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THE WHAT AND THE WHY 

• Strategic Direction: The Why. The rudder on the ship. 
Plot points in your story (e.g. ag, land, housing) that 
communications content focuses on.

• Brand Strategy: builds around plot points, establishes 
key messages and visuals. 

• Repeatable content: the consistent “Why” that places 
dynamic, always-changing communications content in 
context of vision and strategic direction.

THE HOW

• Communications Strategy: principles, carefully chosen 
tools, and a style that connects with residents - aligned 
with available resources. Internal document that is a 
guidepost for communications implementation.

A Communications Equation



Next page 



We will alter our trajectory in our values, by: 

1) Recognizing that democracy is an investment from all of us. 
2) Embracing awareness, engagement and contribution is a two-way street…a collaborative relationship between the Town of Calmar and its residents. In 
depth of relationship lies trust – the core building block of pursuing the ambitious and the better. 
3) Voting.  
4) Giving disagreement a hug. Sorting out disagreement respectfully opens a door to the amazing and the transformative.
5) Having respect in our real-world and online conversations for anyone who serves their community – paid and unpaid.
6) Substituting the angry conversations taking the air out of society with a strength in numbers wanting a shinier, more ambitious, more hopeful 
community conversation and narrative. 
7) Doing the “one small thing” for our community, recognizing we all have something to offer – from mayor to green thumb. 
8) Being the community and people with five solutions for every problem, not five problems for every solution. 
9) Elevating above the stones in the road with a constant reminder we are aiming for legacy our children and grandchildren will be proud of.
10) Feeling the urgency to out-do vs out-talk.

Continued 
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• Advertising (print, online, out of 
home, traditional media)

• News releases
• Events
• Email
• Content marketing
• Promotional material
• Radio
• TV
• Billboards
• Point of sale (e.g. new home 

builds, grocery stores)

• Website
• Social media
• Flyers
• Brochures
• Word of mouth
• Video
• Blog
• Newsletter
• eMail
• Annual Report
• Mayor’s messages
• Utility insert
• Tax notice insert
• Texts
• Online chats – e.g.

Zoom
• Direct with staff on 

issues of interest
• Direct with Council    

on issues of interest
• Surveys / polls
• Open houses        

(plan-making)

• Email
• Meetings
• Intranet
• Training
• Newsletter
• Events
• Memos
• Webinars
• Surveys and polls
• Chat – e.g. Zoom
• Email signatures

Internal 
Communications

These are examples of tools 
used/could be used by the Town 
of Calmar to engage with and 
communicate to staff.

These are examples of tools 
used/could be used to “sell” Town of 
Calmar value proposition to 
prospective investors, new 
residents, and visitors. 

These “middle ground” tools are used/could be used to engage Town of 
Calmar residents in direction setting and initiatives, but are also paid 

attention to by prospective investors, new residents, and visitors.

External 
Communications
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Home is where the heart is in Calmar – as
the Edmonton region’s most affordable
community. Connected to the earth in what
we sow and grow. Connected to the
neighbours you know. Pursuing an
energized downtown, imaginative new
housing options, and new types of spaces
and places for entrepreneurs to grow their
craft.



Value
Proposition
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As a resident you are an owner of, and investor in,
Calmar. 

The Town has successes in its pursuit of vision.

There is a strategic plan in place that guides our actions.

Success – new jobs, new things you see – will take some 
patience. Know we’re working on it. 

We need your help to build a community you take pride 
in, creates jobs, and attracts investors and visitors. 
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http://www.calmar.ca/


https://www.strongtowns.org/journal/most-public-engagement-is-worse-than-

worthless?utm_content=bufferff188&utm_medium=social&utm_source=facebook.com&utm_campaign=buffer&utm_source=facebook.com&utm_medium=social&utm_campaign=meetedgar&utm_content=080618most-public-engagement-is-worse-than-worthless&fbclid=IwAR2YqdQNFX-hrEhCtE9NT_qMGGCwgtSV-Rux6btkfBO1jzOpTnew07KDh_U

https://www.strongtowns.org/journal/most-public-engagement-is-worse-than-worthless?utm_content=bufferff188&utm_medium=social&utm_source=facebook.com&utm_campaign=buffer&utm_source=facebook.com&utm_medium=social&utm_campaign=meetedgar&utm_content=080618most-public-engagement-is-worse-than-worthless&fbclid=IwAR2YqdQNFX-hrEhCtE9NT_qMGGCwgtSV-Rux6btkfBO1jzOpTnew07KDh_U
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https://www.bangthetable.com/
https://mailchimp.com/
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How we often value 
communications

Where we need to value 
communications

We need to put communications at the strategic centre of 
the municipal operation – aware of all facets of the 
organization to be able to communicate strategically, to 
connect initiative dots, and to answer “The Why”. This 
deeper beating heart of communications lies at the core of 
ability to make deeper connection with residents, with the
myriad benefits of deeper connectivity.

“Talk”…output check list
Coordinator
Siloed function…cost.

Critical thinking…conversation…empowerment
Manager or Director
Budget spread across all departments…service
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1
• AWARENESS

2
• INTEREST

3
• DESIRE

4
• ACTION

Memory

Affect

Cognition

Yes? 
Decision

No? 

Emotion

No? 

Yes? 

Decision



Are we the place with 
5 problems for every 
solution, or the place 
with 5 solutions for 

every problem?

Asking residents 
to be part of 
solution-seeking 
is a powerful 
way to pivot 
away from 
“problem-
identification” 
that is prevalent 
online in most 
municipalities. 



-60-40-2002040

Volunteer programs
Cultural programming/facilities

Tourism/events
Economic partnership w ith communities in

Snow  removal
Cultural and recreation events and

Economic development program
Environmental initiatives

Public library
Road maintenance

Recreation programs
Long range community planning
Park Maintenance/development

Bylaw  enforcement
Beautif ication of outside park spaces
Family, community and youth support

Number and diversity of recreation facilities
Development of dow ntow n Chestermere

High quality basic service provision
Community policing services

Lake maintenance
Recreation facilities

Emergency services
Recycling program

Should do more of Should do less of

Town of Chestermere Community Survey, 2008
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IMAGE 
MATTERS
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