///////// Professional Engineers

Ontario

Council Meeting

521° Meeting of Council
of Professional Engineers Ontario

to be held on
Thursday, November 15, 2018
5:30 p.m. — reception
6:00 p.m. — dinner
7:00 p.m. plenary session

Friday, November 16, 2018
7:45 — 8:45 a.m. — breakfast
9:00 a.m. — 4:00 p.m.

PEO Council Chambers
8th Floor
40 Sheppard Avenue West

Toronto, Ontario

5215t Council Meeting — November 15 - 16, 2018 Association of Professional
Engineers of Ontario



C-521 - PLENARY

Briefing Note — Information

Thursday, November 15, 2018

1. Reception—=5:30 p.m. to 6:00 p.m.

Dinner — 6:00 p.m. to 7:00 p.m.
(8t Floor Dining Room)

2. Plenary Session —7:00 p.m. to 9:00 p.m.

(8" Floor Council Chambers)

1. Engineers and Geoscientists BC

2. Engineers Canada TD Meloche Monnex
Affinity Program — includes October 30, 2018

letter from OSPE

3. WMC Presentation and Recommendation
Regarding the Registrar/CEO Appointment

521st Meeting of Council — November 15-16, 2018




ONTARIO

SOCIETY

OF PROFESSIONAL

ENGINEERS

October 30, 2018

Mr. Dave Brown, P.Eng., BDS, C.E.T., IntP.E. Mr. Johnny Zuccon, P.Eng.
President Interim Registrar

c/o Professional Engineers Ontario
40 Sheppard Avenue West, Suite 101
Toronto, ON

M2N 6K9

RE: PEO Council’s Forthcoming Decision Regarding the Sale of Insurance to Licensees
Dear Dave, Johnny and Members of Council:

We are writing this letter on behalf of the Ontario Society of Professional Engineers (OSPE) to
express the Society’s substantial concerns regarding the upcoming Professional Engineers of
Ontario (PEO) Council motion to approve the marketing and sale of insurance products and
services to licensees.

It is of utmost importance that prior to voting on this plan, PEO Council consider the negative
impacts this arrangement will have on:

e joint stakeholders of OSPE and PEO
e the short and long-term economic interests of Ontario’s engineers

Financial Considerations

Should PEO Council enter into an agreement with Engineers Canada and TD Meloche Monnex to
market home and auto insurance to professional engineers in Ontario, OSPE will consequently
face a financial reduction in affinity program revenues by well over $400,000 in the first year alone
— aloss of nearly 9.3% of our annual operating budget.

Furthermore, our annual member satisfaction survey indicates that a significant number of OSPE
members (over 25%) renew primarily because of our affinity programs. Therefore, a conservative
estimate is that OSPE would lose 12.5% of its members, further reducing our revenues by an
additional $200,000. Altogether, should this motion be approved, OSPE would face a total loss of
14.8% of our operating budget — or approximately one-third of our staff costs.

This dollar amount is equivalent to approximately seven full-time staff positions. In an organization
of 18 staff members, a reduction in more than one-third of the organization’s front-line staff would
gravely impact both the quality and quantity of work the Society can perform to support the
engineering profession.



in affinity
program
revenue

14.8% of
OSPE’s
annual

operating

budget

H

HITee
1Ll

PTETRY

7 1 full time staff
positions lost

Immediate Consequences

Simply taking the immediate consequences of the forthcoming motion into consideration, OSPE
will be compelled to limit our engagement and investment in the following activities and initiatives:

e Reduction in our advocacy efforts by 50%.

In 2017, OSPE completed 71 reports, submissions, presentations and consultations to promote
and educate policymakers about the importance of procuring engineering expertise in government,
industry and society on complex issues, such as:

Energy; Environment & Climate Change; Infrastructure Planning, Investment and Procurement;
Excess Soils Management; Research and Innovation Strategy; Economic Development
Opportunities; Multimodal Transportation Strategy; Low Impact Developments; and Electric and
Hydrogen Vehicle Advancement Partnership.

A reduction in resources and staff would curtail the progress OSPE’s committees and task forces
have made to establish Ontario’s engineers as trusted experts to be consulted by government.

e OSPE would be required to step away from participation in National Engineering Month.

OSPE’s ability to procure sponsors for the annual NEM events will be negatively impacted,
inhibiting NEM’s ability to support the various PEO Chapter activities hosted province-wide.

o Reduction in our marketing efforts to duplicate successful campaigns, such as
“#4AnEngineerWasHere,” “Change the World” and Professional Engineers Day.

Without adequate resources to execute the annual public awareness campaigns that the
profession has come to expect, OSPE will be unable to promote the imperative role Ontario’s
engineers play in improving the economic vitality, societal well-being and quality of life that
Ontarians and all Canadians enjoy.

e Decreased ability to conduct groundbreaking research and to develop programs that will
support professional engineers and increase the number of engineering graduates
pursuing licensure.



From entrepreneurial resources, to mentorship, to services for International Engineering Graduates
(IEGs), OSPE’s endeavours also include programs geared towards supporting the equity, diversity
and inclusivity of engineering licence holders in Ontario — all of which serve to strengthen the
profession as a whole. Passing this motion would also significantly hinder OSPE’s ability to uphold
our obligations to help achieve the 30 by 30 goal established by Engineers Canada.

Overall, these short-term consequences will inevitably compound into long-term repercussions that
have a detrimental impact on OSPE. With fewer members, fewer resources and a significant
reduction in revenue, OSPE would have no choice but to provide less support for the engineering
profession in terms of advocacy; the advancement of equity, diversity and inclusion within the
profession; licensure assistance; career placement and advancement; professional development;
and most importantly, ensuring that engineers have a voice when it comes to the development of
public policy.

As OSPE provides less support each year, member satisfaction levels (which currently stand at
84%) will decline, negatively impacting member acquisition and retention, cumulatively reducing
our capacity to deliver fundamental programs.

