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about us

For over a decade, SummersDirect Conference & Events and Swansea
Communications have been bringing together communications
professionals from across Canada for quality conference programming.
This partnership is the only in Canada that has provided both national
and regional conferences for communications professionals that is
focused on its audience.

Our goal is to offer a conference experience that will educate and
inspire professional communicators from various industries through
an environment of professional networking to benefit both delegates
and speakers alike. You will walk away with tools and techniques you
can take away and use, case studies you can relate to and most of all
VALUE.

Together we want to build a long-lasting relationship with youl!

We are excited to have you join us and hope you return year after year.

Please call 1.780.747.2958 or email us at info@summersdirect.com.
You can also find out more about us at www.summersdirect.com.
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thank you

to our presenting sponsor

Academica Group is Canada’s largest marketing research and
consulting agency devoted entirely to the postsecondary sector.
Through its expert staff and cross-country network of consultants,
Academica works to support and inspire higher ed institutions through
research & consulting, digital content, and career advertising. Every
year, Academica works with over 100 higher ed institutions. The
Academica Top Ten news digest and digital content platform currently
reaches over 26K higher ed professionals daily.

academica group

support and inspiration for higher education
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8:00 - 8:30 a.m

REGISTRATION AND CONTINENTAL BREAKFAST

8:30 - 8:45a.m.
WELCOME AND OPENING REMARKS FROM THE CHAIR

8:45 - 9:45 a.m.

BUILDING DATA-DRIVEN CONTENT: HOW HOW SCHOOLS USE LINKEDIN TO
REACH AND ENGAGE THEIR KEY AUDIENCES

The rise of digital and social media platforms has enabled prospective students,
business leaders and alumni to research and make decisions on their own. In
this new environment, content marketing is one of the best ways to engage the
audiences that matter most early in the decision process and convert against
your objectives.

However, schools face siloed departments, tight resources and lengthy processes

that can make content marketing seem daunting. As Higher Education Lead Graeme Owens
for LinkedIn Marketing Solutions Canada, Graeme partners with schools across Higher Education Lead,
the country to navigate these challenges and create data-driven content that LinkedIn

resonates with a range of audiences and stakeholders on LinkedIn.

Attendees of this session will walk away with some tips, tricks and best practices that you can take back to
your campus and leverage across all of your content channels (on Linkedin and off).

9:45 -10:00 a.m.

NETWORKING REFRESHMENT BREAK

10:00 - 11:00 a.m.

CANADIAN UNIVERSITY PRESIDENTS AS SOCIAL MEDIA COMMUNICATIONS:
REWARD AND RISK FOR THE BRAND
AS RELATIONSHIP BUILDERS

McMaster University Graduate Researcher Jane
Antoniak has interviewed Canadian university
presidents, surveyed Directors of Communication
and studied social media content for her master’s
research work on leadership communications

via digital technology. Does having the president Jane Antoniak Dr. Alexandre Sevigny
of the university as a social media communicator King's University College  Director, Master
humanize the brand? What strategies come to at Western University of Communication

play between the leader and the communications Management program,
department which impact the recruitment and McMaster University

retention of students? This newly completed,
original research, supervised by Dr. Alexandre
Sevigny, will be unwrapped during this seminar,
providing attendees with insights into how and
when they may engage their president into the
digital conversation and for what outcomes.



11:00 - 12:00 p.m.

OWNING AN ISSUE YOU'RE POWERLESS TO PREVENT:
HOW HONESTY AND TWO-WAY COMMUNICATION
HELPED SHERIDAN COLLEGE TO PREVENT A BUILDING
DELAY FROM BECOMING A FULL-BLOWN CRISIS

In July, 2016, Sheridan learned that its new 220,000 square foot building,
under construction in Mississauga, Ontario would not be ready in time for fall

classes. Learn how Sheridan shared the disappointing news with 1,320 affect- Christine Szustaczek,
ed students and made them aware of our constraints without shifting blame MCM, APR, Director
to maintain people’s trust, protect our reputation, and preserve important of Corporate
relationships with our partners and funders. Communications and

External Relations,
Sheridan College

12:00 - 1:00 p.m.
NETWORKING LUNCHEON

1:00 - 2:00 p.m.
HOW UNIONS ENGAGE

Imagine working in Communication and Marketing on both sides of the
bargaining table. Priya Bates has led Communication roles with Canada’s
largest private sector employer and one of Ontario’s largest health-care
unions. In this session, she'll share her ‘aha” moments on what the union
movement is doing right when it comes to engaging your employees. You will
learn:

The discrepancy in perceived value for the employee Priya Bates

ABC, MC, CMP, IABC
How unions create programs to drive performance, participation, Fellow, Inner Strength
promotion and pride Communication

The investment made to train leaders and build relationships
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2:00 - 3:00 p.m.

