
Nik Kowalski
327 Harvard Ave West
Winnipeg, MB R2C 1Y7

March 11, 2019

Karen Press
Instructor
Red River College
W201-160 Princess Street
Winnipeg, MB R3B 1K9

Dear Karen Press:

Thank you for looking at my recommendations for the upcoming CreComm 50 event.

To ensure CreComm 50, an event with a “CreComm Camp” theme, is a compelling and fun  
event, we have listed our team’s strengths and weaknesses and external opportunities and  
challenges we may face. We identify our four target publics for CreComm 50 and the specific 
desired outcomes for these publics. Our team has suggested a clever creative strategy that will 
mirror the lively atmosphere of the CreComm program. We have included a preliminary budget  
and a list of evaluation methods to determine the success of CreComm 50 before, during, and 
after the event.

This proposal will make CreComm 50’s target publics aware, interested, and wanting to attend a 
one-of-a-kind event that celebrates accomplishments and experiences of the CreComm program.

Thank you for considering my proposal. I look forward to hearing from you and accomplishing 
our plan for CreComm 50. If you have any questions or concerns, please call me at 204-612-6745 
or email me at nkowalski@academic.rrc.ca. 

Sincerely,

Nik Kowalski
Encl/
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Executive Summary

CreComm 50 is an event that looks back on the past 50 years of the Creative Communications 
program at Red River College. Grads from the last 50 years can reconnect, communications 
workers in Winnipeg can network with each other, and we can generate a list of those  
interested in CreComm and the advanced diploma program. The one-night event will take 
place at the Red River College Exchange District Campus, with a budget of $6,500. Tickets to 
CreComm 50 will cost $15.

We are recommending a “CreComm Camp” theme for the event. The “CreComm Camp” theme 
is a creative, whacky, simple theme that isn’t over the top. We will set up tents around the event 
with past CreComm work on display inside. We will offer camp snacks, along with Oscar’s Deli 
catering and non-alcoholic and alcoholic (sponsored by Manitoba Liquor & Lotteries) beverages 
to the event’s attendees.

Before CreComm 50, we want to make our target publics aware of and interested in the event 
through multiple advertising methods. Throughout the event, we will build a contact list 
to see who is intested in the CreComm program and the advanced diploma program. After 
CreComm 50, we are going to measure whether the event was successful through several  
evaluation tactics, and promote the event with media coverage to generate interest in CreComm 
50 and the CreComm program. We have included our team’s internal strengths and weaknesses, 
and external opportunities and threats, so we can perfect the event from start to finish.

Our team will use a combination of traditional advertising and paid, earned, shared, and owned 
media to make our target publics aware of and attend CreComm 50. Our target publics are  
Creative Communicators, who are CreComm grads; Content Creators, who are influencers in 
Winnipeg; Familiar Faces, who have been guest speakers for or hired CreComm students and 
grads; and Publicity and Producers, who will cover CreComm 50 before and after the event.

During CreComm 50, we will conduct raffles and gift card giveaways to the graduating class 
with the most attendees. We are going to invite honorary CreComm grads Ace Burpee and Chris 
Jericho to guest speak at the event.  Before, during, and after CreComm 50, we will evaluate the 
success of our plan by measuring media coverage, engagements, ticket sales, attendance,  
surveys, and return-on-investment.

There is no CreComm 50 without Creative Communicators. Therefore, we owe Creative  
Communicators and our other target publics an unforgettable night that celebrates one of the 
greatest achievements of their lives — graduating CreComm. The “CreComm Camp” theme, 
CreComm work on display, free food and non-alcoholic beverages, alcoholic beverages, guest 
speakers, prizes, and a party later in the night will reward attendees with a fun, nostalgic night. 
CreComm grads are outgoing, energetic, social people and CreComm 50 will bring out the best 
in each person, and their killer dance moves.
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This event and publicity plan for CreComm 50 is designed to: 

Before CreComm 50: 

1. Create interest in advance of the event, and put it at the forefront of our target  
    publics’ minds. 

2. Convert our target publics from being interested in the event (awareness) into  
    becoming attendees (action). 

At CreComm 50:

1. Outline a compelling event plan with an equally compelling theme.

2. Encourage our attendees to participate in an activity or promotion at the event in  
    order to build a list of people who we can contact later on for evaluation purposes. 

