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Introduction  
 

The overall objective of this communication strategy is to build awareness and listenership of Red 
River Radio (RRR) for Red River College of Applied Arts, Science and Technology (Red River 
College) students. This includes students at both The Roblin Centre and Notre Dame Campus and in all 
programs the college offers. This strategy will encourage these students to listen to the station on their 
smartphones using the TuneIn Radio app and/or stream the feed from the RRR website.  
 
This communication strategy is needed because RRR is largely unknown or ignored by the majority of 
Red River College students. Many students are also unaware that RRR is now available to be accessed 
by smartphones through the TuneIn Radio app, which may convince more people to listen in.  
 
The focus of this strategy is to get more students to listen to RRR.  
 
The general timeline of this communication strategy will take place starting in January of 2014 and will 
continue through February. 
  



     

Objectives 
	  
Generate Awareness for Red River Radio (RRR) 
 
The goal is to increase awareness of RRR by 30 percent over the course of the campaign at both The 
Roblin Centre and the Notre Dame Campus. 
 
By walking around the campuses wearing the RRR T-shirts, we will get the chance to talk to many 
students and inform them about what RRR is and how they can listen. When we hand out the free 
coffee we will inform them of our “Show Us Your Morning Face” contest, and how they can 
participate. The contest involves students taking fun and goofy pictures of what they look like when 
they wake up in the morning. They will then upload them to RRR’s social media pages to aim for the 
highest votes so they can win the Tim Hortons gift certificates. 
 
Increase Listenership 
 
We’re aiming to increase daily listenership by 30 percent on both the website and the TuneIn Radio 
app during the campaign and maintaining a 20 percent increase on both channels after the campaign is 
over. We will be using the website visits from August 17, 2013 to September 16, 2013 as the metric to 
measure against. 
 
To do this, we’re going to persuade the people we hand free coffee out to that RRR is fun, easy to listen 
to, for students, and run by students. We will also show the students we talk to how to connect and 
listen to RRR if they are willing to be walked through the process. Putting a Quick Response Code (QR 
code) on the cups will make it that much easier for students to go from becoming aware of the station 
to listening because we’ve made it as easy as possible for them. 
 
Put a Face to the RRR Brand 
 
We want students and other people who see RRR posters or other promotional activities to associate 
free coffee and upbeat personalities with the radio station. If this is the first time they come into contact 
with someone promoting RRR we want them to take away the same key messages that the entire 
campaign is trying to send out:  
 

• Red River Radio is created by students for students 
• Red River Radio has fun and quirky shows 
• Red River Radio is easy to listen to online and through the TuneIn Radio app 

Personal interaction is usually the strongest form of promotion that has the highest chance of engaging 
the student enough to actually follow through and download the app or listen online. This will reinforce 
the other promotional efforts they may have encountered already and create a stronger connection 
between brand image and who RRR is. 



     

Situation Analysis 
 
To achieve our objectives, we plan on leveraging all of the strengths our team possesses and taking 
advantage of the opportunities available to us. We also plan to mitigate any of the risks associated with 
the weaknesses of our campaign and the threats we might face from external factors. 
 
Strengths 

• Direct interaction and engaging people personally produces the best results 
• We have a sponsorship team who will help us out with securing Tim Hortons as a sponsor 
• We have a social media team who can help us post the photos that we take 
• We share many of the same target audiences as both Tim Hortons locations on RRC campuses 
• We already possess RRR T-shirts 

Weaknesses 
• Students will be less responsive and have low energy in the morning 
• Students will be busy on their way to class making it harder to talk to them 
• Small budget will limit the scope of our promotional efforts 

Opportunities 
• Students love free coffee and Timbits® making them more willing to listen to what we have to say 
• Currently there are low awareness levels about RRR so it’s a blank slate to develop on 
• Many students carry a smartphone on them which makes listening to or sharing RRR that much easier 
• There will be many students walking around the campuses in the morning 
• Little competition for attention at that hour 
• Coffee is fairly cheap if it comes down to making it ourselves 
• We can partner with Wesley Keeley and Jared Gauthier who have a morning show on RRR 
• RRR is the only student-led radio station at RRC 

Threats 
• Much of this plan hinges on Tim Hortons agreeing to sponsor our portion of the campaign 
• There is no centralized location at the Notre Dame Campus which makes it harder to reach a large 

number of students 
• Winter weather may limit how much time we have to walk around due to snowy conditions 
• RRC may not let us play music in the hallways 

 
 
 
 
 
 
 
 
 
 
 
 



     

Publics 
 
Primary Audience - Students Currently Attending RRC 
 
This target audience spends most of their time at RRC and at home completing homework assignments, 
studying, browsing online, and watching television. They also spend time commuting to and from the 
campuses and other places they need to go. For leisure time, this target audience often hangs out with 
friends and family. They may go to each other's homes, bars, restaurants, concerts, and events within 
the city.  
 
