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Digital Advocacy in Canada

Insights into Paid Media as a Tool for Influence



Executive Summary 5N

Industry associations play an important role in shaping public understanding of
Canada’s economy and policy environment. This review finds that paid media is often
treated as a supporting channel rather than a strategic tool within digital advocacy.

It examines where popular digital platforms could play a more deliberate role in
supporting clear, well-informed public understanding.



Method

— Reviewed paid media activity from
196 national industry associations
across key Canadian sectors

— Used a consistent, internally
developed evaluation framework,
supported by Al-assisted analysis

— Reviewed and interpreted through
human analysis to identify
opportunities




Paid digital advertising is widely used,
but not consistently positioned

Not Advertising
37.2%

Advertising
62.8%
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Advocacy messaging is often limited in scope

Single-Channel
29.1%

Omni-Channel
9.2%
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Multi-Channel (2)
24.5%

No Active
37.2%



2%

take an omni-channel approach to advocacy messaging

*Defined as active on 3 or more digital ad platforms



Messaging platform adoption varies by sector

Agriculture & Agri-Food

Finance & Insurance
Energy & Utilities
Transportation & Logistics
Natural Resources (Mining)
Professional (Education)
Natural Resources (Forestry)
Pharmaceuticals (Innovator)
Professional Services (Finance)
Real Estate

Dairy

Technology & Innovation
Pulses / Legumes
Professional Services

Arts & Entertainment
Oilseeds / Canola

Trucking / Freight
Insurance Brokers
Foodservice / Hospitality
Homebuilding / Housing
Manufacturing

Electricity / Grid

Chemicals / Plastics

Credit Unions / Finance
Scale-up Tech / Innovation
Rail Transport

Industry Sector
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Creative Insights

Low-Impact: Creative execution often
prioritizes clarity over attention and recall.

Limited Persuasion: Messaging often
prioritizes insider audiences, limiting
broader public reach.

Measurability: Limited use of explicit next
steps can reduce opportunities to learn
how audiences engage with advocacy.




Linkedin: What’s working, and what’s getting in the way N

Most campaigns are presentational,
reflecting institutional priorities more
than audience context.

Message clarity varies, with many ads
assuming a level of prior knowledge.

Creative execution is often
information-dense, which can limit
attention and recall.

(C\ Canadian Gas Association
2 A Pron d

Canada’s underground natural gas
infrastructure delivers energy through
extreme weather and peak demand with
remarkably ...

Fuelling the future: CGA's 2025 national playbook

RELIABLE

Canadian Institute of
¢ciphi public Health Inspectors|
Promc

[JEnvironmental Public Health Week! []

Learn how natural gas strengthens
reliability across Canada’s energy
system

NTAL  Hoaitny Communities

PUBLIC]
Cciphi (Cicisp ~ WEEK




Meta: Common Advocacy Messaging Patterns 5N

e One-way messaging: Most Meta
campaigns are structured as
announcements.

e Information density: Creative
execution can be challenging to
absorb in fast-scrolling feeds.

Learn More

e Symbolic visuals: Often rely on
industry or policy symbolism that
may not translate broadly.

Visit Instagr.



Google: Search & Display as a Stewardship Channel

> aquaculture

e Defensive search presence: often
used to support branded or
issue-adjacent searches, reinforcing
context.

e Assumed prior knowledge: display
ads are often unclear to
non-specialist audiences.

e Information-first framing: primarily
emphasizes facts, reports or policy

< VICE flare
positions.




Canadians Shape Their Opinions Online Xon

82% of Canadians use at least one Meta product.
83% of working adults are on Linkedin.

These platforms represent a large share of where
public understanding and professional discourse now
take shape.

Communicating through small, incremental points of
presence is how many organizations maintain
relevance.




Digital Advocacy in Canada

Interested in building off this report?

Send us an email: hi@xpd.ca
Or visit our website: https://xpd.ca
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