THE CORPORATION OF THE TOWN OF AMHERSTBURG
OFFICE OF PARKS, FACILITIES, RECREATION & CULTURE
MISSION STATEMENT: Committed to delivering cost-effective and efficient services for the
residents of the Town of Amherstburg with a view to improve and enhance their quality of life.

Author’s Name: Anne M. Rota
Author’s Phone: 519 519 736-0012
ext. 2218
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arota@amherstburg.ca

Report Date: December 6, 2018
Date to Council: January 14, 2019
Resolution #: N/A

To:

Mayor and Members of Town Council

Subject:

Amherstburg Branding Strategy – Logo Design

1.

RECOMMENDATION:

It is recommended that:
1.

The report from the Manager of Tourism and Culture dated December 6, 2018,
regarding the Amherstburg Branding Strategy – Logo Design presentation by
Cinnamon Toast New Media Inc. BE RECEIVED; and,

2.

The new logo design BE APPROVED as submitted, as part of the overall
Amherstburg Branding Strategy.

2.

BACKGROUND:

On December 12th, 2017, Council approved up to $80,000 for an overall Amherstburg
Branding Strategy within the 2018 Capital budget. Cinnamon Toast New Media Inc. was
the successful applicant as per the RFP process at a projected cost for the project of
$76,320 including net HST. This report will recognize the Brand Visual/Image Creation
including a new logo deliverable of the agreement.

3.

DISCUSSION:

As part of the Council approved Community Based Strategic Plan (CBSP) 2016-2021,,
two of the five strategic pillars were identified in correlation to the Amherstburg Branding
Strategy. They are Marketing and Promotion and Economic Development which serve
as catalysts for achieving the objectives of the CBSP.
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Key Project Deliverables for the Amherstburg Branding Strategy are:
a)

Development of a comprehensive research paper including data regarding
perceptions of internal and external audiences, the source of those perceptions,
suggestions for changing said perceptions through a new brand image and
marketing implications.

b)

Brand Visual/Image Creation including the creative development of logo
and communications for print and digital for the purpose of incenting
visitation and targeting high yield consumer segments.

c)

Creative development of a new tourism website.

c)

Communications Strategy.

d)

Brand Identity Manual (Visual Identity Standards) and Communications plan.

The current Town Crest which was designed in 1982 will still be accessible for relevant
municipal use. It is extremely important to note however that the new logo design is a
marketing and promotional tool to attract new visitors, new demographic markets and
investors as per the Community Based Strategic Plan.
Metrics to support the process of the logo design were:
•
Two public input meetings held at the Libro Credit Union Center
•
Interactive, on line surveys and announcements posted on “Talk the Burg” and
Amherstburg/Connection
•
Print advertisements in the River Town Times
•
Earned media picked up by the press through media releases
•
Resources and materials from the Town of Amherstburg archives relating to
culture and tourism
•
Photography and imagery of Amherstburg Historic Sites

4.

RISK ANALYSIS:

The Town of Amherstburg has fallen behind in brand recognition to successfully
integrate with marketing and promotion that align with current and developing market
trends.
The Town of Amherstburg is not a lead in comparison to other municipalities in the
region with a robust, rigorous logo that stands apart in a highly competitive market.
Currently, the municipal town crest does not serve as a necessary catalyst for achieving
the objectives of the Community Strategic Plan for competitive and sustainable market
share.

2 of 4
Page73

5.

FINANCIAL MATTERS:

As noted above, Council approved up to $80,000 in the 2018 Budget toward a branding
strategy.
The work under this initiative is projected to be completed within the
approved budget.

6.

CONSULTATIONS:



7.

The residents and the general public were consulted on this initiative
Members of Administration from Office of the CAO, Corporate Services (Finance
and IT), Legal and Tourism areas were consulted on this initiative

CONCLUSION:

The new logo has the original qualities to attract a growing number of technology fluent
and creative individuals that will generate social cohesion, innovation and ultimately
continued prosperity for the Town of Amherstburg.
Through the new logo and branding strategy, Amherstburg has an opportunity to
promote itself with an inviting, captivating and progressive brand for investors and
visitors to consider investing their time and money in the Amherstburg community.

