
Communications plan: Relaunch strategy 
Objectives:  

1. To increase our weekly in person attendance to around 500 people each weekend between now and 
Christmas. 

2. To prevent an outbreak at our in-person church services. 

Key messages:  

1. Our church is open for in-person services on Sundays, and you will have to pre-register to attend. 
- We need to track their attendance for AHS, in the event an outbreak occurs. The church is a place 

where people grow in their relationship with God and others. It’s been a challenging time during 
these past six months meeting over Zoom. People are starting to feel “zoom” fatigue. 
 

2. We have implemented social distancing protocols, sanitization practices and PPE requirements to 
keep our space safe and healthy. 

- To prevent a COVID outbreak, we have created new procedures to keep our attendees safe and 
healthy.  

- These measures have also been instituted by Alberta Health Services and Alberta Health. 
 

3. Our church is a place where you will create meaningful relationships with God and others. 
- We know COVID has created a lot of fear for people. The church is still a place where you can find 

comfort, and it’s important to have this available during this time. Mental health has declined in 
Alberta, people have lost jobs and loved ones. This is an opportunity for the church to help people 
connect during this time.  

Target audience: People who attend our church services currently, people who do not attend our church 
services. 

Tactics: 

• E-news and Constant Contact 
• Targeted ads: Facebook and Google ads 
• Social media: free 
• Mailed enveloped flyers to our approx. 1,000 congregants 
• Community newsletters 
• Billboards 

Budget: 

• Facebook Ad: $6/day for a reach of 5k-14.5k people/day 
• Google Ad: 9$/day for an estimated 460-780 ad clicks each month 
• Mailed letters: 50 cents/enveloped letter. (approx. $500 for 1,000 people) Enveloped letters have a 

higher chance of being opened over regular flyer format.  
• Community newsletters: 30% discount, reaches 11,920 residents  

o 1/8 page: $84 
o ¼ page: $129 
o ½ page: $199 



o Full page: $343 
• Billboards: four-week rental, Master 4x8, $169.58 (including 15% discount)  

Totals: 

Option 1 Option 2 Option 3 Option 4 
One week ads on FB 
$42 

Two weeks ads on FB 
$84 

Three weeks ads on FB 
$126 

One month ads on FB 
$180 

One week ads on Google 
ads 
$63 

Two weeks ads on Google 
ads 
$126 

Three weeks ads on 
Google Ads 
$189 

One month ads on 
Google ads 
$270 

Mailed letters 
$500 

Mailed letters 
$500 

Mailed letters 
$500 

Mailed letters 
$500 

1/8 ad in Community 
Newsletter magazine 
$84 

¼ page ad in Community 
newsletter magazine 
$129 

½ page in Community 
newsletter magazine 
$199 

Full page in 
Community 
newsletter magazine 
$343 

Billboard 
$169 

Billboard 
$169 

Billboard 
$169 

Billboard 
$169 

Total: $858 Total: $1,008 Total: $1,183 Total: $1,462 
 

Recommendation: We should look at a hybrid of one month ads on FB, one month on Google ads, mailed 
letters, ¼ page in newsletter and billboard. This is a total of $1,248 on external promotions. The total does 
not include the 30 per cent discount from the Community newsletter magazine, but does include the 15 per 
cent discount we get with billboard ads. 

 
Based on this hybrid approach, here is the promotional timeline: 

Date Method of Comms. Content of Method Reach 
Sept 21 – Oct 31 Facebook ad TBD TBD 
Sept 21-Oct 31 Google ad TBD TBD 

Sept 21 Mailed letter flyers TBD TBD 
Oct 1  Ad in monthly 

Edgemont 
Community Magazine 

Newsletter 

TBD TBD 

Sept 23, 30, Oct 7, 
etc. 

Weekly e-news about 
church re-opening 

again 

  

Sept 24, Oct 1, Oct 
8, etc. 

Social media weekly 
reminder that church 

is open 

TBD TBD 

Sept 21-Oct 31 Billboard TBD TBD 
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Communications plan: In-Person Worship Services 

Department: Communications 

Project Leads: Ian Trigg, Carla Draper, Rebecca Schnell, Dayla Lahring 

Spokesperson: Rebecca Schnell, Dayla Lahring, Ian Trigg 

Objectives:  

1. To increase our weekly in person attendance by 10 per cent each weekend between now and 
July 2021. 

2. To prevent an outbreak at our in-person church services. 

Key messages:  

1. Our church is open for in-person services on Sundays, and you will have to pre-register to 
attend. 

- We need to track their attendance for AHS, in the event an outbreak occurs. The church is a 
place where people grow in their relationship with God and others. It’s been a challenging time 
during these past six months meeting over Zoom. People are starting to feel “zoom” fatigue. 

