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Executive Summary:
Based on a survey of 2,000 Canadians conducted in the spring of 2020, Tracking the
Storyline sets out to answer the question – how do media storylines relating to the Canadian
Armed Forces (CAF), both positive and negative, influence Canadian’s propensity to serve
and/or recommend service to others? In collaboration with Ipsos Canada, the CDA Institute
designed a short survey which asked Canadians what they know about the CAF, from where do
they get their information, whether their information on the CAF is predominantly positive or
negative, and how this information impacts their propensity to serve and/or recommend service
to friends and relatives. The results of the survey were definitive, with the main conclusion being
– the more Canadians know about the CAF, the more likely they will be to enroll or
recommend service.
Testing for storylines that were either positive (i.e. successful missions, domestic
emergency responses) or negative (i.e. sexual misconduct, accidents, extremism), the survey
found that positive or negative storylines do not directly translate into a higher or lower
propensity to serve or recommend service, although our results do suggest that positive news
stories resonate stronger amongst Canadians. What matters is the level of awareness and
knowledge in general rather than what one is particularly aware of. In the case of negative
storylines, it seems reasonable to assume that these can be offset by the story of how the
institution deals with challenges, which then becomes the story. The effect of having this
discourse out in the open creates a greater knowledge base, which ultimately should be the
objective because the population will discern and draw reasonable conclusions. Canadians can
consume negative storylines and yet still be influenced by the positivity of the response or other
unrelated positive stories about the CAF, suggesting that it is possible to reframe negative news
stories as a work in progress and way to showcase proactive responses by the Defence Team.
The survey findings suggest that Canadians are willing to be swayed, and through enhanced
awareness/familiarity, can come to change their perception of the CAF and/or willingness to
recommend a career.
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Key Findings:
•

Younger Canadians are slightly more knowledgeable on positive news stories than older
Canadians. 42% of Generation Z reported being aware of the CAF’s efforts to increase
diversity in the Regular and Reserve Forces, compared to 33% of Baby Boomers.

•

Older Canadians are more aware of negative stories than younger Canadians. More than
twice the number of Baby Boomers (52%) reported being aware of storylines on sexual
misconduct in the CAF compared to Generation Z (25%). This awareness does not lead
to Baby Boomers being any less willing to recommend service over Generation Z. 63%
of Baby boomers reported being “very likely” or “somewhat likely” to recommend a
CAF career to a woman, compared to 56% of Generation Z.

•

Older Canadian are less likely to swayed by what they consume in the news media. 4 in
10 (40%) say it ‘does not affect at all’ their likelihood to recommend a career in the CAF
to a close friend or family members. In comparison, 33% of young Canadians say the
media does not at all affect their likelihood.

•

Out of the nearly one third (32%) of our respondents that indicated they were “not at all”
or “not very likely” to recommend a career in the CAF, 26% responded that they are
“strongly affected” or “somewhat strongly affected” by the media. Even the surest
segment of the population can be swayed by what they consume in the media.

• Men (48%) are more familiar with the CAF than women (32%). 52% of men, and 46% of
women reported being “very likely” or “somewhat likely” to recommend a career in the
CAF to a family member or friend. There are no statistically significant differences when
it comes to men or women being affected differently by media storylines, nor are there
differences based on the type of information source.
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Introduction:
Recruiting and retaining the right numbers, the right skill sets, and diversity of Canadians
to sustain the Canadian Armed Forces’ force capacity is a challenge. This study begins with the
premise that what Canadians know about the CAF and how they perceive the institution will
have a direct impact on whether they choose to enroll in the forces or recommend service to a
friend or family member. The goal of this research paper and survey conducted with Ipsos
Canada is to measure what Canadians know about the CAF and how their perception is shaped
by the sources from which they are receiving both positive and negative storylines regarding the
CAF in the media. The end purpose is to determine how these are influencing the propensity to
serve and recommend service.
This report is an exposé of the research project, “400 000 Strong on CAF Recruitment:
Tracking the Storyline” (Tracking the Storyline), funded by the MINDS programme, which was
conducted in March of 2020. It will first address the issue of recruitment in the CAF and what
previous research suggests are the reasons a military career is less appealing to certain
demographics of the population. Secondly, it will relay the findings and analysis from Tracking
the Storyline. A set of recommendations will follow regarding how these findings can be used to
inform both recruitment and public affairs strategies, relative to positive and negative stories that
make it into the news cycle.