After CreComm 50:

1. Outline a plan to evaluate whether our event is a success, including following up with  
    our target publics. 

2. Promote what happened at the event to attract potential and future CreComm students.

Purpose Statement
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Strengths Weaknesses
As a team, we will benefit from having:

•  Access to Creative Communicators through        
    RRC Alumni Engagement.

•  Months to plan and execute the event.

•  Knowledge of the CreComm program, 
    considering we’re currently first-year  
    CreComm students.

•  Access to RRC equipment and tools  
     (camera equipment and edit suites).

•  Experience using social media and  
    promoting events on social media.

•  Awareness of a pre-determined budget 
    ($6,500).

•  Experience using Adobe Creative Cloud.

•  Student volunteers to help set up the event.

•  Access to a free venue (the Roblin Centre)   
    that is central to downtown.

As a team, we may struggle with:

•  Agreeing on decisions as a team.

•  Being able to plan the event while 
    attending and focusing on our college 
    classes.

•  Having limited money to spend 
    ($6,500 budget).

•  Getting our advertising to stand out.

•  Grasping the attention of non-CreComm   
    grads.

•  Contacting older CreComm grads who    
    don’t have social media. 

•  Maintaining objectivity as we are current    
    CreComm students.

•  Planning an event without a professional 
    communications team or corporate  
    structure, as we are CreComm students.

By defining our team’s internal strengths and weaknesses, we can assure that CreComm 50 will 
present its target publics with an entertaining evening. By defining our team’s external  
opportunities and threats, we can maximize the strengths of the event while anticipating any 
potential obstacles.

Situation Analysis

2

CreComm 50 CC
50



Opportunities Threats
As a team, we could:

•  Generate revenue through ticket sales,  
     raffles, drink purchases, and donations.

•  Donate a portion of the revenue to local 
    charities.

•  Create hype for the advanced diploma  
    program.

•  Have notable CreComm grads be guest  
    speakers at the event.

•  Build a database of those interested in  
     future events or the CreComm program.

•  Form a strategic alliance with local  
    downtown businesses who could become a 
    sponsor or provide food catering services.

•  Get media coverage before and after the      
    event by sending out news releases and 
    pitches.

•  Promote the CreComm program to the 
    attendees of the event.

As a team, we may have to deal with:

•  Not having enough parking space for 
   everyone who is planning on coming.
 
•  Bad weather causing ticket-buyers to stay  
    home.

•  Construction around the campus.

•  Technological or mechanical issues such as    
     a power outage or a pipe break.

•  Ticket-buyers having other family or work 
    commitments.

•  Concerts or sporting events the night of 
    CreComm 50.

•  People’s negative perception of downtown   
    Winnipeg during the evening.

•  People not seeing our advertisements for 
    the event.

Situation Analysis (cont.)
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Target Publics, Analysis, and Desired Outcomes 
Primary target: Creative Communicators
Creative Communicators are 25 and older. They are proud to have a CreComm diploma. They 
are active, outgoing people who will voice their opinion in real life and online. Most work 
full time in Winnipeg, while some have moved elsewhere, but want to come to CreComm 50. 
We will contact them through RRC Alumni Engagement’s email list or on social media. As 
CreComm grads, they are extremely interested in attending CreComm 50.

We want them to:
•  gain interest in CreComm 50 from promotions on social media. 
•  buy tickets to CreComm 50. 
•  attend CreComm 50.

Amy Fanckat, 37, engaged  
•  Education: CreComm diploma.
•  Occupation: Communications coordinator.
•  Social media: Twitter, Instagram, LinkedIn, Facebook.
•  Likes: Starbucks, Grey’s Anatomy, selfies, The Forks, local events.

Amy and her fiancée have been living in Norwood for four years. Amy is a communications 
coordinator at Talentcor and drives her 2018 Volkswagen Tiguan to work, but has to stop at 
Starbucks for a latte first. Amy and her friends have viewing parties for television dramas like 
Grey’s Anatomy or The Bachelor, where they all live tweet. On weekends, Amy and her fiancée 
go to The Forks and take selfies to post on Instagram.
 
