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Presentation Overview 
 Part 1:  Embracing Social Media Through Technology  

 Part 2:  Stormont Dundas Glengarry:  A Communications 
Journey 

 Corporate Services, then and now 

 Evolution of a Brand... 

 Getting the message out: 
 Internally 

 Externally 

 Challenges and Techniques 

 Part 3:  Communications Techniques for the 2015 IPM 



Successful Municipal Communication Techniques 

Tuesday, September 9, 2014 



Facebook Statistics Data 

Total number of monthly active Facebook users 1,310,000,000 

Total number of mobile Facebook users 680,000,000 

Increase in Facebook users from 2012 to 2013 22 % 

Percent of all Facebook users who log on in any given day 48 % 

Average time spent on Facebook per visit 18 minutes 

Total number of Facebook pages 54,200,000 

Number of Facebook users in 50 mile radius of Cornwall 124,000 



• Create a ‘page’ instead of ‘profile’ 

• Have multiple administrators to keep content fresh 

• Stay positive, focus on wording 

• Hold contests to get ‘likes’ and ‘shares’ to promote 
page, events, and news 



...Cont’d 

• Connect with your stakeholders to help generate 
traffic to each other’s pages  

• Lots of pictures 

 Use a picture with each post (even a ‘stock’) 

 Include many locals as possible and encourage 
people to ‘tag’ themselves and their friends 

 



• Facebook is a FREE, effective, statistical way to market your 
event 

• Complete stats of how many clicks, views, etc. 

• Detailed analysis of stats and figures 

• Can see number of views per post 

• You can schedule your ads in advance 





“Digital advertising hits 
$43B, passing broadcast TV 

for the first time ever” 



• DID YOU KNOW:  Facebook’s 2013 revenue was 
$6,150,000,000.  That’s $6.15 BILLION 

• No offence to other media, Internet is the future 

• You can set your budget, campaign length, and you ‘’pay per 
click/like’’ 

• Targeted Advertising is available by: 

 Age   •  Gender 

 Interest  •  Geography 



• There are two different types of Facebook advertising: 

• Increasing Page awareness and ‘likes’ 

• Promoting a specific post (an event, an 
announcement, update, etc.) 



• There are two different types of Facebook advertising: 

• Increasing Page awareness and ‘likes’ 

• Promoting a specific post (an event, an announcement, 
update, etc.) 

 

 



Video Clips 
 People are more willing to watch a video, 

then read a page of text 

 

 60 seconds maximum 

 

 Quick summary.  Post link to reports, etc. on 
website if needed 

 

 Cost:  1 digital camera ($200-400) 



Mayor’s Breakfast 

 Free event (through sponsorships or in-kind services) 

 7:30am-8:30am at Township facility 

 Special Guest Speaker 

 15 minute comments 



Mayor’s Community Breakfast 



Annual Report to Taxpayers Annual Report to Taxpayers 
● Released at Mayor’s Breakfast (Spring) 

● Produced by professional graphic designer   (Kelsea Myers, Winchester Print) 

● Cost: $627.00 (500 copies) 

● Copies also dropped off at Doctors, Dentists, WDMH Emergency Room, 
Chamber of Commerce, Parmalat lunch room, service clubs 

● Another opportunity to provide unfiltered, important perspective directly to 
ratepayers; provides unique information other forms of communication 
(newspapers) do not cover 



Info Flyer on 
Capital Projects 

• Delivered to mailbox in areas 
where capital projects are 
scheduled to take place 

• Provides residents with project 
timelines, advises of 
delays/logistics, contact 
information for project lead 

• Shows direct value for tax 
dollars to constituents; 
unfiltered, direct information 
to them 

• Looking to roll out in North 
Dundas in 2015; pilot project 
with SD&G in fall 2014 to test 
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Presentation Overview 
Part 1:  Embracing Social Media Through Technology  (done!) 

 Part 2:  Stormont Dundas Glengarry:  A 
Communications Journey 

 Corporate Services, then and now 

 Evolution of a Brand... 

 Getting the message out: 
 Internally 

 Externally 

 Challenges and Techniques 

 Part 3:  Communications Techniques for the 2015 IPM 
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Background 
 State of the union... 

 Departments, organizational changes 

 Communications approach 

 Not centralized, more of an “ad hoc” basis 

 Inconsistent terminology, templates, approach... 

 Who are we and what do we do? 

 ...needed to educate the general public 

 



Services statement 
What Does the Counties Do for You? 

 SDG delivers library services, regional economic 
development, court services, land use planning, and 
provides vital transportation infrastructure - including 
the largest county road network in Ontario.  

 SDG administers county-wide policing.  

 SDG collaborates with community partners to provide 
emergency services, child care, public health, long-
term care, and social assistance. 

 



Ad Hoc Committee Mandate 
 For the purposes of this Committee, “corporate identity” 

is defined as: public recognition and awareness of how 
the Corporation serves ratepayers through the policies, 
programs and services it provides. 

 



How do we create public value? 
 Focus corporate communication efforts on building – and 

sustaining – a recognizable corporate brand 
 

 What will a brand mean for SDG on a corporate level? 
 

