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CITY OF PRINCE ALBERT 
 

MANAGEMENT COMMITTEE 
REGULAR MEETING 

 

AGENDA 
 

MONDAY, FEBRUARY 14, 2022, 3:30 PM 
CONFERENCE ROOM, 3RD FLOOR, CITY HALL 

 
 
1. CALL TO ORDER 
 

2. APPROVAL OF AGENDA 
 

3. DECLARATION OF CONFLICT OF INTEREST 
 

4. APPROVAL OF MINUTES 
 

4.1 November 4, 2021 Management Committee Meeting Minutes for Approval (MIN 
21-111) 
 

4.2 November 8, 2021 Management Committee Incamera Meeting Minutes for 
Approval (MIN 21-113) 
 

5. CORRESPONDENCE & DELEGATIONS 
 

6. REPORTS OF ADMINISTRATION & COMMITTEES 
 

6.1 Update to Management Committee from Communications Subcommittee (RPT 21-
577) 
 

6.1.1 Update from Communications Subcommittee January 26, 2022 Meeting (RPT 22-
60) 
 
Verbal Presentation:  Councillor Kilmer, Chair, Communications Subcommittee 
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6.2 Positive Story Telling Marketing Strategy (RPT 22-26)  
 
NOTE:  This Item was referred from the November 29, 2021 City Council 

meeting with the following resolution: 
 

That the Positive Storytelling Marketing Strategy be referred back to 
the Management Committee to develop a Proposal that specifically 
deals with the Motion that was considered at the 2021 Budget 
Committee deliberations that requested a Request for Proposal for a 
company to implement a positive storytelling centered around 
economic development at a cost of up to $50,000. 

 
7. UNFINISHED BUSINESS 
 

8. ADJOURNMENT 
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MIN 21-111 

 
MOTION: 
 

That the Minutes for the Management Committee Regular & Incamera Meetings held 
November 4, 2021, be taken as read and adopted. 
 
 
ATTACHMENTS: 

 
1. Regular Minutes 
2. Incamera Minutes 
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CITY OF PRINCE ALBERT 
 

MANAGEMENT COMMITTEE 
REGULAR MEETING 

 

MINUTES 
 

THURSDAY, NOVEMBER 4, 2021, 4:51 P.M. 
MAIN BOARDROOM, 2ND FLOOR, CITY HALL 

 
 
PRESENT: Mayor G. Dionne 

Councillor D. Cody 
Councillor T. Zurakowski 
 
Sherry Person, City Clerk 
Jim Toye, City Manager 
 

1. CALL TO ORDER 
 
Mayor G. Dionne, Chairperson, called the meeting to order. 
 

2. APPROVAL OF AGENDA 
 
0078. Moved by:  Councillor T. Zurakowski 
 

That the Agenda for this meeting be approved, as presented, and, that the 
presentations, delegations and speakers listed on the Agenda be heard when 
called forward by the Chair. 
 

CARRIED 
 

3. DECLARATION OF CONFLICT OF INTEREST 
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4. ADOPTION OF MINUTES 
 
0079. Moved by:  Councillor D. Cody 
 

That the Minutes for the Management Committee Public and Incamera Meetings 
held October 27, 2021, be taken as read and adopted. 

 
CARRIED 

 

5. CORRESPONDENCE & DELEGATIONS 
 

6. REPORTS OF ADMINISTRATION & COMMITTEES 
 
6.1 RFP 56-21 – Positive Storytelling Marketing Strategy (RPT 21-502) 
 
Verbal Presentation was provided by Kiley Bear, Acting Director of Corporate Services. 
 
Councillor D. Cody assumed the Chair. 
 
0080. Moved by:  Mayor G. Dionne 
 

That the following be forwarded to an upcoming City Council meeting for 
consideration: 

 
1. That Request for Proposal No. 56 of 2021 for the Positive Storytelling 

Marketing Strategy be awarded as follows: 
 

a. $42,500 including Provincial Sales Tax to Aspen Films; and, 
 
b. $12,500 including Provincial Sales Tax to Capstone Community 

Marketing; 
 
2 That any unspent funds from the 2021 Budget allocation of $50,000 for 

this project be pre-approved to roll-over to the 2022 budget; 
 
3. That the additional $5,000 for the project be funded from the 2021 

Advertising Budget in Communications; and, 
 
4. That the Mayor and City Clerk be authorized to execute any necessary 

contracts on behalf of The City, if required. 
 

CARRIED 
 
Mayor G. Dionne resumed the Chair. 
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7. UNFINISHED BUSINESS 
 

8. ADJOURNMENT – 5:22 P.M. 
 
0081. Moved by: Councillor T. Zurakowski 
 

That this Committee do now adjourn. 
 

CARRIED 
 
 
 
 
 MAYOR GREG DIONNE CITY CLERK 
 CHAIRPERSON   
 

MINUTES ADOPTED THIS 14TH DAY OF FEBRUARY, A.D. 2022. 
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MIN 21-113 

 
MOTION: 

 
That the Minutes for the Management Committee Incamera Meeting held November 8, 2021, 
be taken as read and adopted. 
 
ATTACHMENTS: 

 
1. Incamera Minutes 
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RPT 21-577 

 

TITLE: Update to Management Committee from Communications Subcommittee 

 
DATE: 
 

 
December 16, 2021 

 

TO: Management Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
RECOMMENDATION: 

1. That the Communications Subcommittee of the Management Committee forwards the 
following recommendation to the Management Committee for consideration: 

That the City Manager’s Office schedule a Strategic Planning Session outside City Hall 
to discuss the Communications Master Plan in January or February 2022 and that this 
Strategic Planning Session include members of City Council, Department Heads and 
the Communications Division.  

