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Over the years of making a difference through impact-focused  

and purpose-driven initiatives, we’ve seen how communication 

tools and approaches have grown. In the last year alone, significant 

weight has been placed on fostering authentic connections,  

creating inclusive spaces and advancing reconciliation. This trend 

has not only shaped the work we’ve done for our clients but has  

also been a core part of our own journey.

Furthermore, there has been a focus on the humanness of 

storytelling. Audiences want to know that an organization is genuine; 

there’s a person behind every statistic. Communications that offer 

authenticity, inclusivity and connectivity will continue to do well in 

engaging target audiences.

Read these insights from the 50th Parallel Public Relations team for 

exclusive communications tips from our experience using  

PR to command equity and presence in this world. 



Language is essential to identity, transferring 

values, culture, traditional practices and heritage 

to future generations. Indeed, a crucial piece of 

reconciliation is language revitalization and many 

Canadian organizations are recognizing this 

by including traditional names and language in 

internal and external communications materials. 

We see this in practice on provincial highway signs, 

provincial parks and schools, such as SĆIȺNEW̱ 
SṮEȽIṮḴEȽ elementary school in south Langford. 

There are instances, however, where an 

organization is unable to use traditional language, 

whether it be a lack of resources or technical 

ability. To fill the gap, we’ve created a language 

revitalization document with our First Nations 

clients that offers pronunciation, proper  

spelling and language-friendly fonts to assist  

non-Indigenous organizations and media outlets  

in correctly presenting project details.  

This document is then added to digital media 

kits and web pages as an easily accessible online 

resource. The language revitalization document 

we created for c̓išaaʔatḥ (Tseshaht) First Nation 

contains QR codes for the reader to scan and listen 

to the pronunciation of its residential school project 

name ʔuuʔatumin yaqckʷiimitqin (Doing it for Our 

Ancestors), and provides resources to download 

special characters to display the language 

properly. Similarly, a media kit we designed for 

Sto:lo Nation’s residential school project Xyólhmet 

ye Syéwiqwélh (Taking Care of Our Children) 

contains a QR code that, when scanned, allows 

the reader to listen to and learn the halq’eméylem 

language.

S U P P O R T  I N D I G E N O U S 

L A N G U A G E 

R E V I T A L I Z A T I O N
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https://tseshaht.com/
https://www.stolonation.bc.ca/
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FONT FAMILIES

LANGUAGE REVITALIZATION 
IS A MEANINGFUL AND 
NECESSARY STEP IN 
RECONCILIATION.

HOW TO DISPLAY

ʔuuʔatumin 
yaqckʷiimitqin 

Below are a few popular font families and 

how it portrays these special characters:

ʔuuʔatumin yaqckʷiimitqin is a Tseshaht phrase 
meaning “Doing it for our Ancestors” and is led 
by c̓išaaʔatḥ (Tseshaht) First Nation.

The glottal stop is a speech 

sound produced by closing the 

vocal cords and then opening 

them quickly so that the air from 

the lungs is released with force. 

Scan the QR code to listen to 

how to pronounce ʔuuʔatumin 
yaqckʷiimitqin, spoken by a 
išaaʔatḥ (Tseshaht) member. 

The rounded k adds the 

addition of lip rounding 

to the English ‘k’ sound.

Many popular font families support the special 

characters in the Nuu-chah-nulth alphabet. 

If the font family used by your media outlet does 

not support these special characters, please 
reach out to us for acceptable alternatives 
or consider using a supported font. 

Scan the QR code to access a 

free resource to download special 

characters for use when writing 

out First Nations languages.

