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A note on COVID-19 
 
This Marketing & Communications Plan was completed during 2020, as the COVID-19 pandemic 
was affecting the world. The impacts are expected to have long term implications that include: 

• Funding and program priorities of all levels of municipal, economic and tourism 
organizations are under pressure, with reduced resources. 

• There will be long-term changes to businesses and industry especially in the area of 
Job opportunities, business competition and changes to a community’s downtown 
economy. 

• There will also be many changes to government and public institutions and their support 
of existing and future programs as their priorities are pulled in competing directions. 

• Rebuilding visitation and engagement to many local cultural organizations and 
institutions (by both local and regional visitors) will take time. 

The Town of Hanover must closely monitor these realities and adjust plans on a short term or 
long-term basis as needed to ensure their effectiveness.  
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Project Background 
 
The Hanover Attraction & Retention Program strives to creatively engage and retain youth, 
Hanover residents, young professional and entrepreneurs by leveraging the Launch Pad Youth 
Activity & Technology Centre, local cultural organizations, events, entertainment pairings and 
entrepreneurial opportunities.  
 
The project aims to help the town reach the goals of several Hanover strategic plans, including the 
Economic Development Strategic Plan goals which include contributing to an environment that 
supports a thriving economy, enhancement of the quality of life for residents, all while increasing 
community pride or social involvement.  The recently completed Cultural Plan also included a 
desire to more effectively leverage both creativity and culture as a key driver of economic growth 
and innovation. Understanding this alignment, this project works to make these connections.  
 
Project Steps:  

1. Inventory all youth programming & identify gaps  
2. Create the overarching program framework 
3. Develop the positioning for each campaign 
4. Determine partnership opportunities 
5. Align with Grey County for collaboration  

 
Project Goals 
This project sets to continue leveraging cultural assets and programming resources in the Town of 
Hanover to support the following strategic and project goals:  

• Increase the cultural capacity of assets and organizations within the region,  
• Increase youth engagement and alignment with local business needs in relation to 

workforce development, and 
• Create and strengthen a retention and attraction program to increase the quantity of local 

businesses and workforce. 

 
Project Metrics 
The project metrics of success will relate to:  

• Number of inquiries received, 
• Web & social media analytics, 
• Media recognition, 
• Changes in Employer One Survey observation (job retention), 
• Number of new businesses started, and 
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• Individual cultural organizations successes (i.e. increases in event attendance, participation 
and growth of collaborative initiatives etc.). 

 
Definition of Culture & Youth for the Town of Hanover 
Hanover's definition of culture as identified in the 2019 Cultural Report is as follows: 

• Cultural Industries- business and non-profit groups involved in the creation, production, 
manufacturing, and distribution of cultural goods/ services. 

• Cultural Occupations- the labor force of cultural industries including employment in 
various jobs that people perform as cultural workers.  

• Community Cultural Organizations- organizations that represent art, heritage, and 
ethnocultural associations, local arts council, dance schools, and library boards. 

• Cultural Facilities & Spaces- buildings and sites that host cultural activities including public, 
private and non-profit sectors and multi-purpose-built facilities that include cultural 
programming. 

• Natural Heritage- natural wonders and areas of environmental and cultural significance 
including municipal parks, conservation areas botanical gardens. 

• Cultural Heritage- management and exhibition of objects, buildings, and sites of historical, 
cultural, and educational value. i.e. Pioneer villages, public art, archive collections. 

• Cultural Events & Festivals- performing arts, events, tours of culturally significant places, 
seasonal celebration and others. 

• Intangible Culture- local stories, legends, shared beliefs, customs, rituals, and digital 
cultural expression.  

The definition of youth (for this initiative), has been targeted to focus on youth from Hanover and 
the direct surrounding area between the ages of 12-18.  
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Research Findings  
Document Analysis  
An in-depth analysis was completed to provide insight into the development of this marketing and 
communication plan. Reviewed documents included (not limited to): 

• Town of Hanover Cultural Plan 
(2019) 

• 2018 Community Profile 
• 2019 Visitors Guide 
• A Brief History of Hanover (Sue 

Widmeyer, date unknown) 
• Business Retention & Expansion 

Study (BR&E) 2015 
• Community Consultation Workshop 

Sessions- Final Report 2015 
(Stempski Kelly Associates)  

• Economic Development Strategic 
Plan 2018 - 2022 

• Hotel Feasibility Study- Alternative 
Accommodation Strategy 2019  

• Hotel Feasibility Study- Phase 1 
Reporting 2019 

• Made in Grey Year in Review 
Magazine 2019 edition 

• Hawk’s Nest Media Release February 
2020 

• Saugeen Economy 2019 2nd Half - 
Saugeen Economic Development 
Corporation in Partnership with the 
Regional Advisory Committee 

• Hanover Spring & Summer 2020 
Guide 

• Municipal Intern for Youth Strategies 
Final Report (staff report to council) 
October 2019 

• Town of Hanover- Youth 
Engagement & Communications 
Survey Results Report  

• Hanover Youth in Highlight 2019
 
Items of note from these documents included that:  
 

• There is strong resident participation in local cultural activities, programming and 
engagement with assets and a desire to increase the development of cultural assets and 
programming targeted specifically to children and youth in the community. 

 
• The volume of cultural assets in Hanover and the surrounding area is plentiful with over 

160 unique assets, organizations, industries and programming opportunities. Many assets 
complement each other and there is a strong case for layering or leveraging collaborations 
to further increase their appeal.   

 
• Launch Pad is a truly unique center to leverage further as it is only the second centre in 

Canada which focuses on bringing together tech, arts, culture, trades and training with the 
goal to shrink the gap between young talent and employers. 
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• In the 2019 youth survey (which had 125 responses), not a single youth indicated that they 
participated in any programming offered by Launch Pad, yet 40% of them have been inside 
the facility before. Awareness is there but the connect to how Launch Pad can support, 
engage and propel the careers of local youth can be expanded upon. The main reasons for 
not participating included lack of awareness, not interested, conflict with work timing, and 
cost.  

 
• The main three sectors that youth indicated they’d like to obtain volunteer or employment 

opportunities included hospital, digital technologies, and business. 92% of youth noted 
that they want mentorship opportunities related to their career development.  

 
 
Inventory Analysis 
A variety of sources were utilized to create the list of cultural and youth programming assets in 
Hanover and the surrounding region.  

 
Inventory Findings & Gaps – Culture 
Culture Findings 
There is a strong variety of event based, ongoing year-round organizations, physical 
infrastructure and programming which layered together create a depth of variety in 
offerings. 
There are marketing connection opportunities between food and beverage assets being 
paired with events or programming, especially related to local beer & wine assets, which 
would have strong tourism appeal. 
Itinerary creation and packaging is an opportunity to spark both local and tourism interest 
and would benefit individual operators who on their own may not have enough appeal to 
draw increased attention or participation.   
There are a variety of interpretive, programmed, static and interactive cultural assets to 
appeal to different visitor types and local preferences. 
Potential Cultural Gaps 
Some cultural assets overlap or are identified as both cultural asset and youth 
programming. This could mean that individual assets may be used more frequently than 
others in future marketing, campaigns or itineraries and therefore may result in promoting 
fewer assets more frequently, potentially causing other assets to not be marketed as 
much.  
Some of the cultural assets may have local historical or cultural significance but may not 
have the same strength as a culturally significant tourism motivator. 
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Inventory Findings & Gaps – Youth Programming 
Youth Programming Findings 
There is a large volume of activities which have no set programming or animation 
component. 
There is a strong mix of events, recreational assets, culture, organizations and attractions, 
creating a robust mix of opportunities. 
Potential Youth Programming Gaps 
There may be potential participation issues due to the scheduling of some programming 
assets (date, time specific conflicting with school, work etc.).  
It appears that some of the programming opportunities which could have youth involved 
are not being marketed to youth or indicate that youth could partake in their facilitates or 
organization. There is little to no mention (or visuals) related to youth experiencing events, 
service club, athletics or event advertising. 
Youth involvement in some of these assets is very niche and therefore wouldn’t be highly 
attractive to youth who have strong influences from peers. 
Some recreational assets (dance, youth sports leagues etc.) are currently included in this 
inventory list as they pertain to youth but may be outside the definition of culture which 
could create larger asset gaps (if/ once removed). 
Majority of programming is date specific (weekly meetings, event based) and remaining 
assets tend to not have set programming, both making engagement frequency difficult. 
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Overarching Program Framework 
An overall program will house the attraction and retention campaigns. This is done in an effort to 
centralized resources, provide a single location for recruitment and investment information and 
create continuity for future campaign efforts. Additionally, creating an overarching program allows 
alignment and integration with the “People” and “Business” streams of Grey County Economic 
Development, Tourism & Culture’s planning and strategy efforts to occur. Leveraging resources 
collectively ensures campaign investments are used more effectively and increases reach and 
depth of impact. 
 
