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The objective of the report is to create an integrated marketing communications campaign for
CityStudio and the City of Vancouver to educate the public on the benefits and constraints of
Green Rainwater Infrastructure. The campaign must expand the total number of Vancouverites
engaging in the St George Rainway channels and Green Rainwater Infrustruce education.
A 4Cs Analysis, analyzing the city, culture, comparators, and citizens, was conducted to
recognize both internal and external factors. Key insights found in the analysis indicates that low
awareness of the issue contributes to a lack of initiatve on the citizen’s part. This is part of the
intention-action gap where citizens claim more support than actual follow-through on said
issues. Visual presence of an environmental issue helps citizens take action, as the situation
becomes more relevant and affective on their individual lives.
To understand the citizens within the area, in-depth interviews were conducted to gather
insights into the awareness, attitude, behaviour, and motivation of Vancouverites regarding
environmental concerns. Low awareness of rain-related issues and lack of self-efficacy stood
out as key research findings. Vancouverites hold high-perception of local tapwater and conflate
that quality with the conditions of the infrastructure that takes water away from the streets. A
lack of awareness, self-efficacy, and visuality are hurdles to overcome for this campaign.
The target audience of the campaign are residents located within the Mt Pleasant area, aged
20-64 year olds, totalling 26,430 in population, making up 80 percent of the Mt Pleasant
population. The campaign strategy is to encourage the target audience to participate in the
design implementation phase of the St George Rainway project by visually rendering the
pollutant and overflow system problems as solvable, with the solution ready to go.
Rain Down the Wrong Path explicitly reveals the status quo issue of the pollutant discharge in
Vancouver. The wrong path applies to the inefficient CSO that mixes clean rainwater with raw
sewage. Secondly, it also applies on a metaphoric level, where ‘clean’ rainwater is going down
the wrong path, hanging out with a ‘bad’ crowd of pollutants, and misbehaving. This message
implies that the rainwater, which was assumed to be doing good for the environment, is
contributing to ecological harm. A combination of rational and emotional appeal is used to
mitigate fear incited by the message, but not taking away from the weight of the issues.
The campaign will be implemented from April to June 2021. With the budget of $25,000, digital
and out-of-home advertisements will be primary tactics on raising awareness. Owned media
and email marketing is used to raise the citizens’ knowledge. Sales promotions validate the
citizen’s participation. The campaign will achieve 30 percent awareness of rainwater-related
issues from the target audience. Additionally, 405 submissions for Phase 2 of the St George
Rainway project will be collected—a 25 percent increase from Phase 1.
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Green Rainwater Infrastructure (GRI) is a combination of engineering and natural eco-system
based practices to handle rainwater-related, environmental issues in Vancouver. The major
hurdle for wide accpetance from Vancouverites is the lack of awareness on the issues. Despite
the reputation of being one of the greenest cities across the world, there is a serious
environmental issue that goes unseen. For Vancouver to live up to its reputation and provide a
sustainable city for future generations to enjoy, rainwater-related issues and GRI must be
connected in the citizen’s mind and inspire them to take action.

This report presents an integrated marketing campaign created for CityStudio, as part of a case
competition hosted for the British Columbia Institute of Technology, Marketing Communications
Class of 2021.
This campaign’s marketing objective is to educate the public on the benefits and constraints of
Green Rainwater Infrastructure (GRI). Team MBG determined that it is imperative to expand the
total Vancouverites actively engaged in the St George Rainway communication channels. All in
all, the marketing objective is to increase the total number of Believers, Participants, and
Advocates while proportionally mitigating the growth of Skeptics.
The aim of this integrated marketing communications plan is to focus the creative strategy and
tactics for the implementation of the St George Rainway. However, the research and messaging
apply to Vancouver citizens at large. Consequently, this report’s analysis and assets are easily
translatable for future GRI projects in other neighbourhoods.

Given the unique nature of this campaign, the conventional industry, competitor, and SWOT
analysis were deemed ineffective for an accurate situational analysis to inform the campaign
strategy. Instead, Team MBG conducted the 4Cs analysis: Company, Culture, Category
(Comparators), and Consumer. For the sake of this campaign, the 4Cs are identified as City,
Culture, Category, and Citizen.

The City of Vancouver affects the outcome of the marketing communications campaign in three
critical ways. First, the municipal government’s history of green initiatives and strategic mission
guides the philosophy of GRI implementation. Second, Vancouver’s rainwater runoff pollution
and combined sewage overflow (CSO) system is discussed to frame the environmental issues
at hand. Lastly, the history of Vancouver’s involvement in the community-led St George
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Rainway Project contextualizes the municipal government’s relationship with Mt. Pleasant
residents.

The City of Vancouver has prioritized transforming itself into a world leader in sustainable living.
In 2011, the City approved the Greenest City Action Plan to become one of the most
environmentally responsible cities. The goal was to build strong economies, foster inclusive
neighborhoods, and create an environment that meets the future generation’s needs by 2020
(City of Vancouver, 2015). In November 2020, the Climate Emergency Action Plan was
launched to set more sustainability goals for 2030 and 2050. One of the critical strategic arms
outlined in this plan is “How we capture carbon pollution” (City of Vancouver, 2020a).
The Rain City Strategy is an initiative developed to use natural processes to capture carbon and
pollution into organic systems (City of Vancouver, 2019). Rain City strategy focuses on using
Green Rainwater Infrastructure (GRI), an infrastructure system that combines engineering and
biological processes to capture, store, and filter rainwater (Shape Your City, n.d.a.).

