Place Branding Through a Designh Lens
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About Us






International and
Interdisciplinary

Established 1n 1966 in Montreal
Toronto, Calgary, New York, ZUrich
55+ Team
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What we do










Connect people to places.

Give places identity and meaning
Create design that Is practical & beautiful
Make everyday experiences inspirational



Brand Strategy
and ldentity

We distill the essence
of an entity Into a
positioning that

can transcend and
unify the way a brand
1S expressed.







Marketing
Communications

We provide marketing,
strategy, and planning
services to realize all
of our client’s
communications
Initiatives.




Placemaking &
Experiential Graphic
Design

We inform and enrich
the daily lives of those
WhO use a space.
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Arizona Cardinals University of Phoenix Stadium



Wayfinding

We create a system
that supports a user’s
ability to navigate the
pbutlt environment
easlly, efficiently, and
confidently.









Exhibit Design

We design, develop,
and manage the
creation of exhibits.






Place Branding & Experiential Design



Holistic Service

Environment Wayfinding Products and

Exterior Services

Architectural

Interior
Digital EXPERIENTIAL DESIGN
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Branded Marketing
Environments Communications

Corporate Strategy




Place Brand Wayfinding




Place Brand Wayfinding




Philosophy



A place brand defines and
communicates what a place stands for,
a promise it makes, and the personality
't conveys.



Seeking to enhance the user experience
through thoughtful and creative design
solutions.



Balancing functionality and beauty to
create experiences that connect with
people on an emotional level.



Using research and science to better
understand how people think, feel and
behave within any environment.

Subjective vs. Objective






Holistic Understanding



Holistic Understanding
Inclusive of users, staff, services, destinations, spaces & stakeholders
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Holistic Understanding

Inclusive of users, staff, services, destinations, spaces & stakeholders
+

Compelling Brand Framework

Unique offer; encapsulates intended values and positioning

-t

Unified Communication
Visually clear, consistently recognizable & well integrated



Design can fuel a dialogue between
people and the spaces they occupy.



Toronto Financial District

Creating a distinct & identifiable brand &
brand guidelines for the financial district located In the
heart of downtown Toronto.
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Daniels Spectrum
Regent Park Arts & Cultural Centre

This 60,000 square foot, multi-tenant facility Is one of
the most important building blocks in the revitalization
of the Regent Park neighbourhood.

Award: 2014 Architectural Record. Good Design 1s Good Business Award





















DESIGN AND PLACE BRANDING
BEYOND THE LOGO

CITY NATION PLACE AMERICAS
JUNE 6, 2019



DESTINATION DEVELOPMENT

is the strategic planning and advancement of defined areas to support the evolution
of desirable destinations for visitors, by providing compelling experiences, quality
infrastructure, and remarkable services to entice repeat visitation.




PLACEMAKING

is a multi-faceted approach to the planning, design and management of public
spaces. Placemaking capitalizes on a local community's assets, inspiration, and

potential, with the intention of creating public spaces that promote people's health,
happiness, and well being.




CITY BUILDING

The sum of actions by individuals, groups or organizations that, through urban
planning and built infrastructure, volunteerism and civic action, makes a city a

better place today and for the future through the process of shaping the setting or
public realm.




PLACEMAKING
SITE-BASED

DESTINATION CITY
DEVELOPMENT BUILDING

EXPERIENCE- PUBLIC REALM
BASED




MORE ON
DESTINATION DEVELOPMENT

TO STRENGTHEN THE DESTINATION EXPERIENCE BY:

 evolving the destination’s visitor servicing and information
offering

« facilitating and supporting new demand-generating niches

- filling any gaps between tourism expectation and the visitor
experience

- advocating that Ottawa’s evolution as a city apply a visitor
experience lens to new development of all kinds

* integrating tourism into symbiotic industries (education,
high-tech, government, etc.)

OTTAWA



ACTIONS FOR
SUCCESS

1. Awareness of and engagement with community projects

2. Communication and advocacy around the value of your
destination’s visitor economy to attract allies and build
support

3. Consultation — how your DMO engages with external

projects and how your DMO engages its audiences with
DMO-driven initiatives

4. Research and analyse data to gauge community buy-in
5. Invest in destination development opportunities

6. Stay on top of trends in travel — what is the new frontier?
OTTAWA



TOURISM IS A
HIGH-VALUE
INDUSTRY

AND A MAJOR ECONOMIC
GENERATOR FOR THE CITY OF
OTTAWA

In terms of direct tourism activity,
Ottawa’s visitor economy supports
30,640 jobs, $1 billion in earnings
(wages and salaries) and $1.4 billion
in gross domestic product (GDP)



IMPROVING OUR
VISITOR EXPERIENCE

GAINING VALUABLE INSIGHT THROUGH OUR VISITOR
SURVEY

* Over 140,000 responses collected in 2018

» Deployed over wifi at Ottawa-area attractions and visitor-
oriented locations

OTTAWA

TOURISM « TOURISME




OTTAWA RURAL TOURISM
STRATEGY



OTTAWA FESTIVAL STRATEGY



OTTAWA VISITOR SERVICING
STUDY



OTTAWA WAYFINDING PROJECT



BUILDING PARTNER SUPPORT
WAYFINDING PHASE 1




BUILDING PUBLIC SUPPORT
WAYFINDING PHASE 1






I NVESTI N G OFFERING FINANCIAL SUPPORT THROUGH OUR
DESTINATION DEVELOPMENT FUND
I N O U R CI I Y Helping to deliver unique visitor experiences that drive visitation

OTTAWA



DESTINATION DEVELOPMENT FUND
FUNDING STREAMS

TOURISM TOURISM ATTRACTIONS, FESTIVALS EXPANSION
INNOVATION PROJECT FACILITIES AND AND OF THE
FUND FEASIBILITY TOURISM EVENTS REGIONAL /
STUDIES INFRASTRUCTURE NICHE
PROJECTS TOURISM
OFFER

www.OttawaTourism.ca/destinationdevelopment

OTTAWA



DOWNTOWN

LEGEND

o Prospective Project
®n Progress
OU R @ Approved / Completed

OTTAWA

S\« TOURIS!



OTTAWA | THANKYOU.

TOURISM « TOURISME




Ottawa Tourism
Ottawa & Gatineau / Ontario & Quebec
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Stakeholder Engagement



Stakeholder Engagement



Public Engagement
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Walking Times - Actual
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Connect people to places.

Give places identity and meaning
Create design that Is practical & beautiful
Make everyday experiences inspirational



Thank you