Times New Roman

ʔuuʔatumin yaqckʷiimitqin

Arial 

ʔuuʔatumin yaqckʷiimitqin

Helvetica

ʔuuʔatumin yaqckʷiimitqin

Calibri

ʔuuʔatumin yaqckʷiimitqin

Avenir

ʔuuʔatumin yaqckʷiimitqin

First Nations Unicode

ʔuuʔatumin yaqckʷiimitqin

BC Sans

ʔuuʔatumin yaqckʷiimitqin

Aborigional Sans

ʔuuʔatumin yaqckʷiimitqin

Roboto

ʔuuʔatumin yaqckʷiimitqin

It is important to Survivors, loved ones, the 
išaaʔatḥ (Tseshaht) community and the 
project team that the traditional name be used 

in all communications, including those written 
and told by media outlets. 

Courier New

ʔuuʔatumin yaqckʷiimitqin

Verdana

ʔuuʔatumin yaqckʷiimitqin

c̓išaaʔatḥ (Tseshaht) First Nation

Language revitalization document

Xyólhmet ye Syéwiqwélh  

(Taking Care of Our Children)

QR code link to learn the language



In 2021, Tk’emlúps te Secwépemc announced 215 

unmarked graves at the former Kamloops Indian 

Residential School in the BC Interior. Since then, 

many First Nations and Indigenous communities 

have undertaken similar work on their territories. 

Often, the stories that make national headlines 

or front-page news are the ones with shocking 

numbers. A similar trend is seen when speaking 

about the opioid crisis—the story is boiled down to 

statistics. What these types of stories do is take the 

humanness out of the numbers. It’s very easy to get 

caught up in statistics but behind every number is  

a story about a person’s journey. 

Two of our clients, Sto:lo Nation and Ahousaht 

First Nation (AFN), grappled with whether to 

share figures when they released their preliminary 

residential school project findings over the 

past year. Ultimately, the goal was to focus on 

storytelling and change the narrative of media 

headlines. While these figures were shared in the 

end, it’s important they don’t overshadow the 

overall message in communications. 

S T O R I E S  A R E  O F T E N 

M O R E  I M P O R T A N T 

T H A N  S T A T S
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https://www.ahousaht.ca/
https://www.ahousaht.ca/
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Xyólhmet ye Syéwiqwélh  

(Taking Care of Our Children)

Residential school project gathering, 2023

ʕaaḥuusʔatḥ(Ahousaht) First Nation 

‘We are still standing’ phase 1 of residential 

school research and scanning, 2024



Media continues to play a vital role in effectively 

disseminating community stories, whether big or 

small, to the masses. Every good communications 

strategy should focus on effective media relations. 

If you have a newsworthy story, it’s important to 

make sure the journalists who get it will give it the 

time and attention it deserves. Strengthen your 

relationships with early access to information, 

offering exclusive interviews and keeping them 

informed about upcoming events. Even small acts, 

such as promptly responding to inquiries about 

story details or the spelling of names, go a long 

way to build trust. In addition, a benefit of nurturing 

these relationships is the ability to reach out to 

journalists for feedback if your story didn’t receive 

as much media attention as you had hoped.  

This kind of feedback means your stories can  

reach a wider audience.

Across four different media events, we’ve secured 

more than 80 publications in over 100 media 

outlets. Moreover, other organizations and 

stakeholders have replied to our client’s stories, 

making public statements themselves, including 

members of the Legislative Assembly of British 

Columbia, local governments, school boards and 

health authorities. 

B U I L D  M E D I A 

R E L A T I O N S H I P S  

T H A T  M A T T E R

0 8
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Sample Media Pickup 

2024



Words have meaning. What may resonate for  

one group may not make sense for another.  

A fundamental step in preparing communications 

pieces is making sure the core message is the same, 

no matter where it’s said or who says it.  

For example, residential school projects use 

different language for former students; Ahousaht 

First Nation uses Warriors, whereas Tseshaht First 

Nation uses Survivors. Indigenous employment  

and inclusion organization Indigenous Works 

describes their process as a canoe journey.  

The Nuu-chah-nulth Tribal Council used strong 

language, including “Enough is enough” and “a 

mother’s cry” to drive home the seriousness of the 

opioid crisis when declaring a state of emergency 

in all 14 member Nations in September. The terms 

and phrases used by an organization and its 

spokespeople are what create connection and 

trust with an audience.