There are two major water quality issues in Vancouver that GRIs address. First, combined
sewage overflow (CSO) system causes significant environmental damages to local waters.
During heavy rainfall, the sewage system reaches capacity. The current CSO system is
designed to prevent sewage from flooding the streets by combining excess rainwater with
untreated sewage and discharging the flow directly into natural waterways.
British Columbia dumps the most volume of sewage into natural bodies of water amongst all
provinces, according to the environmental activism group, Our Living Waters (n.d.). The issue is
prevalent in Vancouver, where only 50 percent of the sewage system separates between
untreated sewage water and relatively clean rainwater (CBC News, 2019). Consequently, in
2018, 33 billion litres of combined sewage overflow (CSO) made it to natural waters around
Vancouver (City of Vancouver, 2019).
The second issue at hand is the pollutants that get washed into the sewer system. Rainwater
picks up pollutants like litter, bacteria, and microplastics that settled on urban surfaces. This flow
of untreated water can go towards our treatment plant, where it gets repurposed as potable
water for citizens. However, it can directly flow untreated to natural water bodies where their
harm to the environment and ecosystems have been documented (City of Vancouver, 2019).
A GRI system is a solution to both issues. First, GRI incorporates an integrated system of
plants, soil, and gravel to soak up available rainwater during a downpour naturally. As a result,
GRIs diminishes the rainwater volume stressing the CSO system (City of Vancouver, 2019).
Secondly, GRI systems have been proven to capture, store, and filter rainwater before releasing
the water into the natural water cycle at a gradual rate (Shape Your City, n.d.a.). For example,
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rain gardens absorb rainwater into a ditch-like structure, purifies the pollution in the initial soil
layer, and then lead the water into the native soil (City of Vancouver, n.d.a.).
Currently, well over 200 physical GRI assets are functioning across the City of Vancouver to
manage rainwater. The City of Vancouver is currently in the process of collecting community
feedback during the exploration and design phase of implementing a GRI on St George Street,
in the heart of Mt. Pleasant.

The St George Rainway project was initially a volunteer-driven initiative started by a group of
residents in the area in 2008. The original intention of the Rainway is to recreate a historic
stream that was buried underground to make roads in the early 1900s (Shape Your City, n.d.b.).
The City of Vancouver got involved as a partner when it included the project as part of the 2013
Mount Pleasant Community Plan. In 2020, the City fully committed to implementing a GRI
system for the area (Shape Your City, n.d.b.; St George Rainway Project, n.d.).
Currently, the City has finished Phase 1, collecting the community’s values and visions for the
area. In the ongoing Phase 2, the City will provide design options informed by Phase 1
responses and collected input for design preferences and comments.
As the City develops both political initiatives and GRI methodology, it is important to analyze the
culture surrounding environmental causes to examine how the community might react.

Analyzing the culture of environmental issues identifies social and psychographic trends that will
inform the creative strategy. Increasing care towards the environment, the intention-action gap,
and the influence of the visual presence of environmental issues illustrate the complex
relationship that society has with environmental issues.

Canadian awareness and concern for the environment are rising. More consumers are investing
in eco-friendly products and seeking brands they perceive as having a positive impact on the
environment. According to a survey conducted on Canadian adults, 74 percent of Canadians
consider sustainability an important factor when making purchases (Cleantech Canada, 2019).
More precisely, with 62 percent of Canadians willing to pay a premium for sustainable products,
green consumption is an insightful reflection of Canadian values on the environment (Cleantech
Canada, 2019).
Specifically, Vancouverites are strong proponents of environmental care. A survey conducted
while drafting Vancouver’s Climate Emergency Action Plan reported that 87% of Vancouverites
are concerned or very concerned about the environment (City of Vancouver, 2020b). This
concern for the environment influences Canadians’ intentions to engage in familiar and
convenient environmental actions. In other words, the adoption of “green consumerism” extends
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well beyond purchasing environmentally friendly products, as 97% of Canadians reported
engaging in other forms of sustainable activities such as recycling, limiting the use of single-use
plastics, and composting (Cleantech Canada, 2019). However, some insights challenge the
presumption that Canadians are truly environmentalists in nature.

The difference between a citizen’s claimed support for environmental protection and initiatives
and the actual measured behaviour is a well-documented phenomenon. For example, according
to a Harvard Business Review article, a survey in 2018 stated that 65 percent of general
consumers express intention in buying more eco-friendly products, but only 26 percent followthrough (White, Hardisty, & Habib, 2018).
The intention-action gap is prevalent in Canada and British Columbia as well. According to the
Real Estate Foundation of BC, 55 percent of British Columbians are concerned with water use,
as shown in Figure 1. Yet, only 3 percent supported action-oriented approaches to protecting
freshwater/lakes/rivers for future communities, demonstrated in Figure 2 (2016).

Figure 1: Survey on Public View on Sustainability and the Built Environment
(Real Estate Foundation of BC, 2016)

Figure 2: Survey on Public View on Sustainability and the Built Environment
(Real Estate Foundation of BC, 2016)

This statistical gap suggests that Canadians appear to be more attitudinally green than
behaviorally green. In this context, to what extent Canadians proactively embody sustainable
values and act on them is questionable.
Nearly half of Canadian consumers felt individuals played an important role in improving
sustainability (Cleantech Canada, 2019). Clearly, a near-majority places the responsibility for
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environmental change on themselves. However, consumers lack a proactive approach and
involvement with green-related activities beyond mundane daily habits, as will be discussed in
the consumer section.
Environmental issues tend to register as too complex, elusive, and ultimately unapproachable.
Norwegian scholar Per Espen Stoknes stated that communication on global warming has
focused on leaning on a fear-appeal to an extreme intent that it provokes disengagement from
consumers to reduce their dissonance (Stoknes, 2017). Canadians commonly feel helpless and
insignificant in the face of environmental issues as the way they understand the issues only
overwhelms and disempowers them. This perception hinders pro-environmental behaviour and
contributes to the intention-action gap in Canadian culture.

When attempting to influence sustainable behaviour, it is crucial to frame and simplify the
problem to appear manageable and directly affect one’s circumstances. Personalizing the issue
reduces ambiguity and prevents the public’s tendency to overlook the issue as distant, remote,
and not top-of-mind. As stated in a research article on environmental problem solving,
“concerns that hit closer to home are more concrete, and tend to offer more tangible results”
(Bardwell, 1991) because people can relate to the issue at a level that is meaningful and
empowering. This notion is reflected in recent efforts as well, as UBC marketing and psychology
scholars argue that without self-efficacy—“confidence that [an individual’s] actions will have a
meaningful impact”—people will not adopt new actions and habits (White, Hardisty, & Habib,
2018). While the public needs to understand the pervasive nature of environmental issues, they
need to do so in a way that encourages involvement and a sense of self-efficacy.