Challenges in Recruiting Canadians:
The Department of National Defence (DND) has reported difficulties in staffing several
occupations within the CAF, making it apparent that reaching and recruiting the right diversity of
Canadians for the appropriate positions is no small challenge. The goal of having 25% of the
force made up of women outlined in the Strong, Secure, Engaged Defence Policy (SSE) set the
bar very high, and although recruitment efforts have made great progress – i.e. the rate of
recruitment of women surpasses the 25% objective, there is a generational turnover factor which
means that while the total rises, especially among the younger cohort, it will take years of
recruitment above the objective for the numbers to permeate the whole institution for all age
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groups.1 As of December 2019, 15.9% of the CAF is composed of women.2 Regular Force
women enrolment is at 17.4%.3 It is worth noting that these numbers place Canada among the
leaders in NATO and well above the 10.3% average in the alliance.4 While recruitment of
members of visible minorities has not reached the 11.8% objective as of yet, the CAF has
successfully put an end to the downward trend operating from 2013-2016, and has turned it
around so that numbers now stand at 9.2%, a significant progression from 6% in 2016. The CAF
is now positioned to achieve the 11.8% objective.
Women Representation in the CAF by year:5

Visible minority representation in CAF by year:6

2013: 13.6%
2015/16: 14%
2018/19: 15.9%
Goal: 25.1%

2013: 6.7%
2015/2016: 6%
2018/19: 9.2%
Goal: 11.8%

Pragmatic Considerations:
There are many deterrent factors for why Canadians may be less inclined to consider a
military career that can range anywhere from administrative inefficacies to fears of being on the
frontlines of a battlefield. Women, for example, typically have a longer set of considerations
when weighing career options. These considerations, such as flexibility as a requirement for
family obligations, geographic location close to family and children, schooling options, pay
equity, the number of women in the same position, spousal employment, and culture/gender
sensitivity, unfortunately, line up against a career in the CAF as a top of mind option.7 There are

1

Generational turnover factor -- the proportion of female recruits needs to be higher than 25% because a) the CAF
population recruited before the 2016/17 fiscal year will stay at the current ratio of around 15% women, and b)
some women will be released (most of the releases are voluntary) and if women representation grows over time
then the number of female releases will also grow over time.
2
Supplementary Estimates A. “Personnel.” National Defence. (2019-2020)
https://www.canada.ca/en/department-national-defence/corporate/reports-publications/proactivedisclosure/cow-estimates-a-2019-20/personnel.html
3
Personnel, 2019-2020.
4
North Atlantic Treaty Organization Office of the Gender Advisor International Military Staff, Summary of the
National Reports of NATO Member and Partner Nations 2014. 7 (March 2016), 8
5
Personnel, 2019-2020.
6
Personnel, 2019-2020.
7
“Recruitment and Employment of Women in the Canadian Armed Forces Research Report.” Eanscliffe Strategy
Group. (2016) https://www.cfc.forces.gc.ca/259/290/308/192/arcouette.pdf
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also significant barriers to reaching
Canadians who are part of a visible
minority group. Even with the positive
impression of the CAF, members of
visible minorities in Canada have
expressed reluctance to join the
military. According to an IPSOS study
on Asian/Arab Canadian and Chinese
Canadians, a career in the CAF is
perceived as an excellent way to gain
experience for other career goals. Oftentimes it is not considered a career goal in and of itself,
but rather a means to gain experience towards a different end.8 Additionally, many young
Canadian’s who are members of cultural minorities, especially Asian cultures, are highly
influenced by their parents, many of which would discourage a career in the CAF over other
career paths in tech, healthcare, or business.9 The idea of leaving one’s home and community to
train in remote locations in Canada or serve abroad is unappealing to members of visible
minorities and their families and detract from the idea of joining the CAF.10

Identifying, Reporting, and Eliminating Violence, Sexual Misconduct & Racism
Given that cases of sexual misconduct and racism are dealt with through the military
justice system and potentially followed up by civil lawsuits in courts external to the CAF, cases
that are reported are made public, unlike other sectors or institutions which do little or no
tracking or publicizing of incidents. Moving the organization towards a culture of reporting is the
key to creating a safe space in which all members of the CAF can feel welcomed and supported
to do the work. But there is a paradoxical relationship where better reporting may in fact be
telling a story that amplifies the impression of a higher incidence relative to other sectors and
institutions that do not have this public and open system to enhance reporting and deal head on

8

“Visible Minorities Recruitment and the Canadian Armed Forces: The Asian and Arab Populations Final Report.”
Ipsos Reid Public Affairs (November 2012)
9
Visible Minorites Recruitment, 2012.
10
Visible Minorities Recruitment, 2012.