2. That the Communications Subcommittee of the Management Committee forwards the 
following recommendation to the Management Committee for consideration: 

That the City Clerk and Communications Manager review the current “Communication 
and/or Announcement Plan” within the Agenda.net program and determine whether it is 
feasible to include a graph template showing (a) Purpose, (b) Target Audience, (c) Type 
of Communication or Activity, (d) Key Dates, and (e) Key Messages for completion by 
report writers, as laid out in this report. 

 

TOPIC AND PURPOSE: 
 
To report the following communication improvement opportunities to the Management 
Committee, including: 

1. Invite members of City Council to participate in the Communication Master Plan; and 

2. Request Administration review the current Report template in Agenda.net and 
determine whether enhancements can be made to the “Communication and/or 
Announcement Plan” section. 
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BACKGROUND: 
 
The Communications Subcommittee of the Management Committee was approved at the 
November 8, 2021 Management Committee Incamera Meeting. 
 
The purpose of the Communications Subcommittee is to consider, investigate and report to 
Management Committee regarding communication deficiencies within the city. 
 
The Communications Subcommittee is comprised of: 

 Councillor Dawn Kilmer, Chair; 

 Mayor Greg Dionne; 

 Councillor Ted Zurakowski; 

 Communications Manager; and 

 Advisors are members of senior administration, based on topic being discussed. 

 The Mayor’s Office serves as Secretary. 
 
The first meeting of the Communications Subcommittee was held on December 7, 2021. 
 
PROPOSED APPROACH AND RATIONALE: 
 
Communications Master Plan: 
At the December 7, 2021 Subcommittee meeting, the Communications Manager advised that 
City Council was not involved in the last Communications Master Plan and, in 2022, she would 
like input from both members of Council and senior administration on the document. 
 
Communication and/or Announcement Plan Section in Agenda.net Report Template: 
There is value in reviewing the current Report Template to see if improvements can be made 
within this section.   
 
 
Currently it is mandatory for report writers to complete a summary and/or detailed 
communication plan for all decision reports.  
 
A review of this section by the City Clerk and Communications Manager is being requested for 
their determination on whether it would be feasible to include a graph template in the 
“Communication and/or Announcement Plan” section (see below example): 
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COMMUNICATION AND/OR ANNOUNCEMENT PLAN: 
 

Purpose To share with utility customers the reason for water utility 
bill increases over the next three (3) years. 

Target Audience Water Utility Customers and General Public 
 

Type of Communication 
or Activity 

1. CTV News at Noon interview (Mayor); 
2. Budget deliberations (City Council); 
3. Media Release (Communications Division and 

Department Head); and 
4. Water Utility Bill Insert (Communications Division). 

 

Key Dates November 23, 2021 – public posting of the water utility 
budget 
December 1-3, 2021 – Budget Committee deliberations, 
etc. 
 

Key Messages 1. The City of PA has invested over $65 million in 
water and sewer infrastructure in the last 15 years; 

2. This substantial investment has been achieved 
while keeping water utility rates low, etc. 
 

 
CONSULTATIONS: 
 
The Communications Subcommittee invited the Director of Public Works and Communications 
Coordinator to participate in their December 7, 2021 meeting.   
 
COMMUNICATION AND/OR ANNOUNCEMENT PLAN: 
 
The two above noted Recommendations will go to Management Committee for their review. 
 
POLICY IMPLICATIONS: 
 
There will be implications to the “Communication and/or Announcement Plan” within the 
Agenda.net report template if Recommendation #2 is approved by members of Council.  The 
City Clerk and Communications Manager will be required to work with the IT Division and 
software provider to see whether the suggested improvement can be undertaken. 
 
FINANCIAL IMPLICATIONS: 
 
There is a possibility that there could be an additional charge for the software change.  This 
would need to be investigated by the City Clerk and IT Division. 
 
OTHER CONSIDERATIONS/IMPLICATIONS: 
 
There are no Privacy, Strategic Plan or Official Community Plan implications. 
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OPTIONS TO RECOMMENDATION: 
 
1. Do not invite members of City Council to participate in the Communications Master Plan 

Strategic Planning Session – NOT RECOMMENDED as the Communications Manager 
feels their involvement would add value to the overall Plan. 

 
2. Do not change the current template – NOT RECOMMENDED as detailed 

communication plans will add value for both administration and City Council. 
 
PUBLIC NOTICE: 
 
Public Notice pursuant to the Public Notice Bylaw No. 24 of 2015 is not required. 
 
PRESENTATION: 
 
The Communications Subcommittee Chair and Communications Manager are available to 
provide a verbal presentation and/or answer Management Committee questions. 
 
ATTACHMENTS:  N/A 

 
Written by: Renee Horn, Executive Assistant 
 
Approved by: City Manager 
 

11



 
 

 

 
RPT 22-60 

 

TITLE: Update from Communications Subcommittee January 26, 2022 Meeting 

 
DATE: 
 

 
February 3, 2022 

 

TO: Management Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
RECOMMENDATION: 
 

That the Communications Subcommittee of the Management Committee forwards the 

following five (5) recommendations to the Management Committee for consideration: 
 

1. That the Mayor’s Office and City Manager’s Office schedule a Communications 
Strategic Planning Session wiith Department Heads and City Council at the Ches 
Leach Lounge from 1:00 – 5:00pm on February 24, 2022.  If the February date is 

not available, to choose an alternate date in March; 
  

2. That the Communications Division review operational items from the Utility and 
add this educational information to the back page of the utility bill and/or create 
an additional insert for inclusion with the utility bill; 

