth facing addictions and for people and families dealing with poverty,
mental illness and violence

By focusing on a number of key community priorities, with strategies that include investment,
convening, research, and public policy and advocacy, we can achieve measurable, meaningful
change in this community. The agencies that work with us, and whose work we support
through investment, are critical to making change happen in this city. Donors, other funders
and social investors come to United Way as the bridge between their own aspirations for
change and the agencies and organizations that make change happen.

Give. Speak up. Take action.
MAKE CHANGE HAPPEN.BE UNITED.

Centraide Outaouais

Y, cenuraide For more information ;l;?tlft Centraide Outaouais,
% Outaouais )
® http://www.centraide-outaouais.gc.ca

To invest in Centraide Outaouais is to invest in your community!

Centraide Outaouais’ mission is to mobilize people and draw resources together to improve the
quality of life of the most vulnerable persons in society and to help develop supportive,
inclusive communities. In light of its 65 years of experience and knowledge of needs,
Centraide Outaouais’ role is being broadened to act as a community builder. In this capacity, it
identifies the most pressing needs, prevents issues from escalating and funds innovative
solutions.

A contribution to Centraide Outaouais is a direct contribution to better living conditions in your
community, whether it is in Gatineau or in the regional municipalities/districts of Pontiac, des -
Collines-de-'Outaouais or Papineau. Centraide Outaouais serves a population of 358,872
people.

Thanks to rigorous control of expenditures, the numerous sponsors and the work of volunteers,
Centraide Outaouais ensures that administrative and campaign expenditures are maintained at
the lowest possible level.


http://www.centraide-outaouais.qc.ca/accueil/default_e.asp

Healthpartners/Partenairesanté

Healthpartner§ For more information about Healthpartners and its
Partenairesanté members, visit:

www.healthpartners.ca

Health: It Touches All of Us

Mothers. Fathers. Sons. Daughters. Nieces and nephews. Everyone is touched personally and
directly by either their own health issues or those of family members. This phenomenon is not
age-dependent—- from people in their 20s whose children struggle with childhood illness to
retirees facing age-related diseases, the issue of health touches each and every one of us.

Healthpartners offers federal public service employees and retirees the chance to invest in
breakthrough research, locally-delivered programs and critical community-based services
through the unique partnership of 16 of Canada’s most trusted health charities.

Choose Health. When you choose Healthpartners, you have a unique opportunity to make a
difference. Healthpartners lets you invest in your health, the health of those you care about
and the health of all Canadians.

Section III: The Role of the Communications Officer

The Communications Officer is responsible for raising the profile of the GCWCC in his or her
department or agency, as well as making a case for support through impact messaging and
other methods.

The Communications Officer also helps to raise the profile of the GCWCC outside of government
— to promote the outstanding commitment that federal employees and retirees make towards
their community.

Duties include:
« Developing a communications plan for your workplace with a focus on:

i Impact messaging - messages that focus on the difference donor contributions
make

i Campaign visibility — ensuring that the campaign is highly visible in your
workplace

« Raising the profile of the GCWCC and public servants through media coverage
« Executing communications activities as outlined in your communications plan

Adjusting campaign communications where necessary


http://www.healthpartners.ca/

Section IV: Communications and Marketing Fundamentals

Brand Management
Name

The official name is Government of Canada Workplace Charitable Campaign (Campagne de
charité en milieu du travail du Canada). In any document produced, the full name must
appear in the first reference, with following references shortened to GCWCC. The word
‘campaign’ should never follow the use of the acronym (GCWCC campaign) as it is redundant.

Logo

The GCWCC logo brings together the Healthpartners logo, the United Way/Centraide logo and a
maple leaf representing the federal government, superimposed on a stylized maple leaf. The
logo’s components may not be separated or altered individually in any way.

As well, the logos themselves must not be tampered with: for example, black-and-white
versions cannot be converted to colour and vice versa. Use caution when sizing a logo: it
should always be sized proportionately to avoid distortion. Do not attempt to build a logo
yourself.

