
Video Series & Awareness Campaign 
Project Report 

May 27, 2013 

Presented by 



Introduction 

•  The Project was produced in support of the 
Department of Justice’s National Victims of 
Crime Week (“NVCW”), April 21-27, 2013. 

•  The Department of Justice provided partial 
funding for the Project in the total amount 
of $10,000 and through in-kind donations by 
Shaky Egg and other partners the total 
project executed is valued near $60,000.	
  

Aftermath of Murder: Survivor Stories (“AOM”) is 
a multi-part video series and awareness 

campaign created and executed by             
Shaky Egg Communications for the                       

BC Victims of Homicide and their parent 
organization the BC Bereavement Helpline 



Overview 

What is the BCVOH? 
•  BC Victims of Homicide is a non-profit group that specializes in 

providing peer support groups for people who are survivors of 
homicide (those who have lost loved ones to murder). 

Problem: 
•  From the perspective of the homicide survivor, murder is poorly 

covered in the news creating myriad of emotional challenges.  

•  Coverage mostly focuses on the grisly details of the murder itself, the 
perpetrator and the court trial. Rarely does a true picture of the victim 
emerge and never a comprehensive understanding of the emotional 
impact on the survivors of murder.  

•  Coverage routinely causes great harm to survivors of murder through 
inaccurate facts, poorly chosen headlines, continuous display of 
crime scene images and offender photos. 



Challenge: 
•  Build an awareness campaign anchored by a video series which 

increases the general publics understanding of homicide loss through 
the exploration of the emotional impact experienced by survivors.  

•  Provide the general public an inside look at the loss, grief, trauma and 
hope for healing in the aftermath of murder. 

•  Provide survivors a safe venue in which to control the telling of their 
story and that of the victim. 

•  Engage mainstream media to earn coverage controlled by BCVOH. 

•  Increase the awareness of the BC Victims of Homicide and drive the 
acquisition of new social media connections 

•  Reach homicide survivors who were unaware of homicide support 

•  Create legacy materials to be used in homicide support training and 
by survivors in peer-support groups	
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Actionable Insights: 
•  Creating professional broadcast quality, in-depth, long-form video 

interviews, conducted in an authoritative and intimate style, will allow 
the sharing of more complete stories of the myriad of survivor 
experiences 

•  Including homicide survivors from high profile murders and titling the 
series with sensational news values in mind would pique interest from 
the general public and the mainstream media. 

•  Securing media partnership for distribution of AOM content is possible 
by: (a) arguing that for too long the mainstream news media has 
profited from the grisly details of murder and this is an opportunity to 
give back; (b) providing compelling ready-to-air content at no cost 

•  By following the insights above the AOM Project could achieve what 
many survivors lacked during their experiences with the mainstream 
media; control over their story 

Overview 



What is AOM? 

Aftermath of Murder: Survivor Stories, is a multi-part video series 
featuring exclusive interviews with ordinary people who have 
experienced an extraordinary event, the devastating loss of a loved-
one through murder. 

For most of us our only experience with murder is vicarious, through 
fictional stories in film & television and via the real-life sensational details 
covered in the news.  We are captivated by the grisly details of murder, 
the who-dunit and the court trial. Rarely do we get a full picture of the 
victim and almost never any true understanding of the terrible 
emotional impact on the survivors of murder. 

This series goes “behind the headlines” as survivors share their stories 
about the loss, grief, trauma and hope for healing in the aftermath of 
slide) 



Partners 

Primary Partners: 
The following provided critical support for this project including: support 
letters, in-kind production, consultation, marketing, public relations, 
event hosting, media coverage and AOM content distribution. 

•  RCMP Integrated Homicide Investigative Team (IHIT) – Sgt. Jennifer 
Pound (Media Relations Officer) 

•  Centre for Restorative Justice at the School of Criminology, Simon 
Fraser University – Dr. Brenda Morrison (Director) 

•  Simon Fraser University Public Relations – Carol Thorbes (Information 
Officer) 

•  Shaky Egg Communications – Brent Stafford (CEO) 

•  The Province Newspaper (Pacific Press) – Erik Rolfsen (Online News 
Editor)   



Project Elements 

Created & Executed: 
•  Videos: 7x broadcast quality videos (80mins total) 

•  Daily Release: one video released each day of the NVCW  

•  Website: 12 pages with facebook plugins 

•  Screening Event: 55 attendees (April 25, 2013) 

•  Project Collateral: poster, invite flyer, postcard, event handout 

•  Press Materials: press release, media contact, pictures & video 

•  Email Marketing: 4 drops + group sends (4,000 contacts). 