Secondary target: Content Creators
Content Creators love social media. They’re Winnipeggers between 20-35 years old, and they do  
everything “for the gram,” posting daily photos and videos to keep their thousands of followers 
informed. Most have a post-secondary degree. People follow their ideas and ways of thinking. 
They wear the latest clothing trends, know the latest slang, and post the latest memes. They’re 
able to create hype for Winnipeg events due to their high amount of followers on social media.

We want them to:
•  post promotions of CreComm 50 on social media.
•  encourage people to attend CreComm 50.
  
Darek Zadro, 26, single 
•  Education: Marketing degree.
•  Occupation: Radio on-air host.
•  Likes: Music festivals, Snapchat filters, Halsey, sushi, TMZ.
•  Social media: Instagram, Snapchat, VSCO, Twitter.

Darek hosts Stay Rad with Zad on Energy 106. He posts daily motivational vlogs to his 
thousands of followers. If there’s a Winnipeg event, you’ll see and hear Darek there. Darek lives 
alone at his apartment in Osborne Village. He moved to Winnipeg to pursue a radio career after 
getting a marketing degree in Toronto. Darek travels worldwide to music festivals and wears 
the trendiest clothing. With open direct messages, we will message Darek on Instagram.
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Target Publics, Analysis, and Desired Outcomes (cont.) 
Tertiary target: Familiar Faces
Familiar Faces have ties to CreComm but haven’t taken the program. They’re mostly 30 or older 
and work in the communications industry in Winnipeg. They have either spoken to CreComm 
students, brought in CreComm students as interns or for work placements, have an honorary 
diploma, or are close friends with CreComm instructors. They’re glad to help out CreComm 
and would be interested to come to CreComm 50. They will receive pitches through their 
emails, or become aware of CreComm 50 through social media promotions.

We want them to:
•  gain interest in CreComm 50 from promotions on social media. 
•  buy tickets to CreComm 50.  
•  attend CreComm 50.

Trevor Kyle, 33, married
•  Education: Business degree. 
•  Occupation: Production manager.
•  Likes: Winnipeg Jets, family picnics, Guns N’ Roses, Boston Pizza. 
•  Social media: Facebook, Twitter, LinkedIn.

Trevor is the production manager at McKim Communications Group. More importantly, he is a 
husband and father of two. Trevor’s family lives in Sage Creek, a quiet, new area where he takes 
his kids to parks. Trevor is a Winnipeg Jets season ticket holder and takes in students for work 
placements yearly. He’s willing to go to CreComm 50 to network among attendees. 

Everyone else: Publicity and Producers
Publicity and Producers work in the communications field in Winnipeg. They are 25 and older. 
They have post-secondary degrees and are familiar with CreComm and acquaintances or past 
co-workers with CreComm instructors. They have over a thousand followers on social media, 
live throughout Winnipeg, are mostly married, and work full-time. 

We want them to:
•  promote CreComm 50 through their media platform.
•  attend CreComm 50.
•  cover CreComm 50 through their media platform.

Kaitlyn Pavern, 42, married  
•  Education: Journalism degree.
•  Occupation: Entertainment reporter.
•  Likes: Reading, red wine, award shows, cabins, Tim Hortons.
•  Social media: Facebook, Twitter, LinkedIn.

Kaitlyn is a respected entertainment reporter for the Winnipeg Free Press. Winnipeg-based  
public relations teams are routinely pitching events for Kaitlyn to cover. Kaitlyn has a husband, 
two kids, and two dogs. She enjoys reading novels and dining at fine Winnipeg restaurants, 
which usually includes some red wine. She’s friends with CreComm instructors, and would be 
willing to write an article about CreComm 50 in advance, and write a recap of the event.
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Strategy and Rationale 
To successfully plan and execute CreComm 50, an event with a fun, lively “CreComm Camp” 
theme, we have to develop a plan involving action, communication, and rationale.

1. Action – “CreComm Camp”

Event
Our strategy is to bring CreComm grads together to embark on past CreComm experiences.  
People can come to CreComm 50 at their own convenience if they have a ticket, which are $15 
each. The event is for Creative Communicators, who are CreComm grads; Familiar Faces, who 
are guest speakers for or hire CreComm students and grads; Publicity and Producers, who will 
cover the event before and after; and whoever else is willing to attend the event. The one-night 
event takes place at the Red River College Exchange District Campus. 

