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SITUATION ANALYSIS 

On January 25th of 2020, the first Canadian COVID case was reported.1 By February 26th, Canada had 12 
confirmed cases and by the beginning of March, numbers started to climb nationally as borders stayed 
open and many Canadians were continuing to travel. By March 12th -22nd , every Canadian province and 
territory had declared a state of emergency and started to tighten restrictions. Canada closed their 
border to the U.S on March 18th, 2020 and has yet to open. Since the first state of emergency, many 
workplaces have become remote if possible, schools have closed a number of times, indoor dining has 
been halted, non-essential travel is advised, concerts, weddings, and events have been postponed, and 
the way we shop has changed drastically.  

On Monday December 14th, 2020, the first COVID-19 vaccines in Canada were administered.2 As of April 
9th, 15% of the Canadian population have received at least one dose, with Nunavut in the lead and Nova 
Scotia falling behind in last.3 

We continue to learn about the virus that has interrupted lives on the global scale. New variants continue 
to spread, and we are unsure of the effectiveness of the vaccines and their effect on travel. 
Misinformation spreads on the web, and more people are turning to social media to voice their opinion, 
as well as spread information about the vaccine-roll out.  

The question that stands is, what happens post-vaccine? How can we get back to normal? The urge 
towards normalcy is getting stronger, as Canadians have been under lockdown for over a year. We are in 
need of a solution that will get us closer to travelling, attending concerts, visiting loved ones, and back 
into our workplaces. What is the medium, app, or device that will get us to our desired normalcy, to 
prove we are vaccinated, have the anti-body, or demonstrate free of COVID from a recent COVID test? 

As the vaccination process has begun, there is a need for Canadians to be able to obtain, upload, and 
share their vaccination or test results, in a privacy protecting manner, thus the reason for creating a 
COVID passport.4 Vaccine passports are controversial due to freedom of rights, the segregation of 
different classes, and the demographic that may not be able to access a vaccination, or have a smart-
phone or the technology necessary to download a potential proposed app.  However, vaccine passports 
are already used successfully in different parts of the world. Canada will have to catch up with the rest of 
the world to develop a system for verification of vaccinations, meeting the WHO guidelines. Canada will 
work with G7 nations to maintain travel and relationships, as well as collaboration and consistency for the 
COVID passport. 

If lockdowns and stay-at-home orders continue in Canada to stop the spread of COVID-19, COVID 
passports will provide a way of allowing vaccinated individuals to return to normalcy as well as travel, 
return to work, and restore the economy. This can provide a range of opportunities that benefit the 
individual and society as a whole. 

 
1 https://www.canadianhealthcarenetwork.ca/covid-19-a-canadian-timeline 
2 https://www.ctvnews.ca/health/coronavirus/v-day-first-covid-19-vaccines-administered-in-canada-1.5230184 
3 https://health-infobase.canada.ca/covid-19/vaccination-coverage/#a3 
4  https://www.washingtonpost.com/travel/2020/12/08/vaccine-passport-immunity-app-covid/ 

https://www.washingtonpost.com/travel/2020/12/08/vaccine-passport-immunity-app-covid/
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This PR strategic planning framework will focus specifically on British Columbia, Canada’s west coast 
province, in collaboration with Bonnie Henry and Health Link BC, to gain public acceptance of the COVID 
passport. 

 

 

 

  

RESEARCH SUMMARY 

Our public relations team have conducted primary research (polls, surveys, interviews) and secondary 
research (news articles) in order to understand the level of trust and approval or hesitancy towards the 
vaccine passport among British Columbians, the government, and health officials.  

These three groups were chosen to provide useful feedback based on their understanding and beliefs on 
the effectiveness of a vaccine passport in regard to their status. This will help us better understand our 
target audience and what is important to them.  

Surveys were conducted via Research Co platform on 800 British Columbian residents, across all major 
cities and rural areas. 5The survey identified opinions and attitudes of the residents toward the proposed 
vaccine passport. 