The visual presence of an environmental issue has a significant impact on how people react to
it. The director of the Yale Program on Climate Change Communication, Anthony Leiserowitz,
went as far as to assert that if greenhouse gases were black that climate change would have
been solved already (Vox, 2016).
The influence of visuality is highly applicable in the context of the attitude of Vancouverites and
local issues. For example, the initiatives that Vancouverites focus on are the most visible ones,
such as roads, cars, and reducing emissions. Vancouver’s Curbside Electric Vehicle Program
supports the growth of electric vehicles by increasing access to home and public charging (City
of Vancouver, n.d.). Vancouver’s Climate Emergency Action Plan Report stated that 76 percent
of Vancouverites are comfortable or very comfortable with the City’s initiative to increase
charging stations for electric vehicles in buildings (City of Vancouver, 2020b).
On the other hand, the CSO and rainwater pollution issues face a visual hurdle. First, the CSO
system is deep underground, and when it does cause environmental harm by discharging waste
into local waterways, it is far removed from the heavy rainfall on local streets. Second, rainwater
picks up pollution that is invisible to the naked idea. This contributes to a lack of public interest
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as citizens take an “out of sight, out of mind” mentality, as described by the City Studio team
during the initial briefing (CityStudio, personal communication [class lecture], 2021).
Consequently, it is crucial to make the public feel like their actions contribute tangible results
towards change and show visual progress of their collective efforts. Analyzing case studies of
past North American cities offers insights on best practices for communication.

Municipal and state governments around the world have felt the pressure to conserve and
improve water quality. Innovative and sustainable approaches are emerging to tackle these
issues. Green infrastructure has been leveraged to reach water management objectives.
However, community engagement is a key factor for ensuring a smooth implementation of these
projects. By examining other cities like Philadelphia and California, engagement successes and
challenges can be identified and evaluated to optimize a marketing communication plan for GRI
and city-wide sustainability in Vancouver.

In 2011, Philadelphia created its “Green City, Clean Waters Plan” for stormwater management.
Similar to Vancouver, through the implementation of green infrastructure, Philadelphia’s
objective was to reduce stormwater pollution that was entering its combined sewer system.
Since 2018, the Philadelphia Water Department (PWD) has completed 152 publicly funded
green stormwater infrastructure (GSI) projects (Stutz, 2018). The City had successful
community engagement while implementing these projects, making residents stakeholders in
the management of the City’s resources. Some of the tactics used by the City to educate the
public and encourage participation in these GSI projects were:
• Development of opportunities for youth engagement, such as taking part in
environmental monitoring and data collection (Stutz, 2018).
• Collaboration with an Americorps group to encourage young adults to collect litter and
leaves from green infrastructure sites (Stutz, 2018).
• Open houses where community members learned and provided feedback on projects
that were advertised on social media, flyers, local media outlets (Groff, 2018).
• Community-based groups and programs assisting the PWD in connecting with the
community, planning future GSI projects, and generating public interest in environmental
stewardship (Stutz, 2018).
A study that assessed the stormwater management in Philadelphia provided some insights on
successful community engagement for implementing green infrastructure. These include:
• Providing opportunities to allow residents to take ownership makes them feel like
valuable contributors to the initiative and in control of their community.
• Updating residents on project progression is important for maintaining public
engagement. (Groff, 2018).
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Throughout Philadelphia’s implementation of GSI in its City to manage its stormwater, it focused
on educating the public on the projects through creating opportunities for them to feel like their
contributions were seen, recognized, and valued.

California is another example that has changed its approach to managing water and focused on
communicating the social imperative for the public to consume water efficiently. To address its
limited water supply, California encouraged communities to adopt xeriscaping as a way for
individuals to make a meaningful impact on water conservation.
Xeriscaping is the practice of landscaping with slow-growing, drought-resistant plants to
conserve water and reduce yard trimmings (CalRecycle, 2020). To overcome the barrier of the
common misconception that xeriscaping involved the complete removal of lawns and replacing
them with rock and cacti, the government provided lots of educational resources to help
residents transition to water-efficient yards. For instance, information on the variety of native
planting options was easily available for residents to design their xeriscape. The initiative
assured that gardening aesthetics would not be given up at the expense of a xeriscape design
and granted residents the authority and independence to contribute to a larger cause.
Additional tactics that contributed to California’s successful community engagement in
xeriscaping were:
• “Cash for Grass” rebate program, a financial incentive to encourage homeowners to
switch to drought-resistant landscaping (NBCNews, 2014)
• Highlighting the specific benefits to the public and how xeriscape adds value to their
lives. For instance, the immediate cost savings through having lower water bills
associated with a more sustainable method of landscaping were communicated
(CalRecycle, 2020)
As demonstrated, the State’s strategic messaging aligned with the personal wants and needs of
the consumer and led to better community engagement and acceptance of xeriscape. Through
their gardens, residents had the opportunity to help preserve the State’s water supply. California
was able to foster an emotional connection with the public by showing how residents could
make a difference with their garden. Taking part in the xeriscape initiative allowed residents to
feel like they were a part of the larger change towards a more sustainable community.
Insights pertaining to how Philadelphia and California prioritized community engagement in
tackling their dichotomous water issues are important to consider when moving forward with
GRI projects in Vancouver. Both governments provided residents with the information and tools
needed to make informed decisions on living sustainably and participating in environmental
initiatives.
Based on the study of the City of Vancouver, cultural phenomenons for environmentalism, and
comparators, key elements arise that the St George Rainway campaign must cover to be
successful. First, communicating the intensity of the CSO and rainwater runoff pollution issues
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at hand and the effectiveness of GRIs has to be specifically catered to attract engagement. If
the problem and solution are not presented as immediately affecting the Mt. Pleasant
community, it is assumed that there will be a lack of action due to the intention-action gap. The
wide distribution of information and opportunities for citizens to participate are crucial, as
recognized in the Philadelphia and California case studies. With these observations in mind, the
Vancouver Citizens were interviewed to learn about the target market for the campaign.