- Pre-registering also helps us schedule required staff ahead of time, as well as plan ahead for 
cleaning of high-touch surfaces in the Worship Centre. 
 

2. We continue to implement social distancing protocols, sanitization practices and PPE 
requirements to keep our space safe and healthy. 

- To prevent a COVID outbreak, we require our attendees to follow protocols to keep everyone in 
our building safe and healthy.  

- These measures have also been instituted by Alberta Health Services, Alberta Health and 
provincial and federal governments. 
 

3. Our church is a place where you will create meaningful relationships with God and others. 

- We know COVID has created a lot of fear for people. The church is still a place where you can 
find comfort, and it’s important to have this available during this time. Mental health issues 
have increased in Alberta, people have lost jobs and loved ones. This is an opportunity for the 
church to help people connect during this time.  

 
Target audience: People who attend our church services currently, people who do not attend our 
church services, businesses, community centres, other Alliance churches and other non-denomination 
faith centres, health officials, politicians 
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Research: Over the last few years, our weekly attendance has decreased to around 800 people from 
1,200. When we began online services in March, our attendance dropped further to an average of 650 
people per weekend for our Saturday services at 6:30 p.m. and our Sunday services at 9 and 11 a.m. 
Across North America, church attendance has been dropping over the last two decades. Churches in 
Alberta have been experiencing the same trend, and COVID-19 has only sped up this trend. In a 2019 
church-wide survey on attendance and Bible reading habits, we saw a direct correlation between daily 
Bible reading habits and how close people felt to God. Church attendance was also impacted by how 
often people read their Bible. 

Churches in Calgary and Edmonton are beginning to defy health orders to meet again. Back in March 
2020, Foothills Alliance Church made the decision to proactively follow our health authorities. In fact, 
the church closed its doors ahead of the province’s order to do so. Keeping our people safe and healthy 
has been, and continues to be, a top priority. 

As of March 10, 2021, there are 254 people in hospital and 37 people in ICU. There have been 1,928 
total deaths, and 4,463 active cases. COVID-19 rates increase approximately 4.04 per cent each day. 
According to the World Health Organization, COVID-19 is transferred by water droplets secreted from 
the mouth. Good hand hygiene and physical distancing are the two main factors in preventing the 
spread of COVID-19. 

During the first “relaunch” in September, we required all attendees to exit straight out the doors and 
visit in the parking lot. When the province prohibited all inside and outside gatherings, we decided to 
postpone our in-person services. The leadership at Foothills strongly felt that not being able to sing (as 
required by our health officials), combined with an inability to meet in the parking lot would take away 
two essential functions of the church: to worship and connect.  

As of March 9, gatherings of 10 people or less are allowed outdoors. With warmer temperatures coming 
with spring, we have decided to resume our in person services. As was important in the beginning of 
COVID-19, we will continue to prioritize keeping our attendees safe and healthy.  

In Sept 2020 when we launched services, we decided to only have two services on Sundays at 9 and 11 
a.m., to keep capacity at under 20 per cent. After seeing low attendance, church leadership decided to 
go down to one service on Sundays at 11 a.m. People could continue joining us online for our three 
services (Sat @ 6:30, Sun @ 9&11 a.m.). In resuming services again on Mar 14, we are only able to have 
15 per cent of our total capacity. Because of this, church leadership decided to offer two services on 
Sunday, as we did the year prior. By having two services, leadership felt we could keep our attendance 
rate within the provincial requirements. 

There are now three vaccines that are available to people. Those who are 75 and older, live in care 
communities or work in AHS are eligible. Church leadership has identified that there will come a time 
when they decide to only allow those who have been vaccinated to attend services. Regardless, we will 
continue to prioritize the health and safety for all our attendees.  

