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The purpose of this final client report is to
provide Adele Therias, Project Lead of
CityStudio North Vancouver, with the
summary and evaluations of all work
produced during the project. This work was
conducted to increase awareness and the
turnout of its HUBBUB digital project
showcase, occurring on Thursday, April 29. 

The report consists of the revised strategies
and tactics from the initial public relations
plan. The two strategies are to increase
brand awareness by using social media
platforms and to increase community
relations by educating the community about
the City of North Vancouver's strategic goals.
In addition, this report expands on results
and measurements of each strategy and
tactic. 

There were three key messages for this
campaign: setting students up for
ultimate professional success, innovation
by the community, for the community,
and challenging the impossible for a
greener future. All content created and
distributed incorporates these key
messages.

This report includes a thank you note to
the client, Adele Therias, and a summary
of our four client meetings.

The revised and detailed timeline of the
project is also listed and concludes with
samples of the content we've produced
for CityStudio North Vancouver. Press
releases for the event, created by Lumen
Consulting, are also included in the
appendices.

This final report was conducted on March
26 - 27, 2021; during the 10th week of the
14-week long campaign. Results and
measurements may have changed by the
time this report has been viewed. 

If a post-campaign report is desired, a
new contract can be obtained upon
request.

EXECUTIVE SUMMARY
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THANK YOU PAGE 03

Dear Adele Therias,

Thank you for giving us the opportunity to work with your organization.
We are delighted to have been involved in creating marketing content for
the HUBBUB digital project showcase.

We've loved having you as our client and admire how supportive you are.
Your cooperation has helped our project run smoothly and we couldn't
have asked for a better client for our first executed public relations plan.

CityStudio North Vancouver is dedicated to improving the community,
and we can see why you are so passionate and enjoy your work. 

It was a pleasure to e-meet you, and learn more about the work you and
the organization does for the students of Capilano University and our
community.

We look forward to see what the future holds for CityStudio North
Vancouver and we hope to reconnect with you soon.

Sincerely,
Karen Ha and Kiona Graham

THANK YOU

L U M E N  C O N S U L T I N G  A G E N C Y



Strategy #1
I M P R O V E  B R A N D I N G  A N D  I N C R E A S E  S O C I A L  M E D I A
A W A R E N E S S

The social media campaign was launched using Hootsuite with posts on
Instagram, Facebook and LinkedIn. CityStudio North Vancouver's social
media profiles were optimized by implementing the three key messages,
greater hashtag groups for all social media posts, and some of the new
curated keywords from Semrush.

T A C T I C  # 1 :  S O C I A L  M E D I A  O P T I M I Z A T I O N

STRATEGIES & TACTICS PAGE 04

The most important hashtag to continue to implement is #NorthVanHUBBUB. This
hashtag will further grow the HUBBUB brand and will provide greater visibility for all
past and future HUBBUB content on social media.

Reposts were loved by the profiles and their followers. This tactic increased social
media engagement, as the original creators interacted with the posts and found
success in reaching new followers. 

The social media posts were not cross-posted from Facebook as it was deemed easier
to primarily use Hootsuite and Instagram for the posting schedule.  

For further optimization, the Linktree URL was also added to the Instagram and
Facebook profile biographies.

C H A N G E S

N E X T  S T E P S

The reposts of user-generated content and curated content, via a
regram app, from other profiles, were beneficial to increase posting
consistency and to showcase community efforts that align with
CityStudio North Vancouver's beliefs, interests and vision.
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Content topics included HUBBUB marketing, past projects on
IGTV, the showcase countdown, the goals of the City of North
Vancouver,  the giveaway contest and prizes: $50 Amazon, $25
DoorDash, $25 Etsy. All posts were shared in the OneDrive folder.

A content schedule for future event launches is highly recommended to ensure all
marketing tactics are used for a successful event turnout. This will also minimize the
risk of forgetting content and content overlapping. In addition, a schedule will allow
CityStudio North Vancouver to space out the types of content so each day is unique
and different.

From a unanimous decision, the content schedule was pushed back from the first day
of March to March 15th.  Content regarding which projects will be showcased at   
 HUBBUB #4 was also removed due to limited information.

The original content schedule had each post to be published at 11 am, however on
March 25th, Hootsuite sent an email with the best posting hours for social media. We
implemented the new tactics by Hootsuite to improve CityStudio's social media
goals. Refer to Appendix A on page 34 for more details. 