The overarching program framework for this Hanover Economic Development initiative is: 

HIPP - Hanover’s Innovative People Program. 
 
Brand Story: The HIPP is an initiative by Hanover’s Economic Development team, to drive the 
recruitment and retention of people.  It infuses creativity, culture and business with the tools to 
accelerate Hanover to the next level. It encourages people to make Hanover their own by 
highlighting the cultural layers, business resources and career value. 
 
Brand Promise: The HIPP will leverage Hanover’s assets and creativity to speak directly to people 
who are looking for change, opportunity or enhancement of their current lifestyle.    
 
Keywords:  
Innovation 
People 
Culture 
Heritage/ history 
Evolving 

Multi-layered 
Unexpected 
Growth 
Progressive Business 
Industry 

 
HIPP Development  Estimated 

cost 
Q1 

Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

Creation of mini brand toolkit including logo $5000     
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Targeted Marketing Campaigns  
 
How this marketing plan works 
This marketing plan takes a holistic approach that is significantly deeper than simply prescribing 
ad buys and creative messaging.  This plan creates a strong foundation for the Town of Hanover 
Economic Development Department to narrow the funnel of its marketing channels and become 
more efficient and effective in their attraction and retention efforts.  
 
Creating a collection of individual campaigns creates a layered approach for community attraction 
and retention. Individual campaigns are strengthened and amplified when program partnerships 
are leveraged. Marketing messages become stronger when additional partners (and their 
channels) are utilized, especially when many rural communities are competing to attract people 
to support labour gaps in their towns or regions.   
 
Approach: Instead of broadcasting a generic message to all, we will use a campaign that will speak 
to a single person, to form an authentic conversation leading to human connection, trust and 
ultimately action.  

Rational: A campaign’s purpose is to influence a person to take a specific and beneficial action.  

The following four targeted campaigns focus on four separate audiences that Hanover wants to 
have conservations with. The person(s) outlined below complement the program goals by:  

1. Connecting, engaging and retaining youth through culture, innovation and 
entrepreneurship. 

2. Bringing all cultural communities together under one umbrella to inspire Hanover residents 
to participate and become aware of all cultural assets available within the community.  

3. Leveraging new resident recruitment opportunities to fill existing labour gaps.  
 

4. Attracting new entrepreneurs to the community, leveraging Hanover’s cultural hub 
positioning coupled with attractive business resources.  

These campaigns each include short-term marketing actions and longer-term product 
development opportunities. This will create the basis for conversations with people about their 
potential new and enhanced life in Hanover.   
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1) Campaign Name: The Apprentice  
 

The Youth + Jobs = Better Future- Youth Skilled Trades Employment Strategy by the Canadian 
Apprenticeship Forum, noted that there are major barriers stopping youth from entering skilled 
trades in Canada including lack of awareness of opportunities, misunderstanding of the variety of 
career pathways available and misconceptions about the financial and professional return on skills 
investment. Limited knowledge about skilled trades options and the suitability for their career 
interests means youth aren’t sure if a career in skilled trades is the right fit.  
 
Campaign Goal: Engage and Retain Local Youth 
The goal is to connect with youth (12-18) to encourage community involvement through cultural 
organizations, an innovation hub (Launch Pad), and entrepreneurship. The end goal is to create a 
robust, engaged youth population that is contributing to the vibrancy of Hanover. 
 
The issues noted above can be mitigated through increased exposure, awareness and knowledge 
about what resources are literally at their doorstep, at the Launch Pad Youth Activity & Technology 
Centre in Hanover.  

 
 
Campaign Approach: Drive awareness, by targeting 13-16 year olds to make them aware of 
apprenticeship opportunities and how charting this path can lead to some pretty awesome 
careers. The campaign will show a direct correlation between upping their career skills at Launch 
Pad and landing a ‘wicked’ job they didn’t even know existed.  
 
Campaign Partners: Launch Pad as the lead, local youth groups (for communication 
deployment), Four County Labour Market Planning Board, YMCA, Bruce Power, Georgian College 
and others as identified. 
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The Apprentice campaign focuses directly on speaking to youth currently located in Hanover and 
the surrounding region. It will additionally split further (through messaging) to appeal to four 
different youth segments but utilize the same media and digital channels to reach them. This 
further refinement is done to peak curiosity of additional segments of youth who might not have 
considered skilled trades as a potential career path or who may have never been spoken to in a 
way that makes them curious enough to learn more about skilled trade opportunities.   
 
Target Market 1 Details: 

• Name: Zach  
• Age: 15 
• Grew up: Hanover 
• Favourite High School Course: tech 

Class 
• Parents: Jennifer & Mike 
• Sibling: 1 younger brother 11 
• Current Career Goal: mechanic/ 

tradesman 
• Potential Earnings: $60,000 
• Current Part Time Job: Harvey’s 

restaurant cook 

• Lifestyle: plays minor league baseball, 
rep hockey  

• Ambition: saving part time earnings 
to buy a modified pick-up truck or 
ATV and thinking about next steps for 
after high school. Spend more time 
chilling with friends. 

• Influencers: friends, parents 
• Media Pays Attention to: Instagram, 

YouTube, Snap Chat, Barstool Sports 
• Target Trade: welding

 
Target Market Details:    

• Name: Heather   
• Age: 16 
• Grew up: Hanover 
• Favourite High School Course: 

interdisciplinary studies, or working 
with infants & young children course 

• Parents: Lisa & John 
• Siblings: none 
• Current Career Goal: social worker or 

early childhood educator 
• Potential Earnings: $48,750 
• Current Part Time Job: none- but 

does a co-op placement at local 
daycare in the afternoon  

• Lifestyle: likes hanging out with 
friends and her extended family in 
Chesley  

• Ambition: wants to participate in 
international exchange program  

• Influencers: friends, peers, teachers 
at high school 

• Media consumed: Instagram, Tik Toc, 
WhatsApp 

• Sports: member x country running 
team 

• Target trade: child & youth worker 
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Target Market Details:   

• Name: Jeremy  
• Age: 17 
• Grew up: Hanover 
• Favourite High School Course: 

information & communication 
Technology: multimedia solutions or 
computer science 

• Parents: Brad & stepmom Lindsay 
• Siblings: 1 older sister (19) 
• Current Career Goal: work in 

information technology (unsure 
exactly what field)  

• Potential Earnings: $76,600 

• Current Part Time Job: warehouse 
student at North Wellington Co-Op 

• Lifestyle: enjoys online gaming  
• Ambition: complete  a computer 

science degree and computer 
programming diploma at Georgian 
College in partnership with Lakehead 
University  and ideally earn a couple 
of scholarships to help cover tuition 
costs and a little spending $ 

• Influencers: peers, social media 
• Consumed Media: YouTube, 

Instagram, Tik Tok, Reddit 
• Target trade: IT network technician

 
Campaign Components:  
 
This campaign will consist of a two-prong approach.  
 