Mandate Considerations

In addition to the aforementioned financial considerations, OSPE would like to respectfully point
out that there is also a moral facet to this issue. A vibrant engineering profession relies on the
complementary efforts of both OSPE and PEO to effectively meet our respective mandates. In fact,
this was the basis for the jointly developed 2009 OSPE-PEO Accord, which was agreed upon by
PEO Council at Council Meeting 454, held on February 26-27, 2009. This Accord remains in effect
and is still referenced on the PEO website, highlighting the relationship between OSPE and PEO.
(The Accord has been included in Appendix A, for your reference).

As stated in the 2009 agreement, “PEO is committed to the long-term success of OSPE and OSPE
is committed to the preservation of self-regulation of the profession by PEO...” More specifically,
Guiding Principle #2 states, “PEO supports OSPE in pursuit of the engineers’ interests and
member services.” Furthermore, Guiding Principle #6 states, “We differentiate the organizations to
stakeholders of the profession.”

As a result, OSPE believes that to demonstrate the clear distinction between our two organizations
and their respective mandates, the marketing and sale of insurance products, services and other
affinity programs, should remain exclusively within OSPE’s jurisdiction. To expand further, the
reasons are twofold:

1. The separation of self-regulation and self-interest was a fundamental reason for the
creation of OSPE. Member services do not correlate with PEO’s legislated mandate under
The Professional Engineers Act.

2. When OSPE was created, a formal agreement between our organizations officially moved
all member-focused services to OSPE. Since OSPE’s inception, this agreement has helped
support our collective strategic priorities, and aligns well with the overall vision, mission and
values of both OSPE and PEO.

It is our sincere hope that Council will decide not to approve the sale of insurance products and
services to licensees and will vote against the proposal. Thank you in advance for your prompt
attention.


http://peo.on.ca/index.php/ci_id/25811/la_id/11967.htm

Sincerely,

L4

Jonathan Hack, P.Eng.
President & Chair
Ontario Society of Professional Engineers

émro@mgo'

Sandro Perruzza
Chief Executive Officer
Ontario Society of Professional Engineers

Appendix A: 2009 PEO-OSPE Accord

Guiding Principles

PEO is committed to the long-term success of OSPE and OSPE is committed to the
preservation of self-regulation of the profession by PEO, and our agreements are
consistent with the following guiding principles:

1. We (PEO/OSPE) work together in the interest of the profession consistent with our
respective mandates.

PEO supports OSPE in pursuit of the engineers’ interests and member services.
OSPE supports PEO in pursuit of the public interest.

We encourage the development of partnerships when appropriate.

We support open and regular communication at all levels.

We differentiate the organizations to stakeholders of the profession.

We undertake regular business through operational contracts as with any other
client/vendor relationship.

NoasrwN

Our joint Approach for achieving these principles and supporting each other

1. We will review and recommend changes to PEO/OSPE agreements to ensure that they
remain consistent with the guiding principles.

2. We will keep each other informed and provide open communication via multiple pathways
(e.g. maintain a “Top 3 Issues” list by each organization, JRC, staff-to staff, and Chapter
communications, OSPE attendance at RCC meetings, etc.)

3. We will seek opportunities to share /combine resources when appropriate

4. We will maximize the impact of our outreach activities by coordinating and avoiding conflict
(i.e. public events, policy statements, Queen’s Park days, PAN and GLP, etc.)

5. We will differentiate our activities to ensure that there is no unintentional overlap.

6. We will resolve all disputes through the senior volunteers of both organizations appointed to
the JRC.

(Source: http://peo.on.ca/index.php/ci_id/22769/la_id/11967.htm)
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C-521-1.1

Briefing Note - Decision

APPROVAL OF AGENDA

Purpose: To approve the agenda for the meeting.

Motion(s) to consider: (requires a simple majority of votes cast to carry)

That:
a) the agenda, as presented to the meeting at C-521-1.1, Appendix A be approved; and
b) the Chair be authorized to suspend the regular order of business.

Prepared by: Dale Power, Secretariat Administrator

Appendices:
e Appendix A —521% Council meeting agenda

5215t Meeting of Council — November 15-16, 2018 Association of Professional
Engineers of Ontario
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Agenda

521 Meeting of the Council
Professional Engineers Ontario

Date: Friday, November 15-16, 2018
Time: Friday — 9:00 a.m. - 4:00 p.m.
Place: PEO Offices — 8" Floor Council Chambers

40 Sheppard Avenue West
Toronto, Ontario

Thursday, November 15 — 7:00 p.m. — 9:00 p.m.

OR Dial-in: 1-888-866-3653

Participant Code: 93943194

Spokesperson
PLENARY SESSION
e Engineers and Geoscientists BC Ann English
e Engineers Canada TD Meloche Monnex Affinity Program Gerard McDonald
e WMC presentation and recommendation regarding the WMC
Registrar/CEO appointment
Friday, November 16 — 9:00 a.m. — 4:00 p.m.
CALL TO ORDER
1. APPROVAL OF AGENDA Spokesperson/ Type
Moved by
1.1 | APPROVAL OF AGENDA Chair Decision
2. PRIORITY ITEMS Spokesperson/ Type
Moved by
2.1 | FINAL REPORT OF THE PUBLIC INFORMATION Councillor Spink Decision
CAMPAIGN TASK FORCE
2.2 12018 AGM SUBMISSION — LEADERSHIP DEVELOPMENT Councillor Hidalgo Decision
PROGRAM
2.3 | 2019 OPERATING BUDGET Councillor Chan Decision
2.4 | 2019 CAPITAL BUDGET Councillor Chan Decision
2.5 | BORROWING RESOLUTION Councillor Chan Decision
2.6 | NON-BUDGETED SUBSTANTIVE EXPENDITURES Vice-President Reid Decision
2.7 | 2018 — 2020 STRATEGIC PLAN — 2019 STRATEGY Past President Dony Decision
SELECTION
2.8 | APPROVAL OF 2019 PEO ANNUAL COMMITTEES AND Councillor Chan Decision
TASK FORCES MEMBERSHIP ROSTER




