
Results of the Canadian Safe Boating Campaign 2013-2016: Together, We're 
Making a Difference! 
 
At the end of March the CSBC submitted to Transport Canada the final project report of the 
Canadian Safe Boating Campaign 2013-2016, funded under the Transport Canada Boating 
Safety Contribution Program. The campaign has been an overwhelming success, thanks to the 
contributions of Pattison Outdoor and the many, many other partners and volunteers who 
contributed, as well as to the hard-working and gifted CSBC team, headed by Project Director 
Barbara Byers and Project Manager Ted Rankine of Playsafe Productions. Each of the individual 
components exceeded expectations and positively 'moved the needle forward' with boating 
safety awareness in Canada. 
 
Following are highlights of the individual components, and you can find the whole report at 
www.csbc.ca.    

 North American Safe Boating Awareness Week 
North American Safe Boating Awareness Week was the lead event for the project and 
has some existing critical mass to build upon. As such, inclusion in this Safe Boating 
Campaign helped extend its well established messaging to continue to serve as an 
extremely effective reminder to boaters of the most important behaviours to keep top of 
mind as they head back out on the water for the season.  While 2013 saw kick-off 
events held in Vancouver, Toronto and Montréal (supporting the activities of the Quebec 
Safe Boating Council), these events were expanded in years 2 and 3 to include Winnipeg 
and Halifax.  Media impressions for SBAW messaging increased dramatically from 85.7 
million impressions for the 2012 year to 124.9 million in 2015 (a 45.7% increase). The 
tracking research demonstrated that the messaging was received and resonated with 
the target audience rising from 53% of boaters understanding the SBAW messaging in 
2013 to 74 % in 2015... a 21 point increase. 

 Hooked on Lifejackets 
Hooked on Lifejackets (HOL) was initiated in the first year of the campaign as a means 
of reaching anglers, (who often don't view themselves as boaters) with messaging about 
the importance of wearing a lifejacket and to encourage their family to follow suit.  HOL 
is held during National Fishing Week (July) to leverage an existing fishing / media 
event.  A highlight of this campaign was the support of provincial and territorial hunting 
and fishing federations who passed messaging to their membership, who in turn 
engaged their own local media through joint releases. This was an important and 
influential group that up until this time had not co-operated with CSBC messaging or 
activities. Hooked on Lifejackets print ads were carried in the Ontario, New Brunswick 
and Nova Scotia Fishing Regulations Guides.  In its inaugural year (2013), the HOL 
campaign netted 2.6 million impressions which doubled to 5.2 million impressions for the 
2015 campaign. An interesting note is that the Hooked on Lifejackets print ad was 
recently translated for inclusion in the Ontario 2016 Chinese Fishing Guide. 

 Operation Dry Water 
Operation Dry Water (ODW) was introduced in the first year of the campaign.  It is held 
over the August long weekend as a media focused program with articles and print ad 
support.  In the first year, ODW was met with great enthusiasm and 22 organizations 

http://csbc.ca/en/


took an active partnership role.  That number grew to 31 for the 2015 campaign. A 
letter of commendation was received from the Commissioner of the Ontario Provincial 
Police recognizing the CSBC for their leadership role in the fight against impaired 
boating. In 2013, 21.2 million media impressions were recorded and in 2015, this 
number rose more than 350 % to 76.2 million.  With the success of the program and the 
impact that alcohol has on boating incidents, the Help Us Catch Impaired Boaters - Call 
911 posters campaign was developed (discussed in further detail below). 

 Stretching the Season 
Stretching the Season (STS) was created to remind boaters that, while the fall is a 
beautiful time to boat, there are precautions that need be taken to maximize boating 
safety on the water.  The campaign kicked off in late September and similar to Hooked 
on Lifejackets, provincial and territorial angling and hunting federations were active 
partners in this campaign.  Through interviews, articles and PSA support, 1.3 million 
impressions were recorded in 2013.  By 2015, it had risen by 369% to 6.1 million in 
2015.  

 Billboard Campaign 
Over the duration of the program, three Billboard Campaigns were undertaken with two 
themes.  The first focused on lifejacket wear (specifically inflatable lifejackets) and the 
other two on not drinking and boating. The National Billboard Campaign was developed 
in partnership with Pattison Outdoor and delivery with that partnership exceeded the 
original in-kind value by 300% bringing it up to 1.5 million. In addition to the Pattison 
billboard exposure, the themes and creative were leveraged through a variety of other 
means and partnerships that included Lifesaving Society, MADD Canada, provincial 
Liquor Control Boards (except for BC and Saskatchewan) and numerous enforcement 
agencies across the country.  

 Boat Notes 
With Transport Canada discontinuing the printing of the full Safe Boating Guide, the 
CSBC developed an 8-panel pamphlet. Called "Boat Notes" / "Carnet de Bord", it 
contained the essential safety information for boat operators to have as ready reference 
on or off the water.  Quantities of the Boat Notes / Carnet de Bord pamphlets have been 
shipped to over 100 organizations. Boat Notes was very successful both with the support 
/distribution it garnered from the boating safety stakeholder community but more 
importantly the growing interest that many agencies had with including their own logo 
and printing personalized copies at their own cost. This model is being carried forward 
into future years.  

 Grass Roots Contribution Program  
The Grass Roots Contribution Program was created as a mechanism to fund local 
boating safety projects.  These projects provide great in-kind support and can increase 
the capacity and effectiveness of local message delivery. A budget of $40,000 was 
established with a maximum 'ask' of $2,500. A total of 31 applications were received 
with 15 projects selected by an independent panel of judges for funding to a total value 
of $33,066.  



 Research 
Research was a major component of the campaign. There were two overall research 
objectives undertaken. The first was the ongoing tracking study to measure the 
effectiveness of the yearly campaigns. The tracking study demonstrated the gains that 
were made each year in campaign message awareness and that the campaign 
messaging was highly effective in reaching the target audience.  
 
The second research activity was a significant study entitled, 'Motivating Change in 
Canadian Boaters Safety Behaviours'. It provided great insights into target audience 
barriers to adopt safe boating behaviour and significant motivation, opportunities and 
message direction to influence behaviour. The results from this study were used in CSBC 
messaging and broadly shared with other boating safety stakeholders.    

 Community Cable Engagement 
Community Cable was utilized to deliver boating safety messages with a local flare. Four 
major community cable networks were engaged; Rogers, Shaw, COGECO and Eastlink. 
All were initially provided with B-Roll clips categorized into 5 key boating safety 
messages for use in community cable programming. They were also provided 18 x 30 
second and 36 x 60 second repackaged boating safety mini-programs, along with 4 
newly produced programs.  

 Materials 
Throughout the three years of the program, a large variety of materials (print, audio, 
video, articles, etc.) were developed and delivered for use in long-lead enthusiast 
magazines, online, on air and for local media. Part of this activity also included the 
development of partnerships and effective channels of communicating and engaging 
with the media (enthusiast, national and local) to carry the boating safety ads and 
announcements.  

 