A. Work towards building capacity to be able to claim the title of ‘Hanover – The 
Apprenticeship Capital of Ontario’ by offering the most apprentice opportunities per 
capita.  (No region has claimed this yet).  

B. Concurrently, launch a campaign to invigorate the Launch Pad brand while the longer-term 
Apprenticeship Capital campaign positioning and partnerships are developing.  
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Product Development Recommendations:  
 
1a.   Create a local apprentice partnership program  
Pull together local partnerships to create a program (and resources) to be able to make the 
‘Apprenticeship Capital’ claim. This program would work to align skills training with on the job 
experience and program support. Initially starting through high school co-op placements and 
expand to Georgian College apprenticeship opportunities located at Hanover businesses.  
 
Consultant Tasks:  

• Create an employer information package about claiming the title of ‘Apprenticeship 
Capital’ and how employers can get involved. 

• Create two forms on the microsite (see below) to be used to collect contact information 
for interested parties. One form would be used for those looking for apprentice 
opportunities and one for businesses looking to fill opportunities. Building an initial 
database is beneficial and can be leveraged for future use.  

• As part of the Town of Hanover’s updated BR&E study in 2021 (please refer to page 34 for 
details), develop potential apprentice focused questions for employers for inclusion in the 
survey in order to help inform future program development.  
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Town of Hanover Tasks:  
• Create a press release announcing the capital claims and the facilitation of program/ 

partnerships under development within the region. 
• Determine the current number of apprenticeships available within Hanover businesses. 
• Source potential partners and communicate ‘Apprenticeship Capital’ positioning. 
• Facilitate a core group of partners to collectively work on increasing the volume of 

opportunities locally. 
• In conjunction with Georgian College and local high schools, facilitate a dialogue between 

the Hanover business community looking to fill apprentice opportunities and students 
looking for apprenticeship or co-op placements. 

• Engage in the long-term promotion and positioning of the ‘Apprenticeship Capital’ brand.  
• Identify additional funding opportunities available to promote apprentices in Hanover via 

Graduated Apprenticeship Grant for Employers and/ or other avenues.  
 
Partner Tasks (Individual Businesses):  

• Determine and identify where apprentice opportunities are in their businesses and supply 
chains. 

• Be available to provide information about the value of offering apprenticeships locally in 
the community (ROI, community economic impact etc.). 

• Promote and support the Apprenticeship Capital of Ontario brand positioning. 
 

Partner Tasks (Educational institutions): Georgian College, John Diefenbaker Senior School  
• Leverage Georgian College reputation as Ontario’s #1 college in co-op education to create 

a channel between co-operative education and opportunities in Hanover businesses, 
specifically for trade-based apprenticeships. Connect with Georgian’s education and 
career success team to set up new opportunity channel in Hanover.  

• Create pathway between high school co-op placements in the trades and local supply 
chains and businesses.  

 
Partner Tasks (Organizations):  Ministry of Labour, YMCA, Four County Labour Board, Launch Pad 

• Leverage organizational resources available to support ‘Apprenticeship Capital’ program 
and collaborate where applicable.  
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Marketing & Communications Recommendations:  
 
Initially, as partnerships are developing in the background to support this ‘Apprenticeship 
Capital’ claim, deploy four marketing tactics. 
 
1b.  Re-invigorate the Launch Pad Youth Activity & Technology Centre Brand + Website  
Create a refreshed brand for the Launch Pad Youth Activity & Technology Centre (LPYATC) which 
would be used across digital and media platforms. Potential elements to include logo refresh, 
creation of a brand promise and a brand toolkit to support consistent brand usage.  
 
With Launch Pad’s primary target focused on attracting and retaining local youth in Hanover to 
participate in their programing, it is important to ensure Launch Pad’s brand is timely, relevant 
and engaging with local youth.  
 
Additionally, youth (and their families) will learn more about Launch Pad through digital platforms 
before they ever step foot through the door. Ensuring Launch Pad’s reputation is consistent 
digitally is integral to create a favourable and recognizable impression for the organization.  
 
Based on administrative functionality required for the organization, the new website could 
become a platform and tool for virtual training, digital registration, room bookings, podcast links 
and information and videos of completed youth projects. Additionally, a centralized section of the 
new website would be dedicated to becoming the landing point for all future ‘Apprenticeship 
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Capital’ information, media releases, regional partnership information, skills pairing data and 
contact information. Ads and video links (see below) would direct people to view Launch Pad’s 
website for all information related to this campaign.  
 
As momentum builds for the organization and participation increases, additional youth segments 
living outside of Hanover can be targeted including Indigenous communities in Bruce County. 
Focusing on building awareness solely locally first is beneficial. As the new branding, website and 
(potentially) new digital programming comes online, it will create a higher marketing reach and 
communicate the value in travelling greater distances from home to attend programming and 
creates a space, brand and tool that youth won’t want to miss out on.  
 
Consultant Tasks:  

• Create a brand toolkit or style guide document to allow the 
‘launch’ of a rebrand for the organization. The brand would 
appeal to and attract youth participants.  

• In consultation with staff determine functionality needs for 
new website 

• Plan, develop and build new website.  
• Gather and create all Apprentice Capital content for upload to 

new website.  
• Ensure new brand is integrated across entire website.  

 
1c.  Level up local student awareness of Launch Pad 
Partner with John Diefenbaker Senior School to integrate attendance 
at a Launch Pad program as part of the course curriculum, in an effort 
to increase foot traffic and give students the opportunity to learn more about other programs 
offered.  
 
Town of Hanover Tasks:  

• Facilitate partnerships between the school, Launch Pad and Town of Hanover.  
• Create information and communicate as applicable to support the initiative. 

 
 
1d.  The Trades are Cool – Video  
Create a 1 minute “MythBusters style” video which leverages humour as an approachable way to 
shatter misconceptions youth have about careers in the trades. Video elements would highlight 
that careers in the trades:  
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• Have large earning potential. 
• Use cutting edge technology such as 3D 

printers, apps, robotics. 
• Span across multiple sectors. 
• Have the ability to pay earn a wage while 

learning.  
• Highlight that wage increases greatly outpace 

those with bachelor’s degrees. 
• Provide multiple long-term career paths (ie. 

starting a business, teaching others, becoming 
a manager or mentors). 

• Provide transferable skills that are highly 
sought after. 

 
The video concept would align with the skills gaps or the top three apprenticeship opportunities 
identified for Hanover. 
 
Consultant Tasks:  

• Creative development of video concept, positioning, creative direction and storyboarding 
• Video execution 

 
Town of Hanover Tasks:  

• Disseminate the video and encourage integration into partners’ (noted above) e-
newsletters, websites, press releases, social media channels or communication where 
applicable, linking back to updated Launch Pad webpage.  

 
 
1e.  Social media targeted video ads  
Leverage the video (and clips) and deploy as targeted ads on TikTok and YouTube to students 
located directly in Hanover. The landing page for the ads would be the newly refreshed Launch 
Pad page/ brand.  
 
Consultant Tasks:  

• Develop target audience, write copy and deploy targeted social media ads. 
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Town of Hanover Tasks:   
• Confirm social media account to deploy ads (Town of Hanover, Launch Pad etc.) and 

provide access to accounts.  
 