COME IN, WE'RE OPEN: HOW UBC LIBRARY LEVERAGED CAMPUS ALLIES,
STUDENTS AND IN-HOUSE TALENT TO BUILD A MULTIPLE AWARD-WINNING

CAMPAIGN

In the Fall of 2016, UBC Library Communications & Marketing launched

a campus-wide campaign to foster awareness around the Open Access
movement and open resources available through the Library. The campaign
resulted in significant increases in online traffic to the Library’s Open Access
resources, increased engagement with instructive content, a well-attended
event and multiple national and international awards. The campaign was
executed by a four-person team on a shoestring budget of $120 CAD.

Michelle Blackwell

In this presentation hear how they were able to accomplish so much with so Communications and
little by leveraging allies from partner faculties, identifying our core audience Marketing Strategist
and determining their needs, and maximizing our in-house time and talent. UBC Library

In this session, you'll hear how to:
leverage allies from other faculties to help elevate your campaign/brand
identify and prioritize a core target audience
identify audience needs through focus groups

- maximize in-house time and talent

library.ubc.ca/openaccess

3:00 - 3:15 p.m.
NETWORKING REFRESHMENT BREAK

FAILURE TO LAUNCH: HOW TO OVERCOME THE SILO MENTALITY AND INSPIRE
AMAZING CONTENT THROUGH INTEGRATED COMMUNICATION STRATEGY

You've seen it before... Your institution rolls out a new communication tool- F .
perhaps a website platform, an e-marketing tool, or events calendar- to its

staff, without developing a proper content strategy, engaging in consultation or
documenting a clear governance model. The result: low adoption and lukewarm
enthusiasm. Sound familiar? Sometimes uniting disparate areas around common
goals can feel like herding cats!

In the digital age, communicators are absolutely vital to the technology project Adam Brayford
lifecycle. Your participation can transform university/college culture and position  Assistant Director of
business needs and audience expectations at the heart of technology decisions. Digital Communications
Find out how you can position yourself at the crossroads of leadership, I.T., end Simon Fraser University
users and audiences to set the tone for a successful technology rollout, one that is

informed by an integrated content strategy, and driven by inclusive consultation,

digital analytics and audience input.

This session is geared toward senior professionals within central comms and marketing teams; however,
regardless of your role, you'll learn how you can better collaborate with other departments and deliver
strategic, on-brand, integrated communication solutions.

__415pm.
CONFERENCE CONCLUDES FOR THE DAY
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REGISTRATION AND CONTINENTAL BREAKFAST

CREATING AND DISTRIBUTING KICK-ASS CONTENT MARKETING CAMPAIGNS

Seth Godin contends that “content marketing is the only marketing left.” He's
probably right, considering Forbes magazine estimates that the average
person sees between 3,000 and 20,000 ads and brand messages per day.
Marketers, therefore, need to know how to create content that will attract and
engage target audience(s) and know how, where and when to distribute that
content to maximize its impact.

In this session, Lauren Lord of the SchoolFinder Group will lead a detailed Lauren Lord
discussion with specific tips and proven best practices about how campus Manager, Marketing &
marketers and recruiters can create and distribute content at every stage of Community

the student recruitment process—from high school to grad school. Actionable SchoolFinder Group
take-aways for you and your campus colleagues include how to: EDge Interactive

Come up with great content ideas;

Craft titles that will capture attention;

Choose the style of content that best suits each topic and each audience (e.g. tips vs webinars);
Write engaging content designed for mass sharing;

Maximize different distribution channels including paid social

The presentation will include findings from original research conducted with the SchoolFinder Group's com-
munity of students, parents and guidance counsellors. She'll cover some of the participants’ most commonly
asked questions regarding the post-secondary selection process, as well as what distribution channels are
effective in reaching these audiences.

