
 

 

 

 

Campaign concept 

 

To create the campaign concept to inform the visual look and feel of the ads that would promote the service pages and the property tax calculator, 

the One Calgary communications team considered: 
1. Campaign timing (late December to early March) 

2. Research on services that were utilized most during the winter season (based on 311 call data, and web research on user searches) 

3. One Calgary approach – focus on services and collaboration between services to deliver better service results  

Top of mind for citizens during the winter season were: Public Transit, Streets, Sidewalks & Pathways, Parks and Open Spaces and Recreation 

Opportunities. The concept of “Keeping you on the move” was created to show how these services together helped keep citizens on the move in 

winter. This concept creates connections that may not be obvious and builds a more comprehensive narrative about the breadth of City services.  

 

Marketing plan 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

One Calgary Marketing Approach Overview 

Push 1  

(December 2018 to  

January 2019) 

 

Push 2  

(February 2019 to 

early March 2019) 
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Sample ads and some success measures  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

  

 

 

Multicultural publications 

Print ads 

Online ads 

Approx. 140,509 

people reached 

5.4 times 

1.1 million impressions 

and 141,299 average 

weekly circulation for 

Calgary Herald and Metro 

Punjabi 

Chinese 

Total weekly 

circulation:  

125, 000 
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 Social media 

Facebook 

Instagram 

Twitter 

435,515 impressions and 6,789 link clicks 
91,563 video views 
2,643 reactions, 341 comments and 90 
shares 
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