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A Collaboration of Leading Agencies
Social T. (Earned Social Media)
● Amplifying brand stories for 9+ years
● Improves how businesses interact and share online
● Connected to lifestyle and food influencers

Town Hall Brands (Public Relations)
● 23 years of creating & marketing brands
● Ideas and connections
● Knows how to get brands in the news

Spring (Creative Development)
● Multi-award-winning strategy and creative agency
● 14 years of breakthrough results for clients of all sizes and verticals

Hallamedia & Digital Punch (Paid Social & Media) 
● 20+ years of strategic media planning and execution in all forms of media advertising - television, radio, digital, 

print, out-of-home, place based etc.
● Google Ad, social media advertising and Google Analytics experts. 



Key Communications Message

“Get powered by nature year-round with BC blueberries.”
 
All communications for the 2020 blueberry season embodied the essence of this key message, 
bringing it to life through social media, PR, advertising, marketing and events. Building on the 
momentum of ‘Powered by nature’, this phase of the BC blueberries brand continued to explore all 
of the exciting ways consumers can be ‘Powered by nature’ year-round:
 
● Every BC blueberry field, bush and berry is powered by nature – How they’re grown, 

sustainability, BC‘s spectacular nature
● It’s easy to be powered by nature – Recipes & versatility of use, where to find them, make them 

a household staple
● You are powered by nature – Superfood health benefits, nutrition, delicious taste
● Get powered by nature year-round – Fresh or frozen



2020 Communications Overview

April May June July August September October November December

Public 
Relations

Social 
Media
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Campaign

July 15 - 
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Fresh 
Campaign July 13 - August 23
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Covid 
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Campaign
May 5 - 27

October 26 - December 6



BC BLUEBERRIES 
PR & Social Media Overview

April to October 2020



PUBLIC RELATIONS 



PR OVERVIEW

Three main themes:

• Covid & Crisis Communication

• Earned Media 

• Collaborations

No one could have predicted the year 2020 would become.

  



COVID & CRISIS 
COMMUNICATIONS



ISSUES MANAGEMENT
Mainstream media is very interested in 
these topics, many ongoing:
 
• COVID-19 & IMPACTS
• POOR WEATHER AND HARVEST
• US TRADE CHALLENGE

We responded in each case.



ISSUES MANAGEMENT
• COVID-19 & IMPACTS
• POOR WEATHER AND HARVEST



ISSUES MANAGEMENT
• US TRADE CHALLENGE



ISSUES MANAGEMENT & CRISIS RESPONSE

A highlight: 
PR team arranged for BC Provincial Health officer 
Dr. Bonnie Henry & team to announce safety 
around eating fresh fruit, after a COVID-19 
outbreak at a packing house.



SOME OF THE BREADTH OF COVERAGE



EARNED MEDIA



EARNED MEDIA
HIGHLIGHTED TOPICS:
• Recipes, recipes, recipes! 
• U Pick Farms
• Facts on BC Blueberries 
• Frozen berries and their uses



HIGHLIGHTS



MORE EARNED MEDIA HIGHLIGHTS



AGRICULTURE MINISTER & BC BLUEBERRY DAY
BC Blueberry Day!

• Official naming of July 15 as Blueberry Day in 
BC 

• Acquired support from the BC Minister of 
Agriculture’s office

• Minister Popham made a video encouraging 
British Columbians to support BC blueberry 
farmers 

http://www.youtube.com/watch?v=cKp-lTjvlUk


BC BLUEBERRIES COLLABORATIONS
HIGHLIGHTED COLLABORATIONS:
• White Spot & Triple O’s 
• We Heart Local
• Ampersand Gin 
• Julie Van Rosendal - Dinner With Julie 
• Well Seasoned/Angie Quaale - Cooking Live 
• Michael Varga - CBC TV 
• Bremner Juice 
• Callister Soda 



SOCIAL MEDIA



FACEBOOK
• Total Following: 7,761 followers
• Growth since October 2019: 5% 
• Avg # of Video Views: 2k views

PINTEREST
• Total Following: 198 followers 
• Growth since October 2019: 90% 
• Avg Monthly Viewers: 85k viewers

INSTAGRAM
• Total Following: 4,573 followers  
• Growth since October 2019: 68%
• Avg # of Story Views: 118 views



‘LIVE’ EVENTS
AUGUST 2020: U-PICK
The goal of this event is to do a last-call for 
u-pick blueberries and educate our 
audience on post-harvest activities and 
plans for the fall.  