_______________________________
Anne M. Rota
Manager of Tourism and Culture
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Report Approval Details
Document Title:

Amherstburg Branding Strategy – Logo Design .docx

Attachments:

- Amherstburg_FindingsReport-final (2).pdf
- Amherstburg_LogoPresentation_Council.pdf
Jan 8, 2019

Final Approval Date:

This report and all of its attachments were approved and signed as outlined below:

Mark Galvin - Dec 12, 2018 - 1:45 PM

Cheryl Horrobin - Dec 12, 2018 - 3:43 PM

John Miceli - Dec 13, 2018 - 12:15 PM

Paula Parker - Jan 8, 2019 - 3:51 PM
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TOWN OF
AMHERSTBURG
Report of
Findings
BRAND CONSULTATIONS
September 12th, 2018
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INTRODUCTION
The Town of Amherstburg is seeking the
development of a clearly defined brand
to raise awareness surrounding its assets,
opportunities, and quality of life benefits.
Other essential project objectives include:
̸̸ Building a competitive tourist and investment industry that
attracts consumers and sustainably that nurtures the region’s
growth
̸̸ Building brand awareness across key markets, increasing the
number and length of visits, generating sales, and growing repeat
business
To begin the process of achieving these objectives, Cinnamon Toast (CT)
has engaged staff, residents, and the wider general public in an online
survey and a series of in-person consultation discussions. Together,
these activities unlocked a better understanding of each groups’ goals,
interests, and priorities for the brand, the outcome of which is outlined
in the following pages of this report.
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OUR APPROACH
Online Survey
To gather input from the residents of Amherstburg and surrounding
communities, we released an online survey that was open to the public.
The survey consisted of 17 questions that were designed to establish
key information about Amherstburg and the respondents, including
demographic information, general interest in the area, differentiating
factors, future objectives, brand personality, logo suggestions, and website
feedback. After leaving the survey open from July 17, 2018 to August 31,
2018, we received 383 responses.

In-Person Consultation
To gain a better understanding of Amherstburg’s future brand and
website, we held two public engagement sessions: one on Wednesday,
August 29 at 3 pm, and one on Wednesday, August 29 at 6 pm, to
accommodate various schedules.

Participant Profile

383
28

individuals participated in the Online
Survey via Survey Monkey

stakeholders attended and participated
in our In-Person Consultations
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Exercise One
As an introduction and to engage attendees, CT provided a detailed
explanation of what a brand is (vs. what it is not) and how a brand
serves and enhances a community. We then ran a word association
activity with staff and residents to help establish the descriptors they
most want associated with the town’s future brand. This activity’s
primary goal was to dig deep into Amherstburg’s personality and gain
a full understanding of participants perceptions of not only currentday Amherstburg but how they would like to see their community in
the future. We provided them a list of 25 words, broke them off into
groups of three to five, and asked them to pick their top five descriptors.
Once each group had selected their top descriptors, we had a member
from each group present the reason they had chosen each of them.
After listening to each group in the session present, all groups had to
mutually agree upon five words to describe the town. The full list of words
provided (in no particular order) was:

Unique, Friendly, Edgy, Lively, Good-natured,
Clever, Vibrant, Laid-back, Reserved, Happy,
Genuine, Playful, Peaceful, Bold, Ambitious, Quaint,
Conservative, Authentic, Historic, Cheerful, Artsy,
Exciting, Scenic, Relaxed, Progressive

Exercise Two
After Exercise One was complete, each person completed a handout that
contained a series of questions. The handout questions were designed to
understand and establish demographics, personal interests, value systems,
challenges, a desired vision for the town, and logo suggestions. To ensure
participants understood the questions, CT provided a detailed explanation
of the type of information we were seeking.
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Exercise Three
The third and final exercise was a visual association activity which aimed to
establish the feelings attendees hope to have reflected in Amherstburg’s
future brand. We placed 31 photographs on the wall and gave each person
ten green stickers and ten red stickers. Each participant was instructed to
look at all the visuals first, then use the green stickers to indicate images
that evoke feelings they would like associated with the new brand, and red
stickers to indicate images they don’t want associated with the new brand.
This activity provides valuable insights to help guide CT in what type of
imagery evokes positive feelings and captures the mood of Amherstburg.