When not in class, the students attending RRC are likely to be found getting coffee or food on or near 
campus, studying in the library or study areas, or lounging around with friends in lounge/seating areas. 
Tim Hortons is a popular spot to get coffee and food at both The Roblin Centre and Notre Dame 
Campus. No matter where they are, they are constantly connected to their smartphone. They use it to 
update their social media, check their friends' statuses, as well as to communicate with others.  
 
It is likely they would be the ones who would need to be reached unless there was something 
motivating them to reach us, such as a contest, cool-looking poster, or giveaways. The best way to 
reach them would be in the areas around the campuses they are likely to hang out or be online, and to 
grab their attention either visually or by some sort of incentive. 
 
RRC students primarily get their “news” online. They may go to newspaper websites, but often much 
of their information comes through social media streams such as Twitter and Facebook. Most of their 
news also comes from what they hear from their friends and family. Also, posters, ads, and billboards 
this group is exposed to on a daily basis offer news. Secondary sources of news information comes 
from television and physical newspapers, including the student newspaper, The Projector. They will 
often look for news when they wake up, when they have breaks in their days, and before they go to 
sleep.  
 
For entertainment, this group likes to blow off steam by going on the Internet; watching television and 
movies; playing video games; hanging out with friends; and attending concerts, bars, and events. They 
prefer to interact with people they don't know through social media. For people in their physical lives, 
this target audience prefers to interact through social media, texting, and in person. All of this 
information tells us that the best way to reach this audience online is through social media, websites, 
visual elements such as posters they are likely to walk or drive past, and to a lesser extent, the student 
newspaper.  
 
This primary audience would expect a tone of voice that reads as plain language. Their level of 
education is high school graduate and current undergraduate of college. They may also have another 
college or university degree or diploma. However, this group prefers to be spoken to in a 
conversational tone. They are definitely open to humour and being surprised, but not complicated 
explanations. To reach this audience we should try to project a casual, fun vibe. We want to seem as 
friendly as possible so we will speak to them as a friend would. Like a friend, we should be funny and 
even surprise them, but not complicate things. 
 
 
 
 



     

This primary audience is likely to have limited funds and time available as they are a student so this 
should be taken into account when planning the communication strategy. This younger generation will 
also have a shorter attention span than those who are from an older generation, so we should be quick 
to grab their attention. 
 
Secondary Audience - The Media 
 
This audience may be somewhat aware of RRR because they work in the media and may have come 
from the Creative Communications program. However, many do not, and remember a time when there 
was KICK-FM at RRC. 
 
Members of this target audience spend most of their time at their jobs and at home, online and 
watching television. They also spend time commuting to and from their workplaces and places they 
need to go. Since their work is in the media, they may be required to go to different areas of the city to 
gather news information. Like RRC students, this target audience shares similar locations they 
frequent.  
 
When not on the job, people in the media industry are likely to be found getting coffee or food at or 
near their workplace or home, running errands, and hanging out with family and friends. No matter 
where they are, they are constantly connected to their smartphone. They use it to update their social 
media, and check the status of their friends and family, as well as to communicate with others. It is 
likely that they would be the ones who would need to be reached unless there was something 
motivating them to reach us, such as a newsworthy story. The best way to reach them would be by 
emailing them a news release of the most newsworthy aspects of our communication strategy. 
 
People working in media primarily get their news through news releases, social media, and online. 
Secondary sources of news information come from television and physical newspapers. They will often 
look for news throughout their day, but especially when they wake up and before they go to sleep. For 
entertainment, this group likes to blow off steam by going on the Internet, watching television and 
movies, hanging out with friends and attending concerts, and events. They share similar interests in 
social media connections, however they pay special attention to other news outlets. For people in their 
physical lives, this target audience prefers to interact through social media, texting, and in person. All 
of this information tells us that the best way to reach this audience online is through news releases and 
social media. 
 
This secondary audience would expect a tone of voice that reads as plain language. Their level of 
education is a graduate of college or university. However, this group would prefer to be spoken to in a 
conversational tone, although a sophisticated one. This group is open to humour if it relates to the story 
and do not want complicated explanations. They may be open to being surprised, but it would need to 
be well executed and worth their time. To reach this audience we should try to project a businesslike 
vibe. We want to seem as professional as possible so we will speak to them using plain language, but 
stick to the facts. 
 