•  Social Media: individual posts for each video release, all media 
coverage and production photos. Posts were on the BCVOH 
facebook fan page, Shaky Egg pages and SFU pages. Posts to RCMP 
IHIT twitter account @homicideteam with over 6,000 followers. 

•  DVD: mastered & duplicated for training and reporting 



AOM Videos 

Overview: 
•  The AOM videos were a complete success. Every participant had 

the opportunity to review and approve the videos before release. 
Every video was approved with no changes. All reported back that 
the experience was very worthwhile and they were pleased to be a 
part of the project. 

•  In the videos we were able to take a deep-dive into very delicate 
issues around the murder of their loved ones, their reactions and 
emotions, their feelings about the police and court process and the 
media coverage.  

•  Importantly, we had an in-depth discussion about the process of 
coping with grief,  their experience with support services and their 
position on if and how one can heal from such a devastating loss.  

•  AOM videos were and still are available to view on the AOM Project 
Website. Go to www.BCVOH.com for access. 



AOM Videos 

Participants: 
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AOM Videos 

Participants: 
 

AOM	
  
Producer	
  &	
  

Host	
  
Brent	
  Stafford	
  



AOM Website 

All CMNS Drove Traffic to BCVOH.com Home Page 
Where they then clicked-through to the AOM Website 

Home Page 



AOM Website 
About Page 

Videos Page Video Page - Samples 



AOM Website 
Media Page Partners Page 



Overview: 
•  By executing against the developed Actionable Insights, we 

successfully created a media partnership with The Province 
Newspaper, a Postmedia Network Canada publication. 

•  AOM videos were also available for viewing on TheProvince.com 

•  Partnership included 7-day AOM exposure during the NVCW 

News Paper 
- 1x Sunday Edition Front Page featuring AOM participants Marlyn & Ian 

Ferguson 

- 2x page feature article in Sunday Edition with the AOM logo and drive to 
view video and promotion for the weeklong series 

- 5x page A2 (inside front page) Video Promos featuring picture of 
participant, write-up and drive to view video. 

- All in-paper coverage promoted BCVOH and NVCW by name   

Province Partnership 



Province Partnership 

Overview: 
Online (TheProvince.com) 
- 6x Home Page in-content prominent placements promoting the day’s 

video, featuring picture of participant, write-up and drive to view video. 

- 7x Video Page for each individual video with picture of participant and 
complete write-up 

- Compilation Video Page: at the end of the Project The Province created 
a page listing all the videos for legacy viewing See “Links” slide 

AOM Exposure: 
•  Total reach/circulation in paper during Project = 824,9451 

•  Total reach in online = 148,4002 

Milestone: 
•  We met our goal of controlling the story as The Province used all our 

video titles and write-ups as provided by the Project 

1
Based on avg. circ. for six months ending 3/31/13 (AAM: Audit Bureau of Circulations) 

2
Based on pro-rated monthly unique visitors (comScore Inc., Total Canada, October 2012) 



Province Exposure 
Front Page – Feature Article – AOM Video Promo (in yellow) 
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Province Exposure 
Home Page Prominent Placement 



Province Exposure 
The Province AOM Video Pages - Samples 



Earned Media 

In addition to our partnership with The Province, AOM secured the below 
earned media. Media hits were placed on the AOM website and 
distributed through social media. 
Global BC Morning News (live broadcast across the province + online @ globalnews.ca) 
Homicide Survivor Allen Sawkins and AOM Executive Producer/Host Brent Stafford, talk live about the 
documentary, NVCW and Allen’s personal story of loss. Clips from AOM were used in the segment. 
4/24/13 (length 5mins 30secs) 



Article on AOM Featuring Quotes from 
Participants and producer  

Newspaper & Online 05/24/13 

CFAX 1070 (Victoria) Live Interview on Pamela McCall Show 
Brent Stafford 04/22/13 (length 21mins) 

EVOLUTION 107.9 (Vancouver) Live Interview  
Brent Stafford 04/23/13 (length 21mins) 

NEWS 1130 (Vancouver) Newscast - Screening Event 
Brent Stafford - Allen Sawkins 04/25/13 (length 49secs) 

Earned Media 



Collateral 

All	
  Project	
  communica5ons	
  included	
  
the	
  DOJ	
  signature	
  and	
  NVCW	
  info	
  



Collateral 



Street Canvassing 



Screening Event 



Facebook 
BC Victims of Homicide Fan Page 

Typical Post With Video Write-Up and Link 

Facebook anchored our social media strategy. We used 
the BCVOH fan page and the Producer’s fan page as 
primary sites for posting. In 6 days we doubled the 
BCVOH fan page Likes. We also deployed a facebook 
Like plugin on each video page on the AOM website.  
Below is a summary of the total metrics. 

