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Project Fusion Communications Plan 2016 

“The change I can make” - Mental Happy Campaign 
Executive Summary 

 

I am pleased to present the following Communications Strategy Plan for Project Fusion, covering the period of February 10th to April 2nd, 2016. 

 

The overall theme of the communications plan made for Project Fusion can be summed up in two topics: firstly, raising awareness for the needs of Millennial as new entrants 

in the workplace and the importance of acting to avoid mental health and secondly, acting to help any other generations from dealing with the experiences of mental health. 

Real change requires more than just talk. Sharing information and feelings is very important to decrease the stigma of mental illness. Further, supporting the workplace to act 

instead of finding an excuse to exclude the individual or to ignore the existence of this situation is vital to creating solutions. Stigma remains a significant barrier to help 

seeking, both in terms of fear of discrimination and in terms of internalized self-stigma, or at worst confirm fears of discrimination.  

 

The situational analysis demonstrates that Millennials struggle by themselves, dealing with mental illness, and with the fear of being pushed out of the workforce by their 

companies. According to the Canadian Mental Health Association, 10 to 20 per cent of millennials, people between the ages of 18 and 34 years old, are experiencing 

depression, anxiety, eating disorders, substance abuse issues and self-injurious behaviours. In Canada, there are almost nine million millennials and they make up one-third of 

the workforce. In any given week, half a million employed Canadians are unable to work due to mental-health problems. These statistics show that the workplace needs to be 

better prepared for the mental health needs of millennials, thus reducing these occurrences. Some positive options include formally respecting mental health problems, 

stopping judgments and helping to decrease the stigma.  

 

The struggle of people experiencing mental health involve dealing with the illness and treatment processes on a daily basis, hiding the situation from others so they avoid 

becoming targeted and fearing that they may be excluded from the workplace due to the consequences of their health. Further, the majority of society often avoids speaking 

to those suffering from mental health issues and does not feel the need to encourage or support those in distress. 

As such, the following recommendations are the overall assessment of the situation and what need to change in the macro level: 

- Creating educational content and supporting disclosure of distress where opening up about mental illness within the workplace, whether colleagues or managers, is not 

considered a rosy experience but needs to be done in order to reduce the stigma associated with mental health or at least to encourage a formal respect. The assumption 

made by people that do not understand or do not know the consequences or limitations that mental health cause is the home of the stigma. 

- Creating sense of responsibility and creating incentives that are supportive practices related to mentally ill people. Supporting mental ill people instead of excluding them 

from the workplace has to be shown as the most effective attitude from employees in order to keep economic and environmental health quality in their companies. The 

companies need to recognize the responsibility for this lies not just with the individual but also with the organization, where co-ordinate strategies for promoting mental 

health and increasing coordinated management skills in this area can reap dividends which are far more than financial. By acting now, organizations that create a healthier 

awareness of mental health issues which ultimately will increase the quality of production and decrease losses economically which can only be positive for business. 

- Increasing participation and decreasing prejudice: The existing stigma surrounding people with mental illness classifies them with such as weak and crazy people. This 

stigma needs to be extinguished and the general public needs to respect people for their individual conditions, not looking at them as a problem, but as an existing and 

real situation that needs to be treated and respected. 
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The recommendations above are the successful keys for Project Fusion’s Communication Campaign related to Mental Health. The positive influence of Civic Action supports 

Centennial College - Story Arts Center initiative to promote mental health between students, millennial and the GTHA society.  

 

Based on a briefing session with Donna Lindell on December 14th, and a thorough review of Project Fusion vision, goals and business priorities, previous campaigns executed 

by Project Fusion since 2012, Civic Action website, providing current objectives and practices, Centennial College initiatives to interact with students and society, I understand 

both your business and communications priorities for the next 53 days of the campaign.  I understand your success factors to be: 

1. Creating educational content and supporting disclosure of distress, including the wrong ideas people had about mental health and how is possible to work 
together to have a reliable and favorable relationship. 