 
Potential Challenges:  

• Facilitation with partners to create the support tools needed to become the 
‘Apprenticeship Capital’ will take time.  

• Being aware that staff and digital resources available at Launch Pad to support calls to 
action for campaigns may be limited. 

 
The Apprentice  

 
Estimated Cost Q1 

Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

 
Development of Apprenticeship 
Partnership Program  

Staff time or 
consultant time 

    

Employer information/ data collection Staff time or 
consultant time 

    

E-newsletters deployment $1500     
Partner communication  Staff time or 

consultant time 
    

Brand Refresh $7500     
Centralized webpage for all content $ 10,000*     
Creative video development  $2500     
Video execution $8000     
Social media targeted ads, creation, 
deployment, monitoring and 
management 

$5000 
    

 

*Pricing may change after discussion with Launch Pad  

Staff/board based on identification of additional functional requirements.  
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2) Campaign Name: Matchmaker  
 
The Town of Hanover’s Economic Strategic Plan 2018-2022 noted that one of the five main 
strategic directions and sub goals includes the enhancement of the Arts & Culture environment in 
Hanover to support initiatives which enhance arts experiences for visitors and locals alike. This 
includes increasing market readiness of assets, partnerships facilitation and encouraging resident 
participation as a way to increase enjoyment and vibrancy of the community.  
 
This campaign will have a local lens on it to encourage residents to learn about, participate and 
volunteer in existing arts and cultural experiences throughout Hanover.  
 
The 2018 document by Corporate Research Associates Inc. for the Department of Canadian 
Heritage entitled Focus Groups on Canadians’ Participation in the Arts1  noted that one of the key 
benefits of participating in arts and cultural events includes an increased sense of connection with 
a participants’ community, especially when arts and cultural experiences are discovered with 
friends and family. By working to encourage local residents to engage and participate in cultural 
opportunities in Hanover, this campaign will increase awareness, enjoyment and community pride 
of Hanover.  
 
Campaign Goal: Develop a Cultural Hub 
The goal is to bring all of the cultural communities together under one umbrella, to leverage the 
critical mass thus increasing Hanover’s positioning as a vibrant cultural community. 
  
Sub goal: Inspire Hanover residents to 
participate in and become aware of all the 
cultural assets available within the 
community.  
 
Campaign Approach: Match a local 
resident with a custom cultural itinerary 
based on their individual profile. 
Leverage the depth of cultural mapping 
assets already collected in addition to 
new resources identified.  
 
 

                                                
1 https://epe.lac-bac.gc.ca/100/200/301/pwgsc-tpsgc/por-ef/canadian_heritage/2018/109-17-e/report.pdf 



 
 

  20 

 
Campaign Partners: The Cultural Roundtable, individual non-profits, membership listings at local 
service clubs and Town of Hanover staff. 
 
Target Market Details: 

• Name: Ann-Marie 
• Age: 51 
• Currently Lives: outskirts of Hanover 
• School Attended: Nipissing University 
• Favourite Local Cultural Activity:  

Taste of Grey Lion’s Club event and 
heritage plaques at P&H centre  

• Family structure: married to John 
(52), with 2 grown children (24 & 22)  

• Current and Past Careers:  
administrator at Hanover hospital in 
accounting department 

• Household Earnings: $104,000 

• Lifestyle: low recreational - hikes, 
neighbourhood social walks, trailer 
camping, coffee with friends 

• Retirement Plans: within 10 years 
and then do a bit more travel with 
husband 

• Owns own home: mortgage free but 
money is tight since helping to get 
kids through university 

• Influencers: friends, economy 
(career trends for her kids) 

• Consumed Media: Facebook, local 
radio

 

Campaign Components:   
The main component of the campaign would include the creation of a microsite where residents 
could complete a personalized cultural profile quiz. The output of their quiz answers would provide 
them with itinerary ideas based on local cultural heritage activities that align with their interests. 
 
This microsite would act as the consumer side to the cultural assets map the Cultural Roundtable 
has already created. Imagery on the site could feature locals experiencing these locations.  
 
Other considerations:  

• The campaign could expand beyond locals in the second phase and focus on regional 
visitors or tourists, specifically with Hanover’s Prizm segments “Satellite Burbs” and “Wide 
Open Spaces” segments. 

• Collection of local user generated content at each location would (over time) create a 
critical mass of images to support the microsite or future advertising. 
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Product Development Recommendations:  
 
2a.  Volunteer Identification 
In collaboration with the Cultural Roundtable and Town of Hanover staff, identify which 
organizations, service clubs or cultural institutions require volunteers. This data would then be 
indicated in the back end of the microsite and a list of potential volunteer opportunities could be 
populated for consumer profiles/ preferences.  

  
Town of Hanover Tasks:  

• Review the list of organizations, service clubs or cultural institutions and identify those 
who require volunteers. 
 
 

Marketing & Communications Recommendations: 
 
2b.  Create microsite with quiz functionality 

Create a microsite which for the consumer involves completing a 
fun, light, easy profile quiz on the front and the back end (based 
on answers) outputs an itinerary based on cultural mapping data 
assets.  
 
Consultant Tasks:   

• Integrate volunteer information identified previously into 
site. 

• Create draft cultural profile segments. 
• Create microsite wireframe, itinerary pairing content and 

obtain URL. 
• If required, supplement with photo shoot to obtain local 

culture asset imagery.   
 
Town of Hanover Tasks:  

• Provide/ source/ collect imagery of locals visiting cultural assets to be used on website.  
• Provide communication and information to all cultural organizations/ assets about the 

campaign and how the collective identifying branding (see below) will be used to solidify 
the campaign.  

 
Partner Tasks: (Cultural Roundtable) 

• Provide feedback on the proposed cultural profile segments. 

Parks Canada Quiz “Love at First Site” 

which pairs visitors with their ideal Parks 

Canada location  
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• Confirm data on cultural assets to be used for digital asset mapping.  
• Promote campaign using all channels available to roundtable members. 

 

 
 
 
 
2c.  Create a branded sign/ stamp/ sticker & digital graphic 
This branded visual is intended to be utilized at physical cultural/ 
artistic/ historical buildings or linked on the organization’s website. 
This is recommended to:  

• Peak curiosity for those unaware of the digital campaign,  
• Create a photo opportunity for sharable user generated content 

and increased distribution,  
• Thematically brand the collection of cultural assets together (potentially utilizing HIPP 

branding), and  
• Ensure the branded visual has a specific call to action/ microsite URL displayed. 

 
Consultant Tasks:  

• Design and fabricate visuals 
 
Partner Tasks (Cultural roundtable) 

• Endorse graphic branding to be used at all cultural asset locations. 
 
Town of Hanover Tasks: 

• Distribute branding items to local organizations (where applicable). 

Example of Geocache stickers found at 
multiple sites to indicate they’re linked to 
larger event/ location and experience 
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2d.  Press Release & Other Communication 
Leverage current communication channels that local residents utilize (and follow) to highlight the 
Matchmaker campaign and how they can benefit by exploring cultural assets close to home.  
 
Town of Hanover Tasks:  

• Write a press release that highlights the microsite, quiz and local cultural itineraries 
available for residents to enjoy.  

• Distribute an information package about the campaign, goals, targets to local cultural 
organizations, informing them how they will benefit from increased local participation. Ask 
organizations to indicate their participation and or if they require volunteers.  

• Distribute press release (once microsite and itineraries are live) to broader public including 
all media outlets and social media channels. 

 
Partner Tasks (Cultural Roundtable): 

• Contact local organizations/ service clubs and provide them with background information 
on the initiative and campaign prior to any public press release. 

