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1.0 Marketing Objectives  

Our primary objective for this project is to educate homeowners about disconnecting 
their downspout. In order to achieve this, we will integrate a creative and interactive 
marketing communications plan touching on every part of the IMC mix. Our concurrent 
objective is to raise awareness about the implementation of green infrastructure 
throughout the city, homes; and protecting and preserving the environment. 
 
Our target market are homeowners of single-detached homes in the City of Vancouver. 
We expect the homeowners to be ranging from; middle to senior aged, educated, 
forward-thinking and family and community oriented; mainly in the Baby Boomer 
generation.  
 
2.0 Marketing Strategy 
Target Market: Residents and homeowners of Vancouver who own a single detached 
home where they can legally disconnect their downspout  
 
Tone and Style: Throughout the campaign, we will use a friendly and upbeat approach 
 
2.1 Appeal and Tactics Suggested and the Reasons Why 
Appeal: Using a positive, upbeat approach with every IMC element; we want to bring a 
happy message which shows the target market that the raincity project is good for 
everyone in Vancouver, and also good for the environment. An emphasis will be placed 
on communicating the benefits of the raincity project and disconnecting the downspout. 
We want homeowners to feel motivated to take action and be part of the raincity project 
on their own volition, therefore motivating and encouraging them to do what they feel is 
right. 
 
Tactics: Stressing the positive effects of disconnecting the downspout and why it is 
good for homeowners to do so. We will use vibrant colors, upbeat music and positive 
imagery throughout our campaign. The use of friendly communication so that house 
owners feel they can relate to will be utilized and/or implemented into their homes. Our 
posters and advertisements will use animation, cartoon style imagery with a hint of 
realism to bring a casual and friendly appeal, and connect with our target market.  
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2.2 Media Recommendations  

For our campaign we will utilize social media as our main communication means. We 
believe that due to the trend of more consumers migrating to social media and the use 
of their phones and computers over the use of television, we think that by reaching out 
to homeowners through these platforms will make a meaningful impact. Also, by 
adopting this method we can reach a broader audience almost instantly at a lower cost 
compared to television. This will be supported with other communication means such 
as; a video media in the form of a video advertisement, a poster and postcard, social 
media hashtags and campaigns, promotional items and an in-person event.  

2.3 Budget  

The overall budget room that we have for this project is $50,000. As a group we have 
distributed the income as portrayed in Appendix  

2.31 Video Ad 
The background music is paid content, which costs $30.00 for the use. The music was 
chosen because it fit the appeal we are looking for; friendly, upbeat and happy. Also, in 
order to construct this advertisement, the paid app; Stop Motion Studio was installed, 
which costs $6.  
The storyboard and designer, was brainstormed as a group and carried out by our art 
director.  
The video advertisement will also be run through YouTube Ads, where we will pay for 
cost per view which ranges from $0.10-$0.30, which averages to about $0.15, we hope 
to generate about 20,000 views which reach a total cost of $3000.00. 

2.32 Poster Ad 
As a group, we believe we can reach a wide range of audience as well as our target 
audience by hosting bus shelter advertisements. For one face of a panel on a bus 
shelter, it costs $4,300 and production costs start off at $153. We would like to 
implement a total of 6 panels throughout the City of Vancouver, for a total of $26,718.00 
 
Along with bus shelters, we would also like to host 10 panels of station posters at $700 
each and scatter them across the City of Vancouver. For a total of $8,000 including 
production costs. 
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2.33 Postcard Ad  
We will send out 30,000 postcards, printed on recycled paper, each postcard is 5”x7” 
and double-sided for a total of $1,785.58 
These 30,000 postcards will be mailed out to 30,000 homes in Vancouver City. 