6

with the problem. It is indeed impossible to effectively gauge whether or not the CAF has better
or worse incidence of misconduct than one might find in the Canadian population at large, but
given the organization’s mandate to protect and serve, the is a pressure coming from within and
from without to show leadership in eradicating the problem. In 2015, the CAF launched
Operation HONOUR, a mission to eliminate sexual misconduct and to ensure a professional
work environment free from discrimination. In 2016, the Defence Team launched the CAF
Diversity Strategy and 2017 Action Plan. Canada’s defence policy, Strong, Secure, Engaged, put
unprecedented emphasis on ensuring the wellbeing of CAF members and their families. These
initiatives have not eliminated these deep-rooted problems within the CAF, but they are an
indication that the institution is moving in the right direction.

The stories that make it out into the media, therefore are likely to influence women and
visible minority groups to be less inclined to consider joining the forces due to the many cases of
sexual misconduct and racism they read about regarding the CAF ranks. The story told is rarely
about the measures in place and the commitment that has been set to resolve this problem which
is, after all, larger than the CAF.

7

Lack of Awareness/Familiarity
Perhaps the most pressing challenge that the Defence Team is currently dealing with
regarding recruitment is reaching Canadians with accurate information. The fact that many
Canadian’s are unfamiliar with their military is significantly working against recruitment efforts.
According to a 2018 Tracking Study on awareness of and familiarity with the CAF, familiarity
was low (26%) and virtually non-existent among those in the younger age group.11 According to
a 2016 study commissioned by the DND, women’s stated level of familiarity with the CAF was
low (6% very knowledgeable, 36% somewhat knowledgeable), and their reported level of
knowledge about career opportunities within the CAF were even lower.12 Less than one in four
women (24%) felt they were even somewhat knowledgeable about these career opportunities,
while one third (32%) of respondents said they were not at all knowledgeable. According to a
2013-2014 study by IPSOS, fewer than one in five youth (13% Filipino, 13% Black, 17% Latin
American) and only a quarter of community members (22% Filipino, 26% Black and 22% Latin
American) described themselves as being familiar with the CAF (including fewer than one in ten
within either audience who described themselves as “very” familiar).13
The source of Canadian’s information may play a role in their level of
awareness/familiarity with the CAF. “Traditional” media such as television and print
newspapers/magazines are the main ways older Canadians get their news about the CAF. Those
under 35 largely prefer social media and other online news sources. Despite the many different
media sources that Canadians use and acquire information on the CAF by, that information may
be the same, or it may be shown/aired in similar quantities. A point worth mentioning is that
social media outlets such as Facebook, Twitter, and Instagram are often blamed for creating
“echo chambers” that prevent people from being exposed to information that contradicts their
pre-existing beliefs. What posts or tweets one likes and clicks on will generate other similar

11 “

Views on the Canadian Armed Forces 2018 Tracking Study Research Report.” Department of National Defence.
(July 4th 2018). http://cdacanada.ca/wp-content/uploads/2018/07/Views-of-the-CF-Exec-Summary.pdf
12
Recruitment and Employment of Women in the Canadian Armed Forces Research Report.” Eanscliffe Strategy
Group. (2016) https://www.cfc.forces.gc.ca/259/290/308/192/arcouette.pdf
13
“Visible Minorities Recruitment and the Canadian Armed Forces: The Black, Filipino, and Latin AmericanCanadian Population Final Report.” Ipsos Reid. (October 2014).
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posts, preventing the consumer from receiving information from a diversity of different media
outlets. Young people are consuming information on the CAF via social media, but that
information may be biased, or one-sided. Traditional news media outlets cannot use clever
algorithms to tailor news feeds to the political and ideological leanings of their viewers.

CAF Recruitment, and the Media:
Given that not all Canadians know or are
related to a member of the CAF who can
confidently relay sound, well-informed information
based on their personal experience, many
Canadians rely on secondary sources of
information, namely social media and traditional
media, which come with a variety of filters and perspectives – what gets clicks, what gets
readers? According to Tracking the Storyline, over one quarter (27%) of Canadians say they
have heard, read, or seen something about the CAF in the news within the past year. Two-thirds
(65%) of those who have heard, read, or seen something on the CAF in the media say they are
‘somewhat familiar’, with 26% saying they are ‘very familiar’. A proportion of Canadians are
becoming knowledgeable about the affairs of the CAF via their media consumption, and
logically are forming opinions based on this knowledge. Similarly, familiarity with the CAF can
be a driver to seeking out media stories about the CAF. As a result, carefully studying this media
consumption can provide a double-edged perspective into how Canadians perceive service, and
by extension may have a propensity to serve or recommend service.