• Promote the public campaign using all channels available. 
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2e.  Digital Ads 
Once the microsite is live, create targeted digital ads to encourage site visit traffic to the 
microsite. 
 
Consultant Tasks:   

• Confirm social media accounts to be used for ad distribution. 
• Create and deploy digital social media ads. 
• Monitor ads and respond to inquiries and comments. 
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Potential challenges:  
• This campaign will attempt to categorize the intangible elements about culture. What 

culture means to participants greatly varies and is highly individualized. 
 

Matchmaker 
 

Estimated Cost Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

 
Volunteer Identification Staff Time     
Creation of branded microsite with quiz functionality, 
form sign up for volunteer, itinerary creation for 
pairings and integration of asset inventory (large). 
Possible mapping component as well) 

*Please refer to 

microsite outline 

below 

    

Imagery collection (for microsite/ ad usage)  Staff time and/or 
consultant time 

    

Design of branded visual (including physical and digital 
version)  $600     

Fabrication of branded visuals (where applicable) 
Approx. 200 $1000     

Distribution of branded visuals to local organizations  Staff time      
Press release creation and distribution  Staff time     
Digital ad development, deployment, management 
and monitoring  $5000     
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3) Campaign Name: Vegas North 
 
Grey County’s Environics Analysis 2019 data for Hanover’s main trade area noted that the median 
age of people within a 40km radius of Hanover is 57 (which is higher than the provincial average). 
55 and older adults account for close to 44% of the total population within the trade area which 
is a substantial volume of people nearing retirement, leading in turn to stiff competition for 
increasing participation in the labour market locally with neighbouring communities seeing a 
similar trend. Hanover can position itself to leverage its local cultural and entertainment assets to 
attract a younger working population with additional years in the workforce and to set itself apart 
from the competition.  
 
Campaign Goal: New Resident Recruitment 
In order to assist with filling the labour gap, new residents are needed in Hanover. This program 
requires a strategic effort to identify who prospective new residents are, where they live, and why 
they may consider relocating to Hanover. 
 
Campaign Approach: Don’t fight what’s already brewing…literally. Focus on leveraging Hanover’s 
developing entertainment district to create a festival city vibe that will be attractive to urbanities 
looking for a new community to live in.  
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Campaign Partners: Local real estate agents, P&H Centre, Grey Bruce Real Estate Association, 
Playtime Casino, Hanover Raceway, Hanover Agricultural Society, Back Porch Events and/or 
others as applicable.  
 

 
 
Target Market Details: 

• Name: Mark 
• Age: 29 
• Relationship status: single 
• Currently rents in: Dundas, Ontario 
• School Graduated from: Mohawk 

College 
• Current field of employment: 

computer programmer 
• Potential Earnings: $85,000 
• Lifestyle: plays in a rec soccer league, 

and hockey league in the winter, 

enjoys social pub drinks, music 
concerts 

• Professional Development: part of 
local tech network and pays for co-
working space in Hamilton  

• Influencers: friends, peers  
• Consumed Media: YouTube, 

Facebook for shared video content, 
Instagram, county radio (Today’s 
Country)/ classic rock.

Campaign Components:   
This digital campaign will leverage cultural assets (music, racetrack, casino) coupled with 
microbrewers to appeal to the under 30 demographics through video content.  



 
 

  28 

 
Other considerations:  

• Currently, the Town of Hanover’s website’s visitors’ top activities include sporting events 
(connection with racetrack), public parks, music festivals and community theatres.  

• Visitor data also noted that visitors 40-160km away are spending 4hr/day on the internet 
with one of their top three activities being searching local real estate listings (17% of their 
total daily time). Leveraging a partnership or connection with local real estate 
organizations (either for partnership, ad opportunities or placement) could be beneficial 
and align with target market activities.  

 

 
 
Product Development Recommendations:   
 
3a.  Gather background stats/ information  
Communication with local real estate agents/ companies to obtain detailed data on the cost of 
living and housing opportunities in Hanover. This would be required before making any claims or 
connection with a campaign that mentions lower cost of living.  
 
Town of Hanover Tasks:  

• Outreach to local real estate companies to confirm housing statistics related to relocation 
to Hanover (market trends etc.).  

• Confirm additional insights available related to demographics visiting town webpages 
(ages, gender etc.) to ensure accuracy for future targeted ads.  
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Marketing & Communications Recommendations: 
 
3b.  Create a video 
Create a 1-minute video with alternative 5, 10 and 30 second sharable video clips. Video would 
leverage existing footage (where applicable) of music festivals, horse racing, casino activities, 
microbreweries and location imagery to create an exciting tone and atmosphere.  
 

 
 
Consultant Tasks:   

• Obtain from partners (where applicable) B roll video of events, imagery or produce video 
content and obtain access to facilities for video crew. 

• Undertake video creative development.  
• Execute video including production and post-production. 

 
 
Town of Hanover Tasks:   

• Outreach to asset partners to confirm involvement and provide background about 
campaign goals. 

• Confirm partnership access to facility or event to film crew (where applicable).  
• Promote social media sharing of the video via the town’s tourism social media page(s) and 

partners’ social media sites.  
• Provide the video to partners and encourage them to share it across their social media 

channels. 
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3c.  Create microsite to house video and landing page  
Create a microsite where the video will be housed and include additional information and links 
about relocating to Hanover. Integration of additional content includes connections to rural space, 
low cost of living plus, GIG community and 
highspeed internet access.  

 
Consultant Tasks:  

• Create microsite. 
• Gather and/ or write content required to be 

included on microsite (relocation info, 
guides, top 10 reasons etc.). 

 
Town of Hanover Tasks:   

• Respond to inquiries for more information (single point of contact). 
 
 
3d.  Deploy targeted video ads 
Deploy video ads on both YouTube and on local real estate sites in targeted cities towards Mark 
and his location, lifestyle, habits etc. 
 
Consultant Tasks:   

• Confirm social media account to be utilized. 
• Create ad copy and integration with landing page. 
• Share the campaign via approved social media channels.  
• Monitor and respond to social media comments. 
 

 
Potential challenges:  

• The main entertainment asset (festival/ production company) is a private operator and 
music festivals and raceway may not be operating in the same format for the upcoming 
year due to Covid-19 restrictions (if at all) which could limit the campaign potential if assets 
aren’t available to be utilized. Digital social media ads which use housing information are 
often reviewed extensively before deployment so additional design/ editing time will be 
required. 
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Vegas North 
 

Estimated Cost Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

 
Information collection for local housing costs/ 
stats 

Staff time     

Communicate with partners to obtain video 
footage Staff time     

Creative video development  $1500     
Edit video footage received (if applicable) TBD (budget 

dependent on 
footage available) 

    

Video execution $5000     
Source/ create photography (if applicable, budget 
depends on resources available)  TBD     

Create microsite to house video and landing 
pages 

*Please refer to 

microsite outline 

below 

    

Digital ad development, deployment, 
management and monitoring  

$5000      
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4) Campaign Name: Start Up Sarah 
Hanover’s 2015 Business Retention and Expansion Study included stakeholder and informant 
interview alongside surveys to better understand the business climate in Hanover as well as 
concerns and economic conditions relevant for the business community.  
 
Overall, Hanover’s business climate was noted as very favourable with strong supports by both 
the upper tier municipality business centre, and local economic development through the Town 
of Hanover. Access to local labour board reports and data allowed the business community to 
make informed timely decisions especially related to staffing.  
 
In addition to these economic supports, having access to powerful internet service, a lower cost 
of living, and a location that is in close proximity to major recreational assets including Lake Huron 
are attractive elements for new businesses to consider starting up in Hanover.  
  