NETWORKING REFRESHMENT BREAK

WHAT TRAFFIC CAN AND CAN'T TELL YOU: INFLUENCING STUDENT
PERCEPTIONS WITH DIGITAL STRATEGY AND RESEARCH

In this presentation, Kayla and Phil will discuss
how a strong digital strategy based on timely
research can make all the difference not only

to a school's recruitment strategy, but to every
phase of the student life-cycle. The presentation
will draw on proprietary Academica research that

T

has been co-designed with Kayla and Seneca to b

offer insights into student perceptions that have Dr. Philip Glennie Kayla Lewis

never before been made available to Canadian Communications & Manager, Social Media
institutions. Kayla will also touch on the increasing Partnerships Manager, and Media Relations,
expectations that applicants and students bring to Academica Group Seneca College

a school’s social media in particular, turning these
media into what Kayla calls “the new digital call
centre” for support and inquiries.
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BEST PRACTICE EXCHANGE

Delegates will break into small groups and share their own experiences in what works and what doesn't work
in communications. Delegates will walk away with numerous case studies and a best practice list. Notes will
be taken and e-mailed to delegates afterwards.

NETWORKING LUNCHEON

ART + STRATEGY: USING GRAPHIC DESIGN TO BEND THE RULES, TURN HEADS
AND NOT BREAK YOUR BRAND

In-house graphic design teams have advanced with the times. Once known

for being production factories, they are now seen as the visual architects
behind major brands today. While visual identity systems are critical in building
consistency and trust they present a key challenge—how do you expand a
graphic system so that it follows the rules but isn't trapped by them? We will
review how Ryerson continues to evolve its creative four years after refreshing
it's brand, producing award-winning designs that are fun, functional and

impactful. Josh Mclnerney
Manager, Design and
In this session your takeaways will be: Creative

Determine the strengths and weaknesses of your current visual design Ryerson University

system
Discover different ways of pushing new design solutions

Examine how strong design can help build inroads and opportunities with internal stakeholders

STOP TALKING ABOUT VIDEO AND DO IT ALREADY!

If your organization is still sitting on the sidelines when it comes to creating
and sharing video content, you're missing out on one of the single most
effective communication platforms available. Consider this:

Visual contentis mare than 40 times likely to get shared on social media
than other types of content

51% of marketing professionals say video is the type of content with the Warren Wegks
best ROI (Digital Marketing Blog - April 2015) Weeks Media

Video is where the eyeballs are. Even so, most associations have failed to make

it part of their content strategy. In this session, we'll debunk some of the more

common barriers and provide a practical overview of equipment, dos and don'ts, tips for shooting, framing,
lighting and sound, keys to visual storytelling, simple editing techniques and best practices for getting
maximum engagement with your videos. Participants will also be treated to case studies, examples using
more than a dozen short videos and a Q&A session.
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NETWORKING REFRESHMENT BREAK

IS INTEREST BASED TARGETING POSSIBLE IN THE POST-
SECTO K-12 ECO-SYSTEM?

In 2017 Ruffalo Noel Levitz released a white paper entitled "Why it's time
to throw away your communication plan. Transforming Enrollment Through
Student Driven Engagement”.

While this paper leads to the promotion of the use of an RNL product to
solve the problem, the underlying issues are worth discussing. How are
you deciding where your marketing dollars are being spent? GenZ is very
adept at blocking out the noise of ads, even native ads, and with highly Lee Taal

personalized mobile and online devices, can easily miss the fact that Founder, ChatterHigh
institutions exist, let alone what is offered. How do you prospect and build

awareness of your programs in high schools in a meaningful and measurable

way?

In this session hear how the audience has changed, and the recommendations they've made. Attendees will
be invited to share their thoughts and strategies. How are we able to identify students’ with interests in

our programs, and get them the relevant information, while they are still in the classroom? Of interest, in
particular, to Lee is the "Wishlist’ that institutions may have in a resource. Would it help to know females with
high interest in STEM programs, willing to move out of province, for example? ChatterHigh now works with
50 institutions across Canada and is developing a method to map out student interests that will be available
to institutions and will demonstrate initial data already gleaned.

CHAIR’S CLOSING REMARKS AND CONFERENCE CONCLUDES
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OPTIONAL POST-CONFERENCE WORRSHOPS:

8:30 a.m. - 12:00 p.m.

