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2.0 PROJECT BACKGROUND 
The Almaguin Brand Strategy will serve as a roadmap to unite and guide regional partners in efforts to promote and 
market the region to target audiences and to support economic development initiatives. Throughout the process 
realistic and attainable solutions were developed that can be seamlessly implemented by stakeholders.  

A four-phased approach was taken.  

 

 

Each phase of the project has a specific set of purpose-based deliverables. To set the stage and provide a clear 
understanding of this report, the project objectives and purpose are summarized as follows: 

 

Phase 1:  Research & Analysis 

This phase of the project consisted of reviewing reports and websites to gain insight into research 
and recommendations that have already been put forward as they relate to regional identity and 
collaboration, marketing and branding. A review of existing websites and social media was 
conducted to determine how various stakeholders are promoting the region and if the Villages of 

Almaguin theme has been adopted in online platforms. A best practice review provided insight into challenges, 
standards, practices and recommended solutions to developing and implementing a Regional Brand Strategy. The 
initial phase of the project also allowed for the identification key stakeholders, engagement tools, methods, 
distribution channels and partners. 

 

Phase 2:  Engagement 

The objective for Phase 2 was to collect feedback and insight on the regional brand and brand 
strategy from key stakeholders including regional businesses, municipalities, organizations and 
associations, permanent and seasonal residents, and visitors to the region. The engagement 
processes included an online survey, one-on-one interviews and focus groups. The process also 

provided a platform to educate stakeholders on the importance of regional collaboration and encourage buy-in for 
the implementation of the regional brand and strategy. 
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Phase 3: Brand Development 

Engagement from the different stakeholder groups also help to gain a deeper understanding of the 
people and communities that make up the region, assisting in identification of what makes the 
region different and what draws people to work, live and visit the area. Based on input and feedback 

from stakeholders, a regional logo and tagline was developed that incorporated elements that visually represent 
the character and strengths that Almaguin has to offer and that resonates with multiple target audiences. The logo 
and tagline are a key tool to help businesses, organizations, communities and groups in their efforts to promote the 
region. 

 

 
 

Phase 4: Regional Brand Strategy  

Information collected within the initial phases of the project led to a deeper understanding of the 
regional landscape and economic development goals. Potential challenges and barriers stakeholders 
may face in implementing the brand strategy were identified, along with solutions to help mitigate 

these obstacles. The key findings from the initial phases led the development of the recommendations outlined in 
this report. An Action Plan was created outlining the identified recommendations and next steps to serve as a 
working guide for ACED in moving forward in achieving regional brand goals and objectives. 
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3.0 KEY FINDINGS SUMMARY 
The initial two phases of the project focused on the collection, review and analysis of data along with insight 
obtained from research through stakeholder engagement and industry research. This data helped to guide the 
development of the SWOT Analysis and the identification of priority pillars, recommendations and actions 
presented in this report. 

3.1 Research & Analysis Overview 

 
Phase 1 

This phase of the project consisted of data collection through a review of existing reports, a website 
and social media review and a best practice analysis of other organizations that have developed and 
implemented a regional brand strategy.  

An examination of existing documents was conducted to gain a deeper understanding of the regional identity, 
collaborative efforts, marketing tactics and branding practices. Most of the reports reviewed gathered information 
from community stakeholders about the strengths, weakness and opportunities of the region including areas of 
focus such as infrastructure, workforce and other areas of community investment and growth. The following 
highlights the key findings from the reports related to collaboration, identity, and promotion of the region, along 
with operating a business and living in the region. 

 Strengths Weaknesses Opportunities 

Regional 
Collaboration 

• Demonstrated interest in 
working collaboratively on 
regional marketing and other 
initiatives  

• Open communication with 
partnering organizations 
such as provincial and 
federal governments and 
agencies 
 

• Lack of collaboration and 
sharing of information and 
resources 

• Lack of clear roles, 
expectations, deliverables, 
resources among existing 
organizations 

• No unique value proposition 
or competitive advantage 
outlined 

• Increased awareness about 
business development 
organizations  

• Further develop and position 
Almaguin identity to resonate 
outside regional borders 