Methodology:
To inform our research question – to what extent are media stories on the CAF impacting
Canadians and their propensity to serve, or willingness to recommend service to others, the CDA
Institute collaborated with Ipsos Canada to design and execute a short survey of eight questions
that were answered by 2,002 Canadians ages 18 and older, in the Spring of 2020. The survey
results were weighted to ensure that the sample composition reflected the overall Canadian adult
population, according to the latest census information. Broad enough sampling was ensured to
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generate reliable and valid results about a variety of subgroups of the population including
income, age, gender, and ethnicity. The precision of the online questionnaire was measured using
a credibility interval and was found to be accurate within +/- 2.5 percentage points (19 times out
of 20) of what the results would have been had all Canadian adults been polled.

The structure and reasoning behind Tracking the Storyline is as follows:
Q1-2: Unprompted, the participants were first asked to rate their familiarity with the Canadian
Armed Forces, and if they had heard, read, or seen anything about the CAF in the news in the
past year. If they were able to recall something about the CAF in the news in the past year, they
were asked to type what they had heard, read, or seen in a text box. If they could not recall
anything, they were excluded from the rest of the survey. 12% of the participants were excluded
at this stage.

Q3: To properly gauge familiarity with the affairs of the CAF, and the proportion of positive vs.
negative news stories consumed, the participants were presented with several news stories, (some
positively slanted, some negatively slanted, and one fake) and were asked to indicate if they had
heard, read, or seen anything about them in the news in the past year. The participants were
informed of which news story was fake after they made their selection.
Q4: The participants who selected the “right-wing extremism” and “sexual assault and abuse”
storylines were then asked a follow up question asking them to recall who/what the story mainly
focused on; the perpetrator, the victim, or the CAF.

Q5: To know precisely where different groups of Canadians consume their media, the
participants were asked to rank in order their top three media sources of information. Included in
the list were T.V., social media, other online news sources, radio, newspapers, or “other.”

Q6: The participants that indicated they were a veteran or member of the armed forces or had a
close connection to someone in the Regular or Reserve Forces of the CAF were excluded from
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the last third of the survey. Canadians without close connections to the CAF and who rely on the
media for much of their information on CAF affairs is the focus of Tracking the Storyline.

Q7-8: The participants were then asked how likely they were to recommend service to
themselves, or members of various groups, including women, members of visible minority
groups, Indigenous people, or members of the LGBTQ2+ community, and finally, how what
they hear, read, and see in the media
specifically affects their likelihood to
recommend a career in the CAF to a
close friend or family member. These
questions were asked to reveal any
biases that the participants may have in
recommending or not recommending
service to groups of Canadians.

Our Findings:
The degree of familiarity an individual has with the CAF has an impact on the
likelihood to recommend service.
Tracking the Storyline found that the more familiar a Canadian is with the CAF, the more
likely they are to recommend service. 45% of Canadians are familiar with the CAF, with one in
five having a close connection to someone who currently is serving, or who served in the past.
Level of familiarity with the CAF decreases when we narrow in on particular groups in the
population, namely women. Tracking the Storyline found that 32% of women are either “very
familiar” or “somewhat familiar” with the CAF, compared to 48% of men. Level of familiarity
amongst young people was found to be on par with that of older Canadians. 42% of both
Generation Z and Baby Boomers reported being “very familiar” or “somewhat familiar” with the
CAF, however, there remains a disparity in level of knowledge of positive news stories vs.
negative ones between Generation Z and Baby Boomers.
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Exposure to news on the CAF via the traditional media, which can be noted in the “Seen/Read
about CAF” column in Fig 1. is also positively correlated with being more likely to recommend a
career in the CAF. What can be taken from this finding is that indeed, the more Canadians are
aware of the CAF, the more likely they are to consider service for themselves, and/or
recommend service to others. It does not matter whether what they know is positive, or negative.
Simply hearing, reading, or seeing news stories on the CAF can increase the likelihood to
consider service, or recommend it to someone else. The commonly used term, “any exposer is
good exposer” may ring true in this instance.