At 50th, we work with clients to determine these 

key messages so spokespeople feel comfortable 

and confident when speaking, resonating more 

with the audience. A key messaging document isn’t 

a one-size-fits-all approach–as societal trends 

change, organizations and individuals will adapt, 

and so too does the narrative.

K E Y  M E S S A G I N G  

I S  K E Y

1 0

https://www.iworks.org/
https://nuuchahnulth.org/about-ntc
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Nuu-chah-nulth Tribal Council (NTC)

NTC media release declaring state of 

emergency in all 14 member Nations. 

“Enough is enough” is just one of many 

thought-provoking key messages used.

W H A T  A R E 

T H E  K E Y 

M E S S A G E S ? F 



This year, our clients and our team have been 

embracing the return of in-person gatherings, 

creating spaces for collaboration, networking 

and engagement. As we move beyond the 

limitations of digital-only events, we’re seeing a 

renewed appreciation for authentic, face-to-face 

connections.

Recently, our team had the privilege of 

participating in the B Corp Champions Retreat 

in Vancouver and the International Association 

of Business Communicators World Conference in 

Chicago. At these events, we looked outside the 

box and connected with innovative professionals 

who are reshaping the future of their fields. 

Additionally, we supported the Co-operative 

Housing Federation of BC (CHF BC) and  

BC Aboriginal Child Care Society as they brought 

their communities together in person. While 

technology allows us to reach people in their homes 

and offices, there’s nothing like bringing people 

together to learn and grow. 

B R I N G I N G  P E O P L E  

A N D  I D E A S  

T O G E T H E R

1 2

https://www.chf.bc.ca/
https://www.chf.bc.ca/
https://www.acc-society.bc.ca/
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BC Aboriginal Child Care Society

2024 First Nations Leadership Forum

on Early Learning and Child Care



Our attention is in constant demand through 

advertising, social media, streaming services and 

all kinds of new and emerging technology, and 

this step away from human connection is driving 

people’s craving for authenticity more than ever. 

This is especially true when it comes to how we 

communicate with others, whether through our 

personal or organizational brand. Audiences today 

want to know not just the “why” behind a brand but 

the story about the “who.” They want to feel the 

connection and trust that there’s a human behind 

the message. This makes authentically portraying 

yourself the difference between engaging an 

audience and losing them. 

At 50th, we put authenticity at the forefront, never 

using templates and catering content to each 

organization we work with. Every organization 

has a story and reason behind it. Ensuring that 

this story is preserved is the most essential part of 

messaging and branding. This is not just a strategy, 

but a way to connect with the target audience, 

fostering real and meaningful connections. 

A U T H E N T I C I T Y:  

V E R Y  D E M U R E , 

V E R Y  M I N D F U L  

1 4
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Ahous Adventures

A brand board was developed which 

led to the creation of different  

types of design assets

https://ahousadventures.com/


Artificial intelligence (AI) is impacting conversation 

worldwide, bringing a mix of hope and hesitation. 

While it’s important to address AI’s challenges, 

we can’t overlook the opportunities it offers—

especially when it comes to empowering and 

uplifting marginalized communities. 

We walk alongside communities to support them 

in building their internal capabilities, which means 

ensuring their communications continue with or 

without us. Leveraging AI in these scenarios can 

be transformative for organizations with limited 

resources. 

AI can empower smaller organizations to share 

their messages more efficiently, but it’s not just 

about knowing how to use the tools. True success 

comes from understanding their unique needs and 

providing personalized guidance on how AI can 

work best for them.

For example, organizations looking to improve their 

audio and video communication can use programs 

like Descript and Zoom to streamline podcast and 

meeting transcriptions. When it comes to analytics, 

AI can be a powerful tool for processing large 

amounts of social or website data, turning an  

hour-long task into just a few minutes. Canva AI 

and Adobe AI, while still in early development, can 

offer creative support, helping organizations get 

started even when the first step isn’t clear.