2. Expanding levels of understanding, developing practices to accommodate mental health needs and supporting mental ill people struggling in the workplace  
3. Increasing participation and decreasing prejudice by showing the collaborative and integrated involvement, generating awareness for the Mental Health 

issue the Millennial’s generation is facing, becoming an example for other educational institutions, organizations and society. 
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Communications Strategy:  Project Fusion Mental Health in the Workplace 2016 
 

Project Fusion Vision 
                                                    “To use collaboration to make change and have an impact” 
 

Project Fusion Goals 
1. To sell a product or service: Centennial College & it’s student about to enter the job market 
2. To help people: millennials & the prospective employers 
3. To help a cause: mental health in the workplace as it relates to the economic health of the GTHA 

 

Project Fusion Priorities 
1. Generate awareness for the students and programs at the Story Arts Centre & Centennial College 
2. Contribute to issue of focus for Civic Action to support the economic health of the GTHA from the perspective of students/millennials 
3. Create a campaign to reduce the stigma associated with mental health and put a human face on the issue  
4. Build portfolios and contacts for students at the Story Arts Centre 
5. Collaborate across programs at the Story Arts Centre 

 

Target Audiences 

Audience 1  Audience 2  Audience 3  Audience 4 

Millennial generation, students, 
future entrepreneurs and new 
entrants in the workplace. 

 Small businesses that might not be 
aware and prepared to deal with 
mental health needs. 

 Professionals in the workplace that 
will be colleagues of millenials. 

 Media, government, educational institutions 
and parents of millennials. 

 

Communications Objectives 
1. To promote a public dialogue engaging target audiences to create a culture of openness, encouraging people to speak out about mental illness issues; 
2. To raise awareness in the target audiences about Project Fusion as an example of action to promote mental health within the millennial generation; 
3. To increase engagement between the millennial generation, encouraging them to respect, change opinions and behaviours regarding mental health stigma; 

 
 

Strategic Communications Priorities 
1. Produce a series of five videos (1 minute each) with people answering the question: - What is the change I can make? The video will also disseminate the key messages.  
2. Build a big “post it” board located in a public space where people can express their thoughts regarding the questions: What is the change I can make? Promoting critical 

thinking and showing that a little action done by each one will become a big team effort against stigma. 
3. Launch a social media campaign using the hashtag #thechangeIcanmake encouraging people to share testimonials, to bring awareness for good practices, to educate 

others, to share opinions, to promote positive attitude in order to reduce stigma. A website and media relations campaign will support the social media practices.  
4. Create a magazine to disseminate content and key message from all projects developed by students in the Story Art Centre programs to reduce the barrier to improving 

mental health.  
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Communications Priorities 

 
1.Produce a series of five videos (1 minute 
each) with people answering the question: - 
What is the change I can make? The video will 
also disseminate the key messages.  

 

2.Build a big “post it” board located in a 
public space where people can express their 
thoughts regarding the questions: What is the 
change I can make? Promoting critical 
thinking and showing that a little action done 
by each one will become a big team effort 
against stigma. 

 

3.Launch a social media campaign using the 
hashtag #thechangeIcanmake encouraging 
people to share testimonials, to bring 
awareness for good practices, to educate 
others, to share opinions, to promote positive 
attitude in order to reduce stigma. A website 
and media relations campaign will support 
the social media practices.  

4.Create a magazine to disseminate content 
and key message from all projects developed 
by students in the Story Art Centre programs 
to reduce the barrier to improving mental 
health.  

 

Identifying a team responsible for developing 
this tactic 

Finding five volunteers to provide their 
testimonials 

Creating a script including the testimonial, the 
key messages related to the project and clips 
of people writing a note, answering the same 
question and posting in the “post it” board. 

Creating a schedule with place, date and time 
to record the videos.  

Organizing equipments and authorizations 
record the videos. 

Pre-interviewing the volunteers to build the 
testimonials. 

Finding a jingle/music for the video. 

Editing the video and posting online. 

Identifying a team responsible for 
developing this tactic 

Finding a public space that is free or has a 
low cost for rent (Eaton Centre, Union 
Station, Roger Centre) 

Getting authorization. Establishing dates to 
start and finish the tactic. 