2.9 | COMMITTEES AND TASK FORCES HUMAN RESOURCES Councillor Chan Decision
AND WORK PLANS
2.10 | BY-LAW CHANGE PROTOCOL Councillor Houghton Decision
2.11 | ADVERTISING POLICY FOR CHAPTER PROVIDED Councillor Turnbull Decision
CONTINUING KNOWLEDGE ACTIVITIES
3. CONSENT AGENDA Spokesperson/ Type
Moved by
3.1 | OPEN SESSION MINUTES — 520™ COUNCIL MEETING — Chair Decision
SEPTEMBER 21, 2018
3.2 | APPROVAL OF CEDC APPLICATIONS Councillor Bhatia Decision
3.3 | REQUEST FROM THE CANADIAN ENGINEERING Councillor Bhatia Decision
ACCREDITATION BOARD (CEAB) NOMINATING
COMMITTEE
3.4 | CHANGES TO THE 2018 PEO COMMITTEES AND TASK Councillor Chan Decision
FORCES MEMBERSHIP ROSTER
3.5 | COMMITTEES AND TASK FORCES TERMS OF REFERENCE Councillor Chan Decision
FOR THE VOLUNTEERS LEADERSHIP CONFERENCE
PLANNING COMMITTEE (VLCPC)
4. IN-CAMERA Spokesperson/ Type
Moved by
4.1 | IN-CAMERA MINUTES - 520™ COUNCIL MEETING - Chair Decision
SEPTEMBER 21, 2018
4.2 | HRC RECOMMENDATION REGARDING THE President Brown Decision
REGISTRAR/CEO APPOINTMENT
4.3 | 2019 ORDER OF HONOUR AWARDS Councillor Hidalgo Decision
4.4 | 2019 GORDON M. STERLING AWARD Councillor Hidalgo Decision
4.5 | DISCIPLINE COMMITTEE — DECISIONS AND REASONS Linda Latham Information
4.6 | LEGAL UPDATE Linda Latham Information
4.7 | PEO’S ANTI-WORKPLACE HARASSMENT AND VIOLENCE Chair Information
POLICIES — COUNCILLOR VIOLATIONS, IF ANY
5. INFORMATION ITEMS Spokesperson/ Type
Moved by
ONGOING ITEMS
5.1 | INSURANCE INDEMNIFICATION Mehta Information
5.2 | STAFF AND VOLUNTEER TRAINING Clark Information
5.3 | COUNCIL ACTION LOG Chair Information
5.4 | REGULATORY RISK REGISTER Chair Information
5.5 | COUNCILLOR ITEMS Chair Information




Please note that in order to streamline the agenda, Committee reports will no longer be included
in the agenda package. Committee Chairs are asked to submit their written reports to the
Secretariat for posting on the Council SharePoint site prior to each Council meeting. These
reports will not be discussed at the meeting unless a Councillor or an EC Director asks to address a
specific item contained within the written report. The reports submitted as of October 30, 2018
are:

e Engineers Canada

e Government Liaison Committee

e Joint Relations Committee

e Legislation Committee

e Regional Councillors Committee

e Statistics — Complaints, Discipline, Licensing and Registration

The link below will take you directly to the reports.

521 Council Reports

Councillors Code of Conduct

Council expects of itself and its members ethical, business-like and lawful conduct. This includes
fiduciary responsibility, proper use of authority and appropriate decorum when acting as Council
members or as external representatives of the association. Council expects its members to treat
one another and staff members with respect, cooperation and a willingness to deal openly on all
matters.

PEO is committed that its operations and business will be conducted in an ethical and legal
manner. Each participant (volunteer) is expected to be familiar with, and to adhere to, this code
as a condition of their involvement in PEO business. Each participant shall conduct PEO business
with honesty, integrity and fairness and in accordance with the applicable laws. The Code of
Conduct is intended to provide the terms and/or spirit upon which acceptable/unacceptable
conduct is determined and addressed.

At its September 2006 meeting, Council determined that PEO volunteers should meet the same
obligations and standards regarding conduct when engaged in PEO activities as they are when
engaged in business activities as professional engineers.

[s. 2.4 of the Council Manual]



https://dm.peo.on.ca/pcs/Council/Current%20Council%20Year/Forms/AllItems.aspx?RootFolder=%2Fpcs%2FCouncil%2FCurrent%20Council%20Year%2F2018-19%20Council%20Meetings%2F521%20Council%20-%20Nov%2018&FolderCTID=0x012000681F11E4970BDB4C8BBB6B61967393C3&View=%7bA423323A-8D9D-4E8D-AB9F-B682576430FF%7d

2018-19 Council Committe Meeting/Mailing Schedule

2018-19 Council Mailing Schedule

2018
Meeting Initial BN Initial BN Supp.
# Meeting Due Date— | Due Date - | Initial Agenda | Supp. Agenda ! Agenda
Date Members at | Councillors/ | Mailing Date Due Date Mailing
Large Staff Date
521 | Council | Nov. 15-16 |  Oct. 26 Oct. 30 Nov. 2 Nov. 6 Nov. 9
2019
Meeting Initial BN Initial BN Supp.
# Meeting Due Date— | Due Date - | Initial Agenda | Supp. Agenda ! Agenda
Date Members at | Councillors/ | Mailing Date Due Date Mailing
Large Staff Date
522 | Council | Fep 7.8 Jan. 18 Jan. 22 Jan. 25 Jan. 29 Feb. 1
523 Council | Mar. 21-22 March 1 March 5 March 8 March 12 March 15
524 Council May 4 2 April 12 April 16 April 19 April 23 April 26
1 - requires the approval of the Chair or Registrar
2 - new Councillors to be invited as soon as information is available.
Upcoming Events
Date Event Location

November 17, 2018

Chapter Leaders Conference

Hilton Toronto Airport

November 17, 2018

Award (OPEA)

Ontario Professional Engineers

Toronto International Centre




C-521-2.1

Briefing Note — Decision

FINAL REPORT OF PUBLIC INFORMATION CAMPAIGN TASK FORCE

Purpose: To receive the final report of the Public Information Campaign Task Force and approve the
recommendations therein to begin an awareness campaign.