• 73% of the province’s residents are in support of requiring ‘proof of vaccination’ to travel abroad, 
while 28% deem it a bad idea and 10% are undecided. 

• 64% of the province feel strongly about requiring ‘proof of vaccination’ to travel nationally, and 
60% are in favour of requiring ‘proof of vaccination’ to travel within their province. 

• 68% of women in BC support ‘proof of vaccination’ for inter-provincial travel, while 61% of men 
are in favour. 

 
5 https://researchco.ca/2021/03/26/vaccine-passport-british-columbia/ 

Strengths 
- Most of BC residents and health 

community on board 
- Businesses want healthy employees 

 
 

Weaknesses 
- Health concerns, segregation, class 

system 
- Freedom of privacy 

Opportunities 
- Travel freely, attend concerts, events and 

restaurants  
- Allows businesses to show that their 

employees have been vaccinated, so 
consumers will feel safe as well as staff 

 

Threats 
- Still transmittable, mutated virus, and 

new variants 
- Anti-vaxxers, anti-maskers 

 



COVID-19 PASSPORT IN CANADA 

 

 3 

• 62% of BC residents are in favour of ‘proof of vaccination’ to attend sporting events, concerts, 
and fitness studios. 

• 50% of the province are in support of requiring ‘proof of vaccination’ to go into work and 58% are 
in favour to go to the theatre or cinema. 

An internal poll via Direct Poll within the BC government was conducted to understand the Prime 
Minister, Justin Trudeau and Premier of BC, John Horgan’s support or lack thereof in requiring ‘proof of 
vaccination’ for international travel, domestic travel, provincial travel, and events such as concerts, 
festivals and sports.6 

• The Prime Minister, Trudeau, BC Premier, Horgan are in favour of COVID passports for 
international travellers and conclude it is imperative. 

• Trudeau and Horgan are not in favour of ‘proof of vaccination’ to attend local events. 

An interview was virtually held with Minister of Health, Patty Hajdu and WHO officials, on their opinion of 
a ‘proof of vaccination’.7  

• Patty Hajdu shared her concern about requiring Canadians to share proof of vaccination. 

• She was optimistic that the ‘proof of vaccination’ approach can align similar to methods in place 
that require proof of certain vaccinations that one must have to enter another country, or as 
required from school boards before children enter kindergarten. 

• Hajdu says it is “up to each province to implement their own tracking system according to their 
jurisdiction.” 

• She agrees we need to be a part of the global conversation about vaccine passports and not be 
left behind, "we believe that Canada needs to be part of those conversations, first of all, to have 
influence at those tables in terms of how that might unfold," Hajdu said. 

• WHO officials shared they do not feel a COVID passport should be used. 

• WHO emergencies chief Dr. Michael Ryan said there are "real practical and ethical 
considerations" for countries considering using vaccine certification as a condition for travel, 
adding the UN health agency advises against it for now. "Quite simply, vaccination is just not 
available enough around the world and is not available certainly on an equitable basis," Ryan said. 

• WHO has noted that “it is still not known how long immunity lasts from the numerous licensed 
COVID-19 vaccines and that data is still being collected.” 

 

 

 

 
6 https://bc.ctvnews.ca/horgan-supports-vaccine-passports-for-international-travel-but-lukewarm-for-b-c-
1.5345987 
7 https://www.cbc.ca/news/politics/trudeau-covid-19-vaccine-passports-1.5947624 
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Some research quotes are as follows: 

April 11, 2021, NBC News8: Julian Sanchez, Vaccine ‘passports’ could be useful-but only if government 
gets out of the way: 

“Government shouldn't force anyone to be vaccinated, but it should also be reluctant to override private 
businesses' decisions about how to best protect and satisfy their customers and employees.” 

- “Businesses are the best judges of what policies toward vaccinated and unvaccinated customers 
are appropriate for their particular circumstances.” 