It’s crucial that we embrace these opportunities 

thoughtfully, ensuring AI serves as a support, not 

a substitute, for our expertise. The core of our 

work—creativity, strategy and human connection—

cannot, and should not, be replaced.

While not all of this work can be done by AI, 

embracing this change to walk with our clients in 

boosting their capacities, hand-in-hand with AI, 

will make a significant impact. This is all uncharted 

territory—we are just beginning to understand the 

impact that AI is going to have on the industry, but 

we need to approach this with responsibility, hope 

and openness. 

A I  A S  A  

C A P A C I T Y- B U I L D I N G  

T O O L   

1 6
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Descript

All-in-one podcast and video editor 

that’s designed to add ease to the 

entire editing process

Canva AI

Produce AI-generated images 

and art with a text prompt



With our feeds flooded with content, we’ve seen a 

powerful shift in what truly defines influence. It’s no 

longer about building massive followings or chasing 

trends—it’s about leaders who go beyond the 

surface to inspire real, lasting change.

That’s where thought leaders come in. Rather 

than earning respect through their follower 

count, they are recognized and admired for 

challenging the norm and having the courage to 

tackle tough questions. What sets them apart is 

their authenticity and expertise. They build their 

credibility through years of experience and are 

trusted voices for speaking up when others won’t.

We’re honoured to work alongside thought leaders 

like our founder, Naz Lauriault, and our clients, 

Ricky-Lee Watts and Nene Kraneveldt. 

Naz, a social entrepreneur and advocate, 

empowers marginalized individuals to reclaim 

their power and take action. Ricky-Lee inspires 

young people to connect with their innate insight, 

unlocking their potential to drive social and 

environmental change. Nene blends leadership 

practices with spiritual wisdom, guiding individuals, 

particularly Indigenous leaders, to heal from 

trauma and find balance. 

The rise of thought leadership reflects a shift 

in what we value. We’re looking for something 

deeper—leaders who challenge us, teach us and 

inspire us to be better. Thought leaders are the 

influencers we’re ready for because they don’t just 

talk, they listen, and they don’t just influence, they 

transform. 

T H O U G H T  L E A D E R S  

A R E  T H E  I N F L U E N C E R S  

W E  A R E  R E A D Y  F O R 

1 8

https://nazlauriault.com/
https://rickyleewatts.com/
https://www.imaginationfx.ca/team
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Naz Lauriault 

Attending the WEDO Summit 

and International Association 

of  Business Communicators 

as a guest speaker

Ricky-Lee Watts

Thought leadership 

branding



People will engage with social media posts and 

accounts they relate to. One of which is seeing a 

piece of themselves reflected in the imagery on 

screen or the story being told. Social media posts 

that incorporate imagery, artwork, colours and 

icons of a specific Nation, culture or people will see 

higher engagement from those groups. Moreover, 

this supports the revitalization of First Nations 

culture and the recognition of the multicultural and 

diverse society in which we live.

As a non-Indigenous organization, it is important 

we work with Indigenous creators and collaborate 

with meaning to nurture decolonization and 

amplify Indigenous stories in the work we do.  

The culture, protocols, history and traditions of 

First  Nations, Metis and Inuit Peoples are unique, 

which is why we actively work with Indigenous 

artists, strategists, Knowledge Keepers and 

organizations, especially when working with 

Indigenous clients, to ensure the materials we 

produce are meaningful, culturally appropriate 

and Indigenous-led.

L E T  T R A D I T I O N  

A N D  C U LT U R E  

S H I N E  T H R O U G H 

2 0
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Te’mexw Treaty Association

Sample of social media posts  

which feature Nation-specific  

photos, people and design

Wei Wai Kum Kwiakah Treaty Society

Traditional artwork was used as the 

inspiration for brand graphics and icons



Building genuine connections requires more 

than just one-way communication. It’s about 

opening the door for engagement and inviting 

your audience to be active members of the 

conversation. By hosting Q&A sessions or 

community meetings, you can create collaborative 

spaces that encourage discussions while social 

media tools like polls, question prompts and 

feedback-driven content offer anonymous and 

easy participation.