• Birak Berry Farms
• Sandhu Farms
• Boundary Bay Farms
• Surrey Farms

SEPTEMBER 2020: FARMERS 
MARKETS
The goal of this event is to do a last-call for 
fresh blueberries and educate our audience 
on "buying local". 

• Krause Berry Farms & Estate Winery
• Port Coquitlam Farmers’ Market



CONTESTS
ICE CREAM GIVEAWAY
La Glace, Umaluma, Uno Gelato, Welcome Parlour
• 1,300+ entries

BLUEBERRY BLITZ
Abbotsford Rotary Clubs
• 450+ entries



NEWSLETTER



NEWSLETTERS 

• Over 9,000 subscribers (up from 1,200 this time last year) 



GO BLUE BC



GO BLUE BC 
A virtual event to celebrate the fresh blueberry season.



GO BLUE BC
PR & SOCIAL MEDIA 
OVERVIEW



PR & DIGITAL OVERVIEW
PR
● Secured White Spot as major campaign partner 
● Signed on 25 restaurants for campaign 

participation
● Organized TV appearances for our partners
● Samples and branded materials issued to 50 

media and influencers
● Acquired official  ‘Go Blue BC’ digital 

ambassadors garnered significant social media 
coverage.

● Go Blue BC was covered by 67 different outlets, 
including blogs, websites, and radio stations. 

SOCIAL MEDIA
● Created the Go Blue BC website and 

hosted the $1000 grand prize contest, 
sponsored by White Spot and Triple O’s. 

● Grew the @bcblueberries social following 
by 11% and garnered 5,800 profile 
impressions.

All in, the activities created buzz, organic interactions, and increased 
support for BC’s fresh blueberry season. 



WEBSITE
• 18,000+ total visits

• 13,000 paid and 5,000 organic 
• 37,000+ pageviews



PHOTOGRAPHY
• Chefs & Fresh BC Blueberry Recipes
• U-Pick
• Families & BC Blueberries



VIDEOGRAPHY
4 Grower Interviews
• 17,000+ views

4 Chef Recipes
• 15,000+ views

http://www.youtube.com/watch?v=5WieBPJlFgE
http://www.youtube.com/watch?v=mrxhcu4WyIo


CONTESTS
#GOBLUEBC CONTEST #GOBLUEBC ART CONTEST



AMBASSADORS



GO BLUE BC
PAID MEDIA OVERVIEW



Objectives:
-  Drive awareness of the virtual event using the contest as the main traffic driver
-  Drive as much traffic as possible to the contest website

Timing: July 15 – August 3, 2020 (BC Blueberry Day - BC Day)

Market Coverage:  BC 

Key Success Metrics: Impressions/Reach/Clicks

Paid Media Tactics: Television (BC1 News), Digital Display Ads, Social Media Ads, Google Ads

PAID CAMPAIGN OVERVIEW



- 3,908,523 Impressions
- Click-through rate 2-3x Industry Standard
- 13,073 clicks to website

PAID CAMPAIGN RESULTS



Leverage established brand awareness of Go Blue from 2019 while bringing the contest’s $1,000 
grand prize gift card into the forefront to drive as much traffic to the website as possible.

CREATIVE STRATEGY

VERSION 1 - LEAF VERSION 2 - GIFT CARD

http://www.youtube.com/watch?v=ylKB_UKOlJw
http://www.youtube.com/watch?v=XwWfsdaTQ70


COVID RESPONSE 
CAMPAIGN OVERVIEW



COVID RESPONSE CAMPAIGN OVERVIEW
Objectives: 
● Drive awareness of ways to keep your family healthy and happy during the Covid-19 outbreak.
● Drive awareness that BC blueberries are still a safe, healthy and immune boosting choice.

Timing: May 5 – 27, 2020

Market Coverage: BC, Calgary, Winnipeg and Toronto.

