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Today’s Goals
 Learn more about the BC WIL Communications Plan and 

the reasoning behind the approach taken 
 Learn about the project's accomplishments
 Understand how this work will complement your own 

marketing and communications efforts



Summary
The project: 
 ACE External Relations #112 and 

Co-op and WIL Communications #130



Summary
The project goal: 
 To develop a BC-wide WIL communications plan to enhance the 

understanding of WIL and to promote WIL to increase outreach to 
employers and sector/industry partners. 

 To implement key strategies to be identified in the Communications plan, 
including development of WIL promotional material, advertising and 
regional events, and work to enhance industry and professional association 
partnerships.



Phase 1 – Create the plan



Considerations for the Plan
 Implementation supports

 Strategic alignment

 Situational analysis

 Target audiences

 Outcomes



Implementation supports
 Implementation through ACE-WIL
 Public presence
 Existing communication channels
 Infrastructure with directors, committees, volunteers and 

members



Strategic alignment – ACE-WIL
VISION
 ACE-WIL BC/Yukon is committed to leading excellence in post-secondary experiential learning through Co-operative 

Education and Work-Integrated Learning experiences.

MISSION
 ACE-WIL BC/Yukon is a non-profit organization whose purpose is to:

 promote Co-operative Education and Work-Integrated Learning to students, employers and key stakeholders;
 provide high-quality professional development for our members;
 facilitate a forum for the exchange of ideas and experience;
 liaise with other organizations involved in related interests; and,
 maintain a leadership role provincially, nationally and internationally in the field of Co-operative Education and 

Work-Integrated Learning.



Situational analysis
 It’s clear that a Communications plan will be of great value in focusing 

the efforts of the ACE-WIL Board of Directors and committee volunteers 
to ensure external communications initiatives are strategic and will 
lead to the desired outcomes.



Situational analysis
 Compared to the strength of the Co-op program and branding, much work 

needs to be done to bring WIL to the forefront, both provincially and at the 
individual institutions.

 In order to increase brand awareness with workplace partners, more 
comprehensive materials are needed to demonstrate value to the 
workplace partners and to fully explain what’s required of them for the 
various types of WIL.



Situational analysis
 There are challenges with resourcing communications projects consistently, 

which can lead to an overlap in terms of roles/deliverables, challenges 
working collaboratively due to the timing of available resources, and 
stretches of time where few or no resources are available to 
maintain/sustain initiatives. 

 The passion and commitment of the ACE-WIL volunteers and membership 
community will be key to the success of the Communications plan and 
initiatives over the long term, as will some much-needed tools to help 
support their hard work.



Target Audiences
 Workplace partners (existing, new, prospective)
 Industry partners and stakeholders
 BC WIL Council
 ACE-WIL BC/Yukon volunteers and members 
 Post-secondary institutions



Outcomes
 Increased brand awareness, knowledge and understanding of WIL amongst 

employer, industry and community partners and key stakeholders
 Increased student opportunities
 Improved access to workplace partners for smaller post-secondary 

institutions and those not in the Lower Mainland 
 Enhanced knowledge base to support employer, industry and community 

partners 
 Enhanced knowledge base to support ACE-WIL practitioners



Communications Strategy
 Harness the passion, commitment and expertise of volunteers to focus 

efforts on activities that have the greatest chance of making progress 
towards desired outcomes.

 Promote an understanding of WIL through a variety of channels, including 
digital media, advertising and events.

 Ensure that WIL branding, key messages and content are consistent, 
complete and current across all channels.



Communications Strategy
 Ensure that resources are easily accessible and easy to use for members, 

post-secondary institutions and workplace partners.
 Leverage WIL research and expertise to deliver value-added content.
 Support and leverage employer, industry and community partnerships.
 Prioritize and provide supports for communications activities that can be 

sustained by volunteers.



Phase 2 – Implement the plan



1. Develop a clear brand for WIL



 ACE-WIL is the publicly visible source for WIL information 
in BC/Yukon

 Updated URL: www.co-op.bc.ca > www.acewilbc.ca

 Updated logo:

BRANDING REVIEW

>



2. Increase brand awareness of 
WIL with key audiences



PRINT ADVERTISING

BIV 
Magazine:
Feb 2020
Feb 2021
$4,800

PeopleTalk
Magazine:
April 2021
$2,300

*Full page ads



CONTENT ADVERTISING

SBBC: 3
BIV online: 2
PeopleTalk: 1

$7,200



LINKEDIN PAGE

Avg #Posts/Month: 6.5
Organic page 
impressions: 12k
Total Followers: 272



#GetWILPowered
LINKEDIN ADVERTISING

Campaigns: 16
Ads: 26

Impressions: 16k
Clicks: 1.1k
Follows: 30

Total spend: $5,555



COLLABORATE
Member Townhalls hosted 
through BCcampus: 15



3. Develop tools to better 
engage with workplaces



RESEARCH WITH WORKPLACES

0 10 20 30 40 50 60 70 80 90 100

Articles, webinars, workshops
Case studies

One-on-one support
One-stop portal

Information Toolkit
Centralized website

Specific examples of WIL
Funding information

Resources to help make a decision to 
engage a WIL student

% choosing important and extremely important



INDUSTRY PARTNERSHIPS



WEBSITE UPDATES
• New Resource Hub
• Enhanced Employer section
• Improved Post an 

Opportunity 
• New ways to search for WIL 

programs
• New IA



4. Connect directly with 
workplace partners at in-person 
or online events



EMPLOYER EVENTS

Panelists: 5
Attendees: 98
Cost: $2,000
Advertising: $500

Panelists: 4
Attendees: 28
Cost: $450
Advertising: $500

Panelists: 4
Attendees: 64
Cost: $450
Advertising: $2,650



5. Demonstrate value to external 
stakeholders by sharing valuable 
content



BRANDED MATERIALS

200+ 700+



RESOURCE HUB



6. Develop tools to help ACE-
WIL volunteers implement 
tactics over the long term



VOLUNTEER TOOLS



Outcomes: accomplished
 Increased brand awareness, knowledge and understanding of 

WIL amongst employer, industry and community partners and 
key stakeholders

 Enhanced knowledge base to support employer, industry and 
community partners 

 Enhanced knowledge base to support ACE-WIL practitioners



Outcomes: time will tell 
 Increased student opportunities
 Improved access to workplace partners for smaller post-

secondary institutions and those not in the Lower Mainland 



Tips for post-secondary institutions
 Optimize your info on ACE-WIL website 

~1400 institution and program pageviews per month
 Leverage ACE-WIL resources
 Develop process that allows you to take advantage of 

any employer leads that come your way



Any questions?



Thank you!
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