People working in the media have to be careful of how they project themselves to their publics. They 
will take into consideration how this story will make them look if they publish it and if it will interest 
their audiences. We should aim to make our story interesting on a wide scale to attract as much media 
attention as possible. 
 
 



     

Desired Outcomes for Students Currently Attending RRC 
 
1. Increase awareness of RRR for at least 30 percent of this audience. 
 
2. Gain regular listenership for RRR from at least 30 percent of this primary audience following our 
communication strategy going into effect. 
 
3. Increase RRR’s website hits from this audience by 50 percent following our communication strategy 
going into effect. 
 
4. Increase daily interaction with RRR's social media streams, Twitter and Facebook, from this 
audience by 50 percent following our communication strategy going into effect. 
 
 
Desired Outcomes for the Media 
 
1. Create a positive buzz for at least two percent of RRC students as a reaction from media stories 
generated from people, places, events, and products related to RRR following our communication 
strategy going into effect. 
 
2. Have at least one positive story written by local news outlets related to RRR. 
 
 
 
 
 



     

Communication Tactics and Tools 
 
Tool: Facebook 
Tactic: Launch “Show Us Your Morning Face” contest on Facebook. Students from The Roblin Centre 
and the Notre Dame Campus can upload pictures of their morning faces to RRR’s Facebook page.  
 
Tool: Twitter 
Tactic: Launch “Show Us Your Morning Face” contest on RRR’s Twitter account. Students from The 
Roblin Centre and the Notre Dame Campus can upload their morning picture to Twitter page, and share 
it on their Facebook page, to try to get more hits.  
 
Tool: RRR website 
Tactic: Launch “Show Us Your Morning Face” and encourage listenership to participate. RRR will 
post updates, such as how to vote for participants, which will motivate them to participate online. 
 
Tool: QR codes 
Tactic: QR codes will be on stickers that will be placed on Tim Hortons coffee cups. The codes will 
direct the participant to the TuneIn Radio app — making it easier to download.  
 
Tool: Tim Hortons 
Tactic: We will approach Tim Hortons for sponsorship, which means free coffee for promotions as well 
as gift certificates for winners of the “Show Us Your Morning Face” campaign.  
 
Tool: Posters 
Tactic: The Roblin Centre and the Notre Dame Campus can have posters put up promoting the “Show 
Us Your Morning Face” campaign. Posters can show how students can get involved  
 
Tool: TuneIn Radio app 
Tactic: The app will be linked through the QR code which will be placed on the Tim Hortons cups 
given to students who participate in the download of the TuneIn Radio app.  
 
Tool: The Projector 
Tactic: There will be an advertisement and/or story about the “Show Us Your Morning Face” contest. 
The print will promote the contest and explain how to enter, which will direct listenership to RRR.  
 
Tool: RRR T-shirts 
Tactic: RRR T-shirts will be worn when the Wakeup Crew is promoting the campaign. The T-shirts 
can bring attention to RRR and can create awareness.  
 
Tool: Bookmarks  
Tactics: Bookmarks can be given out during the Wakeup Crew executions to show how to get online 
with RRR and how to download the TuneIn Radio app.  
 
Tool: Questionnaire  
Tactic: The RRR questionnaire will be given out through Wakeup Crew executions to tally the 
awareness of RRR. The questionnaires will be analyzed throughout the campaign, with a final result of 
the numbers being evaluated for effectiveness.  
 



     

Timeline 
 

 

Yahoo! 2006 Sales Conference
Operational Timeline
Hotel Del Coronadao - March 5-8, 2006

Updated Sept 1, 2005 Critical path IPP-Wakeup Crew.xls Page 1 of 5

Finding Your Voice
DATE DESCRIPTION COMMITTEE  Contact/Owner STATUS

20-Nov Develop Strategic Communications Plan for "Show Us Your Morning Face" Wakeup Crew Wakeup Crew Done

24-Nov Crew Meeting-break up sections for strat.plan Wakeup Crew Wakeup Crew Done

27-Nov Crew Meeting Wakeup Crew Wakeup Crew Done

06-Jan Contact Tim Hortons to question whether they will sponsor - coffee/gift certificates Wakeup Crew Tim Hortons

06-Jan Pick up RRR T-Shirts Wakeup Crew Melanie

06-10 Jan Develop questionnaire for on site promotions Wakeup Crew Melanie

06-10 Jan Gain access to RRR social media (Twitter/Facebook/Website/TuneIn Radio app) Wakeup Crew Dan V.