Key Success Metrics: Impressions/Reach and Engagement



1. Social Media Ads
Facebook & Instagram

• 9 Health & Happiness Tip Ads
• Impressions: 3,004,660
• Clicks: 48,187
• Shares: 966

COVID RESPONSE 
CAMPAIGN MEDIA, 
CREATIVE & 
RESULTS



2.  Google Ads
• Searches: 40,392
• Clicks: 1,604
• Click through rate: 3.70%
• Industry average: 2.0%
• Shares: 966

COVID RESPONSE 
CAMPAIGN MEDIA, 
CREATIVE & 
RESULTS



NATIONAL BRAND FRESH 
CAMPAIGN RESULTS

July 13 to August 23, 2020



Objective: Drive awareness that fresh BC blueberry season has arrived

Timing: July 13 – August 23, 2020 

Market Coverage: BC, Calgary, Winnipeg, Toronto

Key Success Metrics: Impressions/Reach

Paid Media Strategy: Digital Video, Digital Display & Native Ads, Social Media Ads, Google Ads

CAMPAIGN OVERVIEW



- 11,913,230 Impressions
-  2-3x Industry Standard CTR
-  26,069 clicks to website

FRESH CAMPAIGN RESULTS Google Ads



In the face of Covid-19, plug into increased consumer interest in health and immunity boosting with a 
bold, highly visual campaign that promotes the health benefits of BC blueberries–Get Your Vitamin Blue.

CREATIVE STRATEGY

VERSION 1 - KAYAK VERSION 2 - SWIMMER

http://www.youtube.com/watch?v=n6U1XRvioIw
http://www.youtube.com/watch?v=kcyoHE8HlXo


CREATIVE EXAMPLES

DIGITAL DISPLAY ADS

NATIVE ADS



CREATIVE EXAMPLES

SOCIAL MEDIA ADS



NATIONAL BRAND 
FROZEN CAMPAIGN 
OVERVIEW



Objective: Drive national awareness that frozen BC blueberries are just as good as fresh and 
available year-round

Timing: October 26 – December 6, 2020

Market Coverage: National Canada (English) 

Key Success Metrics: Impressions/Reach

Paid Media Strategy: Multi-Media Promotion: Contest, Television Ads & Content Integrations, Digital 
Video Ads, Digital Display Ads & Content Integrations, Google Ads

Achievement: 9,917,044+ Estimated Impressions 

FALL FROZEN CAMPAIGN OVERVIEW



PAID MEDIA CAMPAIGN SUMMARY



Build on the success of the fresh BC blueberry campaign by evolving its graphic look/feel into a frozen 
campaign encompassing more traditional winter activities. Invite consumers to enjoy the goodness of 
BC blueberries all year round.

CREATIVE STRATEGY

TV VERSION 1 - SNOWBOARDER TV VERSION 2 - SNOW ANGEL

http://www.youtube.com/watch?v=NtnsWXa3Pyc
http://www.youtube.com/watch?v=-Zl8CH6Xfvw


CREATIVE EXAMPLES

DIGITAL VIDEO VERSION 1 - HOCKEY DIGITAL VIDEO VERSION 2 - SLEDDING

http://www.youtube.com/watch?v=1-gxKfQhx6Q
http://www.youtube.com/watch?v=9e6p24qIltA


CREATIVE EXAMPLES

DISPLAY AD VERSION 1 - HOCKEY DISPLAY AD VERSION 2 - SNOWBOARDER



CREATIVE EXAMPLES

DISPLAY AD VERSION 3 - SLEDDING DISPLAY AD VERSION 4 - SNOWMAN



CONTENT EXAMPLES

HEALTHY EATING SPONSORSHIP - TAKEOVER GLOBAL MORNING NEWS - SATURDAY CHEF SEGMENT



CONTENT EXAMPLES

GLOBAL MORNING NEWS - Q&As

http://www.youtube.com/watch?v=SRBgEJDqf7I&t=116


CONTENT EXAMPLES

GLOBAL :30s VIGNETTES 

http://www.youtube.com/watch?v=7Z9lTUcCpQM


FINAL THOUGHTS



LOOKING INTO 2021/22

● Based on the success of the social, PR and advertising programs in 2020, and the desire to continue 
building national brand awareness, we recommend continuing with our three major initiatives: Go 
Blue, Fresh & Frozen campaigns

● Apply the learnings from 2020 to drive further success in 2021



THANK YOU