• Develop a regional identity 
and marketing tools 

• Develop regional marketing 
strategy to identify target 
markets, partnerships and 
actions 

• Create packages for regional 
opportunities and cross 
promotion of assets 

Operating a 
Business 

• Proximity to Toronto 
• Cost effective 
• Approachable people 
• Close to Cottage Country and 

Algonquin Park 
• Small communities 
• Natural environment  
• Great highway system 
• Volume of tourists / tourism 
• Government incentives 
• Limited competition 
• Great place to live and work 

• Lack of collaboration between 
businesses 

• Lack of joint marketing 
opportunities 

• Lack of community interest 
• Small market 
• Local support / getting local 

clientele 
• Hard to break into larger 

markets 
• Just beyond traditional 

cottage country 

• Shared marketing initiatives  
• Develop long-term expansion 

plans to attract and establish 
a thriving business 
community 

• Various municipalities and 
organizations working 
together to promote region 
and communities 

• More communication to 
reunite the pride of all who 
live here 
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 Strengths Weaknesses Opportunities 

Living in the 
region 

• Community ties and support 
• Quiet, friendly, relaxing 

lifestyle 
• Affordable, low cost of living 
• Natural beauty, country 

living, open spaces 
• Recreational lifestyle and 

access to nature and lakes 
• Low crime, feeling of safety 
• Peaceful, slower way of life 
• Not the city 
• Proximity to larger towns 
• Such solid roots with core 

values of honesty, decency 
and compassion 

• Residents are proud 
 

• Data not collected • Data not collected 

 
To further support the data review, an analysis of existing websites and social media accounts was conducted to 
determine how various stakeholders and organizations are currently promoting the region through online channels. 
A total of 8 website pages and social media accounts were reviewed, along with 13 Municipal websites.  While each 
of the websites reviewed had their own predominant areas of focus such as economic development, community or 
tourism, there were similarities in the language and content used to describe the region. Moving forward, it is vital 
that the regional brand be visible on all online platforms including partner websites in a consistent and 
complementary way.  
 
Additionally, best practice research was conducted to gain insight into challenges, standards, practices, and 
recommended solutions to developing and implementing a Regional Brand Strategy. The review consisted of a 
literature review and an online review of regional brands. 
 
The review identified reoccurring patterns related to challenges in developing a place brand including: 

• Lack of unity over purpose and objectives – audiences have different agendas and messages 
• Lack of control over inputs and outputs – no one single department in charge of implementation 
• Restrictions on flexibility – media, visitors, word of mouth, other various sources of information  
• Lack of measuring effectiveness 
• Lack of implementation of brand by communities after the brand launch 
• Lack of consistency in utilizing brand consistently across communities, groups, organizations, business, etc. 

 
The most significant challenge in place branding appears to be related to the actual communities, business, 
residents and other key stakeholders in the community continuing to implement, promote and share the brand and 
messages that have been adopted. The recommendations put forth in the Almaguin Brand Strategy have 
emphasized the importance of instilling pride of place amongst internal stakeholders and providing seamless 
implementation strategies to increase brand adoption and awareness.  
 
The data collected through the document review, website, social media analysis and best practice research led to 
the identification of actions and recommendations. Please refer to the ACED Phase 1 Interim Report for a more 
detailed presentation of Phase 1 findings. 
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3.2 Engagement Overview 

 
Phase 2 

This phase of the project included stakeholder engagement in the form of surveys, telephone 
interviews and virtual focus groups. Stakeholders included a range of audience groups 

including permanent and seasonal residents, former residents, visitors to the region, regional 
businesses/organizations, municipal staff and council members. 

The engagement phase played an important role in gaining feedback about the region and brand, identifying 
challenges and barriers to implementing a brand strategy and outlining tools that can assist with the adoption the 
brand. It also offered the opportunity to educate stakeholders on the importance of regional collaboration and 
promotion to encourage buy-in and excitement for the brand and brand strategy. 

Online Survey  

An online survey was conducted using Survey Monkey to gain a deeper understanding of the current perceptions of 
the region and collect feedback and insight into the regional brand and brand implementation process. The survey 
was distributed and promoted through the ACED website, social media channels and internal communications with 
stakeholders. A total of 346 respondents completed the survey and represented the following audience groups. 

