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My Family Doctor Cares Campaign Summary 

 

In April 2019, the BC College of Family Physicians (BCCFP) determined we would advocate on behalf of 

our members to bring attention to the value of family physicians and the need for improved conditions 

under which they work. We also wanted to advocate for the 15% of British Columbians who do not have 

an ongoing relationship with a family physician. 

 

Advocacy would be done through a public campaign. This was divided into three phases: 

 

1. Research to inform strategy, strategy development – May through September 2019 

2. Materials creation and production – September through December 2019 

3. Campaign execution – January 13 through mid-May 2020 

 

Audience 

The campaign audience included the general public (both individuals with and without an ongoing 

relationship with a family physician); BC government generally and the Ministry of Health specifically; 

BCCFP members; and allied organizations. 

 

Key message 

The campaign was based around the key research insight that “better health outcomes are directly 

related with patients having an ongoing relationship with a family doctor. Comprehensive care is best 

achieved through a longitudinal relationship with a family doctor.” 

 

Campaign elements 

The campaign launched in January 2020. It included: 

• A 30-second TV Public Service Announcement (PSA), which aired provincially on Global 

Television, CTV and Chek TV, primarily during news programming. A 15-second version of the 

PSA, plus other digital advertising, ran on major news platforms from mid-January to mid-

March. 

• The MyFamilyDoctorCares.ca website (now adapted with new messaging) provided information 

about the campaign and highlighted the importance of an ongoing relationship with a family 

doctor in improving patient health outcomes. 

• A position paper: Family Doctors Care: The Role and Value of Family Physicians in British 

Columbia. This highlighted the polling research. The paper was to be shared with the Minister of 

Health and members of the legislative assembly (MLA) in late March. The distribution of the 

position paper has been delayed as a result of the COVID-19 pandemic. 

• An MLA letter-writing campaign. Both family physicians and the public were provided with an 

online letter template to write to their MLAs advocating for better access to family physicians. 

We received 900 responses before this was suspended as a result of the pandemic. 

https://vimeo.com/384048231
http://www.myfamilydoctorcares.ca/
https://bccfp.bc.ca/wp-content/uploads/2020/02/Position-Paper.pdf
https://bccfp.bc.ca/wp-content/uploads/2020/02/Position-Paper.pdf
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• A Day at the Legislature, booked for May 25, 2020, to share information with MLAs on the 

important role that family physicians play in health care delivery and how valuing family doctors 

can improve patient health. This has been postponed. 

• Posters, stickers, pins, social media templates and other imagery for members and supporters to 

share in support of the campaign. 

• Ambassador training webinars for members interested in getting involved in the campaign. 

• BCCFP booths at the BCPSQC 2020 Quality Forum and UBC 55th Annual Post Graduate Review in 

Family Medicine. 

Initial campaign success 

Early indications showed that the campaign was very effective (see metrics later in this document).  

 

The television broadcasters provided more than double the number of paid spots through free bonusing 

– that is, they ran our ad in unsold space at no cost to BCCFP. We were on track to double the value of 

our TV buy investment.  

 

Further, we had secured a series of prime time TV news stories and interviews to run on Global Six 

O’Clock News in mid-March. 

 

Campaign shift in response to COVID-19 

As the impact of COVID-19 became realized, we decided to pull the My Family Doctor Cares campaign in 

early March. Government and the public’s focus was on COVID-19, and our campaign materials now 

seemed inappropriate because they did not reflect the situation. We unpublished the public website and 

pulled TV and digital ads from air and social media. 

 

In early April, we created a second campaign, still under the My Family Doctor Cares brand, in response 

to feedback that patients were reluctant to make appointments with their family physician as a result of 

COVID-19.  

 

The new campaign was based on a simple message: Your family doctor is here, by phone, by video or in-

person to help you remain healthy and safe. We know that taking care of your health has never been 

more important and we are here to support you. 

 

With time of the essence, we fast-tracked production of new campaign materials within two weeks. The 

new campaign included: 

 

• Relaunched My Family Doctor Cares website with new content. 

• New infographic handout for distribution by family physicians for their patients. 

https://bccfp.bc.ca/myfamilydoctorcares/
https://bccfp.bc.ca/wp-content/uploads/2020/04/Preparing-for-a-virtual-appointment-BCCFP-infographic.pdf
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• New 15-second television public service announcement, airing on Global TV and CBC, and as a 

digital on CTV, YouTube and other news and health channels. 

• Longer informational video on making an appointment with a family physician during COVID-19, 

used on social media and on the campaign website. 

• Redesigned digital ads on news websites. 

• Posts on Twitter, Facebook and LinkedIn. 

• Media release on Family Doctor Day (May 19). 

• Letter and phone meeting with Dr. Bonnie Henry to provide messaging for use in her daily 

COVID-19 media briefings. 

 

Both campaigns were run within the original budget envelope set aside for the original campaign. 

 

Campaign metrics 

 

First phase of the campaign (January to early March) 

While we were not able to execute the full campaign due to COVID-19, the campaign was tracking to be 

very successful.  

 

Key metrics as of February 23 (the last report prior to pulling the campaign out of market) include the 

following: 

 

Digital 

Total website visits: 5,351 (January 13 to February 23) 

Total views of digital ads: 2.3 million 

Click-through rate (% of clicks on digital ad): 0.17% (industry average g is .08%) or 391,000 clicks 

Video starts and completions: 990,789 starts and 70% completion rate (industry average is 50%)  

  

Television 

Total paid ads aired: 317 

Bonus ads (provided at no cost): 434 

Value of bonus ads: $69,000 

Total reach (number of viewers who had the opportunity to see the ads during air times): 7.9 million  

 

Second phase of campaign (April 14 to May 15) 

 

Digital 

Total website visits: 13,062  

Total views of digital ads: 2.06 million 

Click-through rate (% of clicks on digital ads): 0.31% (3.8 times the industry average) 

https://vimeo.com/407743567
https://vimeo.com/408075854
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Video starts and completions: 929,000 and 70.1% completion rate (industry average is 50%) 

Views of public service ad on website: 1,336 

Views of longer public service ad on website: 849 

 

Television 

Total paid ads aired on Global TV: 340  

Bonus ads (provided at no cost): 306 

Value of bonus ads: $67,597 

Total reach: 18 million 

 

Total paid ads aired on CBC: 83 

Bonus ads: 166 

Total reach: 492,000 

 

Digital video ads airing on CTV 

Video views: 274,172 viewed to completion        

Click-throughs from ad to website: 8,437 or 2.72% (industry average is 0.8%). 

 

Ways you can continue to support 

 

The My Family Doctor Cares website continues to be accessible and provides patients with useful advice 

about accessing care throughout the pandemic, as well as information demonstrating the importance of 

comprehensive, longitudinal care from a family doctor.  

 

We will continue to use the #MyFamilyDoctorCares hashtag on social media and encourage you to do 

the same. We plan to continue using the "My Family Doctor Cares" tagline and logo as it reflects and 

applies to so much of what family physicians do. 

  

Thank you and next steps 

 

It was fantastic to see so many members add their own unique voice to the campaign. From sharing 

posts on social media; adding campaign materials to clinic websites; attending our ambassador training 

webinars; displaying posters; writing letters to MLAs; and more, it was wonderful and valuable to have 

members join us in advocating for the value of family medicine. 

 

We are pleased to have reached so many British Columbians with this campaign. We hope to build on 

the momentum and reschedule government advocacy initiatives that were postponed due to the 

pandemic. We continue to reflect on new advocacy initiatives for our organization and look forward to 

sharing updates as they arise. 

http://myfamilydoctorcares.ca/