An additional incentive was added, upon the first week of launch, to incentivize the
first 20 respondents to RSVP to HUBBUB, which included a $20 DoorDash voucher.

T A C T I C  # 2 :  C R E A T E  A  C O N T E N T  S C H E D U L E

The content schedule was created on Google Sheets and was
finalized 3 days before the launch. It was utilized throughout the
whole campaign. It included the date, time, title of the post,
type of post,  caption, and hashtag groups. A total of 50 posts
are on this schedule.

C H A N G E S

N E X T  S T E P S

All future HUBBUB pitches should be posted under the series name: HUBBUB PITCHES.
This will organize all the pitches to be easily accessible from the same location.



The first advertisement was not a HUBBUB teaser and was changed to a fully
informative event post with all the event details with the goal of "more profile visits."

The advertisement target audience demographics were narrowed down from
Canadians and the target audience interests were broadened and specified. It also
included the pre-established interests, curated by CityStudio North Vancouver.

Instead of each advertisement running for 1 day at $50, each advertisement ran for 2  
days with a daily budget of $25 per day, in hope of maximizing the potential
estimated reach of 3,200-8,500 Instagram users.
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So far, Lumen Consulting has advertised 1 out of the 5
Instagram Advertisements to promote HUBBUB #4 and to
target Canadians, aged 18-49 with interests in education,
sustainability, entrepreneurs. The allocated budget of
$150 for all 5 campaigns has remained in place.

T A C T I C  # 3 :  P A I D  P R O M O T I O N

C H A N G E S

We recommend CityStudio North Vancouver to incentivize all future events to create
excitement and to push attendees to RSVP sooner than later.  Attendee incentives
should have a minimum of 10-20 people. As single digits can be seen as limited by the
audience and assume their chance of receiving the voucher is low and not worth it. All
vouchers and gift cards should also be a minimum of $20, for similar reasons.



T A C T I C  # 4 :  E M A I L  M A R K E T I N G

Lumen Consulting wrote an e-newsletter to advertise the
HUBBUB event which included the recipients, an attention-
grabbing the subject line and the body. The e-mail included
a brief introduction to HUBBUB and what it is, and a call-to-
action to RSVP to the free digital project showcase. 
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C H A N G E S

As requested by Adele, the e-newsletter subscription was
removed since they already have an e-news subscription for
alumni only. Therefore only one e-newsletter was created.
E-newsletters regarding opportunities to stay in touch and
to get involved with the community was omitted. 

The e-newsletter was created on Google Docs and was forwarded to Adele to finalize
and to distribute via Mailchimp. The list recipients for the e-newsletter were curated
from gathering e-mails from the primary research survey recipients, from
SurveyMonkey, that agreed to e-mail marketing.

N E X T  S T E P S

Due to the small list of e-mail recipients of Capilano University students, Lumen
Consulting does not believe e-mail marketing is a necessary step to implement due to
the limited reach. Many Capilano University students are also active on social media
platforms. 

N E X T  S T E P S

We recommend incorporating Instagram Advertisement campaigns for all future
events. If CityStudio North Vancouver incorporates five 2-day $50 campaigns,  they
have the potential of reaching a minimum of 16,000 Instagram users and a maximum
of 42,500 Instagram users. The target market age group should also be raised to a
minimum of 16 years. 
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Strategy #2

A Linktree profile and URL were created by Kiona to be the one-stop click to CityStudio
North Vancouver's website landing page and their Instagram, Facebook, LinkedIn, and
RSVP to HUBBUB. Karen created a scannable QR code to access the Linktree website.

T A C T I C  # 1 :  C O M M U N I T Y  E N G A G E M E N T  

I N C R E A S E  C O M M U N I T Y  R E L A T I O N S  

C H A N G E S

The posters were not distributed at Edgemont Village, Capilano University, Harbourside,
Queensbury and Phibbs Exchange due to time restraints and heavy traffic on the day. 

U N F O R E S E E N  E V E N T S

Three days post-distribution, we were saddened to learn that our posters had to be
taken down immediately, as requested by CityStudio North Vancouver's liaison due to
misunderstandings of the city's bylaws. Unfortunately this was our own mistakes and
naiveness and we thank Adele for removing the posters in a timely manner. 