  
3. That the Communications Division and Public Works Department develop a 

communication plan and plan to celebrate the decommision of the current raw 

water facility and people who worked there; 
  

4. That the City Manager’s Office work with the Public Works Department to clearly 
identify what is confidential vs public in the daily bullet points provided to 
members of Council regarding snow operations; and, 

  
5. That the Finance Department prepare a report to City Council regarding the 

Snow Reserve which is transparent, includes use and history of the reserve, and 
includes figures on how the base tax we collect does not cover all snow costs. 
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TOPIC & PURPOSE: 
 

To report the following communication improvement opportunities to the Management 
Committee, including: 
 

1. Scheduling of a Communications Strategic Plan; 
 

2. Creation of educational inserts for utility bills; 
 
3. Creation of a communication plan for the decommission of raw water facility; 

 
4. Identify “confidential vs public” in the daily snow operations updates; and, 

 
5. Report to Council on the snow reserve. 
 
BACKGROUND: 
 

A Communications Subcommittee was established in 2021 to consider, investigate and report 
to the Management Committee regarding communication deficiencies within the City.   
 
PROPOSED APPROACH AND RATIONALE: 
 

Effective communication in the workplace is key to establishing strong relationships and 
getting important projects done.  It also allows the City an opportunity to prove to the public, 
through our words and actions, that we are trustworthy.    

 
One of the Committee’s main goals is to improve communication in the workplace by actively 

seeking out constructive feedback from members of administration and City Council. 
 
Communications Master Plan: 

City Council was not involved in the preparation of the last Communications 5-Year Master 
Plan (2017-2021).  As Council has the power to make decisions about municipal services, 

establish policies and provide direction for the operation of the City, it is important that going 
forward they are included in strategic planning discussions regarding communications. 
 

Utility Bill Inserts: 
Adding inserts to the utility bill is a new opportunity for the City to increase readership and to 

educate the public on Utility operations.  It is cost effective as there is no additional postage 
required.  Inserts are an effective method of educating water customers. 
 

Daily Snow Operations Updates: 
Clarification of “public vs confidential” protects the confidentiality of the information being 

shared and makes clear what information City Councillors can and cannot share with members 
of the public. 
 

Snow Reserve Report: 
Educating City Council on the snow reserve will provide them the confidence to assist 

administration in the messaging to the public. 
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CONSULTATIONS: 

 

The Communications Subcommittee invited the Director of Public Works, Director of Finance 
and Communications Coordinator to participate in their January 26, 2022 meeting.   
 
COMMUNICATION AND/OR ANNOUNCEMENT PLAN: 

 

The five above noted Recommendations will go to Management Committee for their review. 
 
FINANCIAL IMPLICATIONS: 

 
There will be a cost associated with the utility bill insert.  A single-sided, colour copy on the 

back page of the utility bill will cost approximately $630.  If a double-sided, colour pamphlet 
attached to the utility bill (separate from the utility bill) the cost will be approximately $1,200 per 
insert.   

 
OTHER CONSIDERATIONS/IMPLICATIONS: 

 
There are no Privacy, Policy, Strategic Plan or Official Community Plan implications. 
 
OPTIONS TO RECOMMENDATION: 

 

1. Do not proceed with the five (5) above Recommendations – NOT RECOMMENDED as 
the communications described above are a cost effective, added service for the public, 
administration and City Council. 

PUBLIC NOTICE: 
 

Public Notice pursuant to the Public Notice Bylaw No. 24 of 2015 is not required. 
 
PRESENTATION: 

 

The Communications Subcommittee Chair and Communications Manager are available to 

provide a verbal presentation and/or answer Management Committee questions. 
 
ATTACHMENTS:  NONE 

 
 

Written by: Renee Horn, Executive Assistant 
 
Approved by: Jim Toye, City Manager 
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RPT 22-26 

 

TITLE: Positive Story Telling Marketing Strategy 

 
DATE: 
 

 
January 13, 2022 

 

TO: Management Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
SUGGESTED DISPOSITION: 
 
That the Management Committee provided direction to Administration on how to proceed with this 
matter. 
 
ATTACHMENTS: 

 
1. Positive Story Telling Marketing Strategy Package 
 
 
Written by: City Council 
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5.13.1 Operating Issues Not Funded 

0122. Moved by: Councillor T. Zurakowski 

That Administration prepare a Request for Proposal for a company to implement 
a positive story telling strategy centered around economic development at a cost 
up to $50,000. 

CARRIED 

0123. Moved by: Councillor D. Kilmer 

That the following 2021 Operating Budget Issues be received as information and 
filed : 

Fire Fighter Prince Albert Fire Department $83,630. 

CARRIED 

BUDGET COMMITTEE REGULAR MEETING- JANUARY 7, 2021 
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5.7.1 Corporate Communications Functional Area 

5.7.1.1 Report Tab 7- Marketing Prince Albert (RPT 20-478) 

5.7.1.2 Report Tab 7- Capstone Community Marketing Proposal (CORR 20-86) 

5.7.1.3 Report Tab 7- Social1 Media Marketing (CORR 20-101) 

0041. Moved by: Councillor D. Kilmer 

1,. That the total 2021 Operating Budget for the Corporate Communications 
Functiona:l Area be approved at a cost of $296,660, as presented; and, 

2. That the City's Communications Office work within existing budgets and 
with community partners to further promote positive storytelling on digital 
platforms in 2021. 

BUDGET COMMITTEE REGULAR MEETI!NG- JANUARY 6, 2021 
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RPT 20-478 
 

TITLE: Marketing Prince Albert 

 
DATE: 
 

 
December 9, 2020 

 

TO: Budget Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
RECOMMENDATION: 
 

That the City’s Communications Office work within exiting budgets and with community 
partners to further promote positive storytelling on digital platforms in 2021.   
 

