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Website Highlights

Within the first two-week phase, the 
campaign received a significant amount 
of earned media to drive it forward.

During the campaign, BlogTO's piece 
on the campaign was a single largest 
driver of traffic to the website, with our 
paid social media ads in the number 3 
spot.

Users spent very little time on the site, 
averaging less than 1 minute over the 8 
weeks.

The front page was by far the most 
visiting for the duration, with Moncton, 
Fredericton and Saint J o h n ’ s  pages 
taken second place at different times 
throughout the campaign



Social Media Highlights

Content was served to over a half million 
people

Approximately 1.5% of those clicked on the ad 
to learn more.

Each lead cost an average of $7.64,

Most leads generated were from males aged 
35-44 (136 leads).

Social media users across all platforms 
engaged most frequently with the

“ Yo u r New Backyard” image

Platform Impressions Link Clicks Average Costper Lead

Facebook 579943 6515 $7.89

Instagram 15224 166 $4.07

Province Impressions Link Clicks Average Costper Lead

Quebec 359893 4127 $7.34

Ontario 235679 2556 $8.10

Total Results 595,167 6,681 $7.64



LinkedIn Highlights

LinkedIn became more 
prominent in driving leads 
and traffic to the site in 
phase 3(week 5&6) of  the 
campaign

Cost per lead averaging 
over $30 per lead 
throughout the campaign,

The sectors where people 
where interested in working 
remotely from New 
Brunswick were not as we 
had originally surmised

The top ten industry segments that engaged with the 
campaign through LinkedIn were:

10. Hospital and Healthcare
9. Investment Management
8. Retail
7. Marketing and Advertising
6. Banking
5. Computer Software
4. Government
3. IT
2. Higher Education Administration
1. Financial Sales



Eyes Over



Total Leads 3449

40%
FROM WEBSITE

60%
FROM Facebook

A total of 3449 individuals requested more 
information.

Leads were retrieved from MailChimp and Bonshaw
reports.

Many requests came from outside the country and
requiring work.

Process was changed to requesting the information
necessary such as their residency and present work
position directly on the initial Website form.



Qualified Leads 336

ONTARIO72
%

QUEBEC21
%

BRITISH COLUMBIA3
%

One identified as a Canadian resident or citizen and 
a remote worker, leads were sent the Needs 
Assessment questionnaire derived by the workforce 
team.



Hot Leads 150

35 were transfered to the Greater Fredericton Regional Coordinator

60 were transfered to the Greater Moncton Regional Coordinator

33 were transfered to the Greater Saint John Regional Coordinator

6 were transfered to the North East Region

0 were transfered to the North West Region

16 are undecided on a region
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Economic Impact
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Remote worker's model reflects the data
presented above in this report. Here are
assumptions to keep in mind:

 Households earn the midpoint of their 
salary range (for example, a househol 
earning between 100k and 150k is 
assumed to earn 125k)

 Retired individuals and individuals on 
social assistance earn the New 
Brunswick average

 The ‘B r e a k E v e n ’ investment amou 
is based on a weighted average of 
household earnings (with earnings 
determined using the

Dashboard



Pilot Learnings
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• The campaign targeted younger remote workers however it not only attracted remote 
workers it also attracted the following:

o Retirees who are interested in what N.B. has to offer
o Skilled workers without a job
o Younger immigrants

• The duality, fragmentation and misconceptions of our own province need to be addressed 
and fixed to effectively recruit outsiders. This campaign brought to light issues on:

o Bilingualism
o Family doctors
o Education

• Rural New Brunswickers view affordable housing as an issue, but urban dwellers and
outsiders do not

• We are our own biggest challenge – pride of place in N.B. needs to be strengthened. There
are New Brunswickers with genuine pride of living here which can be captured and leveraged
to inspire pride of place across the province

• There is a lack of general awareness of New Brunswick
• N.B. lacks a unifying culture and identity that if built, would help attract remote workers

• The Needs Assessment sent to the interested target group is quite lengthy and time 
consuming, which could hinder conversion

• The campaign used effective N.B. value propositions, but being the ‘cheapest  place to 
l i v e ’ is not sustainable as we will not always be the cheapest



Pilot Learnings (cont.)
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• The creative hit the mark, showcasing the real and authentic New Brunswick 
experience with simple yet effective visuals

• The website was the channel that interested target members reached out 
through, not via the campaign 1-800 number or email

• Earned media for blogTO was the most valuable source for driving to the

campaign website, while paid media with blogTO was not effective



Campaign Recommendations
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Short-term Recommendations

1. As per the current process, follow up wi th target group who showed interest but did not
move to N.B. to understand why they did not follow through

2. Follow up wi th Western target who showed interest bu t did not move to N.B. to understand why 
they did not follow through

Long-term Recommendations

1. Use an onboarding service or liaison for the campaign website, such as chatbot, to draw in target 
and allocate the appropriate resources to the interested target group to increase conversion rates

2. Increase communicat ions to achieve greater awareness of campaign and of N.B.
3. Build a New Brunswick culture and identity that New Brunswickers will take pride in and stand 

behind
4. Leverage equality and regional representation of the province by having equal assets for all 

regions in N.B.
5. Condense the Needs Assessment questionnaire that the interested target groups receive to 

increase complet ion rate
6. Implementat ion of an incentive program to attract the target group



Campaign Recommendations (cont.)
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Next Steps

1. Use existing campaign assets to target–Quebec City or Sherbrooke/Trois Riviere, Fort McMurry, 
Edmonton, Vancouver - wi th an 8 week campaign using the same spend and target as the 
pilot campaign for accurate comparison. 

2. The second phase of the campaign should start pre-election call and run to post election,  mid 
August to mid October to run for 8 weeks again



Thank You!