Of the 346 respondents, 58% indicated that they owned a business in the region, worked or volunteered at a 
community-based organization or community association, are a municipal staff member or council member. 

 

 

The primary clientele for businesses, organizations and associations within the region include: 

• Residents and local markets (75%) 
• Visitors to the region (57%) 
• Outside the region (34%) 
• Other businesses (21%) 
• Other (11%) 
• Seasonal residents (11%) 

AUDIENCE RESPONSES PERCENTAGE 
Permanent resident 248 71.68% 
Seasonal resident 67 19.36% 
Work within the region but live outside the region 12 3.47% 
Visitor to the region 10 2.89% 
Former resident 9 2.6% 
TOTAL 346 100% 

AUDIENCE RESPONSES PERCENTAGE OF TOTAL 
Business 91 26.30% 
Community-based organization 78 22.54% 
Community association 16 4.62% 
Municipal staff member or council member 15 4.34% 
TOTAL 200 57.80% 
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Feedback and input from focus group participants was similar to responses gathered through the surveys and 
telephone interviews. Marketing tactics used by focus group participants included many of the previously 
mentioned methods, with the addition of a few marketing mediums such as radio and signage: 

 

• Website 
• TripAdvisor 
• Social Media (Facebook, Twitter, 

Instagram, Blogs) 
• Radio 
• Explorer’s Edge/RTO12 

• Chamber of Commerce and 
Community Guide 

• Online and print news / articles  
• Community bulletin boards 
• Annual municipal calendar 
• Business listings on websites 

• Posters, brochures 
• Word of mouth 
• Community events 
• Signage 
• Community maps 

 

Many participants in the focus groups indicated that they do promote the region as a whole, while some promote 
only their individual community. Focus group participants indicated that they feel there is a strong need to establish 
a regional brand, and that they would incorporate it into their promotional activities. 
 
Please refer to ACED Phase 2 Interim Report for a more detailed presentation of findings gathering during the 
stakeholder engagement phase as well as the raw data that was collected through surveys, interviews and focus 
groups. 
 
Highlights of the key findings from the engagement phase of the project include: 
 

• It is clear there is a strong sense of regional pride from all stakeholder groups 
• Less than half of businesses, organizations and associations promote the region through their marketing 

efforts 
• Less than a quarter of municipalities promote the region through their marketing efforts 
• A total of 88% of business, organization, association and municipal respondents indicated they would 

promote the region in marketing efforts if a regional brand were attractive, managed and readily available 
• A majority of stakeholders admit to not seeing the current Villages of Almaguin logo 
• While some elements of the current logo are well liked, most stakeholders feel improvements can be made 

to better reflect the region and that a tagline is needed 
• Many stakeholders do not feel the use of the term “Villages” is representative or inclusive of all the 

communities located in the region 
• Clear communication and an outline of expectations/roles is needed to successfully implement the strategy 
• Strong advocation was made for ACED to lead the implementation process and act as a driver for 

collaborative branding and promotion of the region  
• Tools are needed for stakeholders to successfully incorporate the regional brand into marketing practices 

 
The majority of the participants indicated that they would incorporate the Almaguin regional brand in their 
promotional activities, as long as the following needs were met.   
 

1. The brand aligned with their own brand and messages 

2. A variety of training and tools were in place to support implementation  

3. Support from ACED to drive the implementation process 
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3.3 SWOT Analysis 

The following chart highlights identified strengths, weakness, opportunities and threats related to implementing a 
Regional Brand Strategy.  

STRENGTHS S
W
O
T 

WEAKNESSES 
• Demonstrated interest in collaborative promotion of the 

region from businesses and communities 
• Open communication with partnering organizations such 

as provincial and federal governments and agencies 
• Existing sense of community pride from most stakeholders 
• ACED has strong working relationships with business 

community 
• Diversity of region, assets and experiences  
• Natural beauty of the region 
• Welcoming communities and region (friendly people) 
• Located near Algonquin Park and Muskoka  
• Situated along Highway 11 corridor  
• Strong historical and cultural heritage within the region 
• Available investment and entrepreneurship opportunities 
• Increase in visitation from provincial travelers due to 

