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BEST PRACTICES, Civic Engagement
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Name of Local Government: City of Prince George
Project/Program Title:
City of Prince George- 2015 Canada Winter Games Bid Engagement Plan
After an 18 month BID process, this past September, the City of Prince George was awarded the rights to host the 2015 Canada Winter Games (see announcement highlight video). Prince George edged out Kamloops and Kelowna to earn the right to host the 2015 Canada Winter Games. Having hosted the 1973 Canada Summer Games in New Westminster and Burnaby and the 1993 Canada Summer Games in Kamloops, 2015 will mark only the third time the Canada Games are hosted in the province and the first time for British Columbia to host the Winter Games. 

Once the Technical Review was completed in Phase 1 of the Bid, the Prince George Bid Committee trailed both Kamloops and Kelowna in scores. Council established a Select Committee (2015 Canada Winter Games Bid) to prepare Phase II of the Bid. Community members were appointed by the Mayor and City Manager to fill specific roles, and a City Secretariat group was formed to help provide resources to Committee.

Nonetheless, all communities were required to submit their final Bid package to the Canada Games Council by May of 2010. Later in the spring, Prince George was also informed that it should also prepare to host a daylong visit by the 2015 Canada Winter Games Evaluation Committee on August 9th. The Prince George Bid Committee now faced a monumental task to engage the community, rally community support, and move from 3rd place to 1st place all in 6 months. 

So how did they do it? The answer was to call in more volunteers, develop a dynamic marketing strategy, create effective communications and engagement plans, and develop a powerful media relations campaign to keep key messaging front and center in the community and region of Northern British Columbia. To gain public support of hosting a $50 million event, it was essential that all information was transparent to the public, and the BID committee ensured this was consistent from beginning to end.

Project Analysis
1. INSPIRATION

The City of Prince George saw the opportunity to host the Canada Winter Games as a wonderful way to celebrate Prince George’s 100th birthday in 2015 and to help showcase the city and the region to the entire nation. Within the City of Prince George Strategic Plan, City Council had committed that the Canada Winter Games Bid was a priority project. Hosting this event in Prince George provides opportunity for a lasting legacy through national exposure to our region, building new infrastructure and assisting our young athletes to achieve success.

The 2015 Canada Winter Games will be the largest multi sport event to ever be held in Northern British Columbia, with 3700 athletes, 4000 - 6000 volunteers, 1300 officials, media, medical professionals, and thousands of visitors entering the community. This event is expected to create an economic impact of $70 - $90 million and will leave lasting legacies in the community. This will be a true game changer for Prince George and Northern British Columbia. A successful Canada Winter Games will be the centerpiece of the City’s major events hosting strategy.
2. GOALS

Research and media monitoring had indicated that both the Kelowna and Kamloops Bid Committees were choosing not to communicate widely with their City about the preparation of their Bid. In addition, through research and site visits to both Kamloops and Kelowna, it was also concluded that engagement of the community was limited in the other competing cities. To get a community and region on side to host a $50 million event, the goal was to ensure that the public and media were kept well informed and educated of the process from beginning to end.

Analysis of this research provided the Prince George BID Committee with the assurance that they would require a different approach to go from bronze to gold. Prince George City Council and the Prince George Bid Committee had determined that development of Prince George’s Bid would be communicated openly and effectively. In addition, and during the day long visit by the Evaluation Committee, Prince George’s high level of community support would be clearly demonstrated by having hundreds of people dress up in winter sports gear and show their true northern spirit. Through daily connections with local, regional, and provincial media, utilization of social media (Facebook, Twitter, YouTube), regular community engagement presentations, media buys, internal communications, and corporate communications, the community was able to follow and stay up to date with all information about the Bid, benefits of the Games, and what was in it for them.
3. PARTICIPATION

Civic Engagement began early in the BID process, as the City enlisted the services of many stakeholders to contribute to the development of the BID through a Council appointed Select Committee. These included the Northern Health Authority, Regional District of Fraser Fort George, Exploration Place, Family YMCA, Le Cercle des Canadiens Francais, Pacific Sport Northern BC, Initiatives Prince George, and the Aboriginal Business Development Centre… a true community driven BID.
Through effective media relations, branding, communications, social media and civic engagement, support grew to substantial levels. Local MLA’s and MP’s, along with all Mayors in the North Central Local Government Association, signed letters of support for this event and worked with the Prince George Bid Committee to raise the profile within their own outlying communities. Three regional Mayors also attended the August site tour to speak to the Canada Games Bid Evaluation Committee about what this event would mean for Northern B.C.