Motion to consider: (requires a simple majority of votes cast to carry)
That Council receive the final report of the Public Information Campaign Task Force as presented to the meeting

at C-521-2.1, Appendix B and approve the recommendations therein to initiate an information campaign based
on a value proposition of professional engineering that promotes public awareness of the role of PEO.

Prepared by: David Smith, Director, Communications
Moved by: Marilyn Spink, P.Eng., Lieutenant Governor-in-Council Appointee

1. Need for PEO Action
At the Council Retreat in June 2016, Council discussed the possibility of initiating a public
information campaign based on the value proposition of professional engineering. Such an
initiative would support the fourth additional object under the Professional Engineers
Act,“To promote public awareness of the role of the Association.”

In September 2016, Council approved a motion to establish a task force “to examine a
potential public information campaign based on a value proposition of professional
engineering that promotes public awareness of the role of PEQ.”

The Public Information Campaign Task Force was subsequently formed in February 2017
with a budget of 100,000 to engage an agency to assist with messaging and plan
development. The output of this work formed the basis of the recommendations of the
task force and its subsequent report to Council.

2. Proposed Action / Recommendation
That Council approve the recommendations and accompanying budget included in the final report of
the Public Information Campaign Task Force to initiate an information campaign based on a value
proposition of professional engineering that promotes public awareness of the role of PEO.

3. Next Steps (if motion approved)
Staff will begin implementation of the awareness campaign in 2019 under the direction of the task
force.

4. Policy or Program contribution to the Strategic Plan
This decision contributes directly to Strategic Objective 3: Enhance PEQ’s public image as it aims to
improve awareness of PEO and its role as regulator of professional engineering in Ontario.

5215t Council Meeting — November 15-16, 2018 Association of Professional
Engineers of Ontario



5. Financial Impact on PEO Budgets (for five years)

Operating Capital Explanation
Current SO SO N/A
to Year End
2nd $1,077,000 | SO Cost to implement awareness campaign as
recommended by the task force in 2019
3rd $440,000 - | SO Budget range to implement campaign initiatives as
$735,000 recommended by the task force in 2020. Actual
budget to be confirmed once first year campaign
results are known.
4th $440,000- | SO Budget range to implement campaign initiatives as
$735,000 recommended by the task force in 2021. Actual
budget to be confirmed once second year campaign
results are known.
5t $ S TBD

6. Peer Review & Process Followed

Process Followed
onJuly 19, 2018.

The final report was peer reviewed by the Executive Committee at is meeting

Council Identified
Review

Council.

The Public Information Campaign Task Force was formed in February 2017 as
a result of a Council motion in September 2016. The terms of reference of the
task force indicated that a final report with recommendations be submitted to

Actual Motion
Review

the role of PEOQ.”

In September 2016, Council approved a motion to establish a task force “to
examine a potential public information campaign based on a value
proposition of professional engineering that promotes public awareness of

7. Appendices

o Appendix A— Terms of reference Public Information Campaign Task Force
e Appendix B — Final report of the Public Information Campaign Task Force
e Appendix C— Communications plan from Premise Design Communications (February 2018)

Page 2 of 2




C-521-2.1
Appendix A

Terms of Reference

Public Information Campaign (PIC) Task Force

Issue Date:

Approved by: Council

Review Date:
Review by: Council

Legislated and other
Mandate approved by
Council

“To examine a potential public information campaign based on a value proposition
of professional engineering.”

[APPROVED BY COUNCIL - September 23, 2016]

Key Duties and
Responsibilities

1. Examine a potential public information campaign based on a value
proposition of professional engineering that promotes public awareness of
the role of PEO.

2. Develop a Request for Proposal to engage a vendor to assist with message
development and compile a list of the most relevant communications
vehicles and their associated costs.

3. Provide a report to Council no later than at its April 2018 meeting, with
campaign concepts and options, including:

o proposed messaging;

key audiences;

communications channels;

costs and other required resources;

measurables; and

suggested course of action.

4. Circulate the draft report to the EXE for peer review prior to submission to
Council.

O O O O

@)

Constituency, Number
& Qualifications of
Committee/Task Force
Members

The task force shall, upon inception, consist of seven (7) members, with at least five
being current or former PEO Councillors and up to two (2) being current PEO
members at large with familiarity of, and demonstrated experience with, current best
practices in marketing/advertising or communications.

Term Limits for Task
Force members

The task force is to be stood down following the submission of its final report to
Council unless requested otherwise by Council.

Qualifications and
election of the Chair

The Chair is to be elected from among the members of the task force in accordance
with Wainberg’s Society Meetings and By-Law No. 1, section 25(4).

Qualifications and
election of the Vice
Chair(s)

The Vice Chair is to be elected from among the members of the task force in
accordance with Wainberg’s Society Meetings and By-Law No. 1, section 25(4).

Duties of Vice Chair(s)

To act as Chair in the absence of the Chair.

Quorum

In accordance with Wainberg’s Society Meetings Including Rules of Order and
section 25(1) of By-Law No. 1, quorum for the purpose of having the meeting’s
decisions be considered binding is at least 50 per cent of the committee’s/task
force’s membership present at the meeting.

Meeting Frequency &
Time Commitment

The task force will meet at the call of the Chair.




Operational year time
frame

The task force will commence its work upon approval of the Terms of Reference by
Council and is to be stood down following submission of its final report to Council,
unless requested otherwise.