Secondary research and primary qualitative research were conducted to draw insights into the
awareness, attitude, behaviour, and motivation regarding environmental causes and
Vancouver’s rainwater issues. For primary qualitative research, 11 Vancouver residents
participated in in-depth interviews. The interviewees ranged from 20 to 60-year-old homeowners
and renters. Four identified as female, three identified as male, one identified as non-binary, and
the remaining three would not say. See Appendix A for interview questions.
Primary quantitative research was considered but not conducted, as the projected sample size
for a survey within the scope of this project would be too small and non-projective to the
Vancouver population.

According to the RBC water attitude survey, 84 percent believe our stormwater management
system is either in good shape or has no awareness of the state of the infrastructure (RBC,
2017). This lack of awareness was reflected in primary qualitative research, where the majority
of the interviewees were unaware of the rainwater runoff pollution or the sewage overflow
system. Furthermore, none of the interviewees could correctly identify GRIs.

When told about the British Columbian CSO system being the worst in Canada in terms of the
volume of sewage disposed, most interviewees reacted in shock. Most cited the cause behind
their surprise as to their perception of how high the tap water quality was in Vancouver. In other
words, respondents conflated the infrastructure that provided the high-quality potable water in
their homes with the piping systems that got rid of the water from homes and the road.
The complicating factor in raising awareness of water issues in Vancouver is Vancouverites’
incredibly high perception of the water quality. According to a study on water attitude conducted
by RBC, British Columbians have the highest confidence level in their tap water amongst
Canadians. Additionally, 95 percent of Vancouverites are highly confident or somewhat
confident about the safety and quality of tap water (RBC, 2017).

Interviewees expressed the desire to live more sustainably, but when probed further showed
some hesitancy. One of the main reasons for this hesitation to act was based on the fact that
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Vancouverites, like most Canadians, participate in environmentally friendly activities that are
easily achievable within their daily routines. For example, when asked about what more they
could do, interviewees made a clear point on to what extent they would compromise their
current lifestyle.
“What’s stopping me [from being more environmentally friendly] is laziness, the
marginal costs, and lack of ease. Whenever environmentally-friendly options are
not the default, it requires extra effort on me.”
23-year-old renter
In this context, making the default option an environmentally friendly one is an effective way to
position an initiative as a convenient addition to a citizen’s lifestyle. For example, according to
behavioural science and marketing scholars, making sustainable options the default is an
effective way to establish lasting habits for consumers. German researchers showed that when
green electricity is the default for residential use, 94 percent maintained it (White, et al., 2018).

When asked about their motivations to increase their contributions toward sustainability, most of
the respondents expressed a positive attitude. For example, one respondent expressed their
willingness to do more and the imperative for everyone to do more.
“The things that I do are pretty small, I think. I feel like there’s always more that
people can do, but I’m not sure what those are. I usually don’t go out of my way
to search for it. If something comes up on my social media that seems
interesting, I’ll go from there. I don’t actively go seeking it out.”
27-year-old renter
This sentiment for a gap between intention to participate and behaviour to follow up those
intentions is supported in secondary research, as discussed in the Culture section. Notably,
when asked about how they search for information on environmental issues and initiatives to
take up, interviewees demonstrated that they passively collect information through social media,
news outlets, and their social network.

When asked to reflect on what might be the cause of the disconnect between their willingness to
do more and their lack of initiative for actively seeking new information, many respondents
claimed they weren’t sure if it would be worth it. In other words, respondents were concerned
about whether their marginal impact will significantly affect the environmental issue at large, as
discussed in the Culture section. Without that knowledge, the effort required to search for new
initiatives was a cost too high to pay and forego their leisure time.
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“I don’t like to read about climate change because it’s out of my hands, and it
makes me angry.”
27-year-old renter
“I would do more to learn if the environment actually had a direct effect on me.
When the negative effects of environmental issues do not affect people, they see
no need to change and participate in initiatives.”
29-year-old homeowner
As demonstrated above, it is crucial to increase the impact of individual actions perceived by
those considering to take on a new initiative. According to marketing scholars at the University
of British Columbia, consumers choose environmentally friendly options when their own
compromises are low and have credible faith in the impact of their choice in the cause at stake
(White, Hardistry, & Habib, 2019, p. 9).

Overall, despite the severity of the volume of pollutions being dumped into local waters, there is
very low awareness of this fact and the infrastructure system that causes it. Despite the fact that
the GRIs are expertly designed to solve CSO mitigation and rainwater runoff polution, citizens
had very little recognition of its value. Vancouverites mistakenly believe the water infrastructure
in Vancouver to be in excellent shape, based on the potable water delivered to their
households. Overall, there is a disconnection between the problem and the solution in the minds
of Vancouverites. The insight drawn from this situation is that even the best-designed
solutions are meaningless, if the consumer/citizen does not understand the problems it
solves.

The common thread in the 4Cs analysis is that without self-efficacy, the citizen will not engage
in environmental initiatives. There are many ways that a citizen can feel disempowered against
an environmental issue. In short, the communication campaign must instill confidence in the
citizen’s ability to make an impact, avoid framing the issue as too removed from immediate
influence, and avoid fear-based messaging. Otherwise, citizens will fall into the intention-action
gap. They may feel the need to be more sustainable. But taking action is difficult because they
cannot see the value of their efforts. Consequently, the insight derived from this relationship is
that citizens want to support a solution that they believe is part of a winning fight. People
may root for underdogs, but they do not want to feel like one in the fight for sustainability.
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Simply put, the most prevalent environmental issues are the ones that have the most immediacy
and visual presence. In that context, GRIs are at a disadvantage, as both CSO and rainwater
pollution are out of sight and invisible to the naked eye for citizens. A common response from
primary qualitative interviewees was that once the water leaves their household down the drain,
they do not think about where it goes. University of British Columbia Professor Katherine White
asserts that visual expression of environmental issues reduces abstractness (White et al., 2019,
p. 15). The insight drawn from this issue is that visual expression of the rainwater-related
issues is critical for increasing the perception of relevancy among Vancouverites.
Without a communication frame that positions the rainwater issues and GRIs capabilities as
relevant, immediate, and solvable, the public will likely lose interest. Without a personal
connection to the problems at hand, GRI initiatives can fall in between the intention-action gap
and fail to collect engagement for future Phases. Given the scope of the budget and informed by
the 4Cs analysis, it was determined that focusing the target market on Mt. Pleasant residents
would be the most effective way to foster engagement.