CreComm 50 will have a “CreComm Camp” theme. We will place tents around the room that  
feature CreComm work from each time period as it relates to CreComm. We will give each tent 
its own theme (i.e. CreComm 1980-1989), and a camp leader whose role is to answer questions 
or provide context to the content. Kenton Larsen, the emcee, will be on stage, entertaining and 
talking to attendees throughout the event.
 
What will happen
We will set up the event in the main floor cafeteria on the northeast side of the campus, where  
we will put tents, a stage, and tables with chairs. We will put a table with camping snacks 
(smores, hot dogs, trail mix) and smaller meals (Oscar’s Deli catering), and a bar (sponsored by 
Manitoba Liquor & Lotteries) inside room P1 07. Alcoholic beverages cost money for anyone  
who is the legal drinking age and wants to buy. To enter the event, guests must show their  
tickets and CreComm grads must signature a guestbook.  

Dan Vadeboncoeur will play videos on a big screen behind the stage, and guest speakers will 
come on stage and talk about their CreComm experience. Attendees are eligible to win prizes 
through raffles. The graduating class with the most attendees will each receive a $20 gift card to 
King + Bannatyne. After guest speakers have spoken and everyone has settled in, Vadeboncoeur 
will play music and the cafeteria will become a dance floor for attendees.

Responsibilities
Our event planning team will:
•  Gather a group of CreComm student volunteers to set up tent exhibits, tables, and the stage. 
•  Hire a food catering service, bartenders, and entertainment acts (emcee, DJ).
•  Purchase decorations, red and white tablecloths, and alcoholic and non-alcoholic beverages.
•  Collect past CreComm work to display at the event.

Rationale
The camp theme is creative and memorable, but not over the top. The tents show off the content 
and the camp leaders are in a position where they can provide context to attendees. If we have 
the event at the Roblin Centre, it could be the first time older CreComm grads have seen the 
building, which could create excitement. Showing past CreComm content gives Creative  
Communicators a nostalgic feeling while displaying CreComm content to all guests. With food, 
drinks, and prizes available, and a late night dance party, the incentive to show up increases. 
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Strategy and Rationale (cont.) 

2. Communication

Message 
Our goal is to convince Creative Communicators that this is a night to reflect on one of their  
greatest life accomplishments — graduating CreComm. CreComm grads can reconnect and  
party with old classmates and see 50 years of CreComm work. Familiar Faces and Publicity and  
Producers can network among each other, all while enjoying food and drinks and potentially  
leaving with prizes.

Attendance
An advantage of CreComm 50 is location. The Roblin Centre is in Winnipeg’s Exchange District, 
close to downtown. The commute for those coming should be fairly short, meaning our target 
publics will be more inclined to attend CreComm 50.

Invitations
Past guest speakers to CreComm students, such as Libby Lea, and honorary CreComm grads,  
such as Ace Burpee and Chris Jericho will be individually invited. We will invite any  
representative of a company whose hired or brought in CreComm students on work placements.

Advertising 
Before CreComm 50
We will pay for radio and print ads because they reach large audiences, and sponsored posts on 
Twitter and Facebook in which we aim at our target publics. Using #CreComm, we can precisely 
target Creative Communicators. On social media, our owned Red River College pages and shared 
posts from Content Creators will increase awareness of CreComm 50. To earn media coverage,  
we will send news releases and pitches to Content Creators and Publicity and Producers.

During CreComm 50
The exhibits at the event will be specifically about CreComm. Guests will witness the program’s 
past, its present, and its changes. We will also promote the advanced diploma program.

After CreComm 50
Local media will write recaps of CreComm 50. We will have a photographer who can capture 
every moment from CreComm 50, which will be displayed on Red River College’s social media 
pages and website.

Promotions
We will have online posts where anyone who shares the posts will be entered in a random draw  
to win free CreComm 50 tickets. We will also give Content Creators tickets to give away.