TOPIC & PURPOSE: 
 
To address the correspondence from Capstone Community Marketing for a positive story 
telling campaign on social media that was referred to budget deliberations for consideration.  
 
BACKGROUND: 
 
At the November 30, 2020 Executive Committee meeting, Capstone Community Marketing 
made a presentation to City Council requesting $50,000 to promote positive stories about 
Prince Albert on the City’s social media platforms.  
 
As noted in their correspondence: 
 
“We are proposing that for five (5) posts a week including photography, research, writing and 
editing and drone capabilities, Capstone Community Marketing will charge $50,000 for a 52 
week contract. Included in the weekly postings will be interviews of local business, 
photography of the natural beauty and interesting stories of arts, culture, sport and people.” 
 
At this meeting, City Council expressed support for the concept to promote positive storytelling 
to counter negative messaging about the community of Prince Albert and approved that this 
matter be forwarded to budget with a corresponding report from the Communications Office for 
more information addressing the items in Capstone’s Proposal.  
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PROPOSED APPROACH AND RATIONALE: 
The City’s Communications office balances the need for communication on behalf of City 
operations, and marketing on behalf of Economic Development and Tourism. The primary 
purpose is operations, but it has always been acknowledged that the City has a role in the 
celebration and promotion of the community. Please see appendix A for more detail on the 
initiatives undertaken in this regard and the projects the City has been involved in and 
Appendix B for a snapshot of the strong performance of the City’s Facebook page including 
recent examples of posts that have driven likes and shares.  
 
The Prince Albert Regional Economic Development Alliance (PAREDA) was created in 2019 
with a mandate to pursue economic development and tourism through a cooperative and 
coordinated approach. The PAREDA is funded by the City of Prince Albert and regional 
partners. A CEO was appointed by the Board of Directors in early 2020 and since that time, 
the CEO has been working to establish the fundamental building blocks of the organization. 
This year, the organization applied for a grant with the Federal Government for an Investment 
Attraction study. A response is expected early in the New Year.  In 2021 there will be a new 
website which includes an online marketplace, similar to the one launched in Moose Jaw, that 
provides an online platform for local businesses to sell their goods. The CEO has also 
successfully applied for a $37,400 grant from Sask Tourism to promote positive stories in 
Prince Albert. The grant will cover blogs, video and pictures of the stories of their choice, 
according to two themes: what do you love about Prince Albert and who makes Prince Albert a 
great place to live.  
 
Heading into 2021, City Council has expressed a desire to see more positive storytelling about 
Prince Albert. This priority is consistent with those established in the Communications Master 
Plan and the Municipal Cultural Action Plan. In addition to the work that PAREDA is doing with 
Sask Tourism, the Communications Office believes it is possible to align existing internal 
resources and partners in 2021 to tell more of these stories without an increase to the City’s 
2021 Budget. 
 
Many community groups have long expressed a desire to change the negative view of Prince 
Albert and with leadership from the City, they would be eager to contribute to a campaign of 
this nature.  By working with the City’s already established relationships with community 
partners, it will be possible for these groups to not only assist in content creation, but also in 
identifying the stories that should be told. The result will be a body of work that belongs not just 
to the City, but the people of the community as well.  
 
The City’s Communications Coordinator position was hired in late July 2020 and has extensive 
experience in social media, graphic design and photography. With this full time position, and 
support of the PAREDA and local partner organizations, it will be possible to prioritize this 
initiative while maintaining communication support for the City’s other operational areas. In 
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particular, attention will be paid to growing the Livingpa Instagram account and leveraging the 
strong audience on Facebook to generate exposure for these positive stories.  
 
CONSULTATIONS: 
In preparation for this report, the Communications Office consulted internally with the Arts and 
Cultural Coordinator, the Marketing and Sponsorship Coordinator and Economic Development 
Coordinator. Externally, the Prince Albert Regional Economic Development Alliance CEO, 
Prince Albert Downtown Business Improvement District Executive Director, Prince Albert 
Chamber CEO and Community Building Youth Futures Prince Albert Coordinator were 
consulted.  All have expressed support for a campaign of this nature and a willingness to 
contribute to its success.  
 
COMMUNICATION AND/OR ANNOUNCEMENT PLAN: 
In consultation with community partners, a marketing plan will be developed to define goals of 
the marketing strategy including target audiences, stories to tell, mediums to be used, 
frequency of postings and any corresponding expenses. The plan will be carried out 
throughout 2021.  
 
FINANCIAL IMPLICATIONS: 
 
The Communications Office budgets annually to support advertising and communication 
initiatives each year. This includes budgeted funds for video production, graphic design, print 
production and photography. Existing budgeted funds would be used to contract out these 
elements of the work as needed.  
 
PRIVACY IMPLICATIONS: 
 
Storytelling will require the participation of people from the community. This will require that 
multimedia consent forms be signed in advance to grant the City permission to use their photo 
and story to promote Prince Albert.  
 
OTHER CONSIDERATIONS/IMPLICATIONS: 
 
There are no other policy implication or OCP considerations.  
 
STRATEGIC PLAN: 
 
In the City’s Strategic Plan it states, under sustainable growth, “development of a marketing 
strategy”. In the Communications Master Plan under the Goal Strengthen the City Image and 
Establish a City brand it states “promote the positive attributes of the City which will support 
our economic development efforts and workforce attraction and retention.” In the Municipal 
Cultural Action Plan it states as a goal “Ensure that all nations, communities, newcomers, and 
individuals are welcomed and celebrated in the community.”  
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OPTIONS TO RECOMMENDATION: 

1. Contracting out Marketing Services  
 
Under this option, the Communication’s office would invite proposals from marketing 
consultants to create a positive storytelling marketing plan and strategy and 
complete the content creation for the program. This work would be undertaken under 
the direction and guidance of the Communications Office.    
 