To effectively engage with the most affected stakeholders who will live near, explore, and walk
past the St George Rainway, this campaign’s target market is the Mount Pleasant residents.
The target audience segment is residents aged 20-64 years old, totalling 26,430 people (City of
Vancouver, n.d.b). These individuals maintain simplistic, sustainable lifestyles and show an
inclination to make more individual contributions if made aware of such additional efforts.
For an in-depth profile of this target audience, its geographic, demographic, psychographic, and
behavioural characteristics are considered.

The Mount Pleasant neighbourhood is where the target market is concentrated. With
approximately 90% of the dwellings in Mount Pleasant being in apartments, the housing in this
region is most commonly made up of low-rise apartments or apartments in higher buildings, with
very few single-detached houses (City of Vancouver, 2020c).

According to the Mount Pleasant Neighborhood Social Indicators Profile, there are 32,955
residents in the neighbourhood (City of Vancouver, 2020c). The majority, at 80.2 percent, are
between the ages of 20-64, resulting in 26,430 people as our target audience.
These consumers have a median household income of $66,000, which has increased over time
and is now slightly higher than the rest of Vancouver (City of Vancouver, 2020c).
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Residents tend to be young singles and couples in the area, as the median age of Mount
Pleasant is 32.5 years old. On average, Mount Pleasant residents are less likely to be married
or have children than the rest of Vancouver (City of Vancouver, 2020c). It is important to note as
younger audiences tend to be more receptive to cause-related marketing (Lowes, 2015).

British Columbians and Vancouverites are noted for having strong conservation beliefs and
maintaining a sustainable lifestyle. Vancouverites are conscious of the environment, and 87
percent are very concerned about the declining state of the environment (City of Vancouver,
2020b). According to the Prizm 5 profile of a target audience persona prevalent in the St George
Street postal code, the target audience is highly likely to be active on social concerns and
politically engaged (Environics Analytics Group, 2020, p. 64). As stated in a research study on
climate action planning in British Columbia, this brand and association of being one of the most
livable cities worldwide acts as a motivational incentive for residents to further work towards
living more sustainably and uphold their City’s reputation (Jost et al., 2020).

British Columbians value the incorporation of green space and nature into their communities.
According to the Real Estate Foundation of BC, the community features that residents were
most satisfied with were natural and green space (68%) and the ability to walk or cycle (67%).
Furthermore, Mount Pleasant residents prefer to walk or cycle to work compared to the rest of
Vancouver (City of Vancouver, 2020c). These statistics suggest that greenery and landscapes
with a natural aesthetic are strongly preferred assets for the target audience.

As mentioned in the Consumer section, Vancouverites have little awareness of the CSO system
and the rainwater runoff pollution. According to the RBC Canadian water attitudes study, 41
percent of Vancouver believes the stormwater management system is in good condition and
needs minor investments (RBC, 2017). This belief presents a barrier in communicating the
environmental harm that the current infrastructure causes. Also, the issues that are top-of-mind
for these consumers relate to the economy and healthcare. In contrast, water issues, especially
the quality and long-term water supply, remain a low concern (RBC, 2017).

When asked about which current measures they take to lead a sustainable lifestyle, most of the
primary qualitative research participants answered that they are doing their best to reduce
emissions, reuse containers, buy secondhand items, and recycle suitable material instead of
throwing it out for the landfill. Quantitative data supports this notion as the recycling rate
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amongst the Metro Vancouver area has steadily risen to 63 percent in 2019 (Metro Vancouver,
2019).

As aforementioned, Mount Pleasant residents actively rely on walking and cycling to get around.
Only 39 percent drive to work daily by car compared to 45 percent for the City of Vancouver.
The propensity for walking and cycling is reflected in their leisure life as well. According to Prizm
5, the younger Mount Pleasant residents are out and about, enjoying culture through ballets, art
galleries, and diverse restaurants while reducing carbon footprint by travelling on foot, cycling,
and transit (Environics Analytics Group, 2020, p. 64).

In 2020, 85 percent of Canadians used a desktop computer for internet access, while 72
percent accessed the internet through smartphones and mobile devices (Statista, 2021). They
are avid social media users, with Facebook (81 percent), Youtube (72 percent), and Instagram
(55 percent) as the top social media platforms. In addition, 25 to 34-year-olds and 35 to 44-yearolds were the groups with the highest use of social media. This indicates these consumers are
more likely to engage in digital-based platforms.
As of April 2020, Facebook is the social media platform with the highest percentage of internet
users with accounts from 25 to 65-year-old Canadians. It was the leading social network used in
British Columbia and the most popular social platform for accessing the news (Statista, 2020a;
Statista, 2020b). More specifically, Facebook is the most popular social network among those
55 and older, making it an effective platform for reaching the older residents in the Mount
Pleasant area.
See Appendix B for a customer journey map.

The objective given for this campaign is to convert Skeptics and Believers into active
Participants and Advocate for the GRI project to be implemented in the St George area.
However, before the City attempts to educate the public on GRI’s benefits and constraints, the
campaign must increase overall awareness of the problem at hand first. Simply put, it would be
ineffective to launch an educational campaign on GRI’s benefits and restraints if the public has
low awareness of the problem that it was designed to solve.
During the brief, the City of Vancouver GRI team presented the following messages as possible
positioning options for GRIs:
• Cost-Effective
• Increases biodiversity & habitat connectivity
• Supports equitable water future
• Places for kids to play
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•
•
•
•
•
•
•

Mitigates air pollution
Promotes physical activity
Promotes mental well-being
Risk of not doing it
Revives natural systems
Enhances resilience to climate change
Decreases water pollution & reduces urban flooding (CityStudio, personal
communication [class lecture], 2021).