Fig. 1

Canadians are resonating more with positive news stories, over negative ones.
*Note: this survey having been conducted at the beginning of COVID-19 outbreak in Canada,
perspectives may have evolved as the CAF has been more regularly in the news over the past few
months.

The fact that increased awareness/familiarity leads to an increased likelihood to
recommend service is a strong indicator that Canadians are resonating more positive news stories
over negative ones. According to the results, Canadian’s are more aware of positive news stories
relating to the CAF, over negative ones. The CAF’s involvement in responding to emergencies
and natural disasters, both internationally (52%) and domestically (51%) was the highest
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reported news story, followed by CAF deployments abroad and peacekeeping missions (42%).
Canadians are not ignorant of negative news stories. A fair proportion of Canadians mentioned
hearing about negative news stories. 40% of Canadians did report hearing about sexual
misconduct within and outside of the CAF, and 20% reported hearing about right-wing
extremism. However, it seems that Canadians are not letting the reality of these negative news
stories prevent them from recognizing the good work that the CAF does at home and abroad and
from recommending a career in the CAF to friends or family.

Greater or lesser consumption of positive/negative news stories does not have
a significant impact on willingness to consider service or recommend service to
others.
A greater proportion of young Canadians were able to recall positive news stories over
negative ones. Out of the seven news stories that were presented to the participants, the story that
Generation Z was noticeably more knowledgeable about over the Baby Boomer generation was
the CAF’s efforts to increase diversity in the Regular and Reserve Forces. 42% of Generation Z
had heard of this story compared to 33% of Baby Boomers. Among Generation Z, 38% were
able to recall storylines relating to domestic responses to emergencies and natural disasters, and
48% recalled hearing, reading, or seeing stories on international responses. Compared to the
negatively slanted stories, 25% of Generation Z indicated that they had seen, read, or heard
anything on sexual misconduct in the CAF ranks. More than twice as many Baby Boomers
(52%) could recall hearing about this storyline.

By a small margin, young Canadians can recall more positive news stories than older
Canadians, but this does not indicate that young Canadian’s are more likely to consider a career
in the CAF for themselves or others. Similarly, older Canadians are more able to recall negative
news stories such as sexual misconduct and right-wing extremism, but this does not indicate that
they are any less likely to consider recommending service to others. Despite the Baby Boomer’s
higher degree of awareness of stories of sexual misconduct and right-wing extremism via the
news media, 63% of them reported being somewhat or very likely to recommend a CAF career
to a woman, and 62% for a member of a visible minority. 56% of Gen Z would recommend a
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career in the CAF to a woman, and 48% to a member of a visible minority (despite being more
knowledgeable about CAF efforts to increase diversity).

Many Canadians can be swayed to recommend service in the CAF
There is a small portion of Canadians who would not recommend service in the CAF and
who do not appear to be easily swayed by what they read in the news. One out of ten (11%)
Canadians responded they are “not at all likely” to recommend a CAF career to any group of
Canadians. Among that 11%, 86% say what they see, hear, and read on the CAF in the media
does not affect their likelihood to recommend service. What this means is that their stance is
unlikely to be the outcome of negative news stories in the first place, and secondly, that from a
public relations perspective, this small subgroup of the Canadian population should be written
off as a potential ally in the recruitment effort.
There are other segments of the population that can more easily be swayed by what they
consume in the media. For example, out of the 32% of Canadians that are both “not at all likely”
and “not very likely” to recommend a career in the CAF to others, 26% responded that they are
“strongly affected”, or “somewhat strongly affected” by what they see, read, and hear about in
the news media. It is possible for this segment of the population to be swayed by the news that
they consume and reconsider their likelihood of recommending a career in the CAF to others. If
this segment were to consume a positive news story it might change their perception of the CAF
for the better. Conversely, their perception could be negatively impacted should they come
across a negative news story.
Older Canadians are the least likely to be swayed by the media. 40% of Baby Boomers
reported that the media does not affect their likelihood to recommend a career in the CAF. In
comparison, 33% of young Canadians say the media does not affect their likelihood.
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Familiarity with the CAF is generally low, but COVID-19 might be changing this:
The numbers on level of familiarity within the
CAF may be changing in a big way due to the Covid-19
pandemic. Tracking the Storyline was executed in late
March of 2020, just as various response plans to the
Covid-19 pandemic were being initiated in provinces
across Canada, and as the Canadian military was called
in for assistance. The news media coverage on Canada’s response plan was broad and many
Canadian eyes and ears were glued to the news media for updates. 13% of the participants in
Tracking the Storyline mentioned that coverage on the CAF’s response to Covid-19 as their topof-mind news story that they could recall within the last half-year. This number may seem small
but considering how Covid-19 was only in the public discourse for a very short period before the
execution of the study, it becomes more significant. And, the only mention higher than
“Coverage on Covid-19” was “Recruitment Ads” at 18%.
These numbers are indicators that what Canadian’s consume via the media on the CAF
can increase their familiarity with the CAF. We do not yet know definitively whether this
increased familiarity with the CAF due to Covid-19 will mobilize more young Canadian’s to
consider service, but we do know that the more awareness/familiarity there is on the CAF, the
more likely Canadians are to consider service for themselves and others. The war in Afghanistan
increased awareness of the military and brought the CAF back into the public consciousness.
Covid-19 is not a war, nor does it require a war-like response from the CAF, but it is the first
time in many young Canadian’s lives that they are seeing such an urgent response from their
government. It is plausible that this pandemic may prompt significantly more young people to
consider a military career.
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Canadian’s are divided in their views of the CAF as an inclusive employer
The participants were asked how likely they would be to recommend a career in the
Regular or Reserve Force of the CAF to members of various demographic groups such as
women, visible minorities, Indigenous people, and members of the LGBTQ2+ community. Most
results hovered around 50% (Fig 2). Younger generations of Canadians are consistently less
likely to recommend service to any of the above-mentioned demographic groups, and older
Canadians are consistently more likely. For example, 40% of Generation Z would recommend a
career in the CAF to a member of the LGBTQ2+ community, in comparison to 62% of Baby
Boomers. 47% of Generation Z would recommend a career to someone from a visible minority
group, in comparison to 62% of Baby Boomers. These findings are perhaps are telling of how
Canadians view the CAF as an inclusive employer.