Rationale
Our message is crucial: there is no CreComm 50 without Creative Communicators. We need to 
advertise CreComm 50 to assure CreComm grads become aware of and interested in the event, 
increasing attendance and revenue. Advertising numerous incentives such as networking,  
content exhibits (tents), free food and non-alcoholic drinks, and prizes will boost the likelihood  
of Familiar Faces and Publicity and Producers showing up to and covering CreComm 50. 
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Item Quantity Notes Price

Tickets 1,000 Buy tickets for the event $10

Emcee 1 Ask Kenton Larsen $0

DJ 1 Ask Dan Vadeboncoeur $0

Tablecloths 15 Buy red and white tablecloths for tables $30

Decorations 30 Signs, banners, name tags for camp leaders $15

Gift cards to King +  
Bannatyne 

65 For graduating class with most attendees, 
sponsor King + Bannatyne covers 25 per cent 
of the cost

$975

Camp snacks 250 Hot dogs, smores, trail mix $200

Food catering 1 Includes catering service, sponsor Oscar’s 
Deli covers 50 per cent of the cost 

$400

Non-alcoholic beverages 80 2L Pop, juice $120  

Alcoholic beverages 599 504 beers, 70 bottles of wine, 25 bottles of 
liquor, sponsor Manitoba Liquor & Lotteries 
covers 15 per cent of the cost

$2,380

Social media ads 10 $50.00 per ad $500

Raffle draw bags 15 Clothing, electronics, event tickets, alcohol $750

Bartenders 3 Hire bartenders $300

8

      Total: $5,680
Contingency amount: $820

Event planning fees: $500.00
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Evaluation 
We will evaluate CreComm 50’s success at three levels: preparation, implementation, and impact.

1. Preparation (before CreComm 50)

We will know our publics are aware of CreComm 50 by measuring:
• The number and quality of news sources writing about CreComm 50, and the number and  
 quality of radio stations discussing CreComm 50 before the event.
• Where news sources are posting their coverage of CreComm 50 before the event (paper, online).
• Whether the media publishes articles at least a week in advance of CreComm 50.
• Whether the radio stations discuss CreComm 50 during prime listening times (morning show).
•  If the articles and radio discussions include all necessary details, such as time, date, location, 
 where to buy tickets, cost of tickets, and a description of CreComm 50.
• How many impressions our CreComm 50 social media posts and promoted posts get.
• How many impressions our publicity for CreComm 50 over paid, earned, shared, and owned   
 media get.
• How many CreComm 50 posts, ads, and tweets we post on social media before the event. 
• How many Content Creators and Publicity and Producers have posted on traditional media  
 and social media about CreComm 50.
• If our ads are easy to read, clean, informative, and inviting.

We will know our publics are excited about CreComm 50 by examining:
• Our target publics’ perception of CreComm 50 through a perception analysis of the event and  
 its promotions and ads.
• The amount of positive and negative comments about CreComm 50 posts on social media.
• The amount of positive and negative conversation about CreComm 50 online.
• Social media conversations about CreComm 50 outside of our owned media.
• How often people are using keywords related to CreComm 50 on social media conversations.
• Whether there is an increase in social media mentions about CreComm 50.

We will know our pre-event publicity efforts have been successful by quantifying:
• If we sold over 1,000 tickets prior to the event.
• If shares, retweets, likes, and comments on each CreComm 50 post on social media 
 are increasing.

2. Implementation (at CreComm 50) 
 
We will know our efforts to get our publics to attend the event were successful by quantifying:
• If over 850 people showed up to the event. 

We will know we built a successful audience database by measuring:
• If over half of the attendees were willing to give us their contact information (email, social  
 media, phone number).
• Whether the reaction to hearing about the advanced diploma program was positive  
 or negative.
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Evaluation (cont.) 

We will know the event itself was successful by measuring: 
• If over 85 per cent of those who bought tickets showed up to the event.
• If attendees purchased over 80 per cent of the alcoholic beverages.
• How much money we made on raffle ticket purchases.
• If we set up everything on time.
• Whether everyone we hired arrived on time and did their job.
• The overall perception of the event through a perception analysis of the event.

3. Impact (after CreComm 50)

We will know we have accomplished our goals by quantifying if:
• Over 850 people showed up to the event. 
• Over half of the attendees were willing to give us their contact information (email, social  
 media, phone number).
• The media published over three news recap articles about the event.

We will know we have executed a fun and surprising night by measuring:
• The attendees’ perception of the event through a voluntary online survey.
• If attendees consumed over 90 per cent of the camp food snacks (smores, hot dogs, trail mix).

We will know we have been successful on return on investment by quantifying:
• How much revenue we made from tickets, raffles, and alcoholic beverage sales.
• The expense-to-revenue ratio.
• Our profits from the event.
•  The number of donations made at the event.

10

CreComm 50 CC
50