- “There are excellent reasons to be wary of government-mandated vaccination credentials to 
force a medical decision on unwilling people. But these aren't good arguments against allowing 
for any system of vaccination credentials to be developed at all — let alone against allowing 
businesses and people to make informed decisions about how best to return to normal.” 

 

April 7, 2021, CTV News9, In regard to American, Canadian border-re-opening:  

“We have already seen the importance of proof of vaccination for international travel ... in a pre-
pandemic period in recent years. It will surely be important, but the details of what we are going to do 
about it, we are still fine-tuning."- Justin Trudeau 

- “Just over half of Canadian respondents, 52 per cent, said they support showing proof of 
vaccination to get into events or venues, compared with 43 per cent of their U.S. counterparts.” 

- “One-third of Canadians, or 33 per cent, said they opposed the idea, compared with 36 per cent 
of Americans who felt the same way. In the U.S., 21 per cent said they were undecided, 
compared with 15 per cent in Canada.” 

- “Once they're immunized, they're learning that getting the vaccine doesn't afford them any 
latitude in Canada, whether it's from insurance companies or the federal quarantine 
requirements for travellers.” 

 
 
 
 
 
 

 

8 https://www.nbcnews.com/think/opinion/vaccine-passports-could-be-useful-only-if-government-gets-out-
ncna1263688 

 
9 https://www.ctvnews.ca/health/coronavirus/in-canada-u-s-vaccine-passports-could-be-new-point-of-cross-border-
contention-1.5377896 

https://www.nbcnews.com/think/opinion/vaccine-passports-could-be-useful-only-if-government-gets-out-ncna1263688
https://www.nbcnews.com/think/opinion/vaccine-passports-could-be-useful-only-if-government-gets-out-ncna1263688
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OBJECTIVES 

The Public Relations team will work with Bonnie Henry, Provincial Health Officer of British Columbia, and 

Health Link BC to create “Passport to Freedom” campaign, to gain awareness and build trust in British 

Columbian residents. The campaign will aim to shape public opinion in support of a COVID passport to 

allow free movement among BC residents that has been suspended as a result of the pandemic, such as 

travelling, attending events, going to work and socializing with family and friends through a 6-month long 

campaign (April 2021-October 2021).   

• Create an understanding of the COVID passport among 80% of BC residents by June 2021. 

• Gain 75% in support for an easy to use, fair and secure COVID passport app that respects privacy 

and data by July 2021. 

• By August 2021, convince 85% of BC residents, the BC government and health officials that 

support for the COVID passport is the imperative next step toward restoring the economy, travel, 

and normalcy. 

• Obtain 10,000 new followers on Facebook, Instagram and Twitter pages for Passport to Freedom 

in association with Health Link BC, and a minimum of 200 media mentions by the end of the 

campaign. 

TARGET AUDIENCE 

Primary: 

Internal 

• Health Officials 

This target audience are the BC health officials under Dr. Bonnie Henry. This includes, Deputy Provincial 

Health Officers, Dr. Brian Emerson, Dr. Martin Lavoie, Dr. Daniele Behn Smith, and Provincial Drinking 

Water Officer, Joanne Edwards. This leadership team reports to Bonnie Henry and will work alongside the 

campaign. 

• Doctors 

This target audience is British Columbia’s 14,000 doctors aged 30-60 who will update the PR team on 

COVID-19 vaccination processes, and changes in the variants and mutations and how this could affect 

COVID passports.  

• Health Link BC Employees 

This target audience is a range of registered nurses, doctors, dieticians, and health service navigators. 

They will assist in updating the website content and advising the BC residents on health advice, adhering 

to the COVID-19 guidelines. 
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External: 

• Government Cabinet 

This target audience is British Columbia’s government officials. They are concerned with the safety of BC 

residents and re-opening the economy. As it stands, they are in favour of requiring ‘proof of vaccination’ 

for international travel, but against requiring ‘proof of vaccination’ to attend events, work, and inter-

provincial travel.  