We hope the posters can be redistributed for HUBBUB #4 and for future endeavours, a
map of legal bulletin stations must be established prior to distribution. 

Once completed, Lumen Consulting created HUBBUB posters
with the scannable QR code and printed 50 copies at Staples.
Protective sheets and tape were also purchased on Amazon one
week before distribution. The posters were distributed in North
Vancouver, BC on March 19th in high foot-traffic areas: Lynn
Valley, along Lonsdale Avenue from 23rd street to Esplanade,
Lonsdale Quay and the Shipyards as a fun way to reach the
secondary target market, North Vancouver locals and residents.
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T A C T I C  # 2 :  C R E A T E  A  C S R  # H A S H T A G  C A M P A I G N

#ILoveMyCity was created to help engage North Vancouver
residents to learn more about what the city's strategic goals
are. The first post of the city's strategic goals has been
released on all three platforms, with the most engagement on
Instagram. This hashtag was created to cultivate a greater
audience and expand their online presence. 

By utilizing this hashtag, CityStudio North Vancouver will be able to engage with its audience
better and share ways to get involved in the community. Working so closely with the City of
North Vancouver allows this hashtag to be used for future campaigns, as well. 

C H A N G E S

The hashtag campaign was changed to better align with CityStudio North Vancouver's
interests and corresponds with the city's vision of being more community-based. Two
content posts were also created to help engage followers and use the hashtag, instead of
the original, one post.

N E X T  S T E P S
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RESULTS & MEASUREMENT

Completed Tasks

Incorporated key messages and
vision throughout branding
Keyword search via Semrush 
Curated hashtag groups 
Decided which social media profiles
to repost 
Added Linktree site to Instagram

Used Regram app to repost user-
generated content
Used Hootsuite to schedule posts to
Facebook, Instagram and LinkedIn
Created new hashtag
#NorthVanHUBBUB to brand the
event

STRATEGY 1 :  BRANDING & AWARENESS 

T A C T I C  1 . 1 :  S O C I A L  M E D I A  O P T I M I Z A T I O N

Optimized Social Media Profiles March 26, 2021 
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Instagram Analytics March 26, 2021 
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Results

Prelaunch: 326 followers
Week 10: 408 followers

Prelaunch: 112 followers, 104 likes 
Week 10: 120 followers, 109 likes

Prelaunch: 183 followers
Week 10: 209 followers

An increase of 82 followers

An increase of 8 followers 
and 5 likes

An increase of 26 followers

The first initial goal was to increase their following on Instagram by 25%, reaching a
minimum of 400 followers by April 2021. This was exceeded and as of March 26th
CityStudio North Vancouver has 408 followers. 

The second initial goal was to increase their following on LinkedIn by 20%, reaching a
minimum of 200 followers by April 2021. As of March 26th, CityStudio North Vancouver
has surpassed the initial follower goal by 9 followers. After looking into this calculation,
there was a mistake in that an increase in 20% meant 220 followers.  

March 26, 2021 

T A C T I C  1 . 2 :  C O N T E N T  S C H E D U L E

Completed Tasks

Created Google Sheets
Content table
Posting calendar

Edited videos from OneDrive for IGTV
Created RSVP incentive
Created event countdown tactic 
Created IG giveaway contest

Elements of content table: 
date, time, title of post, type of
post, caption, and hashtag
groups

Types of posts:
pictures, IGTV, stories

Marketed past projects and HUBBUB
event
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Instagram Analytics
March 26, 2021 

The user-generated repost from @thecityofnorthvancouver is
the 3rd Top Post on Instagram with 25 likes.

@visitmonova shared one of CityStudio North Vancouver's
HUBBUB posts to their story on March 16th.

@enactuscapilano sent a thank you for the repost on March
11th. 

The first two IGTV videos, posted on March 17th and March
24th had a total reach of 163 and views of 69 views. 