Through strategic community outreach, over 2500 future volunteer cards were filled out demonstrating an overwhelming support of this initiative. No matter whom you talked with, the main question was “How can I help?” Additionally, posters of support were filled out by all outlying communities including Quesnel, Williams Lake, 100 Mile House, McBride, Valemount, Mackenzie, Fort St. John, Burns Lake, Vanderhoof, and Terrace. All information was displayed at the Prince George Civic Centre for the Canada Games Bid Evaluation Committee to see when they entered the building… the message was loud and clear, “We want the Games!”
A critical component to obtaining such a high level of participation can be attributed to positive media relations. Within the BID document, the Prince George BID Committee submitted letters of support from all major media outlets in Prince George and Northern British Columbia. All outlets supported the project and understood the significance this event would have on the region. 

Daily phone calls, interviews, briefing sessions occurred throughout the BID process, which resulted in consistent and accurate media coverage allowing constant engagement to occur. Here is what some members of the local media had to say:
“The Citizen will offer full editorial support and coverage of the Games… With over 150 publications across Northern B.C. and western Canada.” 

–  Hugh Nicholson, Publisher, Prince George Citizen

“We are confident that when the Games come to Prince George, in 2015 they will get the coverage and attention needed to ensure this will be the most successful Canada Winter Games to date.” 


–  Gil Bothelo, Programming Manager, Shaw TV Northern BC
“As Canada’s largest independent newspaper chain we look forward to working with Prince George to ensure the 2015 Canada Winter Games is an unprecedented success.” 


–  Lori Williston, President, BC Northern Interior Black Press
“We look forward to providing the support and complete media coverage for the 2015 Canada Winter Games in Prince George.” 


–  Ken Kilcullen, General Manager, Jim Pattison Broadcast Group, 

        
    Prince George Division
As a result of this tremendous exposure and community support through engagement initiatives, in October 2010, the 2015 Canada Winter Games Bid Committee was named “2010 Newsmaker of the Year” in Prince George at the Chamber of Commerce Business Excellence Awards. This award was presented and sponsored by the Prince George Citizen newspaper.

4. ECONOMIC IMPACT

Based on previous Canada Games, the expected economic impact to the City will be $70-90million. The Halifax 2011 Winter Games just achieved a record amount of economic impact, reaching $130million.

Additionally, the City of Prince George formed a secretariat committee of existing staff to utilize as resources for the Bid. This saved external costs as the secretariat committee assisted the Community Bid Committee throughout the Bid process.Using existing resources, City Communications staff managed engagement efforts, internal website development and maintenance, Facebook content and maintenance, video production for YouTube, production of PowerPoint presentations and other support materials.

5. ACCOUNTABILITY
The City resolution that was required to be included in the 2015 Canada Winter Games BID package was approved by Council in an open meeting on May 27, 2010. This set the tone for transparency moving forward. From day one, the Bid committee and City Secretariat publically engaged the community and region, and continued with this openness right to the end of the bid process, as the final announcement was anxiously watched by hundreds live in Prince George at an event. 

It was hard pressed to find someone in town that was not aware of the City’s efforts to host the 2015 Winter Games in Prince George. Through an aggressive communications and engagement plan, the public were well informed and wanted to help. Daily outreach and an integrated community relations plan kept the 2015 Canada Winter Games top of mind to thousands of local and regional supporters. If there was a venue to engage the public, someone from the committee was there. From downtown block parties, Rotary presentations, kid’s art days, YMCA Healthy Living day, Chamber of Commerce presentations, there was always a 2015 Canada Winter Games presence close by.

6. AWARENESS

As a result of engagement efforts in the 2015 BID, citizens locally and regionally have a better understanding of many City core focus areas within Council’s Strategic Plan. Many of these items will be influenced as a result of hosting and preparing for the Canada Winter Games in 2015.

Some include:

· Shared community vision 

· Volunteerism

· Tourism strategy

· Improving health and safety

· Recreational opportunities

· Business and economic development

· Asset management

· Community and economic diversification

· Creating a better downtown

· Building stronger neighbourhoods

· Increasing civic pride

· Strengthening intergovernmental relations

7. INNOVATION

Social media was a great way for the public to stay up to date with all the news, events, and key messaging of the 2015 Canada Winter Games Bid. Social media tools that were primarily utilized consisted of Facebook, YouTube, Twitter, and Flickr. The City of Prince George Communications Division managed the social media campaign in house, which eliminated the need to allocate financial resources into this.

A Facebook page, www.facebook.com/pg2015, called “2015 Canada Winter Games- I Support the Bid” was created and quickly began attracting supporters. With over 1000 people participating in the online conversations, this became a reliable and consistent source of communications.

On the 2015 Prince George Canada Winter Games facebook page, videos, documents, volunteer signup sheets, photos, key messages, and public announcements were uploaded daily to engage the public. A key factor in success was capturing all elements of the engagement process on video through YouTube, and highlighting them through 2-minute features online on both Facebook and YouTube. A total of 23 videos were produced by the City of Prince George Communications Division, which resulted in approximately 8000 video views. 