Campaign Goal: Recruit Entrepreneurs 
 
As part of Hanover’s cultural hub positioning, there is a desire to attract entrepreneurs who can 
share and add value to the community both in the start-up of new businesses and in the succession 
of existing companies. 
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Campaign Approach: Attract creative thinkers, tinkers and toolers to the region by leveraging the 
CIP start up incentive and additional business supports (such as business success matching coupon 
codes etc.) available in the community as a way to entice new businesses to put down roots and 
thrive in Hanover.  
 
Campaign Partners: Town of Hanover, Grey County Economic Development, Saugeen Economic 
Development Corporation, Launch Pad, WOWSA (Women of Wellington Saugeen Area), Saugeen 
Connects, and Grey County Business Enterprise Centre.  
 
Target Market Details: 

• Name: Sarah 
• Age: 25 
• Grew up: Orangeville 
• Currently lives in: Newmarket and 

commutes to Toronto for work 
(administration)  

• Education level obtained: honours 
bachelor of arts - major in English, 
minor in history. Post grad in 
communications. 

• What she’s dreaming about: realized 
her degree isn’t a direct line to work 
and wants to start her own small 
coffee shop or food truck since she 
loved the vibe of both when studying 
in urban locations. 

• Extended family: lives throughout the 
Orangeville & Guelph areas  

• Current earnings at full time job: 
$47,500 

• Current earnings as a part time job: 
$15,000 (barista) 

• Potential cost to start new business 
venture: $35,000 

• Lifestyle: loves hanging out anywhere 
there is a vibe, wants to be 
surrounded by others 

• Ambition: work for herself instead of 
being stuck in the 9-5 

• Influencers: friends, parents 
• Consumed Media: Instagram, 

YouTube, lifestyle and food/drink 
bloggers, satellite radio (Hits1) 

 

Campaign components:   
The campaign will be a highly targeted digital ad campaign (deployed on Instagram and Facebook) 
which will encourage young entrepreneurs to customize their dream business in Hanover. The 
campaign would promote the new financial incentives (and business resources) available to start 
a successful business in Hanover.  
 
 
 
 



 
 

  34 

 
Product Development Recommendations:  
 
4a.  Identify Local Business Gaps & Partnership Opportunities 
Identify any business or service gaps in Hanover (BR& E or other studies), which will help support 
and inform targeted ads. Additionally, reach out to partners and determine any business resources 
they provide for entrepreneurs which can be accessed locally. An updated BR&E for Town of 

Hanover will be completed in 2021.  

 
Consultant Tasks:   

• Collect partner support links and funding information to be used on the microsite. 
 
Town of Hanover Tasks:  

• Confirm business partnerships to engage with and provide a direct line of contact. 
• Determine specific business or service gaps in the community, ideally to target ads towards 

entrepreneurs interested in these types of businesses.  
• Provide findings/ information from updated BR&E (in 2021) when available. 

 
 
4b.  Gather Testimonials & Imagery 
Obtain and leverage testimonials of youth being groomed to take over businesses or recent 
successful start-ups in Hanover. Start collection of business imagery available or identify what 
photo assets may be needed for microsite (see below) or targeted ads.  
 
Consultant Tasks:   

• Reach out to candidates to obtain testimonials.  
 

Town of Hanover Tasks:  
• Identify photo asset gaps, source where required. 
• Provide names/ contact information of any new business owners that could be used as 

testimonials. 
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Marketing & Communication Recommendations: 
 
4c.  Microsite 
Create a microsite that will centralize information about business incentives for start-ups, partner 
resources and why starting a new business in Hanover = success. Within the microsite a digital 
resource manual/ information package should be assembled to centralize information about what 
business resources are available in Hanover and those offered by supporting partners. This 
resource manual could be accessible to both potential (or existing) entrepreneurs and additionally 
shared with all relevant partners to create alignment/ awareness of how this campaign (and larger 
HIPP program) fits into regional economic development and business recruitment initiatives.  
 
Consultant Tasks:   

• Draft site content copy and links for funding. 
• Confirm compelling call to action. 
• Build and insert content for landing page used for digital ads.  

 
Town of Hanover Tasks:  

• Confirm all available funding that new entrepreneurs could access. 
• Provide & confirm information to be included in the resource manual/ information package 
• Advise partners on campaign and specific calls to action which may relate to their 

organization (once determined). 
 
4d.  Digital Ads:  
Create highly targeted social media ads which highlight the benefits of starting a new business in 
Hanover. Ads may potentially leverage information related to: cost comparison to larger urban 
areas, supply chains access, rural lifestyle (more room less crowding), connection with GIG 
community, value of taking over existing business compared to starting from scratch, real estate 
and family lifestyle opportunities etc.  
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Consultant Tasks:   

• Confirm data (if applicable) to be integrated into social media ads (I.e business gaps 
identified)  

• Confirm social media accounts to utilize. 
• Create, and deploy digital social media ads. 
• Link ads to microsite. 
• Monitor and respond to comments and engagement. 

 
Town of Hanover Tasks:  

• Support the campaign deployment by sharing via partner social media channels and 
communication resources. 

 
Potential challenges:  

• The campaign will require that business/ entrepreneur programs are in place to help 
support entrepreneurs. They’re currently available, but not necessarily working together 
within the region. 

 

Start Up Sarah 
Estimated Cost Q1 

Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

 
Identify local business gaps & partnership 
opportunities 

Staff time     

Gather testimonials & imagery  Staff time or 
consultant 
time 

    

Integration into microsite  *Please refer 

to microsite 

outline below 

    

Confirm all data available to use in ads  Staff time or 
consultant 
time 

    

Digital ad deployment, management and 
monitoring $5000     
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Implementation Plan & Next Steps  
This marketing plan has strategically recommended the development and /or enhancement of 
product development and marketing assets which will:  

• Enhance marketing tactics and create long term sustainability for future recruitment 
efforts, 

• Enhance the brand of the HIPP and recognition of the Town of Hanover’s economic 
development initiatives,  

• Stimulate word of mouth marketing and referrals, 
• Build criterial mass of marketable assets, 
• Appeal to residents to increase their interaction with cultural organizations and assets 

locally, and  
• Appeal to visitors to consider relocation to Hanover for employment or to start a business.  

 
Next steps and a set of initial actions are recommended to be completed in the following order:   
 

1. Leverage or source partnership funding (where applicable/ available) especially in relation 
to product development recommendations. 

2. Complete communication outreach to potential partners for each campaign to discuss any 
additional resources available. 

3. Determine implementation approach for individual campaigns (whether doing all 
simultaneously or one campaign at a time to concentrate resources, focus and efforts).  

4. Communicate HIPP brand and campaign plan to council, local community (where 
required). 

5. Complete the Q1 tasks for each of the individual campaigns: 
• The Apprentice 

§ Development of Apprenticeship Partnership Program. 
§ Undertake partner communication. 
§ Complete brand refresh for Launch Pad. 
§ Plan creative video development  
§ Create a centralized webpage for all content. 

• Match Maker 
§ Review volunteer needs. 
§ Create branded microsite with quiz functionality. 
§ Complete imagery collection. 
§ Design of branded visual graphic. 
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• Vegas North 
§ Collect data on local housing costs/ stats. 
§ Communicate with partners to obtain video footage. 
§ Creative video development and/or edit video footage received (if 

applicable). 
§ Facilitate on-site video production (if applicable). 

• Start Up Sarah 
§ Identify local business gaps & partnership opportunities. 
§ Gather testimonials from business community (as applicable). 
§ Confirm all data available to be used in ads (especially related to identified 

business gaps, incentive programs etc.) 
§ Source/ obtain imagery (as applicable). 
§ Content curation/ copywriting.  
§ Integration content into microsite. 
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Appendix 1 
Microsite Outline:  
 
The microsite is proposed to be utilized for the following campaigns:  
 

• Match Maker, 
• Vegas North, and 
• Start Up Sarah. 