Committee Advisor

David Smith, Director, Communications

Committee Support

Duff McCutcheon, Manager, Communications

Page 2 of 2
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C-521-2.1

F|na| RepOI‘t Appendix B

PUBLIC INFORMATION CAMPAIGN TASK FORCE
September 21, 2018

Executive Summary

The Public Information Campaign Task Force was formed in February 2017 as a result of a Council motion in
September 2016 to establish a task force “to examine a potential public information campaign based on a value
proposition of professional engineering that promotes public awareness of the role of PEO.”

The task force met for the first time on April 5, 2017 and held a total of 10 meetings—four by teleconference and
six in-person. The task force engaged a communications agency—Premise Design Communications—to conduct
comprehensive research, determine target audiences and develop key messages.

As a result of its work, the task force is recommending PEO Council approve the first phase of a three-year awareness
campaign—beginning in January 2019 and targeting employers of engineers, engineers, universities and students—at a
cost of approximately $1,077,000.

This budget comprises:
1. $600,000 for advertising elements and tactics;
2. $342,000 for the design, production and implementation of complementary branding initiatives; and
3. $135,000 for operational costs to support implementation of the campaign.

These three budget categories form the complete recommendation of the task force and the initiatives therein are not
intended to be considered individually.

Initiatives throughout the first year of the campaign will be evaluated using key metrics to obtain accurate data and to
allow for adjustments as required.

The overall objectives of the awareness campaign are to:

e increase awareness of the requirement for a licence to be called a professional engineer and practise
engineering;

¢ explain and reinforce the value of the P.Eng. licence; and

e improve the awareness and image of PEO.

Creative designs, platforms and taglines will be developed for the campaign that promote the obligation PEO licence
holders have to keep Ontarians safe and organizations operating prosperously by effectively and innovatively meeting
economic interests while ensuring that the public interest is never compromised.

The campaign will revolve around enhancing three core elements of PEO:
1. Our brand/identity

2. The website
3. Perceptions around the licensing process
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Final Report

PUBLIC INFORMATION CAMPAIGN TASK FORCE
September 21, 2018

Work will include modest revisions to the PEO logo to signal a modernization, aligning the contemporary brand/identity
with engaging and targeted content on the website, and improving communication on PEO’s licensing process, which
includes clearly defining the benefits of licensure.

The target audiences and key messages for the campaign were determined and validated through a comprehensive
and qualitative research gathering process in which nearly 5500 stakeholders were consulted through telephone
interviews, focus groups and online surveys over a four-month period.

Objectives, tactics and budgets for years two and three of the awareness campaign are not included in this report and
will require further development and approval from Council. The task force cautions against limiting the campaign to a
one-year initiative as this will have little long-term impact. It is recommended that PEO commit to a campaign spanning
multiple years with year one initiatives measured and tracked so adjustments can be made as necessary in subsequent
years. As such, the task force recommends that it remain intact until the completion of the first phase of the campaign,
at which time it will provide Council with results of the initiatives, along with recommendations on how to proceed.

This report was peer reviewed by the Executive Committee at its July 2018 meeting and presented to Council at its
September 2018 meeting.
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Final Report

PUBLIC INFORMATION CAMPAIGN TASK FORCE
September 21, 2018

Introduction

In September 2016, PEO Council directed the registrar to develop terms of reference and propose members for a task
force to investigate initiating a marketing campaign related to protecting and expanding licence holders’ rights to
practise. This directive evolved from discussions at Council’s June 2016 workshop and was intended to support the
fourth additional object under the Professional Engineers Act, “To promote public awareness of the role of the
Association.”

In February 2017, Council approved the terms of reference and proposed nominees for the task force.

As per the terms of reference, the newly-formed Public Information Campaign Task Force comprised seven members,
with at least five being current or former PEO councillors and up to two being current PEO members-at-large with
familiarity of, and demonstrated experience with, current best practices in marketing/advertising or communications.

Task force members include: Marilyn Spink, P.Eng. (chair), Karen Chan (vice chair), Tim Kirkby, P.Eng., Valerie
Davidson, P.Eng., Sean Ferenci, P.Eng., Roger Jones, P.Eng., and Nancy Schepers, P.Eng.

The mandate of the task force, as approved by Council, is “to examine a potential public information campaign based
on a value proposition of professional engineering that promotes public awareness of the role of PEO.”

The key duties and responsibilities of the task force are outlined in the terms of reference and include:

e Developing a request for proposal to engage a vendor to assist with message development and
compile a list of the most relevant communications vehicles and their associated costs.
e Providing a report to Council no later than at its April 2018 meeting, with campaign concepts and
options, including:
o proposed messaging;
key audiences;
communications channels;
costs and other required resources;
measurables; and
o suggested course of action.
e Circulating the draft report to the Executive Committee for peer review prior to submission to
Council.

O O O O

Council provided the task force with $100,000, which was outside of PEO’s 2017 operating budget, to
engage an agency to assist with messaging, plan development and draft campaign proposals.

The task force first met on April 5, 2017 and held a total of 10 meetings—four by teleconference and six in-
person.
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Final Report

PUBLIC INFORMATION CAMPAIGN TASK FORCE
September 21, 2018

To begin, the task force developed a work plan and a request for proposal (RFP) to engage communications
expertise to develop of a variety of potential marketing campaigns to enhance PEQO’s public image and
communicate how the public interest is protected by the regulator of engineering in Ontario. The RFP was
issued in May 2017.

In June 2017, the task force reviewed the 10 proposals received in response to the RFP and narrowed the
list of candidates to three. A formal interview process with these selected candidates was then conducted.
An evaluation process followed during which task force members considered each agency’s success in
implementing province-wide campaigns, overall track record, experience working with volunteers,
knowledge of the profession and cost of proposal. Ultimately, Premise Design Communications was
selected as the successful candidate.

In July 2017, the task force held its kick-off meeting with Premise during which the group confirmed the
project’s objectives and expected outcomes, reviewed the project plan and key milestones, and discussed
the discovery phase of the project.