Budget the “post it” board. The idea is to 
have a team of volunteers interacting with 
the public. Testimonials will answer the 
question: What is the change I can make to 
reduce mental health stigma around me? All 
the answers need to be posted in this board. 
The question will be printed at the board in 
order to show general public what people 
are answering.  

Approving budget. 

There will be students filming the action that 
will go on during two days.    

Establishing a team of volunteers that will be 
interacting and helping people to leave their 
message in the post it wall. 

T-Shirts of the campaign for volunteers while 
in working in the wall. (Creating layout, 
budgeting, approving budget). 
 
Periscope – Use this social platform to do 
live broadcasts of the exhibit to viewers 
across the GTA. 
 

Identifying a team responsible for developing 
this tactic 

New web address registered 

Create social media account for The change I 
can make campaign. Create layout, brand, 
messages, “personality” for the social media 
and website. 

To have students and committee members 
following and shearing the content. 

Establishing schedule for tweeting, posting, 
sharing and engaging on social media. 

Creating content for the website as well as a 
section to promote students, media pitches, 
schedule of the campaign and all activities.  

Creating media list and news release to pitch 
media with Establishing ways to promote the 
website and generate engagement 

Identify and reach out to students who have 
experienced mental instability and who would 
like to collaboratively participate in the 
campaign sharing it in our social media 
channels. 

   

Identifying a team responsible for developing 
this tactic 

Defining topics and writing articles for the 
magazine 

Taking pictures of interviewers 

Defining design and drafting it 

Budgeting and approving budget 

Editing and approving  

Printing 

Distributing 
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Overriding Strategy/Campaign:  
 
#HowcanIhelp 
 

As mentioned in the Executive Summary the generation Y, well known as Millennials are rapidly becoming an important part of the workplace. With their different behavior 

and knowledge come their needs and weaknesses as a generation that does not wait for the future to come. They create changes instantaneously, they promote different 

opinions and they support alternative point of views. In less than 10 years they will populate 35% of the workforce and they need to be prepared as much as supported to face 

challenges and to look for better work-conditions regarding mental health. Knowing it is necessary to call the target audience for a supportive action.  

 

The action will be to express opinion in a public space. To stop, think and answer: What is the change I can make? The answer will be written down in a post it and will be part 

of a big post it board. The answers will come from all different audiences.  

 

Everybody has a different idea, opinion and point of view of what they are able to do for help, based on their experiences or knowledge regarding the topic. In general, people 

not experiencing mental problems avoid talking and thinking about it. This is exactly what the post it board want to change. 

 

The act of being questioned and have to write down an answer will represent a commitment. It will act as 

an individual call for action. In the participants minds it will act as a responsibility that they will have, also it 

will be in their memory every time they are in touch with the topic. The action will generate a feeling that 

there is something that can be done by each of us, even though it is simple and small.  

 

The idea is to involve iconic people from Toronto and their “post it” collaboration such as politics, sport 

idols (Blue Jays, Toronto Raptors and Toronto FC) and highlight it in the bost it board. The post it will also be 

a tool for social media campaign once the post it can be sharable online by the writers and by the campaign. 

 

 The testimonials from the volunteers in the video will be used in the 

website and also social media. They will also be a story to be pitched for 

media relations strategy.  They will become the faces of this campaign in an 

online basis. Supporters will also be promoted on social media platforms 

together with key messages. The main appeal used will be Millennial generation acting together to promote a reflection.         

Key Messages: 
 

- Millennials need to have mental health needs addressed by workplace to be more productive 

- Co-workers, parents, friends, classmates are extremely important to help someone with mental problems to bring it up, to 
get better and to go back to work  - Never worry alone 

- It is necessary to offer proper work conditions for the new generation entering in the workplace  - Be supportive because it matters  
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Communications Operational Plan  
 

Evaluation & Measures of success* will be in the end of the operational plan (There was no physical space)  
 

Priority Tactics Timing E&M*  Desired Behaviour/ 
Outcome 

Costs & how to be 
funded 

Issues/Risk 
Management 

1. Produce a 

series of five 
videos (1 minute 
each) with people 
answering the 
question: - What 
is the change I 
can make? The 
video will also 
disseminate the 
key messages.  