This option is not recommended because it is possible to achieve more storytelling 
without an increase to the City’s budget. Additionally, while a consultant can take on 
some of the story telling work, the project will still require that the Communications 
Office be responsible for ensuring the consultant delivers on the goals identified for 
the project. To ensure a successful outcome, a project of this scope will require the 
full participation and engagement of the Communications Office.  
 
It should be noted that the proposal from Capstone Community Marketing suggests 
an annual contract in the amount of $50,000. Before awarding a contract to this 
company, or any other, bidders would need to be prepared to demonstrate their 
abilities with evidence of prior work including a portfolio of images or videography 
work they have completed and their own demonstrated social media presence as a 
company.  The Capstone website, https://www.capstonecommunity.ca  does not 
include a portfolio of work and the social media icons are dead links that do not go 
anywhere.  

PUBLIC NOTICE: 
Public Notice pursuant to the Public Notice Bylaw No. 24 of 2015 is not required. 
 
PRESENTATION: N/A 
 
ATTACHMENTS: 
Appendix A – Positive Promotion Initiatives  
Appendix B – City of PA Facebook Performance 
 
 
Written by: Kiley Bear, Communications Manager 
 
Approved by: Corporate Services Director, Community Services Director, Planning and 
Development Director, City Manager 

21

https://www.capstonecommunity.ca/


Appendix A: Positive Promotion Initiatives 

 

Appendix A:  

Positive Promotion Initiatives 

The Communications Master Plan highlights five key strategic areas. Nearly all of them 

surround improving communication with residents about the City’s operations. Out of 25 priority 

areas, there is one that states: “Promote the positive attributes of the City which will support our 

economic development efforts and workforce attraction and retention.”  

The Communications Office is a small one. There is the Communications Manager and now a 

Communications Coordinator hired in late July 2020. Although this office is primarily concerned 

with City operations, there is a role in celebrating Prince Albert and presenting a positive image 

of the Community. Over the years, progress has been made in this regard: 

 

1. This Place Matters Wayfinding 

https://www.youtube.com/watch?v=ulZKAlld0YY 

The City worked with the Downtown Business Improvement District to raise funds for 

wayfinding sings. Part of that project was the creation of a video of the local business 

owner of Propaganda who talked about why he chose Prince Albert to start his business.  

 

2. YouTube Channel 2017 

https://www.youtube.com/channel/UC4GHqfx88ZN0MkZaL-lhMkA?view_as=subscriber  

The City created a YouTube channel in 2017 to provide a place where the City’s 

operation and community could be represented online.  

3. Locals Culture Video 2017 
https://www.youtube.com/watch?v=Rb8PjRFP-Uk 
This was an ambitious project that engaged several dozen community members to 
produce a video that showcased the vibrancy of the Downtown. It featured an originally 
written and performed song by resident  LJ Tyson.  The video was also shared on the 
City’s social media pages in September 2017. The results at the time showed that the 
video had been shared 679 times, reached 74,996 people and was viewed 36,000 times 
on Facebook. The report is attached which includes commentary from that time. This 
video won the Saskatchewan Economic Development Award in the Marketing category 
in 2018 and was a finalist in the Saskatchewan Country Music Awards hosted in Prince 
Albert in 2018.  
 

4. Paevents.ca 2018 

www.paevents.ca  

This was a project that Communications worked with the City’s Arts and Cultural 

Coordinator, Marketing and Sponsorship Coordinator, local hotels and other community 

groups to provide a one-stop shop for groups to share and promote their local events. 

Criteria was established to ensure a focused purpose for the calendar.  The intent was to 

ensure there was reduced overlap of events locally while also promoting some of the 

first class events that take place in Prince Albert. One of the expressed concerns of the 

hotel industry has always been too many events overlapping on a single weekend 

resulting in maximum capacity on some weekends and little bookings on others. With the 
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launch of the new City website in 2019, the submission process for events was simplified 

and subscription feature added to the calendar so users can receive weekly email on 

upcoming events.  

 

5. Sports Video 2019 

https://youtu.be/oL6klGJUHSE 

The City’s Marketing and Sponsorship Coordinator in the community services 

department  initiated a video project in 2018 to capture professional video of the City’s 

recreation facilities and sports community. The department worked with a local 

videographer and sports organizations to create a video that could be used  in bid 

packages to attract sporting events to Prince Albert. The department continues to build 

video inventory to add to the City’s stock of footage.  

 

 

6. Instagram 2018 

https://www.instagram.com/livingpa/  

The City worked with Tourism and the Downtown Business Improvement District to 

create an Instagram Account Livingpa. While the primary social media activity in Prince 

Albert is on Facebook, there was an acknowledgement at the time that there was a local 

audience on Instagram. Additionally, for those that are visiting or exploring Prince Albert, 

it was considered valuable to have a presence on the social media channel. In 2020, 

when the Communications Coordinator started, a second City of Prince Albert account 

was created. This one is dedicated to operational news, while Livingpa is dedicated to 

more experiences and beautiful imagery. Since July, the @livingpa Instagram account 

has grown by 5% and the @cityofprincealbert account by 21.7%.  