Life Group ministries, women’s ministries, children’s ministries and worship arts ministries have all 
conducted their own surveys on volunteers. When asked their comfort level of returning back to church, 
the majority of all surveys said they were comfortable to do so. This tells us we may need to find new 
volunteers, or require staff to be present on Sunday. Based on our previous “relaunch” in September, 
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we know we will need additional support from our staff. Staff members will oversee the same duties of 
keeping traffic flow, ushering in and out of the building and seating attendees.  

When it comes to mental health rates, the pandemic has impacted many Canadians, Statistics Canada 
reports. Out of all demographics, youth have been experiencing the greatest declines in mental health. 
In 2020, 55 per cent of Canadians said they had excellent or very good health, down from 68 per cent in 
2019. Prior to COVID-19, 60 per cent of youth aged 15-24 reported having excellent or very good health. 
Last year, only 40 per cent of youth felt that same way.  

Researchers from Mayo Clinic reviewed studies that examined the impact faith has on mental health. 
According to a Forbes article, they concluded, ““Most studies have shown that religious involvement 
and spirituality are associated with better health outcomes, including greater longevity, coping skills, 
and health-related quality of life (even during terminal illness) and less anxiety, depression, and suicide. 
Several studies have shown that addressing the spiritual needs of the patient may enhance recovery 
from illness.” 

From our Justice and Compassion ministries, reports indicate Foothills Alliance Church is a resource for 
those struggling with mental health. From a 2020 survey on The 2020 Project – a project that challenged 
people to read the Bible every day and read devotionals written by Foothills congregants – showed that 
the church and the project impacted people’s sense of wellbeing and connectedness to others. Based off 
external and internal research, we know Foothills has an important role in connecting people with each 
other and with God.    

Since physical church attendance has stopped across Canada, due to COVID-19, it’s important to see 
whether or not people have found alternative ways to go to church (such as online). According to Brady 
Shearer, a popular digital coach, church attendance has been significantly hit. Instead of focusing on 
how to get people back, churches should focus on reaching new people through a hybrid model, which 
includes doing ministry both online and in person.  

As such, Foothills has the task of finding creative ways to increase our traction. Some of our tactics 
should include online ads to target neighbourhoods. We should also utilize community billboards and 
newsletters.  
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Tactics: 

 

 

 

 

 

 

 

 

Traditional News Release Newspaper 
ad 

    

Direct E-news and 
Constant 
Contact 

Phone calls? Direct mail to 
approx. 1,000 
people? 

Community 
newsletters 

Ask ministries to 
promote within 
their e-news 

Announcement
s at service, in 
person and 
online 

Signage Community 
billboards 

Giant 
welcome 
and 
enter/exit 
signs 

Posters    

Digital Website page Website 
home page 

Website 
calendar event 

Social Media Digital ads Storytelling 
using video and 
written 

Materials Videos Photos Banners Downloadable 
pdf of our 
protocols 

Giveaways on 
social media 

 

Internal Email Staff 
Newsletter 

Share at 
weekly staff 
meetings 
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Promotional Budget: 

• Facebook Ad: $6/day for a reach of 5k-14.5k people/day 

• Google Ad: 9$/day for an estimated 460-780 ad clicks each month 

• Mailed letters: 50 cents/enveloped letter. (approx. $500 for 1,000 people) Enveloped letters 
have a higher chance of being opened over regular flyer format.  

• Community newsletters: 30% discount, reaches 11,920 residents  

o 1/8 page: $84 

o ¼ page: $129 

o ½ page: $199 

o Full page: $343 

• Billboards: four-week rental, Master 4x8, $169.58 (including 15% discount)  

Totals: 

Option 1 Option 2 Option 3 Option 4 

One week ads on FB 
$42 

Two weeks ads on FB 
$84 

Three weeks ads on FB 
$126 

One month ads on FB 
$180 

One week ads on 
Google ads 
$63 

Two weeks ads on 
Google ads 
$126 

Three weeks ads on 
Google Ads 
$189 

One month ads on 
Google ads 
$270 

Mailed letters 
$500 

Mailed letters 
$500 

Mailed letters 
$500 

Mailed letters 
$500 

1/8 ad in Community 
Newsletter magazine 
$84 

¼ page ad in Community 
newsletter magazine 
$129 

½ page in Community 
newsletter magazine 
$199 

Full page in 
Community 
newsletter magazine 
$343 

Billboard 
$169 

Billboard 
$169 

Billboard 
$169 

Billboard 
$169 

Total: $858 Total: $1,008 Total: $1,183 Total: $1,462 

 