The GCWCC logos can be downloaded from the organization’s website. ONLY the logo
treatments available on the site are acceptable for use. Please refer any questions with respect
to logo use to the Director of Communications and Marketing, Campaigns.

Bilingualism

As in the federal government, all GCWCC materials produced for the general public or other
large audiences must be bilingual. For more information, consult the federal government
policies on official languages.

Named Recipients

As outlined in the Treasury Board of Canada Secretariat agreement, the GCWCC and all those
who volunteer on its behalf must ensure that equal visibility is given to both of the campaign’s
named recipients — United Way/Centraide and Healthpartners — in all GCWCC workplace
communications materials and messages. All print and electronic materials must represent the
named recipients equally, as must all verbal presentations.

If you have any questions regarding the development of promotional material for distribution to
workplace campaigns, contact the Director of Communications and Marketing (see contact list at
back of guide).

GCWCC Communications Strategy

The GCWCC's communications and marketing are intended to help departments and agencies
organize their own communications activities — and develop a more personalized approach,
one that best matches your department’s culture and priorities.

The GCWCC communications objectives are:


mailto:bmullen@unitedwayottawa.ca
http://www.pch.gc.ca/progs/lo-ol/pubs/index_e.cfm

1. Raise awareness and strengthen the GCWCC brand in the National Capital Region (NCR)
and highlight the impact that federal employees and retirees have in the community.

2. Raise awareness and strengthen the GCWCC brand outside of the NCR and highlight the
impact that federal employees and retirees have in their communities.

3. Provide campaign communications support to federal departments and agencies within
the NCR.

Developing Your Communications Plan

As early as April, you should begin to develop your communications plan for the campaign. A
clear and detailed plan will help you get your message out to potential donors quickly and
efficiently once the campaign begins. The following points will help you create your plan:

1. Base your plan on the overall objectives of the GCWCC along with those in your
department/agency. Example: Department “A” wishes to increase participation while
increasing employee knowledge around the impact of gift.

2. Identify your target audience (e.g., all employees, team captains, canvassers). Examine
opportunities to work with colleagues in regional offices to help create campaign
continuity and ease workloads.

3. What’s the best medium for getting your messages out? Decide what channels to use to
best reach the target audience(s) you identified above (e.g., e-mails, posters, face-to-
face meetings, events).

4. Activities and timelines. Working with your campaign team, determine your campaign
activities and their dates. Develop a plan for communicating specific messages at the
appropriate time.

5. How do you make this happen? Identify the resources you have at your disposal to help
communicate both the key messages and upcoming activities. Use the tools and resources
outlined in this guide to help your department reach its campaign objectives.

6. Is it working? Ongoing evaluation of your campaign communications is crucial. Be
prepared to adjust your message/method in response to the needs of your
department/agency.

A Special Note about Canvassers

When planning your communications strategies, don’t overlook the role of the canvasser. No
other volunteer has more opportunities to communicate to potential donors the value and
impact of giving to the campaign.

Be sure to identify specific strategies to communicate with your canvassers, ensuring they
have all the information they need to inspire and motivate their colleagues to give generously.
Time spent communicating with canvassers will pay off in terms of campaign success. The
better prepared canvassers are to share the campaign’s key messages, the better prepared they
will be to answer questions, share accurate information and encourage others to give.

Here are a few ways you can plan to communicate with your canvassers:



Use your canvasser training event to share key messages and stories of how donations
have changed lives. (Hint: use the Speakers’ Bureau or key messages found in this
guide.)

Send regular e-mail updates or notes of encouragement to canvassers, stressing how
their efforts are making a difference to the success of the campaign — and to the
entire community!

Keep canvassers updated on the campaign’s progress via e-mail, social networking sites or
other internal vehicles.

Encourage canvassers to share their experiences via an e-mail list, social networking
site or newsletter.

Section V: Raising the Profile of the GCWCC

As Communications Officer, a large component of your role involves raising the profile of the
GCWCC, both inside your department and externally. Below are some suggested methods for
achieving these goals.