 

7. City Website 2019 

www.citypa.ca 

www.citypa.ca/transit 

www.citypa.ca/airport 

www.citypa.ca/fire 

 

The City’s new website was launched in October 2019. The site was a significant 

undertaking that engaged all City departments in reimaging and rewriting every page of 

content on the site. In addition to improving the content and navigation of the website, 

the project included a budget to include professional photography. Local photographers 

were hired to take beautiful images of the community in all aspects including the people 

landscapes, parks, recreation, museums, fire, airport and transit. The result is a website 

that not only functions well for the public, but also represents the community for those 

that may be looking to relocate to Prince Albert. In 2020 the City was awarded the Apex 

award for publication excellence and an Ava Digital Award.  
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8. City Owned Billboard 2019:  
 
Thanks to funding from Husky Energy, the Communications Office coordinated the 
purchase and installation of the City’s billboard located at 2nd Avenue West and 15th 
Street. Criteria was established for the billboard that again, would ensure that there was 
a focused purpose for its content. The goal of the billboard as defined in the criteria on 
the City’s website is that “This is a community based billboard intended to leave a lasting 
positive impression of Prince Albert both inside and outside the city through the 
promotion of prominent events and news in Prince Albert. Intended results include: 

- Increase exposure of Prince Albert’s notable events to residents and tourists 
travelling through Prince Albert;  

- Build community pride through the promotion of good news from Prince Albert 
including awards, accomplishments and achievements, especially those relating to 
the priorities identified in the City’s Community Services Master Plan and Municipal 
Cultural Action Plan; and 

- Inform residents about notable City services and emergency announcements as 
required. 
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The City's Facebook page is managed by three employees and is primarily for sharing operational
items. This includes programming and service information. There is also space on this page for
positive promotions. The City's Facebook page has a dedicated audience. Many follow the page
because operational issues matter to residents. This creates a strong audience base when there
is a positive story to tell because ongoing attention helps drive overall performance of page posts.
This makes the page one of the City's most powerful communication tools and one that has
steadily grown over time. 

Listed below on this page is a chart showing the growth of the page likes since January 2019. As
you can see, page likes grow steadily and occasionally a viral post will cause likes to spike.

The remaining pages show recent Facebook posts that have either promoted positive stories or
that have performed very well. The reach statistics circled in red show how many people see the
posts. The engagements indicate those that have clicked on the post either to read more, view the
image, or click a link. Many of these posts have thousands of views and in some cases views
surpass the population of the City. Many of these posts perform very well without any paid
advertising. 

Appendix B
City of Prince Albert Facebook Performance

25



Appendix B: City of Prince Albert Facebook Performance 26



Appendix B: City of Prince Albert Facebook Performance 27



Appendix B: City of Prince Albert Facebook Performance 28



Appendix B: City of Prince Albert Facebook Performance 29



Appendix B: City of Prince Albert Facebook Performance 30



Appendix B: City of Prince Albert Facebook Performance 31



Appendix B: City of Prince Albert Facebook Performance 32



Appendix B: City of Prince Albert Facebook Performance 33



Appendix B: City of Prince Albert Facebook Performance 34



Appendix B: City of Prince Albert Facebook Performance 35



Appendix B: City of Prince Albert Facebook Performance 36



Appendix B: City of Prince Albert Facebook Performance 37



Appendix B: City of Prince Albert Facebook Performance 38



Appendix B: City of Prince Albert Facebook Performance 39



Appendix B: City of Prince Albert Facebook Performance 40



Appendix B: City of Prince Albert Facebook Performance 41



 
 

CORR 20-86 
 

TITLE: Capstone Community Marketing Proposal 

 
DATE: 
 

 
November 26, 2020 

 

TO: Executive Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
SUGGESTED DISPOSITION: 
 

That the Correspondence be received and referred to the Budget Committee. 
 

PRESENTATION: 
 
Verbal Presentation by Perry and Rhonda Trusty. 
 
ATTACHMENTS: 

 
1. Email dated November 23, 2020 
 
 
Written by: Perry and Rhonda Trusty 
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Sherry Person 

From: 
Sent: 
To: 
Subject: 
Attachments: 

Hello Sherry: 

ptrusty@sasktel.net 
Monday, November 23, 2020 11:52 AM 
City Clerk 
Capstone Community Marketing Proposal 
Capstone letter to Mayor and Counci l.docx; Capstone Prince Albert Proposal.docx 

Can you please include these attachments on the next Executive Committee Agenda. 

Thank you. 

Perry and Rhonda Trusty 
NOV 23 2020 

D 

CITY CLERK 
E.~ .... :h"e_ ~~ 

This email was Malware checked by UTM 9. http://www.sophos.com 

***Caution:This email originated from outside the City of Prince Albert email system. 

Do not click links or open attachments unless you recognize the sender and know the content is safe. If in 
doubt contact IT Support (support@citypa.com). *** 

1 
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November 23, 2020 

To Mayor and City Council 

Re: Capstone Community Marketing 

We would like to make this presentation to the next Executive Committee meeting schedluled 

for November 30, 2020. Our presentation will not be long and will adhere to a 5 minute limit. 

We will welcome any questions. 

The proposal is attached. 

Sincerely, 

Perry Trusty 

Rhonda Trusty 
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Capstone Community Marketin.g 
November 2020 

Pnince Albert Social Media Proposal 
Introduction 

The last two civic elections have each had mayoralty candidates n.H) 011 a negat,ive 

platform of getting tough on crime. While they were unsuccessful, the belief that 

Pnince Allbert ri~s not a safe city to raise your fami1ly received a lot of province wide 

exposure. If this reputation permeates Saskatchewan culture then it becomes 

harder for business and governme11t to attract skilled labour. It also becomes 

challenging to attract investment. A crime ridde11 city drives away shoppers 

which negatively impacts business. 

