CAPITAL
IDEAS
UPCOMING
JAN. 31:
THE HTML500
An opportunity to learn basic
HTML and CSS, and meet
entrepreneurial Calgarians
■■ Where: Red and White Club
(1833 Crowchild Tr. NW)
■■ When: 9 a.m. to 6 p.m.
■■ Admission: Free. Register
at thehtml500.com/cities/
calgary

C A P I TA L Q U E S T I O N

WHAT HAVE YOU DONE
TO BUILD BRAND
AWARENESS?
Entrepreneurs share what promotional tactics have worked for them

“I have focused on social media and networking to build
the brand awareness of Innovative PlanIt. Social media
is a great way to share interesting content and connect
with other individuals and businesses in the field. I am
very active on Twitter and focus on interacting with
others while sharing ideas. A strong online presence creates brand
credibility, trust and exposure. My other focus to build brand awareness is networking … As a small business owner, it’s important to
get out of your office and meet other business owners to gain a fresh
perspective and get known in your field of expertise.”

FEB. 5:
MINDFULNE S S AT WORK
An interactive course explaining and demonstrating solutions to everyday work and
life challenges
■■ Where: Telus Convention
Centre (120 9th Ave. SW)
■■ When: 7:30 a.m. to 9 a.m.
■■ Admission: $30. Register at
calgaryeconomicdevelopment.
com/events
APR. 16:
LEADERSHIP SERIES —
I C O N S O F A L B E R TA
A full-day event dedicated
to building the leadership
capacity of female business
owners
■■ Where: Hotel Arts
(119 12th Ave. SW)
■■ When: 8:30 a.m. to 4:15 p.m.
■■ Admission: $200 to $300.
Register at
aweinspiringentrepreneurs.com
Have an event that Capital
Ideas should know about?
Contact us at hello@
capitalideascalgary.com.

COMMUNITY
QUESTION

What are
your business
goals for
social media?

Social media can accomplish all kinds of things for
your business: marketing,
customer service, reputation
management or communitybuilding, for example. With
that in mind, Shawn Alain,
president of Viral in Nature
(viralinnature.com), is curious to hear from you:
What are your business
goals for social media?
You can answer the
question in two ways: Open
today’s Capital Ideas email
if you’re a member or visit
capitalideascalgary.com.
We’ll publish the best
answers, along with your
business name and website
address, on Feb. 5. Have a
burning business question of
your own? Submit it to
capitalideascalgary.com/ask.

Christine Salberg, owner of Innovative PlanIt, innovativeplanit.com

“In my opinion, branding is creating a unique name and
image for a product or service that sticks in a consumer’s
mind. Our best branding tools over the years have been
our little desk calendars … they’re useful, compact and
our brand is right on our customers’ desks. We’ve provided our staff with shirts and coats that sport our brand, and we
support our community on many initiatives. We also use social media
to keep in touch with our online community.”
Lois Jones, CEO of Here’s the Scoop, heresthescoop.com

Julia Cordray, owner of Career Fox (mycareerfox.com), says that brand
awareness starts with being true to who you are. “Once that is accomplished, you have the ability to stand out and be unafraid with your
ideas, even if they go against the norms of your industry. I think it’s
important to stop learning about branding and just start thinking about
it in your own individual way.” P
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“I have tested many traditional media outlets and all the
social media services to build awareness of my brand.
By far the most successful marketing method has been
word-of-mouth marketing via in-person networking.
Getting out there, meeting people and actually getting
to know them is essential for my business. People do business with
people, not with brands, so developing a relationship is the most effective method to build trust and awareness.”
Sean Phillips, owner of Riverwood Photography, riverwoodphotography.com

SPOTLIGHT
James Boettcher, Karina Birch and Julia Cordray discussed building their
brands at Capital Ideas’ first official Calgary event on Jan. 28. Look for a
recap of the event, including video footage and a podcast, at
capitalideascalgary.com.