Identifying a team responsible for developing 
this tactic 

Finding five volunteers to provide their 
testimonials 

Creating a script including the testimonial, the 
key messages related to the project and clips 
of people writing a note, answering the same 
question and posting in the “post it” board. 

Creating a schedule with place, date and time 
to record the videos.  

Organizing equipments and authorizations 
record the videos. 

Pre-interviewing the volunteers to build the 
testimonials. 

Finding a jingle/music for the video. 

Editing the video and posting online. 

Feb. 10 
 
 
Feb. 11 to Feb. 
17 
 
 
 
Feb. 12 to Feb. 
16 
 
Feb 12 
 
 
Feb 13 
 
Feb 16 
 
 
Feb 17 
 
Feb 20 
 
 
Feb 25 
 

Word of mouth 
Video Visualization 
Video Shareability  
 
Volume of press 
coverage, tone, 
prominence of press 
coverage, presence of 
desired messages.  
 
Which media outlets 
was the coverage in? 
Where in those 
outlets? What’s the 
audience of those 
placements? 
 
The campaign 
achieved the desired 
visuals? Were the 
spokespeople 
quoted? 

Creating positive buzz, 
increasing engagement and 
high share rate in social media, 
generating media coverage, 
public debate and feedback 
from society. 
 
Generation sympathy and 
educating audience on how 
they can help people with 
mental issues. 
 
Spreading the knowledge of 
what can be done by 
individuals to help increase 
mental care. 
 
Key messages repeated 

Centennial College has 
the resources by the 
audiovisual program, 
regarding equipments, 
there is no initial budget 
needed for this job.  
 
The testimonials will be 
by volunteers so there 
will be no payments 
involved. 
 
There will be necessary to 
have budget for a little 
gift to give to the 
volunteers.  
 

Difficulties to find 
volunteers to 
participate.  
 
Difficulties to 
match schedules 
to do the 
interviews and 
record the video. 
 
Difficulties to edit 
the material. 

2. Build a big 
“post it” board 
located in a public 
space where 
people can 
express their 
thoughts 
regarding the 
questions: What 
is the change I 
can make? 
Promoting critical 
thinking and 
showing that a 

Identifying a team responsible for developing 
this tactic 

Finding a public space that is free or has a low 
cost for rent (Eaton Centre, Union Station, 
Roger Centre) 

Getting authorization   

Establishing dates to start and finish the tactic 

Budget the “post it” board. The idea is to have 
a team of volunteers interacting with the 
public. Testimonials will answer the question: 
What is the change I can make to reduce 

Feb. 10 

 

Feb. 12 to Feb. 
15  

Feb. 16 to  

Feb. 17 

 

Feb. 17 to  

Feb. 20 

Promote a visual 
identification for 
media and all target 
audiences that will 
be seen an action 
and will be able to 
participate and to 
give testimonial and 
opinions about the 
activity. It will 
generate media 
coverage to show 
students acting to 

Generate media coverage 
 
Increase participation of 
general public 
 
Generating content for social 
media campaign 
 
 
 

It will be necessary to 
verify the costs of the 
public space, if it will be 
free or the price for rent. 
 
There will be the price for 
the wall and for all the 
post its and the markers. 
 
Will be the price for t-
shirts. No necessary 
budget for design. It will 
be done by the Graphic 
Design program at 

Difficulties related 
to finding a free 
or affordable 
public space to 
build the wall. 
 
Difficulties 
approving the 
budget for the 
wall, post its, food 
and t-shirts. 
 
Legal restrictions 
regarding 
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little action done 
by each one will 
become a big 
team effort 
against stigma. 

 

mental health stigma around me? All the 
answers need to be posted in this board. The 
question will be printed at the board in order 
to show general public what people are 
answering.  

Approving budget. 

There will be students filming the action that 
will go on during two days.    