pandemic 
• Increased interest of relocation to the region from 

residential market 

• Limited human resource capacity 
• Lacking financial resources to market effectively 
• Requires a central point of contact and dedicated staff 

person to implement (ACED) 
• Multiple audience groups making it difficult to market 

with one message 
• Multiple layers of council cause implementation and 

collaboration difficulties 
• Some stakeholders lack will to work together as a 

region 
• Lack of current unified vision 
• Some residential stakeholders do not want to share 

assets with visitors or wish to see communities grow 
• Lack of infrastructure to support business and 

economic development 
• Internet issues make online marketing challenging  
• Large geographical size of region  
• Ability to implement brand consistently by different 

stakeholder groups 
• No central area to find information and lack of tools 

and resources to promote region 
 

OPPORUTNITIES  THREATS 

• Establish a central point of contact for regional initiatives 
such as the brand strategy 

• Further develop and position Almaguin identity to 
resonate outside regional borders 

• Create an online platform to house regional information 
and to be used as a tool to market the region to external 
audiences  

• Increase available amenities through product 
development initiatives 

• Establish brand ambassadors within each community  
• Share brand resources, content and imagery that can be 

used on business promotional activities 
• Increase availability of information on accommodations, 

food, retail, trails and tourism experiences 
• Share the unique value proposition of the region 
• Shared marketing initiatives and programming with local 

businesses and community organizations 
• Develop opportunities for businesses to participate in 

joint-marketing efforts and networking on a regional scale 
• Promote investment opportunities  
• Increase shop local campaigns  
• Engage communities through regional collaboration 

efforts and offer incentive programs to assist with 
implementation  

• Inability to access funds to implement regional brand 
• Lack of will to adopt brand from internal stakeholders 
• COVID-19 Pandemic impacting travel and in-person 

gatherings 
• Economic stability 
• Lack of regional unity  
• Municipal politics  
• Dissolution of ACED due to core funding constraints 
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4.0 BRAND DEVELOPMENT  
 

Phase 3 

Insight and feedback gathered during the stakeholder engagement phase played an 
integral part of the development of the brand for the Almaguin region. As identified 

in the best practice review, for a regional brand to be successful it must evoke pride of place in those that live, work 
and play there.  

Feedback about the current logo was collected from stakeholders, who also provided suggestions for changes and 
improvements to better reflect the region and its communities. 

Many stakeholders reinforced the opinion that the term 
“Villages” was not inclusive or reflective of all the 
communities in the region and suggested its removal. The 
importance that the regional logo reflects the natural 
beauty of the region and its welcoming and inviting 
communities was highlighted, along with a design that 
offers a clean, updated look and does not feel institutional 
or corporate. 

Stakeholder participation and input also ensured inclusivity in the branding process and the opportunity to inspire 
ownership and pride in the resulting logo and tagline, as well as an opportunity to reinforce the need and benefits 
of implementing a brand and brand strategy for the region. 

Please refer to ACED Phase 2 Interim Report for details on findings obtained through the stakeholder engagement 
process related to the development of the regional logo and tagline. This input helped guide the development of 
the logo and tagline presented below. 

 

4.1 Logo 

 

The logo is a visual representation of the region’s identity. It is an 
important tool that symbolizes the personality and values of the region 
and helps create a positive perception of the region through its 
consistent and frequent usage.  

To create a stronger alignment with perceived values and strengths and 
to encourage ownership and pride of place, the original “Villages of 
Almaguin” logo was enhanced and a new tagline was created.  

Revisions to the new design include: 

• Adoption of “Almaguin” and removal of “Villages” 
• Updated font to a more modern style script 
• Added imagery elements to better showcase the region’s natural environment and assets 
• Added imagery elements to represent the connection between the region’s communities 
• Updating font choice and adjustments to brand colours 
• Addition of a tagline to further clarify and reinforce the region’s identity 
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Logo Elements 

The imagery and elements for the logo were selected based on several design concepts, including: 
 

• how clearly and concisely they portray the region’s strengths  
• how closely they represent the region’s landscape and people 
• how they differentiate the region from other competitive regions 
• how easily they can be utilized with other campaigns 
• how impactful they are on creating a positive first impression 

 
The following chart outlines the various font elements and their contribution to the overall design of the logo. 
 