Some of the videos included 2015 athlete engagement profiles, features on community volunteers, First Nations engagement, community engagement, community support testimonials, event highlights and recap, promotional videos, Mayor’s Message, 2015 sporting profiles, and corporate engagement. 

Advertising on Facebook was also created to drive a defined demographic to the “I support the BID” Facebook page. The ad ran for a specific 2-month period, which resulted in an increase to the amount of fans on the page. 

Within all external and internal communications, individuals were encouraged to visit the Facebook page for up to date information. This also allowed the Prince George Bid Committee to reduce their budget as a formal website was not created.

Flickr was also used to store and share high resolution photos for external use. In particular, as many media events occurred over a 6-month period, media were encouraged to pull photos from events for their use if they were unable to attend in person. This only added to the positive relationships developed through effective media relations.

8. SUSTAINABILITY

City Council approved “Prince George 2.0” last year and many components of this strategy were incorporated throughout the 2015 BID process for engagement planning. The City Strategic Plan outlines that communication and engagement methods developed and practiced during the myPG project in 2009/2010 will be imbedded in the City’s business practices and become a new way to engage the public.

Traditionally, the City of Prince George has utilized traditional means of communication to engage individuals, which involved television, radio, print advertising, and open houses with. While still respecting the traditional audience, Prince George 2.0 was created to enhance the City’s online presence, begin to reach out to a new audience and demographic using web 2.0 tools, and manage the City’s online reputation. In a new era of instantaneous communication, the City was inspired to deliver content and respond to public enquiries through 2.0 tools in an extremely fast manner. 

To ensure sustainability, other City of Prince George projects have followed the same model to engage and communicate with the public. Prince George 2.0 to date, consists of the following items that occurred in 2010, but will continue to expand and grow throughout 2011 and 2012.

Facebook- 1400 followers, with text, video, and photos updated daily.

Youtube- 155 videos have been produced by City communications division to date, with 48,000 total video views.

Twitter- 500 followers, with text video, and photos updated daily.

Flickr- hundreds of high resolution photos are available for public downloading and for sharing with media.

ITunes Podcasting- City announcement events are available for free download on ITunes.

2010 multimedia annual report- 25 videos imbedded into the 2010 Annual report which highlight Council’s core focus areas and priority projects.

Council meeting webcasting and video archiving- ability to web stream all Council meetings live, and have each agenda items edited and archived for public viewing hours after the meeting concludes.

2011 Budget Consultation- opportunities for the public to send in 30 second video clips of what their budget priorities were for 2011.

Multimedia press releases- imbed videos and photos into standard media releases to better engage the media and public.

9. BEST PRACTICES

Although the City of Prince George was bidding to be the host community of the 2015 Canada Winter Games, efforts to engage many more were considered. A community driven BID brought many from various background together to all work towards a common goal. A transparent BID process allowed the public to remain engaged and informed, as all activities of the BID were shared aggressively.

A model of a regional Winter Games was also developed, where all residents of Northern B.C. would feel and experience the magic of the 2015 Games. Also, as 2015 marks the first time for British Columbia to host the Winter Games, it was essential to consider this as BC’s games and develop marketing and engagement proposals to include the entire province. Another key aspect was the emphasis of the City’s “Host First Nations”, the Lheidli T’enneh. The 2015 Canada Winter Games were welcomed on traditional territory and culture and history of the Lheidli T’enneh began to be included in all marketing efforts (see official Lheidli T’enneh video).

Overall, the best practices included:

· Community engagement

· Regional Games aspect

· Provincial Games aspect

· First Nations engagement

· Engage all of Canada

Sue Hylland, CEO of the Canada Games Council, stated it best in a feature produced by the City of Prince George (see video).

10. TRANSFERABILITY

The BID for the 2015 Canada Winter Games will now be a legacy for all future submissions. A successful 2015 Canada Winter Games will be the centerpiece of the City’s major events hosting strategy. The Provincial Government has completed a case study on the City’s BID, and how it went from “Bronze to Gold” in 6 months to win the rights to host the Games. Marketing, civic engagement, social media, and communications 

strategies are all identified within that case study. Additionally, several municipalities have enquired about the City’s social media strategy and how it was used in the BID and throughout many other City initiatives and projects.

11. KNOWLEDGE SHARING

To obtain the rights to host a monumental event like the Canada Games, the idea has to matter to everyone. Cut no corners when it comes to sharing your story. If there is an audience, be there and communicate your message. Arm the public with information, and include them in your planning and celebrations. At the end of the day, 4000-6000 volunteers will drive these Games, so it has to be important to them and you have to inspire them to lead the charge.
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