 
For each campaign, the site would have a hidden landing page where the social media ads would 
lead to. The Match Maker campaign would also require quiz widgets/ forms and a database 
developed in the back to link information about all the cultural mapping assets identified. 
Additional functionality for content, video displays and contact forms for itineraries may be 
required once site planning/ wireframes are drafted. The microsite would also house information 
about the overarching HIP Program and have the capability to expand to accommodate future 
campaign pages or content where applicable.  
 
The intention with creating one microsite with subpages (and campaign specific URL/domains), is 
to be more efficient with website building costs, one location for updates, and centralizing future 
recruitment and attraction campaigns.  
 
The total cost for the development of the microsite for the above campaigns still needs to be 
determined/ finalized- as specifications of site structure or requested functionality will impact 
overall cost. Should the campaigns not be pursued simultaneously, website costs will also have to 
be re-visited to determine allocations for individual campaigns.  
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Summary of Targeted Campaign Components 
An X in the timing column denotes task to be completed as part of the initial implementation phase (January 2021- September 2021). 

 

The Apprentice 
 

Task Breakdown 
 

Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

  

 
 

Development 
of 

Apprenticeship 
Partnership 

Program 
 
 

Consultant Tasks 
• Create an employer information package about claiming the title of ‘Apprenticeship Capital’ and how employers 

can get involved. 
 
Town of Hanover Tasks:  

• Facilitate partnerships between Launch Pad and Town of Hanover.  
• Facilitate a core group of partners to collectively work on increasing the volume of opportunities locally. 
• Create a press release announcing the capital claims and the facilitation of program/ partnerships under 

development within the region. 
• Engage in the long-term promotion and positioning of the ‘Apprenticeship Capital’ brand.  
• Identify additional funding opportunities available to promote apprentices in Hanover via Graduated 

Apprenticeship Grant for Employers and/ or other avenues.  
 

Partner Tasks (Individual Businesses):  
• Be available to provide information about the value of offering apprenticeships locally in the community (ROI, 

community economic impact etc.). 
 

Partner Tasks (Educational institutions): Georgian College, John Diefenbaker Senior School  
• Leverage Georgian College reputation as Ontario’s #1 college in co-op education to create a channel between co-

operative education and opportunities in Hanover businesses, specifically for trade-based apprenticeships. 
Connect with Georgian’s education and career success team to set up new opportunity channel in Hanover.  

 
Partner Tasks (Organizations):  Ministry of Labour, YMCA, Four County Labour Board, Launch Pad 

• Create pathway between high school co-op placements in the trades and local supply chains and businesses.  

Staff time or 
consultant 

time 
X X X  
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The Apprentice 
 

Task Breakdown 
 

Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

• Leverage organizational resources available to support ‘Apprenticeship Capital’ program and collaborate where 
applicable.  

Employer 
information/ 

data collection 
 
 

Consultant Tasks 
• As part of the Town of Hanover’s updated BR&E study in 2021, develop potential apprentice focused questions for 

employers for inclusion in the survey in order to help inform future program development.  
 
Town of Hanover Tasks:  

• Determine the current number of apprenticeships available within Hanover businesses. 
Partner Tasks (Individual Businesses):  

• Determine and identify where apprentice opportunities are in their businesses and supply chains. 

  

Staff time or 
consultant 

time 

 

X X 

 

 
 

E-newsletter 
Design/ 

Deployment 
 
 

Consultant Tasks:  
• Create an ‘Apprenticeship Capital’ designed e-newsletter and template which can be used to communicate further 

information about the program and updates for those who have signed up on the website. 
 
Town of Hanover Tasks:  

• Deploy e-newsletter to mailing list/ stakeholders 

  

$1500 

    

 
Partner 

communication 

Consultant Tasks 
• Create two forms (for future microsite usage) to collect contact information for interested parties. One form would 

be used for those looking for apprentice opportunities and one for businesses looking to fill opportunities. 
 
Town of Hanover Tasks:  

• Source potential partners and communicate ‘Apprenticeship Capital’ positioning. 
• In conjunction with Georgian College and local high schools, facilitate a dialogue between the Hanover business 

community looking to fill apprentice opportunities and students looking for apprenticeship or co-op placements. 
• Create information and communicate as applicable to support the initiative. 

 
Partner Tasks (Individual Businesses):  

• Promote and support the Apprenticeship Capital brand positioning. 

Staff time or 
consultant 

time 
X X X  
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The Apprentice 
 

Task Breakdown 
 

Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

 
Partner Tasks (Educational institutions): Georgian College, John Diefenbaker Senior School  

• Promote and support the Apprenticeship Capital brand positioning. 

 

 
Brand Refresh 

 
 

 
Consultant Tasks:  

• Create a brand toolkit or style guide document to allow the ‘launch’ of a rebrand for the organization. The brand 
would appeal to and attract youth participants.  

• Ensure new brand is integrated across entire website.  

 

$7500 X 

   

Website 
Refresh/ build 

Consultant Tasks:  
• Plan, develop and build new website.  
• In consultation with staff determine functionality needs for new website. 
• Gather and create all Apprentice Capital content for upload to new website.  

 

$ 10,000*   

  

 
Creative video 
development 

 

Consultant Tasks:  
• Creative development of video concept, positioning, creative direction, storyboarding and actors.  

$2500 

    

 
Video 

execution 

Consultant Tasks:  
• Video execution and post production.  

 
Town of Hanover Tasks:  

• Disseminate the video and encourage integration into partners’ (noted above) e-newsletters, websites, press 
releases, social media channels or communication where applicable, linking back to updated Launch Pad webpage. 

 

$8000 

    

Social media 
targeted ads, 

creation, 
deployment, 

Consultant Tasks:  
• Develop target audience, write copy and deploy targeted social media ads. 

 
Town of Hanover Tasks:   

$5000 
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The Apprentice 
 

Task Breakdown 
 

Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

monitoring and 
management 

• Confirm social media account to deploy ads (Town of Hanover, Launch Pad etc.) and provide access to accounts.  

 
 
*Pricing may change after discussion with Launch Pad staff/board based on identification of additional functional requirements.  
 
 
 
 
 

Matchmaker 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

  

Volunteer 
Identification 

Town of Hanover Tasks:  
• Review the list of organizations, service clubs or cultural institutions and identify those who require 

volunteers. 

 

Staff Time X X X 

 

Creation of 
branded microsite  

 

Consultant Tasks:   
• Integrate volunteer information identified previously into site. 
• Create draft cultural profile segments (for itinerary matching). 
• Create itinerary pairing content (based out of asset mapping available). 
• Create microsite wireframe, and obtain URL.(s). 
• Execute creation of microsite including all campaign related elements (itinerary pairings, asset inventory, 

possible mapping, quiz functionality, opt in forms etc.) 
 
Town of Hanover Tasks:  

• Provide feedback on proposed microsite wireframes/ structure.  
• Provide feedback on proposed itineraries for profile segment matching. 

 
Partner Tasks: (Cultural Roundtable) 

*Please 
refer to 

microsite 
outline  

X X X 
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Matchmaker 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

• Provide feedback on the proposed cultural profile segments. 
• Confirm data on cultural assets to be used for digital asset mapping.  
• Once campaign is launched- promote campaign using all channels available to roundtable members. 

 

Imagery collection 
(for microsite/ ad 

usage) 

Consultant Tasks:   
• If required, supplement with photoshoot to obtain local culture asset imagery.   