2.34 Promotional Items  
For our giveaway, for the first 300 houses to post a picture of their disconnected 
downspout on Instagram with the hashtag #RECONNECTING, will receive a reusable 
tote-bag designed to fit our campaign theme, a t-shirt also designed to fit the campaign, 
a plant in a plantable box with red maple tree seeds, and a biodegradable tree seed pen 
with white pine seeds. The total of the promotional items is, $6,196.  
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2.4 Blocking Chart and Rationale 

The blocking chart consists of various media planning that our group will be performing 
throughout the year.  
Social media posts will be made throughout the year. This will give us constant 
exposure to online viewers. For two months, we will conduct a Instagram promotion, 
where, if the first 300 people post a picture of themselves disconnecting to their 
facebook they will be eligible to enter a prize giveaway. 
Our youtube ad will be posted to run throughout the year. If successful we will create 
more video ads to have a fresh promotion strategy and to stay relevant. 
 
Before the spring season, we would like to conduct our direct mail strategy. By sending 
out postcards for 3 months we want the viewers to have time to get ready for the spring 
season where they can start to make modifications to their property.  
 
On April 21st, we would like to take part in Vancouver’s annual Earth Day celebration. 
We would be setting up an information booth in one of Vancouver’s most successful 
events. 
 
Finally we want to attend city and town hall meetings throughout the year. These are 
free ways to connect with city officials and even local residents who care about their 
communities. 
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2.5 Video Advertisement 

We created a minute long advertisement stressing the benefits of disconnecting the 
downspout using rain barrels and rain gardens. This advertisement will be targeting 
both male and female homeowners of Vancouver city. It will stress the benefit of the 
raincity project for both homeowners and the environment.  
 
This video advertisement will be posted on YouTube and also on our Facebook page. 
We feel that this is an appropriate distribution method based on our objectives and our 
budget. We will employ a cost-per-click strategy on YouTube for our advertisement of 
$0.15 with a projected view count of 20,000.  
 
The video is made with a casual, stop motion cartoon technique, with upbeat music and 
friendly colors. This is consistent with our marketing tactics and will make a connection 
with our target market through the casual and relaxed approach that we have 
implemented throughout the whole video. We will use indirect communication with a 
narrator talking to characters in the video. This will carry the message across to the 
audience more smoothly without the feeling like the audience are being lectured.  
 
The video shows two characters, one with a rain barrel and one with a rain garden. The 
reason being is that, we think that homeowners may not be welcoming to the idea of 
implementing a rain garden into their homes as they may think it is costly and difficult. 
So by showing homeowners that they can still take part in this Raincity project by 
installing a rain barrel first, and show them that it is a simple installment process, then 
homeowners may be more receptive in advancing to the next step, which is the 
installment of the rain garden.  
 
We have applied the Citystudio and the Langara logos as well as our hashtag; 
#RECONNECTING  from our social media campaign; to remain consistent and to show 
the partnership of the two organizations working together.  

2.6 Promotional Items 

For our campaign, we plan to carry out a small competition between the homeowners. 
We want to encourage homeowners to freely disconnect their downspout, and we think 
that by implementing a contest where the first 300 homeowners who disconnect their 
downspouts and post it to instagram with the hashtag #RECONNECTING will receive  a 
promotional item package that includes a tote bag with graphic design , a biodegradable 
tree seed pen and a plantable box (please refer to Appendix 3.1). We have chosen 
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these items based on our marketing objectives, our target market, and the rainwater 
project. We have chosen a tote bag because it is reusable, making it an environmentally 
friendly choice for our target market. This is aligned with the rest of the campaign, 
bringing a positive outlook to the project and having homeowners feel like they are 
making a difference.  
 
We chose to distribute the tree seeds and the plantable box so that homeowners can 
plant the tree in their rain garden when they decide to disconnect their downspout and 
build one. This will motivate our target market to take action and disconnect their 
downspout, taking part in the rainwater project. Also through the distribution of tree 
seeds, we hope that we can indirectly encourage homeowners to plant them and try to 
preserve our withering forests.  

2.7 Poster Layout 

For our poster advertisement we have gone with an upbeat, colorful image to be 
consistent with the rest of the campaign. Vibrant imagery is used in the top half of the 
ad, drawing the attention of viewers to the image first. The bottom portion of the 
advertisement includes information about how to find more information about the 
rainwater project, CityStudio’s information, and our hashtag #RECONNECTING. Also 
included are the CityStudio and Langara logos; to show the relationship between 
students of Langara College working together with CityStudio to create a greener city. 
We utilized a cartoon-like raindrop as our mascot to help convey our message; with the 
vibrant blue color to stay consistent with our friendly and environmentally friendly theme. 
 