Reposts:

Shares:

Engagement:

IGTV:

Results



Instagram Analytics
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T A C T I C  1 . 3 :  P A I D  P R O M O T I O N

Completed Tasks

Ad boosted 1/5 scheduled advertisements
on March 26th

2-day campaign
$25 per day

Developed ad target audience 

March 28, 2021 
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1 . 4 :  E M A I L  M A R K E T I N G

Completed Tasks

Curated list of recipients from SurveyMonkey data
Created e-mail body, subject line and date of release on
Google Docs 
Shared Google Doc with Adele to finalize and distribute

Results

The email titled "It's Here — HUBBUB #4!" was successfully distributed on March 23rd
by Adele. The number of RSVPs from the e-newsletter is unknown, however, on March
24th, HUBBUB #4 finally reached 20 confirmed attendees. 

Results

This promotion had the Instagram goal of increasing profile visits. This goal was chosen
to strengthen CityStudio North Vancouver's Instagram following while also directing
them to the website from the Instagram profile. 

The target market was successful and the promotion reached the residents of British
Columbia, aged 13-59. 

The promotion received 15 clicks with 18 profile visits but only one website visit and no
new followers. 

The following Instagram promotions will have the Instagram goal of clicks. We believe
this goal will be the most beneficial to generate the most leads for the HUBBUB event. 



Results
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R S V P S  T O  H U B B U B

Completed Tasks

Each HUBBUB post had a call to action to RSVP (on all social media platforms)
Used #NorthVanHUBBUB on each post
The Linktree URL has the HUBBUB RSVP link at the top
WOM communication with friends, family, and peers at school and work

Municipal + Partner Organization Staff
Elected Official 
CapU Staff + Faculty + Leadership
CapU Student
General Public

6
2
41
17
8

As of March 27, 2021, CityStudio North Vancouver has received 73 new RSVPs. The
breakdown is the following:

Including the registers from HUBBUB #3, the total attendees comes to 230 attendees.
Thus, the attendance rate objective has been exceeded, however, we are still welcoming
people to register for the event and learn more about the city projects.

The initial goal was to increase HUBBUB's attendance rate by 25% from the previous
year, reaching a minimum of 200 RSVPs by April 2021. 
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2 . 1 :  C O M M U N I T Y  E N G A G E M E N T

RESULTS & MEASUREMENT
STRATEGY 2 :  COMMUNITY RELATIONS 

Completed Tasks

Created Linktree landing page
Created HUBBUB posters 

QR code with analytics
Printed 50 copies at Staples

Purchased tape and protective
covers from Amazon
Distributed posters on March 19th in
North Vancouver

Linktree Landing page
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QR Code Analytics

9 scans from the date of
distribution to the date of
removal

March 19-21
3 days total

Results

There were approximately 3 scans per day. If this campaign was not disrupted, we
predict there would have been approximately 100-120 total scans; if implemented for 6
weeks, which was the initial goal outlined in the PR plan.

2 . 2 :  # H A S H T A G  C A M P A I G N

Completed Tasks

Created #ILoveMyCity hashtag
Created media content with tools
from the City of North Vancouver

Created a call-to-action
Q&A initiative for users to share
their interests
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Call-to-Action

The call-to-action post is CityStudio North
Vancouver's 2nd Top Post on Instagram with 25
likes. 

The post has 6 comments from users engaging
with the post and sharing how they will contribute
to the City of North Vancouver's goal: The
Healthiest Small City in the World.

Laurie Prange also shared this post on LinkedIn.

Results

1

2

3
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1

2

3

C L I E N T  M E E T I N G S

4

The final PR plan was presented with the adjustments from both
Jane and Adele. The scope of the timeline was also readjusted
and pushed back by 2 weeks. 

F E B R U A R Y  2 4  @  1 2 - 1 2 : 3 0 P M  V I A  M S  T E A M S

The content schedule was presented and the themes and
designs of each content post were reviewed. 

M A R C H  4  @  4 : 3 0 - 5 : 3 0 P M  V I A  M S  T E A M S

The first meeting to learn more about what the campaign
should look like and what the HUBBUB digital project showcase
is. A PR plan draft would be discussed in the next meeting.

J A N U A R Y  2 7  @  1 2 - 1 2 : 3 0 P M  V I A  M S  T E A M S

The PR plan draft was presented and evaluated with Adele. Key
revisions were made note of for the final PR plan copy.

F E B R U A R Y  5  @  1 - 2 P M  V I A  M S  T E A M S
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The research and planning phase consisted of the first 2 weeks of the project and
was conducted from January 27 to February 5. The draft PR plan was presented
to the client on February 5.