WORKSHOP A: REAL WORLD ONLINE MARKETING FOR POST SECONDARY
- ASTEP-BY-STEP WORKSHOP

Is your institution’s online marketing a hodgepodge of random tactics that
resembles something like spaghetti thrown at the wall? The Real World Online
Marketing workshop will guide you out of the quagmire, and bring order to your
institution’s digital chaos.

In this step-by-step workshop, Doug Lacombe will walk you through the building
blocks of an online marketing plan, addressing the unique challenges of post ,
secondary communications. Hands-on exercises will cover audience targeting Doug Lacombe

and persona building, media mix and tactics such as content marketing, President
SEO and digital advertising. You'll leave this session with a concrete plan to Communicatto Inc.

transform your digital ideas into action as soon as you're back at your desk - if
not sooner! Like Build a Bear ™ but with more social and less fuzz.

Doug Lacombe is President and Founder of Communicatto Inc. Drawing on over 27 years of experience in media, web
publishing and technology; Doug and his team work with businesses and associations to integrate traditional and digital
communications, with a focus on content marketing and social media.
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1:00 - 4:00 p.m.
WORKSHOP B: CRISIS COMMUNICATIONS

A post-secondary environment is a microcosm for almost any kind of crisis

or issue: security threats, harassment charges, student liberty issues,
inclusion and freedom of expression debates. Further complicating how a
post-secondary intuition will respond are the realities of its relationship to
government and the various interest groups and academic bodies that shape
and propel context around a crisis or issue. In this session John Larsen - who
has supported various post-secondary institutions in navigating contentious
communications - will provide a framework for assessing emerging
reputational risks, and will provide tools and considerations for effectively
managing them in the unique environment of a post-secondary institution.

John Larsen

Executive VP Crisis &
General Manager, Calgary
Edelman Canada

John Larsen is Executive Vice-President & National Practice Lead (Crisis & Reputation Risk) for Edelman Canada, and
General Manager of the Calgary Office. John holds a master’s degree in communications, is a graduate of the Canadian
Forces Command & Staff College, and has completed executive education in leadership at Harvard University’s Kennedy
School. He is the recipient of the 2012 International Association of Business Communications (IABC) ‘Master Communicator’
Award, the highest professional honour in the public relations industry. In 2014 he was designated as a member of the
Institute of Corporate Directors (ICD.D). John has served on numerous professional, post-secondary education, community,
not-for-profit, and corporate boards. He currently sits on the Board of Governors at the Glenbow Museum, the Board of
Directors for the Military Museums Foundation and the Advisory Board for Welund Corporation, an international corporate
intelligence firm.

WORKSHOP C: GAMIFIED COMMUNICATION CHANNEL: CREATE MEASURABLE,
HIGH QUALITY AWARENESS OF YOUR INSTITUTION IN CAREER CLASSES IN
CANADA

The direct engagement methods available for you to reach and engage with
students in high schools are pre-internet, expensive and hard to measure. Your
best asset is your website. How do you get students to visit specific pages with
the intent of finding specific information? How can you target this information
to specific school districts? How do you measure if students are successfully
engaging with your information? How do you know if they are interested?

\

In this workshop, we'll demonstrate a current communication channel into Lee Taal

career education classes across Canada. We will explain how the national Founder of EdTech
competitions “Canada’s Most Informed School” and “Most Informed Student” ChatterHigh

give you an opportunity to build deep awareness with future students. We will
show you how this activity can not only build awareness, but lead to reducing
first year attrition.

Attendees of the talk will walk away with:

1. Anaccount for including information into high school career courses (e.g. GLC20 in Ontario) in Canada
and in the U.S.

2. Knowledge of granular engagement reports not available through other means
3. Understanding of how to participate in national post-secondary exploration competitions
4. Testimonials from post-secondary institutions already using the gamified channel.

Lee Taal has held a wide variety of leadership and management roles with the RCN, GE, and 13+ years, in advertising,
marketing and communications. He is the Founder and CEO of EdTech ChatterHigh. He is a Ted Talk alumni and his passion is
getting students to explore post-secondary and career paths. Lee worked in the Arctic, has a medal from the UN and NATO.
His mission now is getting every student to actively research and talk about their future. Lee sits on the BC Technology
Workforce Development Subcommittees for Diversity & Outreach and Job Readiness.