Metric	
   Total	
  

Posts	
   53	
  

Impressions	
  (#	
  of	
  5mes	
  a	
  post	
  was	
  displayed)	
   17,849	
  

Organic	
  Impressions	
  (thru	
  >cker,	
  news	
  feed,	
  wall)	
   8,082	
  

Viral	
  Impressions	
  (#	
  of	
  >mes	
  a	
  post	
  was	
  seen	
  thru	
  friend)	
   9,767	
  

Reach	
  (unique	
  users)	
   7,023	
  

Organic	
  Reach	
  (unique	
  users)	
   2,762	
  

Viral	
  Reach	
  	
  (unique	
  users	
  who	
  saw	
  post	
  thru	
  friend)	
   4,322	
  

Engaged	
  (unique	
  users	
  who	
  clicked	
  anywhere	
  in	
  a	
  post)	
   571	
  

Post	
  Consump>ons	
  (#	
  of	
  clicks	
  anywhere	
  in	
  a	
  post)	
   1,711	
  

Talking	
  About	
  (unique	
  users	
  who	
  created	
  a	
  Story)	
   205	
  

Post	
  Stories	
  (#	
  of	
  Stories	
  generated)	
   253	
  

Likes	
  (320	
  on	
  FB	
  pages	
  +	
  257	
  on	
  AOM	
  website	
  video	
  pages)	
   320	
  

Comments	
   55	
  

Shares	
   113	
  



Facebook 
To extend our reach on Facebook we posted AOM on 
the following fan pages (activity not included in metrics): 

Grief The Unspoken 

Turning Grief Into Hope 

SHS Support for Homicide Survivors 

Victorian Homicide Victims Support Group 

Queensland Homicide Victims Support Group 

Domestic Violence Crime Watch 

Stop Violence Against Women 

Abbotsford Restorative Justice 

Restorative Justice Online 

Victim Support Foundation 

 

Top Organizations Who Shared Posts 



Facebook 
Sample of Comments 



33 

Email Marketing 
AOM deployed 4 email drops against two 
separate lists. One, the Producer’s list and 
the other the BC Bereavement Helpline 
list. Below is a summary of the combine 
results. 

Metric	
   Total	
  

Emails	
  Sent	
   4,441	
  

Opened	
  Emails	
   1,047	
  

Open	
  Rate	
   24%	
  

Links	
  Clicked	
   118	
  

Click-­‐Through	
  Rate	
   11%	
  

Email Drop - Sample 



Video Metrics 
AOM deployed the 7 videos on the Project website and on TheProvince.com 
website. All videos are still available on both platforms. Additionally, the Global 
BC Morning Show interview is also still available on GlobalNews.ca. Below are the 
combined metrics for all videos on the AOM Website and TheProvince.com. 

Metric	
   Plays	
   Avg.	
  Time	
  
Watched/Video	
  

Hours	
  
Watched/Video	
  

Audience	
  	
  Reten5on	
  
Avg.	
  %	
  watched	
  thru	
  

Marlyn	
  and	
  Ian	
  
Ferguson	
  

433	
   6:29	
   16	
   42%	
  

Cris>na	
  Pas>a	
   388	
   6:01	
   18	
   44%	
  

Chris	
  Ducharme	
  and	
  
Jo-­‐Ann	
  Turner-­‐Crean	
  

332	
   3:18	
   8	
   43%	
  

Allen	
  Sawkins	
   322	
   4:59	
   17	
   28%	
  

Jennifer	
  Pound	
   130	
   3:49	
   6	
   36%	
  

Brenda	
  Morrison	
   42	
   2:30	
   2	
   34%	
  

Terry	
  Androsky	
   22	
   3:34	
   1	
   49%	
  

Metric	
   Total	
  

Plays	
   1,669	
  

Hours	
  Watched	
   68	
  

Video	
  Conversion	
  Rate	
   35%	
  



Great work, I have viewed all the video’s now 
and marvel at how you gently moved all the 
participants along, you captured all the key 

elements in everyone's story and the end result is 
a complete story of that aftermath. Well done, 

You have renewed my faith in the media. 
-Marlyn Ferguson, Homicide Survivor &  

Support Group Facilitator 

Memorable Quote 



For more information contact: 
Brent Stafford 
778.896.7794 

brent.stafford@shakyegg.com 