Do's

Don'ts

̸̸

Photography of scenery and
nature (including gardens,
waterways, farmland)

̸̸

Photography of historic sites

̸̸

Photography of diverse
audiences (including race,
gender, and age)

̸̸

Logos with a modern feel
and curved lines

̸̸

Logos enclosed by circles

̸̸

Logos with scenic themes

̸̸

Logos with UPPERCASE font

̸̸

Photography where water is
the main focus

̸̸

Photography of animals

̸̸

Logos that are primarily
text-based

̸̸

Logos that include animals

̸̸

Logos including
old-fashioned/ornate crests
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RESULTS AND DISCUSSION
Online Survey Results

87%

̸̸ 57% respondents work full-time

value

̸̸ 25% respondents are retired

Amherstburg’s:

̸̸ 76% respondents have children

75%

̸̸ 80% respondents live in Amherstburg
̸̸ 13% respondents are tourists/frequent

WATERFRONT
CONNECTION
& OUTDOORS
described
Amherstburg as:

FRIENDLY

visitors
̸̸ 49% respondents have lived or worked in
Amherstburg for 20 years or more
̸̸ 25% respondents visited Amherstburg’s
website 3-5 times in the past year

PERSONALITY*
The top words people selected to define
Amherstburg’s
peaceful,

personality

good-natured,

were:

unique,

friendly,
laid-back,

genuine, and very happy.

UNIQUE ATTRIBUTES
Respondents described Amherstburg as
unique from neighbouring communities
because of its deeply-rooted history and
heritage (Fort Malden, Kings Navy Yard),
scenery (including the waterfront and
beautiful parks), variety of events and
festivals, and friendly and charming
community.

WEBSITE FEEDBACK & WISH LIST*
70% of respondents use Amherstburg’s current
website to find information about attractions
and upcoming events. When asked about
their top three priorities for the future website,
respondents indicated they would like it to
prioritize: ease of use (68%), information about
the town, events, and services (66%), and mobile

TOWN DESCRIPTORS*

friendliness (ability to browse on smartphones
and tablets) (53%).

The top six words people said best
describe Amherstburg are: historic (65%),

*Please note that for these survey questions, ‘choose

scenic (52%), quaint (41%), relaxed (34%),

all that apply’ was a response option, hence the

family-oriented (34%), and walkable (33%).

skewed percentages

Page81

06 /

RESULTS AND DISCUSSION
In-Person Consultation Results
̸̸ 82% respondents live in Amherstburg

UNIQUE ATTRIBUTES

̸̸ 57% respondents are age 65 or older

Attendees primarily described Amherstburg
as unique f rom neighbouring communities

̸̸ 57% respondents are male

due to its strong historical roots, the beautiful
waterf ront, and sense of community.

̸̸ 82% respondents have lived or worked in
Amherstburg for 20 years or more
̸̸ 50% respondents feel that Amherstburg

IMAGERY

needs to embrace change and become
more progressive

When asked what imagery comes to mind
when thinking of Amherstburg, attendees
were drawn to scenery that included gardens,
water, and farmland. Photographs of historic
sites were also favoured. When asked what

VALUES
Attendees

stated

that

they

most

value

Amherstburg’s historic, scenic, friendly, and
unique qualities.

elements attendees would like to avoid in
the future brand, old-fashioned/ornate crests,
logos that are primarily text-based, and
imagery of animals were mentioned.

CHALLENGES
When asked to describe the challenges
that are facing Amherstburg, attendees most
commonly listed: a lack of infrastructure and
new employment opportunities, resistance
to change, ambassadorship, and collective

75%
feel that deeply-rooted history
is what makes Amherstburg
unique f rom surrounding areas

thinking amongst residents.
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OBSERVATIONS
̸̸ Survey respondents and in-person consultation attendees generally
agreed on the town’s differentiating factors, unique attributes,
values, and challenges as seen by the wealth of overlapping
responses.
̸̸ Images featuring historical and natural elements (ie: gardens, water,
farmland) were most attractive to consultation attendees, whereas
old-fashioned/ornate crests, animals and primarily text-based logos
attracted the least amount of interest from attendees.
̸̸ Group discussions revealed the overarching importance of
preserving the historic roots of Amherstburg while doing so in a
forward-thinking way to encourage growth and new economic
opportunities.
̸̸ As the busiest terminal on the Underground Railroad, Amherstburg
remains to have an active black community. It is also important
to recognize that there is an Aboriginal community within
Amherstburg.