Capstone Community M 
gap in the marketing 

IPOS1itive storytellri 

and create goodwill!. Recogni 

maxi,mizing its assets throu 

help shift atbtudes to am 

enha11ce economi1c develop 

To counter negati,ve 

counteract with a pos 

exceptions. Some com1 , 

• Random attacks t 

• Profanity 

• Spam 

-'"1"1\JJ~nized the City of Prince Albert has a 

posi1ttve storytell1ing. We feel that 

lp to rejuvenate the city's reputation 

, ity and region's potential and 

rerate favourablle results and 

se positive messages can 

• gative messaging. 

rocess will be to 

re are a.lways 

't make sense 

Consistent educational, informative and inspirational posts and efficiently good 

press ca11 outweigh anything bad. We feel that you can sell your benefits and 

keep se:lling them- everyday. In Capstone Community Marketing's viewpoint, 

Pri'nce Albert needs to shift away from tile negative stereotypica l11ews as 

presented by traditional media and begin encouraging strategic marketing 

through social media. Social medi1a is immediate. Most users of social media 

access it a minimum of eight times a day. There are wel1l over 2 billion people 

worldwide on Facebook alone. 
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A p.1l1anned, positirve approach can enhance the qualities and stre~ngths that the 

community has to offer. Capstone Community Marketing can enunciate this 

clearly: Prince Albert is a good place to work, Hve, raise your family, invest, shop 

and retire. 

The City's Strategic p:lan identifies that admirnistratiron should look at skil.ls gaps. 

The Communication 1Master Plan identrifies several goals. One goal is that the. 

City's community brand is a priority and also improved public and stakehol,der 

engagement. Another objective within improved public and stakeholder 

engagement is for social media to be a part of this goal. The Communication 

1Master Plan ildent,ifies that the Cty's community brand as a place to live directly 

relates to the City's role ·n foster· g economk development and investment. 

positive story tell i 

impacting the com 

workload on current staff h 

identifies that social media 

Master Plan and that the Ci 

execution on the fo , 

Master Pl·an. We bel 

televi~sion exper,ience 

storytelling background 

Our Story 

tdentified in the Strategi~c Pllan. It curtails 

investors, shoppers and is 

this skills gap and the overall 

component. Capstone also 

rimpact economic 

is a reason for the minimal 

City's Communi,cation 

m, sodal media and 

of our visual 

The role of economic development, tourism and social media can be summarized 

into promoting the strengths and positive informati:on about Prince Albert and 

region. From an economic development perspective, when I worked for Prince 

Albert se.lling our city as a good place to invest to Springwood Developments, they 

wanted to know housing growth, empl'oyee numbers in the health district, school 

divisi:on employees and provindal and federal jail employees. 

From here the information grew into market wide data. lhe list of assets locally 

and regionally that sell Prince Albert from an economi'C development perspective 
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are impressive. Social media can be an economic development tool used to 

promote this data . An example of this would be the cost of housing comparison 

between Pr,ince Albert and Saskatoon. You will save hundreds of dollars each 

month on mortgage payments by buying an average priced home in Prince Albert 

versus Saskatoon. 

How about a Shop Loca l Campaign? A Shop Local ca:mpai,gn is about loca1l business 

owners, managers and employees. It can showcase how lorng they have had a 

business in Prince Albert, their history, services offered and the number of peopl·e 

they employ. This type of strategic campa i1gn can focus on Prince Albert 

businesses and will be successful! because the business owners, their fr iends and 

customers wH1I"Iike and sharea. Thi also helps to grow the social media p.latforms 

of the city. The business ciate the free pubHcity. This can be 

done as part of the 

Shop Local campai 

community such as 

cultures. 

repeated. Business ru 
times a day and the 

manner. Tne message 

place to live, work, raise 

Do the City of Prince Albert's 

Albert's social media platform . The 

. .. :ultural di:versity of the business 

riginal owned businesses and ot her 

ert is a di1verse and cultu rally 

have to be enunciated and 

multiple platforms many 

sin the same 

ng iiS this is a good 

currently leverage the cultural 

strengths and diversity of the city, regional assets and quality of life? 

Does the City of Prince Albert use social media to advertise its strengths to 

potential new families or businesses to relocate for a new job or a place to set up 

business using economic development information? Does the City of Prince 

Albert's social media platforms promote enough positive stories of the community 

and region? 

Prince Al1bert's reg·ional backyard is full of beauty. Prince Al!bert Nationa l! Park and 

Waskesui, Emma & Christopher Lake, Candle Lake, Weyakwin, Montreal Lake, 
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groomed snowmobil·e trails, snowboarding, and nature walks, kayaking on the 

river. In my research for Springwood Developments, I forwarded to them that 

Waskesui had 140,000 annua1l visi1tors and that most of these people drive 

through Prince Albert to get to the National Park. These regional assets have a 

great impact on the local economy and we need to promote them and their 

proximity to Pr,ince Albert. Prince AI~ bert is the "Beautiful Gateway City" . 

We believe it is important to remind people of the wonderful stories related to 

First Nations and Metis people both local and regional. Of the connections Prince 

Albert has to the north and our community's link to min i~ ng exploration irn 

Northern Saskatchewan. The impact of forestry and farming stories a1nd thei1r 

legacies. Tell our great stories and the attitudes begin to change. 

bus1iness sells its k 

The most cost effective tool 

the Communications Master 

financial goal of thlis plan is 
effective manner po 

Capstone Community 

using our company toe 

lacking. Capstone's most 
impressions. This compares 

Saskatchewan tourism publicatiOn. 