 How will branding efforts be focused to raise awareness and 
improve public value? 

 



Brand 
Assessment 
 A brand is like an 

iceberg... 

 A new logo and 
marketing materials 
may create a positive 
impression, but day-
to-day operations 
help cement the real 
brand 



Brand Strategy 
 Summarizes the essence, 

qualities and benefits of the 
United Counties of Stormont, 
Dundas and Glengarry. 

 Recommends on how to best 
position the region 

 Describes tone and personality 
of brand marketing and 
communications 



Brand Promise 

 Advanced and Accessible 

 Resourceful and Affordable 

 Rural, but not remote Location 

THIS IS A PLACE THAT OFFERS NEW 
BEGINNINGS AND NEW OPPORTUNITIES, 
WHERE YOU’LL FEEL THE ENTREPRENEURIAL 
SPIRIT OF ONTARIO’S ORIGINAL SETTLERS. 



Reaching the Target Audiences—In General 

Marketing starts from within 
and works it way 
outward... 

 SDG Corporate Services 

 Local Business 
Community, Investors 
and Influencers 

 Public, Press 

 Outside Investors and 
Entrepreneurs 

 

SDG Corporate Services 



Decisions, decisions, decisions 
1.Logo 

2.Tagline 

3.Signage 

4.Terminology 

5.Messaging...  

 



Corporate Logo 

Originally  
used as visual 

identity ... 
everywhere 

Today 
Now reserved 

exclusively for the 
Warden and 

County Council 



Tagline 



Adopted policies... 
 In 2013, ... Ground work for communications efforts: 

 Corporate Identity Toolkit 

 SDG Communications Strategy 

 Major Highlights ... 

 New Procedural By-law  

 



Corporate... Update, fall 2013 



 SDG’s new corporate tagline is “Where Ontario 
Began”. The tagline succinctly communicates the 
brand promise. The history of the Counties is 
important to its residents, while being forward-
looking is important to future growth and 
development. Therefore the tagline touches on both 
“the spirit of Ontario’s original settlers” as well as 
“new beginnings and new opportunities”.  
 

 The new corporate logo is comprised 
of a bold SDG acronym and bright 
colour strips representing  the six 
local municipalities. Use of the 
County’s Coat of Arms (Raven on a 
Rock) is now reserved exclusively for 
the Warden and County Council. 



Terminology Reminders... 
 SDG versus SD&G 

Referring to SDG Local Municipalities 



SDG Visual Identity decisions... 
Logo chosen...  

Colours 

Tagline 

Usage guidelines.. Work in Progress... 

 Still work to do... 

Signage... 

 Efficiencies... 



Draft Signage exercise 



Signage 



Corporate Services Then and Now... 
 Logo  done 
 Tagline done 
 Strategy... 
 Tools 

 ... Internal 
 External... 

 examples 

 Media ... package 
 Toolkit completed 
 Signage initiatives being worked on 
 ... 

 Creating Public Value… Firsts… 
 First SDG Summit 

 October 25th SNC Office in Finch 
 ... 

 Other “firsts” 



The Audience 

Internal 

External 



  

NORTH STORMONT  SOUTH STORMONT NORTH DUNDAS  SOUTH DUNDAS  NORTH  GLENGARRY  SOUTH GLENGARRY 

2014 Council’s Corporate Priorities 



Communication  

SDG will be known as a 

strong community partner 

that communicates regularly  

with the public, and provides 

timely and thorough analysis 

to County Council.  



Continuous Improvement  

SDG will build on the work 

that has been completed 

during the term of County 

Council with a continued 

focus on economy, 

efficiency, and effectiveness.   

  
  



Technology 

SDG will explore opportunities 

to streamline its operations 

and ease public access 

through electronic platforms.  
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Corporate Website Refresh 

Before 

Today 

Future 



Community Profile Refresh 



Municipal Directory 



Warden Events 



Media Events 





Media Kit 



Press Releases 



Website – Getting the Word Out 

Reaching the public  through   
different forms of media 



Corporate Communications 
Then Now 



Community Support Ads 

Military Service 
Recognition Book 

St. Lawrence River Institute 



 Communications – Tax bill Inserts 

2012 2014 



Business Cards 

Before 

Today 



Corporate Newsletter 

Before Today 





Overall challenges 
 Corporate ‘Buy-In’ 

 New division of Corporate Service Department 

 New Processes 

 Press Releases 

 Templates 

 Historic legacy  

 Past references and usages 

 



Techniques that worked...  
 And continue to work... 

 Repetition 

 Consistency 

 Terminology, speak it, breathe it, live it!  

 Internally reinforce, and gradually it will spread... 

 Believe in the region, believe in the change, look forward to it... 

 Embrace the technology 

 Live and celebrate the efficiencies and responsiveness... 
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IPM... 
 Link to the Past, Look to the Future 

 Common look and feel 

 Colours , same palette as SDG 

 



IPM Facebook Page 



Twitterverse... 







IPM Bus Wrap 



Magazine 
ads... 



IPM Site Signage 







Wrap-up 
Still work to do 

 Municipal Readiness Project 

 Website 

 Social Media Tools 

Questions? 

Thanks!! 
 