Fig 2:

Conclusion and Recommendations:
There is one key conclusion to take home from this report: the more people know about
the CAF, the more they are likely to enroll or recommend service. The good news is that this
report confirms that Canadians are quite capable of taking in both positive and negative
storylines and digesting them in a way that negative storylines are not resulting in lower
propensities to serve or recommend service. The negative storylines can be framed as work in
progress and showcases how the organization culture is being driven by a proactive response
from the highest echelons.
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More work is still required in order for Canadians to perceive the CAF as an inclusive
workplace, but given the strong push the organization has committed to in the past year, there is
much greater leverage than before in framing the story and getting the word out that the CAF is
striving to become a leader in fighting systemic racism and sexual misconduct. The story is there
for the taking, but it needs greater uptake, especially where uptake is lowest.

The main challenge identified in this research project is the generational disparity in
knowledge of the CAF and propensity to recommend service. In our view, what the CAF needs
more than ever are allies across the country ready to amplify its message and enhance its reach,
especially with youth. This can be generated by building bridges and networking traditional
groups committed to questions of traditional defence and security with youth-led initiatives keen
on non-traditional, emerging threats or volunteering in areas that have a national security
dimension (i.e. climate change action, refugee support groups in Canada, human rights
campaigners, etc.) Connecting young Canadians to veterans of all ages and currently serving
youth for peer-to-peer experience sharing has the potential to generate greater interest in the CAF
and knowledge of the forces, which is shown here to influence propensity to serve and
recommend service. Research has indeed shown that in-person, age-peer-to-peer initiatives are
the most effective means of generating enhanced civic engagement in youth.14 This presents
opportunities to reinvigorate how the CAF pursues its public relations and outreach.

The CAF has a great set of stories to tell. Successful missions. Service in the face of
national crisis. Leadership organizational reform; improved recruitment of women and visible
minorities. But it has a hard time reaching youth, because the stories are mostly told on
traditional media which young Canadians are not reading as much as the older generation. To

14 Philippe Duguay and Alison Harell. “Youth Political Participation: On the Diverse Roads to Democracy.” Elections
Canada. (2016)
https://www.elections.ca/content.aspx?section=res&dir=rec/part/yth/yp/scsvp&document=index&lang=e and
Alan S. Gerber & Donald P. Green. “Field Experiments: Design, Analysis, and Interpretation.” W.W. Norton and
Company; 1st Edition (May 29th 2012).
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maximize the reach and impact of the CAF’s storyline, and best frame the story, these need to be
told well beyond traditional media and within the inner circle of the defence and security sector.
It requires a more viral campaign or approach to community building around the notions of
national security and service that will resonate with young Canadians.
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