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Current State of Business/Background
Welcome to Telus – offering customers “Peace of Mind” and where the “Future is
Friendly.” Founded on October 4, 1990 in Vancouver, Telus provides telecommunications
services and products operating through two segments: wireless (data and voice products for
mobile tech) and wireline (internet, TV, hosting, cloud-based services and equipment) (Forbes).
At Telus we champion diversity and inclusiveness to deliver better insights and solutions (Telus
Overview). Despite its challenges, 2020 was a stellar year for us (see current market trends),
including recognition by GlobeNewswire as #1 Best Employer in Canada and #40 in the world.
Business Objectives
Strategic Direction
“We deliver future friendly services and solutions to Canadians at home, in the workplace
and on the move” (Telus Company Overview). Our strategic imperatives include:
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During the Covid-19 pandemic we have delivered positive messages about coping with
isolation through the #StayStrongStayConnected campaign, urging communities to stay positive,
moving, learning, and safe (Strategy Online).
Strengths
Our strengths lie in our values and corporate priorities (Telus):

•

Our “Internet for Good” program offers home high speed internet at a lower price
so families can affordably balance work and remote learning.

•

We take pride in instilling our customers, communities and team with a sense of
social purpose.
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•

Staying current to ensure what we offer is relevant, helpful and successful.

•

Charity work through the Telus Friendly Future foundation (Strategy Online).

•

Leveraging broadband networks to drive the future of our customers (Telus).

•

Commitment to working with the health and agriculture sectors (Telus Company
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overview).
•

Lead Bell and Rogers with the fastest, largest and most reliable network.

•

Rated highest in customer service.

•

Active on all social media, digital channels and company blog.

•

Online discussion forum called “The Neighborhood” where “customers can share
thoughts, ask questions and get answers all in one place” (Telus Form).

Opportunities
•

Currently the second largest telecommunications provider in Canada based on revenue,
behind Rogers.

•

Opportunity for growth in both the Canadian and global telecom industry.

•

Increase Canadian customers in Saskatchewan and Quebec to challenge local providers
(mbaskool).

•

Rank high in customer service, above Rogers and Bell (See exhibit A), but 5th among all
providers.

Key Competitors, Challenges & Threats
•

Key competitors include Rogers and Bell who outrank Telus in number of subscribers
(see exhibit B). All offer the same networks, high speed internet services and family
plans.

•

How can Telus become number one in Canada?
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Key threat – increased need for a secure wireless infrastructure to ensure customers’
privacy and security are protected (Telus).

Current Market Trends
2020 marked a successful financial year. The third quarter saw (below Telus News &
Events):
•

277,000 new customers.

•

111,000 new mobile phone and 198,000 wireless customers.

•

47,000 new customers for wireline and internet.

•

$4.0 billion revenue, up 7.7% from the same period last year.

Current Performance
Telus has stayed on top of the Canadian telecommunications market. In June 2020 we
announced the first wave of the Canadian 5G network rollout. In 2021, we plan to expand to 26
additional markets across Canada.
Overall business objectives
•

Customers come first – provide the optimal customer experience.

•

Make decisions based on customer and team member feedback.

•

Create products that simplify lives and build experiences.

•

Take risks and use failures to grow and improve.

•

Seek exceptional team members and provide opportunities for development.

•

Establish strong community connection and invest in positive social impact.
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Campaign Overview
Campaign objectives
Telus’ Back to School 2021 campaign – “Making your future school year friendly” and
give families “Peace of Mind.” The campaign will showcase savings on phones, family plans and
accessories for a successful school year. Our goal is to increase sales from the previous year and
outsell competitors.
Audience Identification
Gen X parents and their Gen Z children (See Exhibit C consumer persona).
Brand Archetype
The innocent. Exhibiting optimism, happiness, goodness and safety.
Brand Voice
•

“The Future is friendly” guides everything we do.

•

Trustworthy and reliable.

•

Smart, sound and credible.

•

Consumer advocate: We want what is right for your family.

•

Friendly and informative.

•

Caring and genuine.

•

Responsive – open to feedback and suggestions.

Key Message
Telus is the provider for your family’s back-to-school telecommunications needs. We
offer “peace of mind” with secure, reliable and trustworthy products and services. We support
our customers and help them navigate through difficult times. The future is friendly with Telus
and we want to give your family a positive future together.
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Desired Outcomes
Think: Telus will give me the best possible device, phone plan and security for my family.
Feel: Confident that I made an informed decision based on the information provided with peace
of mind for the school year.
Do: Use Telus for all mobile and telecommunications needs; recommend them to friends and
family.
Key Performance Indicators
Customer Retention Rate
Customer loyalty will play a key role in the success of this campaign and our overall
business. By continuing to listen to customers’ needs and feedback, we will prevent them from
switching to the competition. We need to maintain strong customer retention by evolving what
we offer (Data Pine).
Customer Satisfaction Score
A satisfied customer leads to retention, which leads to referrals and more customers. This
is an important KPI so we can address problems as they arise. A happy customer will
recommend you; a dissatisfied customer will vocalize how they do not (Data Pine).
Monthly Recurring Revenue Rate
Is this campaign growing customers and expanding over time? This needs to be evaluated
on monthly to ensure advertising dollars are being well spent and determine whether campaign
modifications are needed in order to maintain MRR growth (Data Pine).
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Executional Considerations Deliverables
Creative
This will be a full funnel marketing campaign utilizing all social media, digital and
traditional media channels. Campaign will be delivered in French and English. Slogans and
visuals will be friendly, bright and colorful to attract parents and children. Deliver the message in
the clearest, cleanest and friendliest way. Parents do not have time to read long sales pitches.
Give them the right amount of info at the right time.
Media
•

Facebook Ads, Google Ads, YouTube Videos, TV and radio commercials.

•

10 to 15 second video for social media. 6 minute options for social stories. Shoot in
vertical for all social media.

•

Create YouTube TruView, display, overlay and bumper ads.

•

Create content/media calendar.

•

Social media influencer campaign over Tik Tok, Instagram and YouTube – identify
social media influencers who are Telus subscribers to relay why they choose Telus for
back-to-school.

•

Campaign will be scheduled and delivered from July 2nd to September 31st.

Research
•

Videos and promos will be subject to customer response and feedback – send to both
parents and teens for various perspectives.

•

Create current customer survey to obtain feedback on back-to-school needs and
incorporate suggestions into campaign.

•

Request customers to use written and live testimonials in videos.
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Exhibit A

Back to School with Telus

12
Exhibit B
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Exhibit C