Given the insights gathered, several message directions can be eliminated from contention due
to potential ineffectiveness. First, there are issues that are likely to be perceived as too large to
be solved by a single GRI infrastructure, like mitigating air pollution, increasing biodiversity and
habitat connectivity, and enhancing resilience to climate change. Secondly, some issues seem
too removed and distant from our everyday life: supporting an equitable water future and
reviving natural systems. Third, a subset is composed of secondary benefits: places for kids to
play; promotes physical activity; and promotes mental well-being. Lastly, it is challenging to
promote the cost-effectiveness of a solution if the public is unaware of the problem that it is
solving.
All things considered, the campaign strategy must first focus on raising the awareness of the
negative impacts of the status quo: the risk of not implementing GRIs. Secondly, the campaign
must position GRIs as a simple and effective solution that decreases water pollution while
mitigating urban flooding in the immediate St.George area.

The objective of the campaign is to reach 30 percent awareness from the target audience
regarding CSO and rainwater runoff pollution. In the absence of prior benchmarks on the current
awareness level of the rainwater runoff pollution amongst Vancouverites, 30 percent was
selected as what was achievable through this campaign.
The campaign also aims to increase the overall number of participants and advocates by
collecting their design feedback for Phase 2 of the St George Rainway project. The campaign
objective is to increase participation to 405 total participants or more, or a 25 percent increase
from the 323 submissions collected in Phase 1 (McManus, personal communication [email],
2021).

The core problem is that Vancouverites have little awareness of the poor quality of the
infrastructure and polluted water that is being drained into local waterbodies. The misconception
is accentuated by the fact that Vancouverites conflate the high-quality of the potable water
infrastructure with the sewage infrastructure. Secondly, for citizens to engage, the solution
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provided must be convenient to participate in, have an impact on their immediate lifestyle, and
have tangible results that are perceived to solve an environmental issue.
Despite being socially and politically active, the Mt. Pleasant residents are not engaging with the
GRI initiative at a high rate. Only 323 survey responses were submitted from Phase 1. If it is
assumed that all responses came from the 32,955 residents, that is an engagement rate of less
than one percent. A lack of awareness, self-efficacy, and visual presence of the issue
contributes to this disengagement.
Consequently, this campaign’s problem statement is:
“How can the City of Vancouver persuade citizens to get involved in the GRI
implementation process when they are uninterested due to a lack of awareness
and stasis that prevent them from engaging in green initiatives without clear and
significant results?”
To solve the problem the following strategy has been created:
“Get 20 to 64 year old Mt Pleasant residents to participate in the design
implementation phase of the St George Rainway project by visually rendering the
pollutant and overflow system problems as solvable, with the solution ready to
go.”

Rain Down the Wrong Path explicitly reveals the status quo issue of the pollutant discharge in
Vancouver while conceptually applying to both the CSO and the rainwater pollution runoff. The
wrong path can apply to both the inefficient CSO that mixes relatively clean rainwater with raw
sewage. Secondly, it also applies on a metaphoric level, where ‘clean’ rainwater is going down
the wrong path, hanging out with a ‘bad’ crowd of pollutants, and misbehaving. This message
implies that the rainwater, which was assumed to be innocent and doing good for the
environment, is contributing to harm in our ecosystem. In this conceptual frame, GRI is naturally
the “right” path, rehabilitating the rainwater and guiding it back towards natural soil.

The Rain Down the Wrong Path campaign will incorporate a combination of rational and
emotional appeal to portray to the audience the weight of the issue without fear-based
messaging. The rational appeal is focused around the news of the current harm caused, in
addition to the readymade solution of GRI. The emotional appeal of amusement is used for the
personified cartoon character of “Rain Gone Bad” to ease the fear and dissonance that might be
perceived from the rainwater runoff issue. Excessive fear and doom in environmental
messaging often leads to a lack of urgency disengagement according to Norwegian scholar Per
Espen Stoknes (Stoknes, 2017).
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The primary creative execution of the campaign will be a visual storyboard following the
“Raindrop Gone Bad.” The story follows an innocently portrayed, child-like cartoon raindrop
dropping from the sky. When landing on the asphalt, it is greeted by the “wrong crowd” of
cartoon oil, bacteria, and E-coli. The raindrop transitions to a darker shaded and angrier
demeanour who runs down the storm drain to hang out with the wrong crowd and ultimately
wreaks havoc in local waterbodies. The final scene is an animated rendition of a cross-section
of GRI with the copy, “The solution is ready.”

The primary tactics for this campaign are digital marketing and out-of-Home advertisement, with
sales promotion and direct marketing serving as a supporting tactic.

The objective of digital marketing is to drive awareness of the rainwater runoff pollution and
CSO issues in Vancouver. Secondly, digital marketing will increase knowledge of what GRIs
are, their functionality, and the implementation process of the GRI in the St George area.

Native advertising on social media channels will raise awareness and drive traffic to the
campaign landing page. According to GlobalWebIndex, 44 percent of Canadians viewed news
through social media, which was higher than any other media (Buckle, 2017). Facebook,
Youtube, and Instagram are the three most effective social channels to convert people to take
action, according to HubSpot (Montgomery, 2020). Social media advertising provides
performance measurement, analytics and optimization opportunities.
Facebook | Facebook is the social media platform with the highest percentage of 25 to 65-yearold Canadian users (Statista, 2020a). It is the leading social network used in British Columbia
(Statista, 2020b). Facebook is especially useful for reaching older demographics as 76% of
55+-year-olds have an account, the most compared to other channels (Statista, 2020a).
Instagram | Instagram is a highly visual medium where visual storytelling naturally blends in
with native content. It is ideal for targeting the younger demographic as 89 percent of 18 to 24year-olds have Instagram accounts, in addition to 76 percent of 24-35-year-olds (Statista,
2020a). Furthermore, it is the best channel for brands to connect and develop a bond with
consumers, according to HubSpot (Montgomery, 2020). See Appendix C for Instagram Story
mock-up.
YouTube Pre-Roll Ads | The advantage of advertising on YouTube is that it allows audience
targeting based on keywords and searches, according to SEM Rush (Wood, 2020). Additionally,
16

71 percent of Canadian internet users visit YouTube every month (comScore, 2021). Finally,
YouTube is the second leading social network used weekly for news in Canada, right after
Facebook (Statista, 2020c).