TIMELINE
P H A S E  1 :  R E S E A R C H  A N D  P L A N N I N G



The implementation phase was a 6-week period consisting of
creating content and client meetings. From the client
meetings, we realized that the scope of timeline was out of
reach and should be pushed back by 2 weeks. 

Some content was also either omitted, as stated in the tactics,
or changed to a later date, hence why it's crossed out.
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TIMELINE

P H A S E  2 :
I M P L E M E N T A T I O N
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The content creation was split up into 7 weeks for posting.
Each content post needed its first, second, and final
revisions, and approvals from Adele. The flyer distribution
took place on March 19, with posting across North
Vancouver. The first week of content posting is also
included. The next 6 weeks of content posting also consist
of a similar number and types of posts.

P H A S E  2 :
I M P L E M E N T A T I O N



TIMELINE PAGE 24

The evaluation phase is a 4-week period to see how well the social media
campaign is going. Monitoring all social media platforms and Instagram ads will
help us see what content receives better engagement. The monitoring of the flyers
has been put on a pause, as they are in the process of being redistributed onto
legal bulletin stations. After April 16, Adele will be taking over the posting and
monitoring of all social media content.

TIMELINE
P H A S E  3 :  E V A L U A T I O N  



Date
Time
Post type
Name of the content post in the OneDrive
Name(s) of person(s) responsible

The following is included for each post:

TIMELINE PAGE 25

Please click here to view the full content schedule

Caption
Hashtags
Additional Notes 

All photo posts are published on the 3 social media platforms. Stories from Instagram are
also shared on Facebook. Videos, reposts, and advertisements are solely posted on
Instagram.  Content is scheduled using the platform, Hootsuite, for posting.

The social media content schedule is a 7-week long calendar for all
types of posting on all social media platforms, mainly Instagram.  The
content schedule was created on Google Sheets and follows a colour
scheme for each type of post to keep organized (See legend).

TIMELINE
C O N T E N T  S C H E D U L E

https://docs.google.com/spreadsheets/d/1yBGEorjcZ6YqI3gIeeaB46LLkA3FQ0jOUnDCivxn0VA/edit?usp=sharing
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P U B L I S H E D  C O N T E N T :  P H O T O  A N D  V I D E O  P O S T S

WORK SAMPLES
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P U B L I S H E D  C O N T E N T :  D I S T R I B U T I O N  P O S T E R  
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P U B L I S H E D  C O N T E N T :  E - N E W S L E T T E R

WORK SAMPLES
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F U T U R E  C O N T E N T

WORK SAMPLES
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C I T Y S T U D I O  N O R T H  V A N C O U V E R  
C O N T E N T  R E P O S T

Via Laurie Prange,  School of Business Professor at Capilano University
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U S E R - G E N E R A T E D  C O N T E N T :  R E P O S T S
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I N T E R A C T I V E  I N S T A G R A M  S T O R Y  C O N T E N T



WORK SAMPLES PAGE 33

A D D I T I O N A L  C O N T E N T

RSVP and Incentive Confirmation Email



A P P E N D I X  A :  B E S T  P O S T I N G  H O U R S  B Y  H O O T S U I T E

APPEND ICES

APPENDICES PAGE 34

Source: Hootsuite's Social Team

https://blog.hootsuite.com/best-time-to-post-on-facebook-twitter-instagram/?utm_campaign=prospect-alwayson-engagement-glo-en----engagement_prog47_mar21_blogpost_besttimetopost%E2%80%94q1_2021&utm_source=nurture&utm_medium=email&utm_content=&mkt_tok=NDA3LU9ZWi00ODIAAAF8CLU5tkVZMpwzBUT5gHY9qhKQN7vuu5KAfjIDRVPZTUkcv0GxBqrhhGRO7fSLyxIEmMfKr52Zr8OIK680GIeeNZ-OCx1Ksllp_loU4egAjhGqFu-g


A P P E N D I X  B :  P R E S S  R E L E A S E  B Y  K A R E N
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Click here to view the press release in PDF format

https://drive.google.com/file/d/1yKwDOfXM0KYe0shhx4xpxragEPSjE3ry/view?usp=sharing
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APPENDICES PAGE 36

Click here to view the press release in PDF format

https://drive.google.com/file/d/1fW8BrTzAYSOBrZycXpa1PLx9GmrFnUev/view?usp=sharing