Discovery Phase—August — October 2017
The discovery phase of the project was intended to:

e Understand current awareness, knowledge and perceptions of the P.Eng. licence and PEO;

e Gauge the attractors/rewards and barriers/risks to working with/as a P.Eng.;

e Understand how best to communicate the value of the P.Eng. licence to a range of target
audiences; and

e Help identify target audiences that will have the most leverage toward creating the desired change.

A qualitative research gathering process took place in August, with Premise conducting one-hour telephone
interviews with 20 industry leaders representing a diverse spectrum of stakeholders. Several interviews with
internal executives were also conducted.

Premise then led six, two-hour focus groups, which included representation from:

engineering students;

engineering interns;

engineers with five or more years of experience who are not in supervisory roles;
engineers in mid-management roles; and

engineers in supervisory roles.

Approximately 50 participants attended the sessions—in-person or via video conference—and care was
taken to ensure participant diversity (gender, culture, geographic location, engineering discipline).

In addition, the Premise team examined past PEO member research reports, audits, presentations and
strategic plans.
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Outcomes

In October, Premise presented highlights from the discovery phase along with target audience
recommendations to the Executive Committee (EXE). The resulting research showed that:

Employers of engineers should be the primary target audience for any awareness campaign as they
are the centre of influence and gatekeepers of value in the careers of engineers;

Employers can influence all other key target audiences;

Support by engineers of an awareness campaign is critical for success; and

Communication to target audiences should be prioritized as follows:

Employers

Engineers

Universities and university students
Governments

General public

aRrwNE

It was evident that key messaging should focus on the potential value proposition to employers. Such key
messages should include:

Ingenuity—prospering businesses need the talents of engineers for innovation, problem-solving and
safely advancing technology

Providing a smooth path for entry-level employees will attract the best engineering talent

The P.Eng. licence is a mark of excellence

Sustainability factors—environmental awareness, workplace safety, reduced economic risk and
reduced liability

Proof of conscience—the primary obligation of professional engineers is to place safety and the
public interest ahead of profits

Compliance with Ontario law

Based on the output of the interviews and focus groups, the task force concluded that:

1.

2.

The awareness campaign should have a phased approach; targeting the general public in the first
phase, however, is not advisable.

The first phase of the awareness campaign should begin with and focus directly on a segment of the
public—employers. This is critical to building credibility prior to any general public campaign as
employers can influence all other key target audiences in an integrated way.

To maximize program and campaign effectiveness, the campaign should focus on key industries
where the P.Eng. designation is relatively unknown or unrecognized.

The message framework for employers in the first phase should focus on the potential value
proposition—ingenuity, sustainability, excellence, compliance, proof of conscience and the transition
for entry level employees.

The value equation for messaging should be flexible. Once developed, a campaign strategy can be
tailored and customized to bring meaning to each audience as part of the phased approach.
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The EXE agreed with the recommendation that employers of engineers, engineers and
universities/engineering students should be the target audiences in the first phase of a campaign, with
employers being the priority.

Validation Research—November to December 2017

Conducting validation research was not included in Premise’s original budget or timeline, however, the task
force elected to have Premise proceed with such research through online opinion polling. The cost of
implementing this step was within the task force’s budget although such work would ultimately delay
submission of its final report to Council (originally to be submitted by April 2018). This research was
deemed critical to accurately confirming target audience priorities, choosing the most effective overarching
message (brand positioning statement) and gaining the necessary insight to craft the value proposition.

Before the validation research was conducted, the task force reviewed five possible brand positioning
statements proposed by Premise, which was developed based on the findings of the discovery phase
consultations. The statements were refined and reduced to three for further review and testing. They were:

1. Licensed Ingenuity
Ingenuity, innovation and solving the toughest technical problems: These are essential ingredients
for Ontario to thrive and prosper. Professional engineers are essential to innovation because they
thrive on tackling the toughest technical problems. Licensed by Professional Engineers Ontario
(PEO), P.Engs work to a higher standard of accountability and professionalism. They take pride in
their ability to solve the most complex and difficult challenges. In Ontario, professional engineers
are licensed because, in the process of innovation, public safety must never be put at risk. Licensing
ingenuity is one of the ways that professional engineers make Ontario companies more innovative
and safer for all of us.

2. New Technology: How do we know if it is really safe?
Increasingly, everything we touch depends on complex technology that most of us barely
understand. We enjoy the clever conveniences that technology brings to our daily lives. Yet, in a
world where even drivers may soon be replaced by artificial intelligence, the potential for technology
to be lethal is growing. In Ontario, licensed professional engineers must be employed by all
organizations to develop and safely deploy technology to avoid the potential for harm. This message
is brought to you by Professional Engineers Ontario as a reminder to organizations, to engineers
and to the public, that licensing engineering isn’t optional. It’s the law.

3. Doing the Right Thing. Right.
What’s more important, making a higher profit or protecting the environment? Driving down costs or
ensuring public safety? Getting it done on time or getting it done right the first time? The answer is
all of them. Professional engineers are licensed in Ontario to effectively meet economic interests
while ensuring that public interests are never compromised. That's one of the many ways that the
Professional Engineers Ontario helps to keep Ontarians safe and organizations operating
prosperously.
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These three positioning statements served as the basis for online opinion polling of professional engineers
(4392 respondents), business executives (1003 respondents) and the public (101 respondents) that was
conducted in late November through to mid-December. These province-wide polls were specifically
designed to:

¢ Measure current awareness and understanding of the engineering profession as it is practised in the
province, including the importance members place on their professional designation;

e Capture interest in promoting knowledge among employers about ensuring that professional
engineers serve in regulated roles and promote what makes them distinctly valuable in those roles;
and

o Determine which of the approaches to positioning and key messaging are the most persuasive to
those in hiring positions and will be the most likely to be effective in changing opinions and
behaviours of priority target audiences.

Outcomes

In January 2018, the task force reviewed results of these three surveys, which confirmed the need to
communicate with employers and engineers in the first phase of an awareness program (with employers
being the primary target audience).