The campaign will leverage various owned media channels to allow citizens to increase their
knowledge of the rainwater issues, GRI benefits, and the implementation process for the St
George Rainway. The websites used for this campaign will be the campaign landing page,
Shape Your City: St George Rainway site, and the City of Vancouver GRI site.
Landing Page | The primary objective of the landing page is to collect interested citizens from
awareness tactics and provide quick and concise information on the problem, solution, and
ways to get involved. According to Vancouver digital marketing agency, Unbounce, landing
pages communicate focused call-to-actions for the consumer and are the best option for
increasing the conversion rate of marketing campaigns (2021). The campaign landing page will
lead visitors to the Shape Your City: St George Rainway website and the City of Vancouver GRI subpage for further education. See Appendix D for the landing page mock-up.
Shape Your City: St George Rainway | The Shape Your City (SYC) webpage for the St
George Rainway is the central focus of the campaign where we will direct traffic. The SYC page
currently hosts rich information on the history of te Statlew, the stream that the GRI is
honouring. Additionally, there is concise information on GRI’s benefits, instructions on how to
get involved, and an email sign-up form for news updates. Once designs are released, the site
will be the main portal for collecting submissions for survey feedback on designs as part of
Phase 2 of the implementation process. See Appendix E for infographic hosted on the SYC site.
City of Vancouver - GRI subpage | The GRI subpage on the City of Vancouver’s main site
serves as the informational hub for GRI. The information available is text-heavy documents,
such as the Rain City Strategy plan on the overall rain management program approved by the
City and typologies of GRI. This subpage’s contents are ideal for keen learners who want a
deep dive into the history, functionality, and impact of GRIs for Vancouver at large.

The objective of transit shelter advertisements (TSA) is to increase awareness of the rainwater
issues and drive traffic to the landing page. TSAs serve as a touchpoint for the 52% of
Vancouverites who use transit weekly (COMMB, 2018). Additionally, 78 percent of
Vancouverites have noticed out-of-home advertisements every week, according to audience
measurement organization, Numeris (Numeris, 2018).
The advantage of TSAs is the long processing time available for those waiting for transit or
interested pedestrians. On average, commuters wait 10 minutes at the bus shelter, and 29
percent wait longer than 20 minutes (Moovit Insights, 2021). This allows citizens enough time to
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get engaged with the ad copy and visit the landing page through a QR code. See Appendix F for
transit shelter ad mock-up.

Direct Marketing: Email Campaign
Direct marketing will engage the target audience in a personalized email campaign with those
who visited the SYC website and signed up. The primary objective of the email campaign is to
raise awareness of the opening for Phase 2 feedback submissions. Additionally, the email
stream collected from the SYC website will encourage interested parties to submit their opinions
and share the initiative. Finally, the Greenest City email list will be leveraged to raise awareness
for the beginning of Phase 2 of the St George Rainway implementation (City of Vancouver,
n.d.c). See Appendix G for an e-mail mock-up at the decision stage.
The advantage of the email campaign is that it offers a trusted and personalized channel of
communication with citizens. Email is the preferred method of communication with brands. For
example, according to Salesforce, 72 percent of people prefer to receive promotional content
through email. Furthermore, 99 percent of consumers check their email every day, and it is the
preferred way to receive updates from brands, per HubSpot (Riserbato, 2020).

Sales promotions will validate the citizen’s decision to participate in the implementation process
and convert them into Advocates. Premiums are free gift items that serve as an incentive for a
particular conversion, usually sales (Guolla, Belch, G. & Belch M., 2017, p. 390). The two
premiums offered to citizens once they have submitted their responses are campaign lawn
signs and plantable paper seeds.

Lawn signs will be offered to Mt. Pleasant residents who submit their feedback for the design
ideas once they are released. The lawn signs can serve as organic reach through personal outof-home advertising. They are ideal for raising awareness amongst our geographic target
audience. Also, the signs reinforce brand image as well as create word-of-mouth ripples. During
a 2018 survey, 76 percent of respondents reported that word-of-mouth was their leading source
of information (Statista, 2018). See Appendix H for lawn sign samples.
For the citizens who choose to put up a lawn sign, they can feel proud of being an Advocate for
the campaign and the St George Rainway. The sign symbolizes the resident’s individual
contributions and allows their contributions to be seen, recognized and valued. Subtle social
nudging is very effective in persuading residents to take environmental initiatives. For example,
marketing scholar Katherine White worked with the City of Calgary to introduce door tags that
implied that neighbours shifted their behaviours for more environmentally friendly lawn
management. In two weeks, twice as many residents from neighbourhoods that received door
tags took up the initiative than those who did not (White et al., 2018).
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Plantable paper seeds are also available to pick up by participants and advocates of the
campaign. Plantable paper seeds are eco-friendly, raindrop-shaped cards made from ecofriendly, post-consumer materials. They are embedded with wildflower, herb or vegetable seeds.
Participants are encouraged to share the planting and growing process of their paper on their
social media to help raise awareness. See Appendix I for mock-ups.
During the pandemic, there has been a ‘plant-boom,’ especially among younger Canadians.
According to a Global News article, botanical shopkeepers reported that sales for houseplants
have grown exponentially (Taylor, 2020). Writer Alice Vincent believes that the rise of
houseplants is partly due to people wanting to reconnect with nature in a screen-dominated
pandemic world (Carabelli, 2020). With that in mind, the plantable paper serves as a way for
citizens to have a physical artifact of their participation and an opportunity to become Advocates
by posting culturally relevant content on their social media.