Font The font used for Almaguin has been updated to a more modern script version, replacing the more 
traditional look of the original font while retaining the sense of creativity instead of institutional or 
corporate. 

Winding River The river connects the font and graphic elements together and represents the connection between 
the communities and people within the region. The river also represents the natural environment 
and the many rivers and lakes found in Almaguin. 

Trees Pine trees have been added to the logo to represent the natural elements found within the region. 

Peaks The peaks in the logo represent the rolling hills of the highlands and can also be viewed as rooftops 
representing the region’s towns, villages and hamlets.  

 
Logo Tagline: Embrace our nature 

 
The logo tagline is a short phrase that helps reinforce the brand message for the region and complements the 
design of the logo. The tagline was developed to align with feedback provided by stakeholders about their 
perceptions of the region’s core values and strengths. The “Embrace our nature” tagline not only refers to the 
region’s beautiful landscapes and natural environment, but also to the warm, welcoming and inviting nature of the 
communities and people within region. 
 

Logo Variants 

The logo has been designed to include a specific area of white space that can be used to include various messaging 
that can link the logo with other campaigns or affiliate partners. Specific call-to-action phrases can be creatively 
incorporated below the peaks/rooftops and above the Almaguin font. This includes previously developed ACED 
campaigns such as: 

 

• Shop in (Almaguin) 
• Feast in (Almaguin) 
• Celebrate in (Almaguin) 
• Invest in (Almaguin) 
• Explore in (Almaguin) 
• Play in (Almaguin) 
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If future campaigns are created, ACED can incorporate this into the logo following the brand guidelines. Please refer 
to the Regional Brand Book Guidelines for specific requirements. Community partners are encouraged to work with 
ACED to use the logo to market and promote specific activities related to the campaign.  
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External Audience Communication  

External target audiences include businesses and entrepreneurs seeking affordable locations for their operations, 
developers and investors looking for innovative and new opportunities, tourists and visitors looking for exciting 
experiences, and potential new residents seeking the best of rural living with the convenience of easy urban access. 
The following outlines external target audiences, key messaging, and tactics best used to reach them.   

 

AUDIENCE MESSAGES CAMPAIGN TAGLINES TACTICS 
New Businesses 

Business owners in 
manufacturing, construction, 
development, agriculture, 
tourism and other industries 
seeking a business-friendly 
region offering investment 
opportunities, economic and 
cost advantages, and easy 
access to urban centres. 

Almaguin is: 

• a place of opportunity and 
innovation 

• a place of creativity, culture 
and natural beauty 

• a place of open spaces 
connected to larger markets 

 

• Invest in Almaguin 
 

• Websites 
• Social media 
• Print Ads 
• Tradeshow, 

conferences and 
events 

• Testimonials 
• Success factors 

    
Regional Visitors:  
Nature Lovers 
 
Visitors attracted to outdoor 
experiences such as camping, 
hiking, cycling, paddling, 
fishing, boating, and other 4-
season outdoor recreational 
activities. 

Almaguin is: 

• a great place to connect with 
nature 

• a place to enjoy outdoor 
adventures and new 
experiences 

• an exciting place to explore 

• Shop in Almaguin 
• Feast in Almaguin 
• Celebrate in 

Almaguin 
• Explore in Almaguin 
• Play in Almaguin 

• Websites 
• Social media 
• Print ads 
• Signage 
• Tourism partnerships  
• Marketing collateral  

    
Regional Visitors:  
Family Memory Builders 
 
Families with children looking 
to enjoy vacations centered 
around building memories 
and having fun.  

Almaguin is: 

• a place to create childhood 
memories that last a lifetime 

• a place for family fun and 
spending time together  

 

• Shop in Almaguin 
• Feast in Almaguin 
• Celebrate in 

Almaguin 
• Explore in Almaguin 
• Play in Almaguin 

• Websites 
• Social media 
• Print ads 
• Signage 
• Tourism partnerships  
• Marketing collateral 

    
Regional Visitors:  
Knowledge Seekers 

Visitors seeking to expand 
their knowledge and explore 
cultural, historical, and 
natural landmarks. 