Establishing a team of volunteers that will be 
interacting and helping people to leave their 
message in the post it wall. 

T-Shirts of the campaign for volunteers while in 
working in the wall. (Creating layout, 
budgeting, approving budget). 

 

 

 

Feb. 20 to Feb. 
25 

 

March. 01 to 
Feb. 03 

 

Feb. 20 to Fe. 
25 

 

reduce stigma. 

How many people 
signed the wall 

How many people 
are circulating daily 
in the public space 
where the action 
was done  

Online survey 

Track of attendance 
and demographics of 
the attendees 

Centennial. 
 
The team that will be 
working in this activity 
will be volunteer 
students.  
 
Will be necessary food to 
offer for the volunteers. 
Centennial can offer a 
small amount scholarship 
for the students or a 
certificate for hours of 
volunteer job.   
 

recording a video 
of the activity. 
   
Might be an issue 
to find an 
available team of 
volunteers for the 
activities.  
 

3.Launch a social 
media campaign 
using the hashtag 
#thechangeIcanm
ake encouraging 
people to share 
testimonials, to 
bring awareness 
for good 
practices, to 
educate others, 
to share opinions, 
to promote 
positive attitude 
in order to reduce 
stigma. A website 
and media 
relations 
campaign will 
support the social 
media practices.  

Identifying a team responsible for developing 
this tactic 

New web address registered 

Create social media account for The change I 
can make campaign. Create layout, brand, 
messages, “personality” for the social media 
and website. 

To have students and committee members 
following and shearing the content. 

Establishing schedule for tweeting, posting, 
sharing and engaging on social media. 

Creating content for the website as well as a 
section to promote students, media pitches, 
schedule of the campaign and all activities.  

Creating media list and news release to pitch 
media with Establishing ways to promote the 
website and generate engagement 

Identify and reach out to students who have 
experienced mental instability and who would 
like to collaboratively participate in the 
campaign sharing it in our social media 
channels. 

  

Feb. 10 
 
Feb. 11 
 
Feb. 13 to Feb 
17 
 
Feb 13 to Feb. 
19 
 
Feb 13 to Feb. 
19 
 
Feb 13 to Feb. 
19 
 
Feb. 13 to Feb. 
19 
 
Feb. 25 
 

Visitors in the website 
(How many and 
geographical origins)  
Amount of time 
spend on the site 
Pages did they visit 
Hit in specific landing 
pages 
Their bounce rate 
Amount of content 
shared 
Type of content 
shared 
Hash tag mention 
Likes in the social 
media pages and 
contend 
Followers in the social 
media content 
Likes in pictures 
posted in the social 
media pages 
Pictures posted by 
others  
 

Increase on line buzz, driving 
audience for the social media 
accounts. 
 
Increase shareability of new 
content between target 
audiences. 
 
Generate word of mouth 
between students and faculty 
 
Creating better understanding 
and appreciation of Project 
Fusion mission and objectives  
 
Remain relevant and 
interesting to audience 
 
 

Will be necessary budget 
to register the website 
for 6 months.  
 
Budget necessary to sign 
up in a website for 
metrics and detailed 
measurements. 
 
 

Legal restrictions 
and requirements 
for social media. 
 
 
Free images to 
post with content. 
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4. Create a 
magazine to 
disseminate 
content and key 
message from all 
projects 
developed by 
students in the 
Story Art Centre 
programs to 
reduce the barrier 
to improving 
mental health.  

 

Defining topics and writing articles for the 
magazine; Taking pictures of interviewers 

 

Defining design and drafting it 

Budgeting and approving budget 

Editing and approving  

 
Printing 

Distributing 

Feb. 10 to 
March 10 
 
 
March 01 to 
March 10 
 
March 01 to 
March 20 
 
 
March 15 to 
March 20 
 
March 20 to 
April  

Word of mouth 
 
Distribution 
 
Questionnaire survey 
inside the magazine 
with prizes for the 
ones that return the 
survey. 