“Our brands are built upon an authenticity and trust in
what we stand for. Our brand awareness is the result of
word-of-mouth on delivering an experience that is more
than just a transaction. People know they can connect
with us in ways that most brands ignore, and that our
story, success and continual motivation to make our city a better
place really is why people know about us.”
James Boettcher, Chief Idea Officer of Fiasco Gelato, fiascogelato.ca

“Our toxin-free product events where we give out free
products to our customers on specific days … It’s a great
traffic driver, and people love it.”
Karina Birch, owner of Rocky Mountain Soap Company,
rockymountainsoap.com

“Creating brand awareness is a matter of taking that
clearly defined brand and consistently communicating
it to your market. Social media, web design and copy
all have to stay true to your culture, brand and value
propositions ... Our goal as a startup is to be patient,
consistent and ‘walk the talk’ to help maximize our brand awareness
with customers. You cannot appear one way, and behave another.”
Alana Kitchen, founder of Who To Call, whotocall.ca

“The best thing I ever did was to hire a professional to
build me a logo. It took some creative collaborating to
get my ideas across and on the page, but once we did,
the process was seamless. Having my own personalized
logo that best suits what my company is all about frees
me up to create marketing tools in many different platforms. It was
well worth the investment.”
Kelly Hipkin, owner of Organized Lives Ltd., organizedlivesltd.com

“Building brand awareness is the process of sharing your
brand story in a thoughtful and memorable way. It takes
patience and hard work, but is well worth the effort. As
part of our brand awareness strategy for Hollywood
Foods (now Gabriella’s Kitchen), I appeared on Dragons’ Den. Our pitch aired to an audience of over one million people,
and although the Dragons passed on a partnership opportunity, the
social media response, website traffic and search results following
the airing of our pitch was overwhelming. We are now building on
this enhanced consumer awareness of our products by adding retail
locations at a significantly higher rate than before the airing. Brand
awareness begets brand awareness!”
Margot Micallef, chair and founder, Gabriella’s Kitchen Inc.,
GKSkinnyPasta.com

“I think one of the biggest areas to focus on with any
brand is customer service. A good customer experience
generates priceless word-of-mouth advertising for your
brand. In addition to providing clients with the best
possible service, I try to maintain a consistent presence
on social media and regularly attend networking events. Networking
both online and offline has fantastic benefits … Finally, in an effort to
strengthen the ‘know-like-trust’ aspect of my brand, I have a renewed
focus on producing quality content for my blog.”
Jaime Wedholm, owner and design director of Jaime Wedholm Graphic
Design Solutions, jaimewedholm.ca

“To build brand awareness, we have done many of the
standard things … however, tasting the chocolates is
actually the best way to attract new clients and build
brand awareness. So we participate in events like bridal shows, wine fests and fundraisers. We also organize
chocolate tastings, where we introduce clients to the world and history of chocolate.”
Ghislaine Cleiren, owner and business delveloper of Leonidas Chocolates, leonidaschocolates.ca

“Brand awareness begins with a well-defined vision,
values and mission statement, but ultimately it means
an extreme client focus … Brand for us is being known
as responsive and caring, passionate about our work,
focused on the client’s best interests, transparent, and
able to provide an ‘easy’ experience.”
Elizabeth Brueckner, founder and principal of G.K. Hills Tank Inspection, gkhills.com

“Brand awareness is earned; there is no magic pill. With
that said, you don’t have to spend a lot of money to build
it. The best suggestion I can provide to anyone is to just
take part. Determine where people discuss the business
you are in and join the conversation. Share your experience, be passionate, give freely and be patient! That’s the best form
of reputation building — one person at a time.”
Michael Tighe, Solid Site Inc., asolidsite.com

“Our agency utilizes a variety of tactics, including public
relations, advertising, SEO/SEM, events, promotions,
direct marketing and social media to keep our name in
front of our customers. So whether it be our monthly
morning ADvice segment on Global TV Saskatoon, or
our targeted social media campaigns, our goal is to ensure that when
someone needs marketing help, we’re top-of-mind.”
Ryan Townend, CEO of William Joseph Communications, williamjoseph.com

“Being consistent in my work ethic, the quality of my
work and the attention I give my clients has built a
unique awareness around my brand. People know what
I do, but more importantly, they know how I do it and
what to expect from the experience.”

Dana Goldstein, CEO and chief producer of ChicFlicks, chicflicks.ca

These answers are in response to a question posed by Wellington Holbrook,
executive vice-president of ATB Business. Here’s his take:
“Brand awareness is a challenge for most businesses, but can certainly seem
Business owners helping
business owners

like a more difficult challenge for entrepreneurs and small-business own-
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the years has been an ability to tell a consistent and compelling story that
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team members rally behind and feel proud of. When it is genuine, custom-
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ers. Probably the most successful thing I have seen from my customers over

ers know it, and they will support you and tell others about you. And this is
the kind of awareness that money can’t buy. As big as ATB might be, what
we aspire to do every day is build a brand that you haven’t just heard of, but

S I G N U P AT :

one that you know is sincere and genuine. ATB believes in Alberta entrepre-

capitalideascalgary.com

neurs, and I promise you, that is right from the heart.”