Almaguin is: 

• a place to discover historical 
and natural wonders 

• a place to uncover unique art 
and culture 

 

• Shop in Almaguin 
• Feast in Almaguin 
• Celebrate in 

Almaguin 
• Explore in Almaguin 

• Websites 
• Social media 
• Print ads 
• Signage 
• Tourism partnerships  
• Marketing collateral 

    
Prospective / Seasonal 
Residents 

Families seeking to relocate 
to smaller, affordable 
communities offering a 
connected, safe and balanced 
quality of life. 

Almaguin is: 

• a warm and welcoming place  
• a safe and affordable place to 

raise a family 
• a caring, community-oriented 

place to live 
 

• Shop in Almaguin 
• Feast in Almaguin 
• Celebrate in 

Almaguin 
• Play in Almaguin 

• Websites 
• Social media 
• Print ads 
• Signage 
• Tourism partnerships 
• Marketing collateral 
• Tradeshows 
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PRIORITY 1: REGIONAL BRAND HUB 

 
Establish one central point of contact for regional branding and communication efforts. 

Actions Partners Metrics Timeline 

Assign ACED with all communication, branding, 
and regional collaboration efforts in relation to 
economic development and tourism. 

Designate one staff person within ACED to 
coordinate communication tactics, implement 
the Almaguin Brand Strategy and liaise with 
community and business stakeholders through 
branding efforts. Things to consider when hiring 
a Communications and Branding Coordinator: 

• Thorough understanding of region  
• Knowledge of traditional and digital marketing 

practices 
• Experience in branding and visual design 
• Technical experience on design software 
• Strong interpersonal, communication and 

presentation skills 
• Experience in project management  
• Experience with online website and social 

media tools including gathering analytics  

Ensure the necessary support is provided to the 
dedicated staff person to assist with the 
implementation of communication and branding 
efforts by retaining third-party support until 
internal capacity is adequate. * 

FedNor 

Rural Economic 
Development Program 

Northern Ontario 
Heritage Fund 
Corporation 

Secure ACED as lead 
organization for the 
Brand Hub 

Secure funding  

Communications and 
Branding Coordinator 
hired 

Short-Term 
(within 6 
months) 

 

* Should hiring a third-party firm to support implementation efforts be unattainable, a dedicated senior ACED 
position should be hired to support the implementation process. 

 

NEXT STEPS: 

� Complete and submit funding applications to Federal and Provincial Programs  

� Hire Communications and Branding Coordinator 

� Prepare required terms of reference if necessary, to guide a fair process when selecting a third-
party firm for support  
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PRIORITY 1: REGIONAL BRAND HUB 
 

 
Develop a regionally branded, cohesive and well-maintained online presence through the use of a website and digital 
platforms to promote regional information to internal and external audiences. 

Actions Partners Metrics Timeline 

Create a landing page which allows the user to 
select which portal they would like to proceed 
with (e.g. live, work, play). Develop sub portals 
with regional information pertaining to each 
section.  

Utilize existing content on the current ACED 
website and refine as required for ‘work and live’ 
sections. House information on the website 
under ‘play’ including available amenities, 
attractions, food, accommodations and trails 
with links to partner sites.  

Establish and maintain one social media account 
on Facebook, Instagram and LinkedIn which 
provides information on the region, events, 
attractions, programming and available supports 
to residents, businesses and visitors.  

Adjust branding to reflect the new visual identity 
on campaigns and social pages for affiliate 
brands such as ‘Shop in Almaguin’. Ensure pages 
are linked to the main social page for the region.  