 Creating original material to 
share 
 
Consistent material  
 
 

Budget  for printing  
 
Budget for pictures (if 
applicable) 

Need to be 
executed inside 
the previous 
schedule. 
 
Not enough 
budget to print 
magazines.  
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Research Summary/Appendix 
Civic Action 

CivicAction is a coalition of civic leaders in the Toronto region. CivicAction has worked with business, government, community, labour, and academia to address social, 

economic and environmental challenges in the Greater Toronto and Hamilton Area. Launched in September 2014, Escalator realizes a multi-sector approach and brings private 

sector to the table to be part of the solution to youth unemployment. 

 

Project Fusion 

Project Fusion started in September 2012 as an idea which launched on January 10, 2013. The first project was about the challenges and solutions of GTA's social problem in 

the transit system. The winning proposal was The ‘Big Race’ YouTube series: a game of social justice and public transit in the GTA. The purpose of this project was to raise 

awareness within the community about the challenges of getting around the city, from congestion to transit signage to commuter issues.  

The initiative, called Project Fusion, brings together the talents of students from a variety of Centennial College's storytelling disciplines — journalism, public relations, 

interactive media management, graphic design, digital animation, film and broadcast — to develop a campaign that gets people talking and engaged. This year, students took 

on public spaces, a key theme for CivicAction as it sets its agenda for the next four years. 

The partnership with CivicAction creates a win-win for both the not-for-profit “neutral sandbox” organization and the students. Students get engaged in a civic issue, while 

raising awareness around an issue important to the mandate of CivicAction, honing their discipline and generating portfolio-worthy content crucial for their hire-ability. 

The first year of Project Fusion, students took on public transit, and also worked with Metrolinx. The result was a series of videos featuring Mitzie Hunter (former CEO of 

CivicAction and now MPP for Scarborough), Dave Meslin (community choreographer) and a pregnant student racing through the TTC during early-morning rush hour to 

demonstrate accessibility and congestion issues. One of the videos was premiered at CivicAction’s Transit Summit, giving students tremendous exposure. 

Last year, students took on the complex issue of youth unemployment, focusing on youth facing multiple barriers. The campaign, called Ready Aim HIRE, featured video 

testimonials, blogs, and a panel event featuring Sevaun Palvetzian, CEO of CivicAction, and other experts on the topic. 

 

Mental health of millennials is a worthy business investment 

Canadian statistics show that one in every five people are currently experiencing mental health issues. It seems unbelievable that between our family, colleagues or group of 

friends we have one or two individuals with mental difficulties. With new generations entering the workforce, the lack of support related to psychological disorders in only 

going to create bigger issues.  

According to the Canadian Mental Health Association, 10 to 20 per cent of millennials, people between the ages of 18 and 34 years old, are experiencing depression, anxiety, 

eating disorders, substance abuse issues and self-injurious behaviours. In Canada, there are almost nine million millennials and they make up one third of the workforce. “In 

less than 10 years millennials will be 75 per cent of the employees in organizations in Canada”, said Richardson Fry from FactTank Research Centre, in the article “Millennials 

Surpass Gen Xers as the Largest Generation”, from May 2015.  

In any given week, half a million employed Canadians are unable to work due to mental-health problems. I believe the workplace needs to be better prepared for the mental 

health needs of millennials, thus reducing these occurrences. Some positive options include formally respecting mental health problems, stopping judgments and helping to 

decrease the stigma.  

The estimated income of millennials is $225 billion, which is roughly 20 per cent of all income earned in Canada. According to Louise Bradlay, CEO of the Mental Health 

Commission of Canada, in an article for the Globe and Mail in 2015, “The total economic burden tied to mental health problems or illness in Canada adds up to approximately 

$51-billion per year. Nearly half of this amount comes directly from workplace losses.”  

By acting now, organizations who create a healthier awareness of mental health issues will increase the quality of production and decrease losses economically which can only 

be positive for business. 

http://www.readyaimhire.me/
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Testimonials from people supporting the campaign, can be shared on social media and website 

            
 
Supporters of the campaign promoted on social media 
 

                               
 
 
 
 


