
Case Study – Association of Regina REALTORS®

Example:  
100th Anniversary Campaign 

The Association of Regina REALTORS® (ARR) is a professional association that encourages 
professionalism, administers a code of ethics and standards of business practice, and strives to 
improve customer service to people purchasing homes in the city.



To raise its pro�le, HJ Linnen Associates worked with ARR to promote its 100th Anniversary to a wide 
variety of groups:

• the public;

• ARR members;

• ARR staff;

• industry partners (organized real estate);

• the local business community;

• real estate industry stakeholders/partners; and

• government of�cials.

The main objectives of the campaign were to:

• raise the pro�le of REALTORS® and ARR as contributors to community development (economic, 
social, quality of life);

• foster a sense of pride and camaraderie within membership and staff;

• position members in the local market area as professional service providers;

• raise pro�le with key local government of�cials;

• raise pro�le within organized real estate nationally; and

• enhance and promote ARR’s Quality of Life initiative, which aims to in�uence public policy to 
improve our community.

The Centennial Anniversary projects included developing:

• themes to represent 
key focus areas for 
anniversary activity 
planning: Marking Our 
History, Celebrating 
and Giving Back to the 
Community;

• short electronic ezines 
for members;

• news releases and 
feature articles in local 
media;

• 100th Anniversary logo;

• an addition to Realtor’s 
Park that bene�ts the 
community;

• a school citizenship 
award to engage and 
celebrate youth citizenry;

• a colourful history 
brochure with multiple 
uses;

• historical vignettes to 
be featured on the ARR 
website; and

• �ags and banners to be 
used at the numerous 
community events that 
ARR sponsored for its 
100th year.



Many of the promotional materials developed for the Anniversary year are still being used. Most 
signi�cant are the member ezines, which are distributed monthly to all members of the Association, 
and the REALTORS® Citizenship Award, which is presented each year to students in Grade 8. The 
intent of the award program is to provide a longterm, multi-year program that is �exible, ef�cient, cost-
effective and easily administered at the school level to recognize students and foster positive relations 
with the home owners who are prospective REALTORS® clients.

The examples above demonstrate the management of several successful smaller budget advertising 
campaigns and show ef�cient, effective management of schedules, budgets, creative and media 
strategy.

Account Management Expectations
• HJ Linnen senior professionals attend brie�ng and meetings with clients;

• We provide contact reports for projects by email or by keeping track on a cloud;

• We monitor, update and revise all campaign budgets and schedules using the project management 
software that is part of our Advantage agency accounting and production management system;

• We have extensive experience in media planning and media strategy so our media/production 
ratios are also maintained and are industry standard;

• We provide estimates with complete breakdowns of rates and hours for each project ;

• Estimates include an agency docket management number, a job title that matches the invoicing 
and we include signed client estimates with each invoice;

• All invoices are reconciled and media tear sheets are collected and �led;

• Client are advised on any budget variances but budget variances are rare as we have experience in 
similar projects and an estimating system that keeps old quotes so they can be referenced;

• Creative proofs are sent (usually by email or by a cloud) at all appropriate intervals for sign off by 
client;

• Our proo�ng system ensures that at least 3 people sign off on internal proofs before they are sent 
to clients. We track client 
approvals and maintain 
copies for our records; and

• If there are errors, we 
provide make-goods, 
retakes or reprints at little or 
no charge to clients.

Our account management 
philosophy is that all clients 
are dealt with by senior 
professionals or owners of the 
�rm not account reps or junior 
staff.

Innovative Response 
Example
An example of an innovative 
response that HJ Linnen 
has done for a client is the 
Saskatchewan Rate Review 
Panel. A small case study of 
this example follows:



• In February 2013, SGI proposed a rate increase that had a signi�cant effect on motorcycle rates 
over the next two years. Such a rate increase was not anticipated by those affected.

• Motorcycle enthusiasts immediately launched an organized protest in an attempt to have the rates 
for motorcycles remain at a more reasonable percentage.

• In addition to the organized user protest, the issue received signi�cant media coverage, 
and a group called RAGE was formed to launch social media sites and gather members. 
Communications battles broke out on all fronts.

Challenges
• The Panel functions very leanly, with only the appointed board and one half-time clerical assistant: 

responding to the unexpected protest without strategic professional assistance was not possible.

• The Panel receives some administration and accounting help from CIC, but CIC itself did not have 
the resources to assist with the communications challenges.

• The Panel used a manual, clerical-based system to process comments on rate review applications, 
making it virtually impossible to respond and keep communications updated.

• The Panel needed a way to collect the comments, respond to the comments and analyze the 
comments so that the public response to the comments was documented and meaningful.

Solutions
• We immediately took over collecting the comments, storing them in a database connected to the 

Panel’s website.

• The comments were read, we identi�ed email addresses, names and phone numbers were 
removed and the comments were posted to the Panel’s website, providing full access to the public.

• The individual who sent the comment received an email or a voice mail from the Panel 
acknowledging the receipt of their comment.

• Comments were coded and analyzed, with preliminary and �nal reports prepared, to be used in the 
Panel’s �nal report.

• A social media campaign was launched to encourage public participation.

• The social media campaign included facebook, Twitter, online ads promoting the public meetings 
and other ways for members of the public to share their opinions with the Panel.

Results
• To date the Panel has received well over 2,500 comments and more are expected once the �nal 

report is tabled in June.