• BC Residents  

This target audience is all 5,000,000 BC residents. It covers all demographics; ages, locations, ethnicities, 

genders, who reside in British Columbia. All residents will be asked to support a COVID passport in order 

to return to their jobs, visit loved ones, and contribute to re-opening of the economy. 

• News Media 

Traditional media will be contacted to cover the Passport to Freedom campaign. Media relations will 

speak to news outlets during conferences and ensure one consistent message. They will speak to each 

journalist that covers local BC news to provide information on the COVID passport and how it will benefit 

each resident and society as a whole as well as how Health Link BC aims to build trust back into the 

community. 

Secondary: 

Internal: 

• Spokespeople 

This target audience is influential British Columbian scientists, celebrities, athletes, doctors, TIKTOK stars, 

that can reach the maximum amount of BC residents, targeting each demographic. People relate to those 

they look up to, who represent their own ethnicity, culture, age group. By hiring select spokespeople, the 

campaign can reach all BC residents, and have greater results.  

External: 

• Airlines 

This target audience is Air Canada and West Jet, Canadian airlines that fly out of major British Columbian 

cities. Airlines were affected most in the pandemic, as travel was at an all-time low. The campaign must 

work along-side these airlines, to make proper protocols that align with COVID-19 safety measures, the 

COVID passport app, while restoring the industry. 

• Local Businesses 

This target audience is the 523,000 businesses that operate in British Columbia, with emphasis on the 

90% that were affected by COVID-19. This includes, retail, restaurants, bars, salons, fitness centers and 

more that had to close or reduce hours and staff in accordance with province-wide lockdowns. The 
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campaign will work closely with these businesses, to promote the COVID passport, and how it will give 

residents their jobs backs, their social and essential dining and shopping needs, all the while restoring and 

rebuilding the economy.  

• Schools/Universities 

This target audience is the 1578 public schools, 364 independent schools, 14 Universities, and 11 Colleges 

in British Columbia. The pandemic had students online-learning, and attending school on and off, 

depending on lockdowns, and all school closures. Working with school boards, and higher education will 

ensure parents and students that the COVID passport is essential in returning back to in-class learning.  

3 KEY MESSAGES 

The future is in our hands, we are in this together. Let’s stay healthy.  

- Health Link BC will design a better future 

COVID passports; one way ticket to normalcy. Basketball games, concerts, festivals, dining, we’re all 

missing it.  

Your privacy is important. COVID passports, should not require any other health and personal 

information, other than your immunization record. 

BC RESIDENTS 

Use your freedom to help others in need. Volunteer, assist those in isolation, and support essential 

workers. 

Hug your family and friends. Go home for the holidays. Never miss another birthday. 

HEALTH OFFICIALS, DOCTORS, HEALTH LINK BC EMPLOYEES 

Health Link BC cares about essential workers. Together we will work toward a better, safer and stronger 

future.  

GOVERNMENT 

Let Health Link BC take the lead on COVID passports. Your support is important to us.  
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STRATEGIES AND TACTICS 

Strategy: 

Community and social/media relations: To rebuild British Columbian’s trust in Health Link BC after the 

spread of misinformation or mixed messaging about COVID and the vaccine roll-out through media and 

social relations. 

Tactics: 

• We will write and release a press release on the benefits of adopting an immunization passport, 

with transparent messaging ensuring authenticity, and one consistent message for all BC 

residents. 

• We will update the Health Link BC company website, Facebook, Twitter and Instagram pages on 

news of the COVID passport. 

• Write and direct Passport to Freedom commercial, that will be distributed across social media 

platforms through sponsored ads. The commercial will show the community coming together, 

travelling, attending sporting events, helping one another as a result of the COVID passport. It will 

assure people that they can use their freedom for good; volunteering, supporting essential-

workers, and offering assistance to those who can’t yet leave their homes.  

Strategy:  

Internal communication: To inform and include health officials, doctors and Health Link BC employees on 

immunization passport roll-out, through on-going employee participation, meetings, conferences, 

encouraging staff to be COVID passport ambassadors for their communities.  