The most appealing brand positioning statement was “Doing the Right Thing. Right.” Several prominent
themes associated with this positioning statement also emerged during the research phase that will be
incorporated into the campaign. These themes are:

Integrity—Delivering high professional standards of performance and ethics;
Innovation—Excelling at the forefront of new technologies and advances;

Public safety—Earning the public’s trust and confidence; and

Legal compliance—Respecting the value of a licence to practise engineering in Ontario.

Additional insights gathered from the validation research include:

Employers

e Engineers and those who hire and educate them must be convinced that licensing is extremely
important;

e Many senior executives are unaware of the legal requirements in some cases for hiring a P.Eng.;
and

e The need to hire professional engineers to do engineering work is seen as unnecessary by many
employers.
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Engineers

e Many practitioners believe career progression comes from education and experience, and is not
influenced by having a P.Eng.;

e The licence is perceived as expensive/low value, although if a company pays for it, its value
increases;

o Engineers in traditional disciplines think it’'s important that new and emerging disciplines have the
same licensing requirements; and

e A less experienced practitioner is less likely to see the licence as essential, and believes it has more
value for mid-career engineers.

Universities

e Some faculty members are openly against any requirements for a licence in newly emerging fields;

e View that employers and new fields are governed by global markets and laws, which make local
regulations irrelevant; and

e Universities are increasingly aligned with business and corporate partnerships, and cater to their
needs and perspectives to prepare students for success.

Students
e Perceive there are several barriers to licensure, including:
o Employers don’t require or support it;
Not important for career growth;
Peers aren’t licensed but still refer to themselves as engineers;
Professors don’t support licensure; and
Process is too confusing.

O O O O

Public
e The public expects those who are doing engineering work to be licensed.

Developing Recommendations—January to May 2018

The task force recommends that PEO proceed with a multi-staged awareness campaign—beginning in
January 2019—that targets employers of engineers, practicing engineers, universities and students in the
first year. As such, the task force’s recommendations in this report apply only to year one of the campaign.
Objectives, tactics and budgets for years two and three are not included in this report and will require further
development followed by approval from Council.

The objectives in the initial year of the campaign are to:

e Increase awareness of the requirement for a P.Eng. licence to be called a professional engineer and
practise engineering;

e Explain and reinforce the value of a P.Eng. licence; and

e Improve the awareness and image of PEO.
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Value Proposition

The value proposition communicated to target audiences will be that engineers:

e Uphold the highest standards to protect the public interest;

e Are the only ones who can take responsibility for engineering work;

o Meet the needs of the public, who expect engineering work to be performed by engineers;

e Balance technical, economic, environmental, human and other factors to optimize performance;
e Innovate, create and apply new technologies to improve profitability and economic value; and

e Solve highly challenging technical problems in practical ways.

Brand Positioning

Behind the appeal of the positioning statement “Doing the Right Thing. Right.” is the overarching message
that professional engineers find the right balance when innovating, creating and applying new technologies
while remaining committed to protecting the public interest. Creative designs, platforms and taglines that
explore the spirit of this idea will be developed for the campaign.

Year 1 Communications Strategies

The first year of the campaign will focus on employers of engineers, engineers, universities offering
engineering programs and engineering students, with the aim of changing current perceptions on the value
of the P.Eng. licence.

The primary areas to be addressed are:

1. PEO brand/identity
e Tweak the PEO logo to signal a change of focus
e Appeal to younger audiences
e Increase participation in digital channels
2. Website*
e Align new brand/identity with new, targeted content on website
e Tailor information to target audiences
e Create an intuitive, interactive user experience to encourage return visits
e Storytelling: develop and post engaging case studies/testimonials
3. Perception around the licensing process
e Simplify communication on licensing process
e Define benefits of licensure
e Create tighter alliances with OSPE and other allied organizations to increase perceived value
of licence
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(*A complete redesign of PEO’s website was also recommended by Premise and the task force, however,

since a

redesign was already initiated by the communications department in late 2017 and is expected to be

completed by the end of 2018, the task force is recommending the development of campaign-branded

landing

pages on the new website to link to, and connect with, campaign initiatives.)

Specific strategies of the campaign will include:

1.

2.

Elevating current communication efforts
e Campaign landing pages on updated or new PEO website
e Added presence and promotion at conferences, tradeshows and related events
Leverage Engineering Dimensions
Create digital media and optimization plan
Prepare bylined articles for publishing in relevant trade magazines
Empower chapters with new content and conversation topics along with media kits and
training
Initiating conversations with:
a. Employers
i. identify targeted sectors and companies
ii. share value proposition through tailored messaging and content
iii. track progress and identify success stories
iv. B2B advertising campaign to employers
b. Engineers
i. promote the benefits of licensure with tailored messaging and content
ii. leverage advertising campaign to website dialogue
c. Universities
i. Engage and collaborate with university deans of engineering and other faculty
through workshops, focus groups, conferences
ii. Track progress and identify success stories
d. Students
i. promote the benefits of licensure with tailored messaging and content
ii. advertising campaign that drives traffic to campaign landing page on updated or new
PEO website
Creating and sharing success stories
e Develop library of success stories and testimonials on relevance of licence
Engaging influencers
o Identify and sponsor key spokespeople (industry pundits, business leaders, educators,
students, members) to promote PEO value proposition, develop and post content, participate
at events, etc.
Rewarding desired behaviours
e provide tools and content for new graduates to raise their profile and the importance of
licensure within their companies
Using learning to refine communications
e create digital media and optimization plan
e metrics and success tracking

10
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o refine and refresh messaging and content

Specific tactics for year one of the campaign will include:

Social media calendar and content/posts
Surveys and follow-up emails

universities and delivered by PEO staff

Budget

Confirm advertising campaign creative, messaging and placement opportunities
Campaign landing pages with tailored messaging for engineers, students and industries
Print/digital advertisements for publications and out-of-home advertising
New tradeshow booth, posters, collateral, promotional items

Success stories and testimonials—written content, video and visuals

Road show/webinar presentation and content to be tailored for employers (and industry sectors) and

The task force was provided with three advertising proposals for the first-year of an awareness campaign by
Premise complete with approximate budget requirements (see Table 1).