Early bird ends March 30/18

FISSHAYNEIEN Marketing & Communications for Post-secondary Conference + TWO WORKSHOPS

(Please choose from Warkshop B or C below) (MAY 7, 8 & 9, 2018)
O Early bird registration (on or before March 30) $1349 + $175.37 (13%) HST = $1542.37
O Regular registration (after March 30) $1599 + 207.87 (13%) HST = $1806.87

Marketing & Communications for Post-secondary Conference + ONE WORKSHOP

(May 7, 8 & half day on the 9, 2018)

Must select one:

O Workshop A or O WorkshopB or O Workshop C

O Early bird registration (on or before March 30) $1299 + $ 168.87 (13%) HST = $1467.87
O Regular registration (after March 30) $1399+ 181.87 (13%) HST = $1580.87

Marketing & Communications for Post-secondary Conference - BOTH DAYS (May 7 & 8, 2018)
[J Early bird registration (on or before March 30) $999 + $129.87 (13%) HST = $1128.87
[J Regular registration (after March 30) $1099 + $142.87 (13%) HST = $1241.87

Marketing & Communications for Post-secondary Conference - DAY ONE ONLY (May 7, 2018)
O Early bird registration (on or before March 30) $499 + $64.87 (13%) HST = $563.87
O Regular registration (after March 30) $599 + $77.87 (13%) HST = $676.87

Marketing & Communications for Post-secondary Conference - DAY TWO ONLY (May 8, 2018)
O Early bird registration (on or before March 30) $499 + $64.87 (13%) HST = $563.87
O Regular registration (after March 30) $599 + $77.87 (13%) HST = $676.87

(May 9, 2018)
[0 WORKSHOP A: REAL WORLD ONLINE MARKETING FOR POST SECONDARY
- A STEP-BY-STEP WORKSHOP

0 WORKSHOP B: CRISIS COMMUNICATIONS

0 WORKSHOP C: GAMIFIED COMMUNICATION CHANNEL: CREATE MEASURABLE, HIGH
QUALITY AWARENESS OF YOUR INSTITUTION IN CAREER CLASSES IN CANADA

Cost per workshop:
O Early bird registration (on or before March 30) $349 + $45.37 (13%) HST = $394.37
O Regular registration (after March 30) $399 + $51.87 (13%) HST = $450.87

Name:
Title:

Organization:
Address:

City: Province:

E-mail:

PAYMENT

1. Payment enclosed (please make cheques payable to SummersDirect Inc.)

2. Please charge my: O Visa 0O MasterCard

Card Holder's Name: Date:

Card Number: 3digitcode
(on back of card)

Signature: Expiry Date:

3. Please send me invoice (payment must be received before conference or upon arrival).

Postal Code:____ Phone:
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REGISTER online now CLICK HERE

E-MAIL this completed form to:
register@summersdirect.com

PHONE 780-747-2958

MAIL this completed form with payment to:
SummersDirect Inc.

18 Cooperstown Court SW

Airdrie, AB T4B 2C5

VENUE & RESERVATIONS

Courtyard Marriott Downtown

475 Yonge Street,Toronto, ON.
Conference rate of $235. For
reservations please call 1.800.847.5075.
Please identify yourself as being with
the SummersDirect Inc. group when
making or amending the reservation.
Prices are guaranteed until Wednesday,
April 11, 2018.

CANCELLATION AND REFUND POLICY
Substitution of delegates is permissible
without prior notification. Refunds

will be given for cancellations received
in writing no later than 10 days prior
to the conference date subject to an
administration fee of $200 plus $26
for GST. After this time, you are liable
for the full registration fee even if you
do not attend the conference. If you
register during this 10 day period,

you are also liable for the full fee.
SummersDirect Inc. reserves the right
to change program date, meeting place
or content without further notice and
assumes no liability for these changes.

SPONSORSHIP OPPORTUNITIES

If you are interested in sponsorship
opportunities for this event please call
Renee at 780.747.2958


http://summersdirect.com
https://www.eply.com/2ndAnnualMarketingCommunicationsforPostsecondary2295711
mailto:register@summersdirect.com
http://www.marriott.com/meeting-event-hotels/group-corporate-travel/groupCorp.mi?resLinkData=Marketing%20%26%20Communications%20for%20Post-secondary%20Conference%5Eyyzcy%60cohcoha%7Ccohcohb%60235%60CAD%60true%604%605/6/18%605/9/18%604/11/18&app=resvlink&stop_mobi=yes
http://www.swanseacommunications.com/