- i· oth passive and active in nature- must 

••'Omo.ted daily si1milar t o how a 

iple platforms. 

is sod al media. On Page 10 of 

portunities it states "The 

n services in the most cost 

higher salary costs by 

e'lling that is currently 

in had 150,000 

mpaign in a popular 

A social1 media campaign can reach a worldwide audience, but especially it can 

target your key markets: Saskatchewan, Alberta, Manitoba, Bri1tish Columbia and 

North Dakota. Socia l media can target demographics and incomes. The success of 

the campaign can be tracked and measured. 

Capstone Community Marketing started Tourism Nipawin's social media presence 

from scratch on Facebook, l.nstagram and Twitter. Part of the reason Capstone 

started the campaign was to counter a negative Nipawin Facebook group. After 
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the first full year of operation Tourism Nipawin had 1,700 friends in a community 

of 4,000 peop,le and had achieved $125,000 of advertising value by visually telling 

the Nipawin,, Tobin Lake and Codette Lake stories. 

Here i·s a quick one week review of your current social media presence on 

Facebook. What follows is a compar·ison between Pri1nce Albert and Nipawin in 

order to help make Capstone's position dear. 

A qukk rev1iew of the week November 16-20, 2020 shows the following posts. : 

November 20th- Shar,ing of the Prince Albert Daily Herald story re: E.A. Raw11inson 

opening. (ll'ove) 

November 19th- Snow Plow- 7 wmments and 2 shares 

November 18th- Ski Re 

Council 

Here is a random week 

tne launch of Tourilsm Ni 

the time. 

Date Story 

September 9 Hurnting license 

September 10 Local person 

September 11 River image 

September 12 Pool elevator 

September 13 Hawks Game 

- 8 shares and 2 likes 

235 

2.1k 

587 

lk 

267 

019 jurst 90 days after 

650 Facebook friends at 

Oi.cks/ Actions 

6 

281 

35 

114 

13 
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The September 10tn post is a local person. He is a yo~ung angler who is an 

ellectrician and promotes hi1s fishing online. Personal stories achieve the best 

results not on:ly in reach but in dick/actions. llle Pool elevator is at Cadette and is 

a well known local landmark. Posts of personal connection do better than posts of 

1informatiion. 

The best story from Nipawin was of a local person and his northern pike. 'It had 

150,000 'impressions on just Facebook. lnstagram was realizing about 50% less 

i,mpressions and clicks and Twitter half of lnstagram. Many shares are from out of 

provmce. 

A local Prince Albert golfer and golif course owner, Pete Lukoni, who grew up in 

Nipawin, had thousands of impressions and dozens of slnares. He has not llived in 

'Nipawin for decades. 

community even Hwugfl it 

Conclusion 

Finding skiU sets in one 

and prolnibitive. Ask1i 

may not be feasible. 

necessary to change p 

Furthermore, Covi~d-19 h 

an effective and produ 

most interest. Local well known 

ch as tine Codette Pool Elevator. 

the Town of Nipawin as a vibrant 

crime and negative attitudes. 

scan be difficul1t, expensive 

their responsibilities 

orytelling that is 

rom h,iring more staff. 

1 I based off-site work is 

Capstone can leverage your current social media assets. In our research we 

identified that you currenHy have just over 10,000 followers on your Facebook 

page. Our goal woul1d be to increase traffic to your social media platforms and 

enhance positive stories about Prince Albert and area. Operational'ly, Capstone 

woul'd propose to become part of the administration of the social media platform 

pages to alleviate extra workload for your current staff. 

Capstone Community Marketing lnas a proposal to enhance our commun1ity's 

brand. We are proposing that for five (5) posts a week including photography, 

research, writing and editing and drone capabiHties, Capstone Community 
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Marketing will charge $50,000.00 for a 52 week contract. Included in the weekly 

postings wil.l be interviews of local business, photography of the rnatural beauty 

and interesting stories of arts, culture, sport and people. We would consider a six 

month contract at $35,000.00 as start-up is time consuming. We are open to 

negotiate these terms. Our drone capabilities will enhance regional images. 

In addition, Capstone is asking for a $2,000 promotion budget to "push" ads on 

Facebook. A typicall ad costs $25/USD and will run for S days. 

Who WeAre 

Capstone Community Market,ing has a nationa l award winning television 

producer, Saskatchewan Economic Development of the Year, as weld as a SUMA 

Economic Development awa~ wi er. We have 18 years of television producing 

Let Capstone Com 

Our methodology has proven 

306-980-7098 and our email 

Sincerely, 

Rhonda Trusty 

1471 Sibbald Crescent 

Prince Albert, Sk. 

the city and align with your current 

II us@ 306-980-7090 or 

necommuni .ca 
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Some Story Ideas: 

City Architecture and Brick Factory 

Shop loca I Businesses 

Train Bridge/ Little Red and area 

Street Names 

History of Schools 

Persons of Interest 

Sports stori1es- examples of golf, hockey, bow:l:ing, soccer, archery .... 

Fishing at our lakes The Weir and the river 

Unusual jobs that people have held Past/current Teachers 

Prince Albert' s history to mining, forestry and farming . 

First Nation and Meti·s st 

Cultura·l stories of art, 

Olympians- Leroy 

Developers We Have Wo 

Avatex DevCorp Inc. 

Limetwig Homes 

Sprilngwood Developme 

Creekside Community 

Winter Festival Stories 

Exhibition Stories 

PANP and lakes in the region 
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CORR 20-101 
 

TITLE: Social Media Marketing 

 
DATE: 
 

 
December 15, 2020 

 

TO: Budget Committee 

 
PUBLIC: X INCAMERA:  

 

 
 
ATTACHMENTS: 

 
1. Email dated December 2, 2020. 
 
Written by: Taryn Svenson 
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