Partnering Communities  

Almaguin Highlands 
Chamber of Commerce 

Explorer’s Edge 

Destination Northern 
Ontario 

Northeastern Ontario 
Tourism 

Local Businesses 

Local community-based 
organizations and 
associations 

FedNor 

Rural Economic 
Development Program 

Northern Ontario 
Heritage Fund 
Corporation 

 

• Branded central 
website platform 
and sub portals 

• Branded social 
media pages  

• Branded affiliate 
campaign pages  

Web and social media 
performance metrics to 
be collected monthly 
and reviewed quarterly 
on an ongoing basis: 
• Number of unique 

website visitors  
• Location of visitors 
• Time on site 
• Referrals to 

partners  
• Number of likes and 

followers 
• Post engagement 

(likes, comments, 
shares) 

• Click through rate to 
website 

Short-Term 
(within 6 
months) 

 

NEXT STEPS: 

� Develop Request for Proposal/Quote for website redevelopment services  

� Select web developer to build online platform and integrate economic development and 
tourism websites into one portal  

� Work with partners to gather required content and information  

�  Create copy that resonates with identified audience groups for each component of portal  

� Consolidate social media pages into one regional page  

� Integrate regional branding across social media platforms 
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Wayfinding and Marketing Partnership Program (WMPP) 

The proposed Wayfinding and Marketing Partnership Program (WMPP) could follow a similar model to a 
Community Improvement Plan to encourage partnership investment into regional branding initiatives with 
matching funds. It is recommended that a program be established with $60,000 which has been allocated within 
the 2-year budget. This budget can be further refined at the discretion of the Communications and Brand 
Coordinator. This would enable ACED to leverage funds received from federal and provincial partners while 
incentivizing municipal partners to adopt and implement the regional brand through assets described below.   

Joint wayfinding and marketing initiatives will be further determined by the Communications and Brand 
Coordinator. The below illustration provides examples of assets that could be funded through the Program. The 
WMPP is a tool to assist municipal partners with the integration of the regional identity through traditional and 
digital formats while alleviating the financial resources required for implementation. The creation or enhancement 
of assets while integrating the regional identifier will strengthen overall regional brand awareness for both internal 
and external stakeholders. The Communications and Brand Coordinator will develop the program terms, 
application process, operating budget and performance metrics.  

 

Examples of joint wayfinding and marketing initiatives may include, but not limited to the following: 

• Design and installation of community welcome signage with the inclusion of the regional logo; 
• Development of a Community Profile while integrating regional information and imagery; 
• Creation of a video highlighting community and regional tourism assets to for visitor attraction efforts; and 
• Municipal website enhancement with the integration of regional resources, tools, imagery and logo. 

  

ACED WMPP 
(Administer 

Funds)

Signage
(community, trails 
and wayfinding)

Print Collateral
(Promotional 
materials and 
publications)

Content Creation
(videography, 

photography,  blogs, 
and articles)

Digital Platforms/ 
Campaigns

(website 
enhancement and 

social media 
campaigns)
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#$&/

• E*':$.!<A!$D$,1!
(11$,/$$4!

• E*':$.!<A!,$3 -%K!
5(.1+?+5(,14!

• E*':$.!<A!43()!
:()4!/+41.+:*1$/

• E*':$.!<A!
.$4+/$,14!$,)()$/

• >,?.$(4$!+,!&+N$4!(,/!
A<&&<3$.4!<,!4<?+(&!
5()$4

• K<41!$,)()$'$,1!
`&+N$4I!4#(.$4I!
?<''$,14a

• =<41!5$.!?&+?N!.(1$
• E*':$.!<A!.$A$..(&4!

)$,$.(1$/!1<!?$,1.(&!
3$:4+1$

• B(.,$/!(,/!5(+/!
'$/+(!?<D$.()$!(,/!
5.+,1!5*:&+?(1+<,4

S$/+*'["$.'!
`3+1#+,!9!2$(.a

?%&) ,)%1,E

� K&(,!(,/!$Y$?*1$!:.(,/!&(*,?#!$D$,14!1#.<*)#<*1!1#$!.$)+<,!1#(1!?(,!:$!?<*5&$/!3+1#!<1#$.!
$D$,14!(,/e<.!(':(44(/<.!n<5$,!#<*4$4@O!>A!.$b*+.$/I!#<41!D+.1*(&!:.(,/!&(*,?#!$D$,14!1#.<*)#!(!
D+.1*(&!A<.'(1!1<!$,)()$!(*/+$,?$4!(,/!(44+41!3+1#!+'5&$'$,1(1+<,!$AA<.14

� =.$(1$!.$)+<,(&!5.<'<1+<,(&!+1$'4!`:()4I!5$,4I!,<1$:<<N4a (,/!(44$':&$ 43()!A<. $D$,1!