Various measurement tactics will be incorporated to optimize the campaign and ensure the
achievement of the communication objectives. Social media analytics will be used to maximize
performance. For example, YouTube ad views and skip rates will be monitored to confirm
whether the campaign engages with the optimal demographic and adjust if necessary.
Moreover, Facebook Ad Manager and Google Ads will be used to ensure that we reach the
projected impressions, reach, and click-throughs throughout the campaign.
Email campaign management software will be monitored to ensure that there is a healthy open
rate for communications. According to MailChimp, the industry average email open rate for nonprofit brands in 2019 was 25.2 percent, which will be used as the campaign benchmark
(MailChimp, n.d.).
Within the scope of the budget, a quantitative survey is not available to conduct to collect data
on awareness levels. In lieu of such data, the campaign will judge awareness based on the
number of click-throughs to the landing page. Thus awareness metric will be measured with the
most cautious method. In other words, given the range of projected click-throughs and reach
promised, the lowest projection was selected to estimate overall performance projections at
8,100 click-throughs--30 percent of the target audience. Secondly, it is important to note that
awareness inferred by lawn signs and transit shelter ads will not be measured into the
awareness metrics. In other words, the campaign awareness may be over-performing than what
is measurable by digital metrics.
Submission numbers will be recorded through the SYC website. In the absence of prior
benchmarks, the campaign assumes a five-percent conversion rate from click-throughs on the
landing page, which leads to 405 submissions. This increase is a 25 percent growth from the
323 Phase 1 submissions. The submission form will include information to indicate whether they
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have participated in Phase 1. If so, the Participant will be asked the same question that broke
down Phase 1 participants into Skeptics, Believers, Participants, and Advocates to see how the
proportion has grown. See Appendix J for measurements.
The campaign will adjust the Phase 2 feedback submission form to ask citizens to identify how
they heard about the project. The adjusted form will include campaign tactics and assets to see
which tactics are performing as expected.

The budget for this campaign is $25,000 for three months from April to June 2021. Digital
marketing (43 percent), out-of-home advertisements (33.5 percent), and digital media
production costs (16.1 percent) are the top three cost factors. As digital media is heavily relied
on to reach a large audience with measurable performance, it is reflected in the budget that
digital marketing-related costs need the majority of the budget. See Appendix K and L for a full
breakdown.

Rain Down the Wrong Path campaign highlights the rainwater issues to be top-of-mind for
Mount Pleasant residents, without triggering fear and disengaging them. The target audience is
able to emotionally connect to a highly visual and recognizable story. For the socially and
politically active community of Mount Pleasant, getting involved in the St George Rainway and
contributing to solving environmental issues is as simple as giving feedback on fun design
ideas. The campaign effectively converts Vancouverites who have the intention to participate,
but need a simplified path that provides them self-efficacy.
The campaign focuses on the Mount Pleasant residents, who have the highest need to find out
what GRI is among the entire Vancouver community. Rain Down the Wrong Path campaign will
achieve a 30 percent awareness amongst the target audience fo 20 to 64-year-olds with a
comprehensive tactical plan designed for these residents. The campaign will also achieve 405
total submissions for Phase 2 of the St George Rainway project.
The core insights and conceptual frame of this campaign is applicable to outside the Mount
Pleasant community. Rain Down the Wrong Path campaign will begin a wave of awareness and
community acceptance across Vancouver. It is time for Vancouver to embrace that GRI is the
right path.
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General (5 min)
• Age
• Occupation
• Commute? Car ownership?
• What does a typical day look like for you?
• What do you do on your own time? What are your interests?
• What amenities do you find valuable in your neighborhood?
• How close are you to a green space (parks, walkways, etc)
Actions
• What actions are you taking in your life to contribute towards a sustainable lifestyle?
• Why do you take these initiatives and not others?
• Where do you go to find content about environmental initiatives/info? Where have you
noticed? (How do you learn about eco-friendly initiatives or environmental news?)
Awareness
• What do you know about the clean water supply in Vancouver?
• What do you think about the quality of water in Vancouver? (utility)
• What do you know about the water cycle in general?
• Are you aware of any green initiatives that the COV is conducting?
• What do you know about Green Rainwater Infrastructure?
• What do you think green rainwater infrastructure means
Attitude
• What do you think the City should be doing to make the world greener?
• How do you feel about the City of Vancouver’s efforts to be a green city?
• Do you think they should be doing more, same, less? Of what?
• Do you feel like you are doing enough to support environmental sustainability
• Why or why not?
• What is your level of knowledge/understanding for the environmental conditions in
general; specific to vancouver?
Motivation
• Who or What influences you to contribute your current level of eco-friendly activities?
• Ask for examples
• (Why are you motivated/not motivated?)
• What is stopping you from participating in green initiatives
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Email will be used at every stage of the customer journey. Below is a mock-up of what the
citizen will receive once the designs for Phase 2 are released for feedback.
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8,100 click-throughs from the total target audience of 26,430 Mount Pleasant residents amounts
to 30 percent of the population.
405 Phase 2 submissions amounts to a 25.4 percent increase from the 323 submissions from
Phase 1.

8,100
Total Click-throughs
Assumed
conversions

5%

Total input
submissions

405

Increase in
submissions from
Phase 1 to 2

25.4%

Total Awareness

30.6%

XI
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Rain Down the Wrong Path Budget
Medium

Weekly
QTY Costs

# of
Weeks

Total/Unit Comments

OOH
Transit Shelters

4

$260.00

8

$8,320 Selected shelters | 30,000 daily circulation

1

$140.00

12 $1,680.00 2,250 clickthroughs; 87,570 reached

1

$750.00

5,850 clickthroughs; 75,000 weekly impressions; avg
12 $9,000.00 click through in 0.65 percent

Animated Video

1

$2,500.00

$2,500.00

Landing Page

1

$1,500.00

$1,500.00

Lawn Signs

100

$410.00

$410.00

Plantable Paper

100

$200.00

$200.00

Social
Facebook,
Instagram
Youtube
Production Costs

Sales Promo

Contingency
5%
Budget

1250
$25,000

Total

24860

Left

$140

TSAs and YouTube rates were calculated using rates from Barlow Media (Barlow, personal
communication [course material], 2021). Facebook and Instagram rates were done through
primary research by making a sample page and testing out on the target audience through
Facebook Ad Manager. Video production rates were taken for high-quality explainer videos from
Yans Media (n.d.). Landing page costs were taken from Unbounce on the higher end
(Unbounce, 2019). Lawn signs and plantable paper rates were taken from private businesses
(LawnSign Canada, n.d.; Botanical Paperworks, n.d.).
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