13-17 Jan Make QR codes Wakeup Crew Colton

13-Jan Contact Zach to make posters Wakeup Crew Zach

13-Jan Contact Zach to make bookmarks Wakeup Crew Zach

20-Jan Print Poster for Event Wakeup Crew RRC Print Shop

20-Jan Print Bookmarks Wakeup Crew Design Type

20-Jan Analyze and measure social media prior to promotions Wakeup Crew Wakeup Crew

20-Jan Contact RRC for permission to set up table in the atrium/have access to table Wakeup Crew RRC services

20-Jan Print QR code stickers Wakeup Crew Colton

27-Jan Launch 1st on site promotion Wakeup Crew RRC/Tim Hortons

28-Jan Analyze and measure results from questionnaire Wakeup Crew Wakeup Crew

28-31 Jan Analyze and measure results on social media Wakeup Crew Wakeup Crew

29-Jan Contact RRC for Notre Dame Campus to set up table/have space near Tim Hortons Wakeup Crew RRC - Notre Dame

30 Jan-09 Feb Make adjustments as needed for the second promotions/prepare for 2nd on site promo Wakeup Crew Wakeup Crew

10-Feb Launch 2nd on site promotions Wakeup Crew Wakeup Crew/Tim Hortons

11-Feb Analyze and measure results from questionnaire Wakeup Crew Wakeup Crew

11-Feb Analyze and measure results on social media Wakeup Crew Steph

12-Feb Contact RRC for Notre Dame Campus to set up table/have space near Tim Hortons Wakeup Crew RRC Notre Dame/Tim Hortons

13 Feb-23 Feb Make adjustments as needed for the third promotions/prepare for 3rd on site promo Wakeup Crew Wakeup Crew

24-Feb Launch 3rd on site promotions Wakeup Crew Wakeup Crew/Tim Hortons

25-Feb Analyze and measure results from questionnaire Wakeup Crew Wakeup Crew

Wakeup Crew w.Tim Hortons

Yahoo! 2006 Sales Conference
Operational Timeline
Hotel Del Coronadao - March 5-8, 2006

Updated Sept 1, 2005 Critical path IPP-Wakeup Crew.xls Page 2 of 5

DATE DESCRIPTION COMMITTEE  Contact/Owner STATUS

25-Feb Analyze and measure results on social media Wakeup Crew Wakeup Crew

25-Feb Choose winner of "Show Us Your Morning Face" Wakeup Crew Wakeup Crew

28-Feb Announce winners of "Show Us Your Morning Face" Wakeup Crew Winners & participants



     

Budget 
 
 
Posters     $15      2 hour 
 
Bookmarks    $15      2 hour 
 
RRR T-shirts    $Free - already have 
 
QR code stickers   $30      1 hour 
 
Questionnaires   $15      6 hours 
 
Tim Hortons Coffee   $Free - sponsored 
 
Tim Hortons Certificates  $Free - sponsored 
 
Coffee & cups    $40 (if we do not receive Tim Hortons sponsorship) 
 
Gas/Driving    $15      1 hour 
 
Wakeup Crew execution  $0      8 hours  



     

Evaluation 
 
There was a survey conducted prior to the campaign that gauged the awareness levels of RRR at both 
campuses. We will conduct another survey after the campaign is finished and compare the data from 
both surveys to determine our level of success from each objective: awareness, listenership, and how 
they heard about RRR.  
 
The survey should be split into subsections for each of our individual tactics we want to evaluate such 
as the “Show Us Your Morning Face” contest, QR codes, posters and bookmarks. 
We also have access to the website statistics of pageviews and visits for a time period prior to the 
campaign which we can compare to the post-campaign statistics to see if there is a change in the web 
traffic and investigate what caused the increase or decrease.  
 
To determine the success of the “Show Us Your Morning Face” contest we can analyze social media 
activity to see how many shares each post gets. We can also see how many of the website visitors came 
from which social media channels which would help gauge the amount of listeners as opposed to 
awareness. The total amount of morning face photos will also indicate how successful we were in 
generating awareness. 
 
We can measure the success of the QR codes by using the website statistics to determine how many 
people actually connected to the station’s website using them. 
 
Considering we will be handing out free coffee and donuts on three separate occasions, we will be able 
reflect on what worked well and what could be improved on based on the information collected from 
our questionnaires.  
 
Based upon how much each tactic increases awareness and listenership in relation to the cost of the 
tactic we can determine what will provide the most value for the lowest cost in the next campaign. 
 
We are confident that this strategic communications strategy will be successful in increasing awareness 
and listenership among RRC students. 