Table 1. Comparison of Advertising Plans

& engineers

~ $895,000

~ $600,000

DESCRIPTION PLAN A PLAN B PLAN C
Creative elements:
Targeting, versioning and resizing $125,000 $85,000 $40,000
Campaign Landing page (microsite) $20,000 $15,000 $15,000
Recommended tactics/channels:
C-Suite & Engineers
Trade publications (print & digital) $300,000 $210,000 $110,000
Board of Trade publications (print and $60,000 $40,000 $30,000
digital)
Airports (billboard ads) $125,000 $75,000 $75,000
Office buildings (elevators in urban areas) $40,000 $40,000 N/A
Transit (poster, digital), shared with $60,000 $40,000 N/A
universities and students
Universities & students
University publications (print & digital) $95,000 $55,00 $35,000
On campus media $30,000 $20,000 N/A
Transit (poster, digital), shared with C-suite $40,000 $20,000 N/A

~ $305,000

11
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Although the Plan A option in Table 1 is the most comprehensive, the task force recommends proceeding
with an advertising budget of approximately $600,000, as included in Plan B. Such a budget for a province-
wide campaign is in-line with one-year advertising campaign budgets for similar types of associations and
should provide enough impact to achieve first-year goals—signaling a change, engaging target audiences
and, ultimately, increasing perceptions of PEO. Moreover, it will lay the foundation for a more detailed plan
in year two of the campaign as PEO will be able to track areas of greatest and least impact and use this
information to guide future advertising strategies. Plan C, on the other hand, would likely have very little
effect on a campaign of this scale and is not recommended as a practical use of funds.

To support the advertising campaign, the task force recommends implementing several complementary
branding initiatives at an approximate cost of $342,000. These initiatives are noted in Table 2.

Table 2. Complementary Branding Initiatives

DESCRIPTION COST
*PEOQO identity update and guidelines $50,000
*Decision tool to increase ease of licensure process $30,000
Trade show booth (design and production) $35,000
Posters, PPT, collateral, promotional items (desigh and production) $65,000
Chapter materials (design and production of PPT, collateral) $50,000
Initiating conversations with employers, engineers and universities and
students:
e PPTs $12,000
e Content and stories $10,000
e Email campaign $15,000
° Videos $75,000

Totals ~ $342,000

*Recommended in year one of campaign. Other initiatives are included in year one recommendation but could be
phased in during years two and three, if required.

Operational costs related to the implementation of all recommendations include the addition of one contract
staff to serve as project manager, registration and staff costs associated with increased participation at
tradeshows, and budget to support the continuing operation of the task force for one year. These costs are
noted in Table 3.

Table 3. Operational Costs

DESCRIPTION COST
*One addition staff (contract) to support and manage campaign $100,000
implementation

Trade show participation (registrant fees and staff costs for approx. five $20,000
shows)

Task force budget $15,000
Totals ~ $135,000

12
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The total recommended budget for the first year of an awareness campaign is $1,077,000. This includes
$600,000 budget for advertising initiatives, $342,000 for complementary branding activities and $135,000
for operational costs to support implementation of the campaign. These three budget categories form the
complete recommendation of the task force and the initiatives therein are not intended to be considered
individually.

As noted previously, the recommendations in this report apply only to year one of the campaign. Council
must determine if and how to proceed with any further implementation, although it is the strong
recommendation of the task force that the campaign not be limited to one-year. It is recommended that PEO
commit to a campaign spanning multiple years with first-year initiatives measured and tracked so
adjustments can be made as necessary to ensure long-term impact and benefits. As such, the task force
recommends that it remain intact until the completion of the first phase of the campaign, at which time it will
provide Council with results of the initiatives, along with recommendations on how to proceed.

13
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Our ask of you today

Reflect on the research as we consider the job at hand
— What we need to accomplish with the communication
— The barriers, the opportunities

— How will we measure success
Consider a wide range of communication strategies and channels
Determine what is possible in terms of the plan and budget
Discuss creative approaches and ideas to bring the plan to life







Mandate of the Task Force

“To examine a potential public information campaign based
on the value proposition of professional engineering that
promotes public awareness of the role of the PEO.”

APPROVED BY COUNCIL - September 23, 2016




Process and progress to date

Discovery Research — Target Audience Recommendation October 2017

Validation Research — Positioning Statements and Key Messages for December 2017
Executives, Engineers and the Public

Key Findings from Validation Research and Draft Value Proposition January 2018
Communications Plan February 2018

— Brand Positioning and Key Messaging

— 2-3 Creative Campaign Platforms

— Range of communication strategies, goals, ballpark costs
Finalize Task Force Report and Recommendations March 2018
Presentation of Draft Report to EXE April 2018
Presentation of Draft Report at Council plenary May 2018
Submit Final Report to Council June 2018




Key insights from the research

We need to communicate first with
Employers and Engineers

Phase |

1. P.Eng. Licence Holders

2. All Employers of Engineers
(with an emphasis on new
technology industries)
University Engineering Faculty and
Engineering Students (and other
candidates for P.Eng.)

Phase Il
1. Legislators
2. General Public

Employers (Public
and Private)

Practicing Engineers

Universities and
University Students

Governments
(Legislators)

The General Public




Key insights from
the research

Employers should be the
primary target audience

Employers are the

Centre of Influence and the
Gatekeepers of Value

in the Careers of Engineers

]
Hire Engineers
and Engineering

Consulting firms Support
Influence supervised

Governments pathways to
P.E‘ng.

Decide which
jobs require
P.Eng.

Influence
Educators

Employers -

Decide on
Compensa