 
Town of Hanover Tasks:  

• Provide/ source/ collect imagery of locals visiting cultural assets to be used on website.  

 

Staff time 
and/or 

consultant 
time 

X X X 

 

Design of branded 
visual (including 

physical and digital 
version) 

Consultant Tasks:  
• Design visuals. 

 
Town of Hanover Tasks: 

• Distribute branding items to local organizations (where applicable). 
 
Partner Tasks (Cultural roundtable) 

• Endorse graphic branding to be used at all cultural asset locations. 
 

 

$600  X X 

 

Fabrication of 
branded visuals 

(where applicable) 
Approx. 200 

Consultant Tasks: 
• Fabricate designed visuals.  

$1000 

 

X X 

 

Distribution of 
branded visuals to 
local organizations 

 

Consultant Tasks: 
• Ensure fabricated visuals are delivered to Town of Hanover staff for further distribution.  

 
Town of Hanover Tasks: 

• Provide communication and information to all cultural organizations/ assets about the campaign and how the 
collective identifying branding will be used to solidify the campaign.  

Staff time 

  

X 

 



 
 

  45 

Matchmaker 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

Press release 
creation and 
distribution 

Town of Hanover Tasks:  
• Distribute an information package about the campaign, goals, targets to local cultural organizations, informing 

them how they will benefit from increased local participation. Ask organizations to indicate their participation 
and or if they require volunteers.  

• Write a press release that highlights the microsite, quiz and local cultural itineraries available for residents to 
enjoy.  

• Distribute press release (once microsite and itineraries are live) to broader public including all media outlets 
and social media channels. 

 
Partner Tasks: (Cultural Roundtable) 

• Contact local organizations/ service clubs and provide them with background information on the initiative 
and campaign prior to any public press release. 

• Promote the public campaign using all channels available. 

Staff time 

 

X X 

 

Digital ad 
development, 
deployment, 

management and 
monitoring 

Consultant Tasks:   
• Create and deploy digital social media ads. 
• Monitor ads and respond to inquiries and comments. 

 
Town of Hanover Tasks:  

• Confirm social media accounts to be used for ad distribution. 

$5000 

 

X X 

 

 
 
 
 

Vegas North 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

  
Information 

collection for local 
housing costs/ stats 

Town of Hanover Tasks:  
• Outreach to local real estate companies to confirm housing statistics related to relocation to Hanover (market 

trends etc.).  
Staff time X 
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Vegas North 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

• Confirm additional insights available related to demographics visiting town webpages (ages, gender etc.) to 

ensure accuracy for future targeted ads.  
 

Communicate with 
partners to obtain 

video footage 

Consultant Tasks:   
• Obtain from partners (where applicable) B roll video of events, imagery or produce video content and obtain 

access to facilities for video crew. 
Town of Hanover Tasks:   

• Outreach to asset partners to confirm involvement and provide background about campaign goals. 
• Promote social media sharing of the video via the town’s tourism social media page(s) and partners’ social 

media sites.  
• Provide the video to partners and encourage them to share it across their social media channels. 

 

Staff time X 

   

Creative video 
development 

 
Consultant Tasks:   

• Undertake video creative development on either re-adjusting existing footage or developing new video 
content.  

 

$1500 X 

   

Edit video footage 
received (if 
applicable)   

 
OR 

Consultant Tasks:   
• If existing footage is available- execute video post-production. 

 
Town of Hanover Tasks:   

• Provide any existing video footage/ assets to consultant to review and utilize for post-production (if 
applicable)  

 
*budget will depend on type of video footage available 
*timing may be impacted based on gathering restrictions and access to public spaces 
 

TBD* X X X 

 

Video execution 

Consultant Tasks:   
• If no existing video footage is available- execute video production and post-production. 

 
Town of Hanover Tasks:   

• If applicable- confirm partnership access to facility or event to film crew.  

$5000 X X X 
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Vegas North 
 Task Breakdown Estimated 

Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

Source/ create 
photography (if 

applicable)  

Consultant Tasks:   
• Create photoshoot.  

 
Town of Hanover Tasks:   

• Provide consultant with existing photography OR 
• Provide feedback on proposed photoshoot plan and assist in securing local models/ businesses if and where 

applicable.  
 
*Task applicability and budget will depend on photography available 
 

TBD* 

    

Create microsite to 
house video and 
landing pages.  

Consultant Tasks:  
• Create microsite. 
• Gather and/ or write content required to be included on microsite (relocation info, guides, top 10 reasons 

etc.). 
Town of Hanover Tasks:   

• Respond to inquiries for more information (single point of contact). 

 

*Please refer 
to microsite 

outline  

 

X X 

 

Digital ad 
development, 
deployment, 

management and 
monitoring 

Consultant Tasks:   
• Create ad copy for various platforms and integration with landing page. 
• Create and deploy digital social media ads. 
• Share the campaign via approved social media channels.  
• Monitor ads and respond to inquiries and comments. 

 
Town of Hanover Tasks:   

• Confirm social media account to be utilized. 
 
 

$5000 
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Start Up Sarah Task Breakdown Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

  
Identify local 

business gaps & 
partnership 

opportunities 

Consultant Tasks:   
• Collect partner support links and funding information to be used on the microsite. 

 
Town of Hanover Tasks:  

• Confirm business partnerships to engage with and provide a direct line of contact. 
• Determine specific business or service gaps in the community, ideally to target ads towards entrepreneurs 

interested in these types of businesses.  
• Provide findings/ information from updated BR&E (in 2021) when available. 

Staff time X 

   

Gather 
testimonials & 

imagery 

Consultant Tasks:   
• Reach out to candidates to obtain testimonials.  

 
Town of Hanover Tasks:  

• Identify photo asset gaps, source where required. 
• Provide names/ contact information of any new business owners that could be used as testimonials. 

Staff time 
or 

consultant 
time 

X 

   

Microsite 

Consultant Tasks:   
• Draft site content copy and links for funding. 
• Confirm compelling call to action. 
• Build and insert content for landing page used for digital ads.  

 
Town of Hanover Tasks:  

• Confirm all available funding that new entrepreneurs could access. 
• Provide & confirm information to be included in the resource manual/ information package 
• Advise partners on campaign and specific calls to action which may relate to their organization (once 

determined). 

*Please 
refer to 

microsite 
outline 
below 

X X 

  

Confirm all data 
available to be 

used in ads  

Consultant Tasks:   
• Confirm data (if applicable) to be integrated into social media ads (I.e business gaps identified)  
• Link ads to microsite. 

 
Town of Hanover Tasks:  

• Confirm social media accounts to utilize. 

Staff time 
or 

consultant 
time 
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Start Up Sarah Task Breakdown Estimated 
Cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
Jul-
Sep 

Q4 
Oct-
Dec 

Digital ad 
development, 
deployment, 
management 

and monitoring 

Consultant Tasks:   
• Create ad copy for various platforms and integration with landing page. 
• Deploy approved social media ads.  
• Monitor and respond to comments and engagement. 

 
Town of Hanover Tasks:  

• Confirm social media account to be utilized. 
• Support the campaign deployment by sharing via partner social media channels and communication resources. 

 

$5000 

    

 
 
 
 

 

HIPP 
Development Task Breakdown 

Estimated 
cost 

Q1 
Jan-
Mar 

Q2 
Apr-
Jun 

Q3 
 Jul-
Sep 

Q4 
Oct-
Dec 

Creation of mini 
brand toolkit 
including logo 

Consultant Tasks:   
• Draft content and brand elements required in toolkit.  

 
Town of Hanover Tasks:  

• Review and provide feedback on draft brand toolkit 
• Approve band toolkit  

 

$5000 X 
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