CONCLUSION
The online survey and in-person consultations were extremely
benef icial in providing different perspectives f rom Amherstburg’s
key stakeholder groups. The results collected will provide CT’s team
with the essential inspiration and direction required to achieve the
look and feel of the township’s brand and website.
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THE TOWN OF AMHERSTBURO

BRANDING PRESENTATION
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WHAT IS A BRAND?

A BRAND IS NOT:
A LOOO

A PRODUCT
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A SERVICE

WHAT IS A BRAND?

A brand is a person's emotional connection
to your organization, community, or business.
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OUR PROJECT OBJECTIVES

Develop a clearly defined brand to celebrate Amherstburgls
assets, opportunities, and qua Iity of Iife benefits

Build a competitive tourist and investment industry that attracts
consumers and sustainably nurtures the region's growth

Generate brand awareness across key markets, increasing the
number and length of visits, generating sales, and growing
repeat business
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VALUES & UNIQUE ATTRIBUTES

During focus group discussions and an online survey, stakeholders listed
the following words as Amherstburg's values and unique attributes.

VALUES:

UNIQUE ATTRIBUTES:

Historic

Historical roots

Scenic

Bea utifu I waterfront

Friendly

Sense of community

Unique
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TAO LINE
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TAGLINE RATIONALE

In recognizing Amherstburgls rich history, a tag line that parallels
that theme has been developed. At once, the concept celebrates
Amherstburgls storied past while acknowledging the bright,
productive, and significant future a head.
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TAO LINE

Born to make history.
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LOGO CONCEPT
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+

WATERWAY

+

AGRICULTURE

+

TOURISM
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I

HISTORY

LOCO RATIONALE

A mutual nod to Amherstburg's tourism appeal and rich history, this
logo concept celebrates all that the town offers- past and present,
across water and land. The stylized lighthouse at left is a tribute to the
one found on Bois Blanc (Boblo) Island, while at right, the underground
railroad signifies the town's roll in some of Canada's most significant
events. The rising sun symbolizes the future while the tree represents
our scenic landscape and beautiful trails. Lastly, the house built atop is
a celebration of the welcoming town we know and love today- held up
by a foundation which continues to illuminate our way.
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ONTARIO, CANADA
EST. 1796
BORN TO MAKE HISTORY
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AMHERSTBURG
- - EST. 1796 - -
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LOGO VARIATIONS • VERTICAL/ BADGE

AMHERSTBURG

AMHERSTBURG

AMHERSTBURG

AMHERSTBURG

- - EST. 1796 - -

ONTARIO, CANADA

- - EST. 1796 - -

ONTARIO, CANADA

- - EST. 1796 - -

BORN TO MAKE HISTORY

- - EST. 1796 - BORN TO MAKE HISTORY
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LOGO VARIATIONS • HORIZONTAL

AMHERSTBURG

AMHERSTBURG

ONTARIO, CANADA

EST. 1796

EST. 1796

AMHERSTBURG

AMHERSTBURG

ONTARIO, CANADA

EST. 1796
BORN TO MAKE HISTORY

EST. 1796
BORN TO MAKE HISTORY
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AMHERSTBURG
ST. 1796
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AMHERSTBURG
BORN TO MAKE HISTORY

RSTBURG ·
•
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B OR N T O MAK E HIS TOR Y

I

I

AMHERSTBURG
.

796 -

-
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LOCO COMPARISON

*
--. .., Leamington
Municipality of

AMHERSTBURG
EST.1796
BORN TO MAKI HISTORY

live I play I work

On tario, Canada

THE CORPORAT I ON OF THE

~wnslrip

THE C ITY

OJ.Pelee

INDSOR
O NTARIO, C ANA DA

T8CCimseh
ONTARIO · CANADA
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AMHERSTBURG
EST. 1796
BORN TO MAKE HISTORY
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THANK YOU!
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