Recommendation: We should look at a hybrid of one month ads on FB, one month on Google ads, 
mailed letters, ¼ page in newsletter and billboard. This is a total of $1,248 on external promotions. The 
total does not include the 30 per cent discount from the Community newsletter magazine, but does 
include the 15 per cent discount we get with billboard ads. 
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Based on this hybrid approach, here is the promotional timeline: 

Date Tactic Reach 

Mar 15-22 Facebook ad 5k-14.5k people/day 

Mar 29 – Apr 5 Google ad 460-780 ad clicks each month 
 

May 1-31 Ad in monthly Edgemont Community Magazine 
Newsletter 

Reaches 11,920 residents  
 

Starting Mar 5 Weekly e-news about church resuming services 500-600 people 

Mar 13, weekly Social media weekly reminder that church is open Avg 60 likes, 300 views 

Mar 12 Neighbourhood billboard  

Starting Mar - 
ongoing 

Phone calls TBD 

Mar 3 Videos Avg 244 viewers on Insta 
 

Budget for banners: 
Printing from Friesen Plastics  

• 1 banner 35in x 78in = $214.00 (hemmed edges with grommets) 

• 1 banner 44in x 44in = $157.00 (hemmed edges with grommets) 

• 1 tension banner 33.5in x 78.75in = $140.00 + $18.00 hardware 

• 2 flags Large Straight Zoom = $149.00 (single sided) $359.00 (double 
sided) 

• 1 flag with one stand = $65.00 hardware  

  

There will be a 15% church discount applied to most of the order. Hardware does not 
get discounts. 
 
Evaluation: 

When the COVID-19 pandemic prohibited church services in Mar 2020, we decided to move our services 
to online only. We posted videos on social media on the closure, which reached 364 views on Instagram, 
and 500 views on Facebook. We also sent emails to 1,130 people through Constant Contact, which 
reached around 600 readers. We had 1,862 people watch online. After our Easter services, we 
unfortunately had a drop in our online attendance to around 600 viewers. Along with other churches in 
North America, we noticed a trend in declining numbers of weekend attendees, and COVID-19 sped up 
this trend.  
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This meant social media became an excellent way to do ministry. The communications department 
asked weekly questions on the church’s Instagram and Facebook, and created videos to share on those 
platforms and in emails. 

Unfortunately, we still did not have control of our website. Our website plays a vital role in connecting 
with people online. We had around 100 new people join our social media accounts to stay updated on 
the pandemic, and we knew our website must also be getting an increase in viewers. We decided to 
launch our own COVID-19 site. This website allowed us to update information quickly, which was 
essential at the start of the pandemic. On this site, we posted all our updates that included illustrations, 
links, videos, photos and written content. The website was under the domain myfoothills.ca, which is 
now our new website.  

During our first launch of services in Sept., 2020, we had around 120 people in person each weekend, 
and 650 people online. Our capacity limit allowed us to have up to 250 in person, so we were well within 
the threshold. In Dec 2020, the province stopped allowing any outdoor gatherings to help slow the 
spread of COVID-19. Since we already weren’t allowed to sing during worship, and now unable to meet 
in the church parking lot after services, church leadership determined we should temporarily switch to 
online-only services.  

Once again, social media played a vital role in keeping people informed on Foothills’ response to the 
pandemic. In Mar 2021, the provincial government allowed outdoor gatherings of up to 10 people, and 
Church leadership determined we should open our doors again. While our relaunch in Sept 2020 had an 
average of 120 people attend our Sunday services at 9&11am, in Mar 2020 we almost hit our max 
capacity of 175 people. We are encouraged with the number of attendees, and are looking forward to 
the province allowing more people in our building.  

We are the second week into our relaunch, and we have had an increase of over 10 per cent of people in 
our services. We have also successfully prevented an outbreak at our in-person church services, which 
has been a top priority for us. Based on preliminary evaluation, we have been successful in reaching our 
objectives. 

Going forward, it would serve the church well to continue advertising online via Facebook and Google 
ads. Our community newsletter for the N.W. communities also offers a 30 per cent discount to non-
profits, and an additional discount for continued advertising. We should also take advantage of this 
promotional tactic, as it demonstrates good stewardship. 
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