We chose this advertisement style because we wanted to promote a positive message, 
showing the disconnection of the downspout as a happy and productive way to help the 
environment and the city as well it is easy to implement into one’s home. The raindrops 
are animated to bring a connection between viewers and the rainwater.  
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2.8 Postcard Layout  

We have designed a postcard that follows the theme of our poster advertisement; 
friendly, happy, and upbeat. The postcard features the same raindrop character to tie 
together both the postcard and the poster advertisement. It follows the vibrant color 
theme of the entire campaign. On the front of the postcard, we have featured a 
disconnected downspout with a rain garden attached to it, with the rain characters 
cheering and one of the characters saying a humorous phrase, to show the positive 
effect of disconnecting the downspout. 
 
The backside of the postcard contains the CityStudio and Langara College logos, along 
with a quick response code so that homeowners can communicate this project with their 
families and peers, and to quickly access the websites and/or social media platforms.  

2.9 Social Media Campaign with Sample Post  

For our social media campaign we have created an all encompassing hashtag that will 
tie together our project with various social media outlets. We will be promoting on 
Instagram, Twitter and Facebook using the hashtag #RECONNECTING. This hashtag 
is a shortened version of our slogan which is “RECONNECTING BY 
DISCONNECTING”. This slogan and hashtag ties into our tactics of giving off a friendly 
and community-oriented vibe, where people can feel they are doing something positive 
(reconnecting to nature) by participating in the raincity project (disconnecting the 
downspout).  
 
For our Instagram strategy, we will post relevant information and environmental content 
via pictures with captions and always using #RECONNECTING in every post. The same 
will go for our Twitter and Facebook pages, but on these two social media outlets we 
will be posting relevant news articles, videos and any links relevant to the rainwater 
project and environmental campaigns.  
 
Sample Post: (across all social media platforms)  
There will a be photo of a homeowner’s disconnected downspout, and in the 
caption/description below will have “disconnecting is as easy as 1 2 3!” with the 
hashtag; #RECONNECTING  
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2.10 Event Suggestions  
We would like to take part in the Earth Day celebration and host a community event in 
the City of Vancouver. The aim of this event will be to educate homeowners and their 
families on the Rainwater project. More specifically, the benefits of disconnecting the 
downspout and connecting to either a rain garden or a rain barrel.  
 
We will have representatives from CityStudio at the event to provide information about 
the project and its benefits. The event will be family oriented and will stress the 
environmental benefits of the project. The event will match our marketing objectives and 
is aimed to create action in the Vancouver homeowner community and raise awareness 
about the Rainwater project from Citystudio. 
 

2.11 Public Relations Strategy 

One of the best ways for us to connect with residents and city administrators is to attend 
weekly and monthly city and town hall meetings. This is a good place to raise our voice 
and directly appeal to the local resident about the benefits of disconnecting their 
downspout. 
  
This is also a good way to make connections with other people who are highly influential 
in their communities and to not only hear their community concerns but also 
recommend and work together on other CityStudio projects, thus forming an important 
relationship. 
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3.0 Appendix 

Enclosed, please the designs for the posters, postcards, and tote bags. 
 
3.1 Tote Bag Design/Mockup
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3.2 Poster Design 
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3.21 Poster Mockup 
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3.3 Postcard Design 

Front 

 
 
Back 
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3.4 Postcard Mockup: 
Front 

 
Back 
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3.5 T-shirt Mockup 
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3.6 RainCity Budget  

 
 
 
 
 
 
 
 
 
 
 
 
 

 

Endnotes: 

(for the stock photos used)  
https://www.elkcoswcd.org/wp-content/uploads/Gerber3.jpg 
https://www.mtgutterssa.com/wp-content/uploads/2018/01/DSCN4618.jpg 
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