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EXECUTIVE SUMMARY

In Q2 2025, the City’s communications efforts continued to perform strongly, with notable gains in reach, engagement, and
subscriber growth across key platforms.

A newly redesigned Leduc.ca launched this quarter, improving user experience and accessibility. This, combined with
promotional efforts, drove a 9% increase in visitors from the previous quarter.

Social media saw significant quarter-over-quarter growth in impressions (+83%) and engagements (+51%), led by content
related to Canada Day, public engagement, and local development. The City also began experimenting with YouTube Shorts,
resulting in a 199% increase in impressions and 300% increase in engagements on that platform.

A newly branded Leduc Link newsletter was launched, resulting in strong engagement: a 70% open rate and 15% click-
through rate—both far above industry benchmarks. Newsletter subscriptions grew 278% over Q2 2024.

Media coverage increased significantly (+270%), reaching 158 million people.
While neutral sentiment declined slightly, positive and negative stories

both grew, reflecting broader media interest. 9 O/
Overall, Q2 2025 marked a successful quarter of increased visibility, I o

improved digital access, and deeper community connection.

VISITORS TO LEDUC.CA

IN Q2 2025 OVER Q1 2025

CHANNEL PERFORMANCE -

LEDUC.CA

The City launched a redesigned Leduc.ca in Q2 2025, improving user experience with features like updated navigation,
enhanced accessibility and improved search functionality. This, coupled with a communications campaign intended to drive
traffic to the site, resulted in a 9% increase in visitors to Leduc.ca in Q2 2025 compared to the previous quarter.

Total page views on the site decreased this quarter compared to Q2 2024 (-5%), which is likely primarily related to the City
removing internal IP addresses from reporting data in Q3 2024. This means this should be the last quarterly report where City
IP addresses influence the year-over-year comparison.

The Canada Day page on Leduc.ca was again among the top five most popular pages in Q2; however, there was a significant
increase in traffic to this page this year compared to Q2 2024 (+56%). This may be due to a variety of factors, including a
higher profile headline performer.

#1 #2 #3 #4 #5

City of Leduc Careers Leduc Canada Day Sports Fields
Homepage Recreation
Centre
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SOCIAL MEDIA

The City’s social media continues to be very effective in reaching
and engaging our community on important information. In Q2
2025, there was a major increase in overall impressions (+83%) and
engagements (+51%) compared to Q1 2025, driven by Facebook,
Instagram, and YouTube. Posts that primarily drove this increase
were related to construction, Canada Day, skatepark public
engagement, the Urban Centre Area Redevelopment Plan, and the
pickleball courts.

The City is experimenting with YouTube Shorts and published 3
videos in Q2 2025 about emergency preparedness, bike safety,
and SeeClickFix. Because this platform has been previously largely
unused, even slight traction on this content (64 engagements

and 8,850 impressions) generated a significant increase on the
platform compared to Q1 2025 (+300% engagements and +199%
impressions).

In early 2024, the City began to be more intentional in what was
posted organically through Meta (Facebook and Instagram) to
reduce repetitive content on its feeds. At the same time, the City
increased the number of paid ads that run on these platforms.
This change in approach has resulted in a perceived decrease in
engagements and impressions when comparing 2024 and 2025 by
quarter (although the current average engagement rate is still well
above industry average). In 2025, the City will begin tracking both

paid and organic engagement and impressions on Meta to report on

seasonal trends more accurately in 2026.
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EMAIL BROADCAST

In Q2 2025, the City implemented a new email marketing strategy by consolidating multiple individual
articles into a single newsletter format. The newsletter was also rebranded and titled, Leduc Link. While
the new e-newsletter will improve how residents receive information from the City, the way they engage
with the e-newsletter will change. This means year-to-year comparative data and analysis on click
through rates (e.g., Q2 2025 compared to Q2 2024) will be unavailable until Q3 2026.

Despite the format change, engagement remains strong; the average open rate in Q2 2025 was 70%
— well above the industry average of 42% — and the average click-through rate was 15%, compared to
the 2% industry standard. The most popular content shared with residents via Leduc Link in Q2 2025
was a teaser about a new vision for downtown Leduc (39% click through rate) and a caption about the
redesigned Leduc.ca (33% click through rate).

Subscriptions to the e-newsletter continue to grow with net new subscribers increasing 278% in

Q2 2025 compared to Q2 2024. This suggests the content resonates with the community, effectively
addressing topics that are relevant and meaningful to our audience. Additionally, the redesigned
Leduc.ca has improved the overall user experience and made it easier for visitors to sign up for
Leduc Link, further contributing to subscriber growth.

+278% 70%  33%

GROWTH Q2 2025 AVERAGE OPEN RATE HIGHER THAN INDUSTRY
OVER Q1 2024 : : AVERAGE
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A NEW VISION FOR LEDUC.CA IS CONSTRUCTION CITY COUNCIL EXPANDING LOCAL
DOWNTOWN LEDUC TURNING OVER SEASON IS APPROVES FOOD PRODUCTION
A NEW LEAF UNDERWAY DECREASE TO AND IMPROVING
MID-APRIL 2025 RESIDENTIAL FOOD ACCESS
TAX RATE
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NEWS

EXTERNAL NEWS MEDIA

The City received 440 mentions in the news media this quarter (+270% from

Q2 2024), reaching 158 million people (+669% from Q2 2024). Most articles
mentioning the City in Q2 2025 were neutral in sentiment (78%), representing a

7% decrease in neutral news coverage from Q2 2024. There was a corresponding
increase in both positive (+36%) and negative (+50%) news coverage compared to
Q2 2024. The increase in negative sentiment can largely be attributed to an update
regarding the settlement of the lawsuit.

In Q2 2025, the Leduc Rep generated the greatest amount of news about
the City (76 articles), while CTV’s news coverage had the greatest reach
(48.5 million people). This is typical of what we see quarter-over-quarter
and year-over-year, with local outlets having a vested interest
in covering news in our community (smaller reach, o)
more articles) and regional outlets having a larger + 27 0 /o
audience base, and more resources to share the

i INCREASE IN MEDIA
news (larger reach, less articles). MENTIONS

LEDUC.CA NEWS

In Q2 2025, there were 20,176 views on Leduc.ca news items (+145% from Q2 2024). This can likely be
attributed to several factors: the new website layout and design makes it easier for users to find and browse the
news section; meta titles and descriptions are now included on each news item, which helps generate organic
traffic from online search engines (e.g., Google) to Leduc.ca news items; and news modules are now embedded
on some content pages, increasing visibility of news content throughout the site.

A news item about summer camps, for example, was embedded on the Leduc Recreation Centre landing page in
mid-March so all visitors to that page around that time would have been given an opportunity to click through to
read the news item.

LEDUC SUMMER CAMPS . 1,997 VIEWS

. 1,761 VIEWS
. 1,638 VIEWS
. 1,246 VIEWS

LEDUC CITY COUNCIL APPROVES DECREASE TO 2025 RESIDENTIAL TAX RATE

AR PTYYY

CORB LUND HEADLINES LEDUC’S 2025 CANADA DAY CONCERT
FIRE ADVISORY IN EFFECT FOR CITY OF LEDUC

URBAN CENTRE REDEVELOPMENT PLAN IS HERE TO GUIDE FUTURE GROWTH AND REVITALIZATION . 1,101 VIEWS
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