These conversations go beyond just asking for 

feedback, it’s about showing that you’re listening. 

Sharing the results of these interactions is key to 

building trust and demonstrating that you value 

your audience’s input. For example, What We 

Heard reports we created for the BC Aboriginal 

Child Care Society, Alberni-Clayoquot Health 

Network and Capital Regional District openly 

share community feedback, building transparency 

with their members. Similarly, Q&A content shared 

on social media or newsletters by Te’mexw Treaty 

Association and Wei Wai Kum Treaty keep the 

conversation going, showing that every voice is 

valued and every opinion counts.

T W O - WAY  C O M M U N I C A T I O N 

A N D  F O R M I N G  G E N U I N E 

C O N N E C T I O N S  

2 2

https://achn.ca/
https://achn.ca/
https://www.crd.bc.ca/
https://temexw.org/
https://temexw.org/
https://weiwaikumtreaty.ca/


2 32 0 2 4  T R E N D S  R E P O R T

Alberni-Clayoquot Health Network

What We Heard report

BC Aboriginal Child Care Society

What We Heard report



We’ve shared the importance of two-way 

communication, but how do you actually do it?  

Well, the answer lies in interactive content!

On social media, keep your audience engaged with 

online polls and quizzes. These tools are not only 

fun and engaging, but they also provide insight into 

your specific audience’s preferences. For in-person 

interactions, consider using surveys during events 

to capture immediate feedback. This doesn’t just 

mean handing out individual surveys, try real-time 

feedback technology like Slido or Menti Meter. 

These tools turn presentations and live events into 

interactive experiences and give people a chance 

to share their thoughts anonymously. By embracing 

interactive content, you can create a responsive 

community where your audience is excited and 

motivated to participate. 

I N T E R A C T I V E  C O N T E N T : 

T O O L S  F O R  T W O - WAY 

C O M M U N I C A T I O N

2 4
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CRD

Interactive information sheet with QR 

code link which led to an online survey



Technology provides us with endless possibilities 

to create engaging content, all at our fingertips. 

There are numerous ways to bring life into an audio 

file and imagery. Short-form videos on platforms 

like Instagram and TikTok deliver concise, 

memorable content that captures attention quickly. 

On the other hand, long-form videos and podcasts 

allow a deeper exploration of ideas and stories, 

encouraging audiences to engage with more 

detailed narratives over time. Going even further, 

tools like animation can combine both audio and 

imagery to bring to life important and powerful 

messaging. 

By utilizing these tools, it’s easy to create videos 

that inspire, engage and inform your target 

audience. We’ve done this through short videos 

on social media to document traditional language 

phrases, share insights from community members 

or showcase highlights from events. These different 

formats offer flexibility and the opportunity to 

connect with your audience across platforms.

B R I N G  S T O R Y T E L L I N G  

A L I V E  T H R O U G H  

A U D I O  A N D  V I D E O

2 6
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SOUND 

ON!

Te’mexw Treaty Association

Sample of social media posts that teach 

the public proper pronunciation of the 

SENĆOŦEN language.



W H A T ’ S  

N E X T ? 
The desire for connection, collaboration and communication 

continues to grow as social media, applications and software 

have us staring at screens more than ever. The most engaging 

content is passionate, authentic and meaningful—organizations 

can’t simply create content, it’s about two-way communications 

and building genuine connections. Indeed, we are consistently 

seeing more community groups and organizations tell their 

story, as it is through storytelling that we are a more empathetic, 

caring and trusting society. As audiences continue to demand 

authenticity from organizations, and with Gen Z taking breaks 

from social media altogether, it’s important that your content is 

impactful, purposeful and creates value for your audience. 