Campaign Collateral

Every GCWCC Workplace Team will receive a campaign toolkit, which includes the collateral
outlined below. Note that the cost of all printing is covered through sponsorship:

Gift forms for every donor, with instructions for filling out the form.

Training guides (available online) to provide the background information needed by
members of your campaign team, such as this Communications Guide, the Branch
Coordinator/Team Captain Guide, the Special Events Guide, the Canvasser Guide (for your
Training Officer), the Treasurer Guide and the more extensive Campaign Leader Guide.

Posters (available online) and customizable templates to promote the campaign and its
theme are available on-line. They can also be used to publicize the campaign or
departmental events/activities. “Thermometer posters,” which you fill in as you go,
help you track your area’s progress toward its fundraising goal.

Calendars list all of the organizations funded by the campaign, show campaign dates,
provide the pay dates for the coming year, and show holidays in Ontario and Quebec.
This is an essential, and popular, campaign tool.

Campaign brochures, now part of the calendars, to provide important information on
the needs addressed by the campaign, how the campaign is managed, how gifts are
distributed and answers to the most frequently asked questions about the GCWCC.

Recognition certificates (available online) are a great way to say thank you. Use them
to show your appreciation to campaign volunteers.

GCWCC logos for use on your internal materials can be found at www.gcwcc.org. Read
the “Graphic Standards” document available in this document and online for complete



http://www.gcwcc-ccmtgc.org/en/running_a_campaign/campaign_toolbox/speakers_bureau.php
http://www.gcwcc.org/

details on logo use.

e The GCWCC critical path, included in the Campaign Leader Guide, provides a step-by-step
timeline to help you plan your campaign from start to finish.

o Newsletter — throughout the year, the GCWCC sends a communiqué to campaign leaders
and key stakeholders providing quick, concise updates on the campaign as well as
success stories and news. Feel free to share the communiqué as you deem appropriate.

e Impact videos that tell the stories of individuals whose lives have been changed thanks
to help they received through United Way or Healthpartners are available in streaming
and downloadable format at www.gcwcc.org.

e A new online tool allows federal employees and retirees to come to www.gcwcc.org and
share their story by video. Individuals wishing to participate are invited to navigate to
the site and record (by webcam) or upload a short video of their story. Content could
include why you support the campaign, how you were personally affected or how you
choose to make a difference in your community. Once your video has been uploaded
and approved, you’ll receive an e-mail notification that you can send to your friends
and co-workers to record their own as well. It’s a great way to personalize the campaign
and show others how everyone is touched by the work of United Way, Healthpartners
and the nearly 90,000 other registered Canadian charities.

Video Tools

e Several videos have been developed to help campaign volunteers get the message out
in their respective workplaces. These videos include brief testimonials about people
who were helped through support of the campaign. In addition there is a corporate
video that provides a broader overview of the campaign.

All videos are available for download (in low and high quality) on the website.

Media Relations

One of the key methods of raising awareness of the GCWCC in the public and private sectors is
through the use of media coverage. During each campaign period, United Way/Centraide
prepares weekly media advisories to encourage media outlets to attend and cover GCWCC-
themed events taking place at departments. To help facilitate this process, the
Communications Officer must submit complete information/descriptions of upcoming events to
United Way Ottawa so that media information can be prepared from a centralized point. This
ensures a consistent message and reduces media fatigue around events.

Weekly Media Advisory
What is it?

In an effort to raise the profile of the GCWCC among public servants and the general public,
media advisories containing information about upcoming departmental special events are sent
out to media contacts during the campaign period. These weekly advisories inform the media
of upcoming events that they might wish to cover.

How can you help?

10
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Workplace events such as major launches, blitzes and other events can often make good media
content, so it’s critical that you keep us informed of these activities. Submit information on
workplace events by filling out the form available at www.gcwcc.org

Planning for media: checklist

The following information will help you plan and manage media at departmental special
events.

Is this a media story?
e Does it promote our role as contributors to the GCWCC campaign?

e Does it enhance the profile of federal public servants and retirees as being community-
minded?

Think about the visuals for the media

How the GCWCC be profiled (backdrops, -G
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