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Question 1

As a digital marketer, how do you see Government of Canada use the programmatic space,
specifically relating to Demand Side Platform and Data Management platform?

Answer 1

The media environment has evolved substantially over the past five years, specifically, since the
last procurement process was undertaken (Agency of Record), which included all related
technology services. Since this mandate has been awarded, the Government has started
integrating the programmatic space over the past two years, and year-over-year share has
slightly increased. The use of data up has been limited, mostly due to current systems and
processes established by the Government. Privacy and brand safety are important concerns.
There are opportunities for improvements, but new processes are required to establish a clear
framework on how the use of data. A flexible environment is required while retaining control of
actions and data management. The Government has a responsibility to ensure that advertising
data is collected, used, stored and disposed of in manners consistent with Canadian privacy
regulations and industry best practices. This is an important part of the objectives of the new
Advertising Technology Provider mandate.

Question 2

What is the Government of Canada’s view on movement from digital direct planning and
execution to programmatic through Private Marketplace? Is there an established forecast of
digital activity movement for the next three years?

Answer 2

Brand safety and impression fraud are important concerns for the Government of Canada. The
Private Marketplace seems to provide the required ingredients to ensure a safe environment. It
is impossible to predict the Government’s future use of the programmatic space; however, the
Private Marketplace seems like a favorable environment. That being said, there is no
established forecast of digital activity movement for the next three years.

Question 3

Is there a preference on meeting schedule as it relates to relationship between the ATP and
Government of Canada? Is there a reporting schedule established and already in place?

Answer 3

No. There is no preference on a meeting schedule and no reporting schedule has been
established. This will be discussed once the contract is awarded.

Question 4

Can you help us understand the activity differences between front half and back half of the
year? From the examples provided on page 35, it seems that Government of Canada execution
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happens largely in front half of the year and is fairly consistent — can you further elaborate of the
digital execution schedule provided in the RFP?

Answer 4

Activities are planned and reported on based on the Government of Canada’s fiscal framework,
e.g., 2012-13 represents from April 1%, 2012, to March 31, 2013. Based on historical practices,
a third of activity volume tends to take place in the front half (April to September) and the
remainder in the back half (October to March). February and March are often the months with
the highest activity volume. This trend generally applies to all media.

Question 5

In the RFP document, Government of Canada mentions message sequencing and dynamic
creative as forms of digital execution. Will the Government of Canada be interested in moving
from sequencing to dynamic creative in general or will it be designed on a one by one basis. Is
there a POV on digital creative progression for the Government of Canada?

Answer 5

At this point, the Government of Canada has not used message sequencing and dynamic
creative in digital campaign executions. These were included as potential options that may be
considered in the future. No interest has been expressed by the Government at this time to
move from sequencing to dynamic creative in general. This would be determined on a case-by-
case basis, as part of the media planning process.
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