Tactics: 

• The company will host a semi-monthly meeting for all employees, where leadership will share 

strategies of app options, app roll-out, and other updates on COVID-19. 

• Create a monthly company-wide newsletter, to keep staff up to date on internal and external 

information. 

• Host a speaker series, showcasing a local spokesperson, usually a doctor or scientist, to update on 

vaccination process, and how the COVID passport will adapt to unknown challenges, such as 

expiry dates, COVID-19 mutations, and immunity fluctuations.   

Strategy: 

External Communication: (Government, BC residents): Gain approval from BC government, which will 

ultimately shape public thought supporting the COVID passport. 

Tactics: 

• Set up monthly meetings with the BC government to discuss importance of COVID passport. 

• Set up news conferences to inform the public on status. 
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• Hire 5 spokespeople to cover a range of demographics, age groups, and ethnicities to be thought 

leaders for the BC public. 

Strategy:  

Media Relations: To communicate to BC residents, via local traditional news outlets, such as Vancouver 

Sun, The Globe and Mail, The Pique, while maintaining strong relationships to ensure positive media 

mentions about the COVID passport. 

Tactics: 

• Set up news conference to properly educate the media on the COVID passport, to ensure one 

consistent message across all stations. 

• Write and distribute media notes, for all news outlets. 

• Have news outlets showcase Passport to Freedom commercial on their networks.   

TIMELINE 

Action April May June July August September 
Write and 
release press 
release  

      

Update 
Health Link 
BC website, 
social media  

      

Hire 
spokespeople 
for campaign  

      

Employee 
and gov 
meetings 

      

Write and 
distribute 
company- 
wide monthly 
newsletter 

      

Host speaker 
series 

      

News 
conference 
with media, 
write and 
release 
meeting 
notes 

      

Write and 
direct 
Passport to 
Freedom 
commercial 
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BUDGET 

Tasks 
 

Description Cost (including tax) 

Media releases 
 

Content creation and 
publication via Cision about 
benefits of immunization 
passport 

$15,000 

Update Health Link BC website, 
and social media platforms 
 

Website development, staff 
wages 

$30,000 

Hire spokespeople 
 

Wages, transportation $20,000 

Semi-monthly employee 
meetings 
 

Food and beverage, meeting 
cost, staff wages 

$20,000 

Monthly government meetings 
 

Food and beverage, venue $15,000 

Create and send out monthly 
company-wide newsletters to 
keep staff up to date 
 

Staff wages, Snap COMM’s 
subscription for newsletter 
platform 

$10,000 

Speaker series 
 

Speaker fees, transportation, 
venue, food and beverage 

$30,000 

Write, direct, and release 
Passport to Freedom 
commercial 

Wages, production equipment, 
sponsored ad fees, venue, food 
and beverage 

$50,000 

Contingency free  
(15% of total budget) 

 $28,500 

Total 
 

 $218,500 

 

 

 

 

 

 

 

 



COVID-19 PASSPORT IN CANADA 

 

 11 

EVALUATION 

• Reached 90% of BC residents by the end of the campaign, creating awareness and understanding 

of the COVID passport. This was measured by website and social media google analytics, BC news 

outlet distribution, and Passport to Freedom commercial ad views.   

• Gained 80% of BC residents in support of a COVID passport app by the end of the campaign. This 

was measured through monthly surveys, and positive media mentions.  

• Convinced 80% of BC residents, John Horgan, and top health officials that supporting the COVID 

passport is the necessary next step towards normalcy. This was measured by continued monthly 

surveys, polls and interviews.  

• Obtained 15,000 new followers on Facebook, Instagram and Twitter pages for Passport to 

Freedom in association with Health Link BC and 500 media mentions by the end of the campaign 

using Media Rating Points (MRP). 

• Reached 80% of open rate and 70% click-through rate of the monthly company-wide newsletter 

by Health Link BC employees. 

• Saw an increase of 5% attendance each speaker series from Health Link BC employees.  
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