


CAMPAIGN OVERVIEW

This  initiative  is  part  of the Pathways  to Belonging  Strategic  Plan . It meets  

the Strategic  Pillars  of “Coordinated  Support  and  Advocacy”  and  

“Welcoming  and  Inclusive  Communities”  by providing  greater  coordination  

around  challenging  systemic  racism ; and  helping  to bridge  the cultural  

divide  between  long -term residents  and  newcomers  to foster  mutual  

understanding,  respect,  and  community  cohesion .

The  Inclusivity  Campaign  builds  on the See  My Value campaign  from 2022 . 

Phase  1 was  successfully  launched  in March  2025 , in partnership  with a 

dedicated  task  force  of settlement  agencies  and  community  partners .



• Increase awareness of the newcomer community 

in the Saint John Region.

• Highlight the invaluable contributions of newcomers 

to our economy, culture, and social fabric.

• Reinforce that inclusivity is a shared responsibility 

and that every resident has a role to play in fostering 

a welcoming community.

OBJECTIVE



COLLABORATORS



Borys & Nataliia

Arts & Culture. 

Isabel & Rafael

Family. 

Nilton

Entrepreneur.

Théophile

Francophone. Volunteerism.

Jumaboy

Healthcare.

NEWCOMER STORIES



TARGET AUDIENCE

• Saint John Region Residents 

TIMELINE

• March 21: Live Launch @ Saint John Sea Dogs Game 

• March 24 - April 28: Flight 1 Digital & Out of Home 

(OOH) Media Buy 

• June 26 - August 7: Flight 2 Digital & OOH Media Buy

CAMPAIGN OVERVIEW



• Sea Dogs game 

• Internal bus ads

• Social media

• Billboards around the city

• Printed media

• Website

• Cineplex

• AREA 506 Waterfront Container Village

DETAILED PLACEMENT



META ADS



LANDING PAGE ANALYTICS (FLIGHT 1)

Active Users: 8.8k
Average Engagement Time: 

17s EN Page Views: 10k FR 

Page Views: 286



LANDING PAGE ANALYTICS (FLIGHT 2)

Active Users: 8k

Average Engagement Time: 

8s EN Page Views: 9.6k FR 

Page Views: 25



FLIGHT 1 INSIGHTS

• Our ads achieved an above - average click - through rate. 

      The average is between 0.05% and 1.7% -  we had 3.11%

⚬ This demonstrates that the ad creative and copy effectively resonated with our 

audience, encouraging engagement.

• EN content had a significantly larger reach than FR content.

⚬ There may be value in exploring whether budget distribution between EN and FR 

content aligns with actual audience reach and engagement patterns

• Video ads had high engagement, with high watch times at 100%

• EN Story (static) ads drove the majority of engagement

⚬ This indicates that format performance varies and should be considered in future 

campaign analysis.



FLIGHT 2 INSIGHTS

• Our ads continued to achieve an above - average click - through - rate at 3%.

• EN content had a significantly larger reach than FR 

content.

⚬ This is consistent with Flight 1 findings.

• Average play time of videos is lower than in Flight 1

⚬ Future campaigns should consider video ads specifically for Meta (15 - 30 second spots)

• EN Static Post ads drove the majority of engagement.

• Even with dedicated budget put towards FR assets, spend remains low

⚬ The Meta FR audience in the Saint John Region is not a large audience base, so it becomes 

difficult to competitively bid and spend towards this targeted audience.



FOCUS:

• Maximizing the lifespan and reach of both existing and new content

• Engaging residents with inspiring, relatable stories year - round

• Encouraging action toward inclusivity, not just awareness

• Strengthening partnerships with employers, cultural organizations, and community leaders

TARGET AUDIENCE:

• Primary:

⚬ Lifelong Saint Johners (30+)

• Expanded:

⚬ Youth (15 - 29) -  future workforce and cultural bridge - builders

⚬ Small and medium - sized businesses

⚬ Cultural associations and community leaders

NEXT PHASE



KEY MESSAGES

CORE (FROM PHASE 1):

Arriving in a new country, city, and home can be overwhelming - we can make it easier with a 

warm welcome. 

Newcomers are innovators, dreamers, and doers. They are active contributors to the Saint 

John Region’s growth.

ADDITIONAL (FOR PHASE 2):

Welcoming is more than words, it’s actions. Every person has a story worth 

hearing and sharing. An inclusive region is stronger, smarter, and more 

connected. You can be part of the welcome for newcomers.



https://drive.google.com/file/d/1xkoNFGPMbGz0ymyZxT6u4xx83LgSamsn/view

Following the successful launch of Phase 1 in March 2025, Our 

Region, Our Home will enter Phase 2 in 2026, with a focus on 

developing 5 new video stories – 4 English, 1 French. This will 

expand the video library to 10 Growth Story videos (8 English, 2 

French) showcasing newcomers who call the Saint John Region 

home. 

NEXT STEPS

https://drive.google.com/file/d/1xkoNFGPMbGz0ymyZxT6u4xx83LgSamsn/view




THANK YOU 

Kathryn Melvin

Manager of Population Growth

Project Manager for the Saint John Local Immigration Partnership

Kathryn.Melvin@envisionsaintjohn.com  

mailto:Kathryn.Melvin@envisionsaintjohn.com
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