� =.$(1$!$,)()+,)!?<,1$,1!(,/!+'()$.2!A<.!4<?+(&!'$/+(!?('5(+),4!A<?*4$/!(1!5.<'<1+,)!1#$!,$3!
.$)+<,(&!:.(,/I!&(*,?#!$D$,14!(,/!,$3!3$:4+1$

� d(*,?#!4<?+(&!'$/+(!?('5(+),!1<!)$,$.(1$!+,1$.$41!(4!3$&&!(4!(11$,/(,?$!(1!D+.1*(&!(,/e<.!+,[
5$.4<,!$D$,14

� C$D$&<5!(,/!/+41.+:*1$!(!'$/+(!.$&$(4$!1<!$,)()$!,$34!<*1&$14!(:<*1!1#$!*,D$+&+,)!<A!1#$!,$3!
.$)+<,(&!:.(,/I!3$:4+1$!(,/!*5?<'+,)!&(*,?#!$D$,14

� =<&&(:<.(1$!3+1#!5(.1,$.4!1<!+,4$.1!.$)+<,(&!:.(,/!(,/!:.(,/!41<.2!+,1<!5.+,1!5*:&+?(1+<,4
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1/*:/*)0 8E </.?@ .Q./%?%,,

6$"1(0-(.1(*5%$0'.<15)([.D10$).0&01($(--.0$).0)%<,5%$.%Y.D10$).&5,>5$.5$,(1$0' 04)5($"(.*1%4<-7

%?1+<,4 K(.1,$.4 S$1.+?4 "+'$&+,$

=<,1+,*$!<,[)<+,)!/+(&<)*$!(,/!/+4?*44+<,4!3+1#!
:*4+,$44!<3,$.4I!?<''*,+12!<.)(,+X(1+<,4!(,/!
(44<?+(1+<,4!1<!A*.1#$.!$,#(,?$!:.(,/!(/<51+<,I!
5.<D+/$!(44+41(,?$!(,/!.$A$.!(//+1+<,(&!
5.<).(''+,)!(,/!4*55<.14!1<!(44+41!3+1#!
<5$.(1+<,4I!5.</*?1!/$D$&<5'$,1!$,#(,?$'$,14!
(,/!'(.N$1+,)!+,+1+(1+D$4@!

C$D$&<5!4<?+(&!'$/+(!?('5(+),4!1#(1!$,)()$!
.$4+/$,14!3#+&$!5.<'<1+,)!1#$!.$)+<,(&!:.(,/@!
"#+4!?<*&/!+,?&*/$!5#<1<!4#(.+,)!?<'5$1+1+<,4!<A!
.$)+<,(&!(44$14!?<'5&$1$/!4$(4<,(&&2@!"#+4!3+&&!
(&4<!$,(:&$!%=BC!1<!/$D$&<5!(!'$/+(!+,D$,1<.2!
1<!(44+41!3+1#!A*.1#$.!'(.N$1+,)!$AA<.14!1#(1!?<*&/!
:$!4#(.$/!3+1#!5(.1,$.4@!

%11$,/!?<''*,+12!$D$,14!(,/!A$41+D(&4!3+1#!(!
.$)+<,(&!:<<1#!?<,4+41+,)!<A!.$)+<,(&!'$44()+,)I!
43()!(,/!'(.N$1+,)!'(1$.+(&4!1<!$,4*.$!1#$!
:.(,/!.$'(+,4!1<5[<A['+,/!A<.!:<1#!1#$!.$4+/$,1!
(,/!:*4+,$44!?<''*,+12@

k4$!,$3&2[/$D$&<5$/!\(2A+,/+,)!01.(1$)2!1<!
)*+/$!1#$!+'5&$'$,1(1+<,!<A!.$)+<,(&!4+),()$!
+,?&*/+,)J

• 0+),4!?<,41.*?1$/!(&<,)!:<*,/(.2!&+,$4!<A!
.$)+<,

• Q$)+<,(&!+/$,1+A+$.!(//$/!1<!?<''*,+12!4+),4!
• =<,41.*?1+<,!<A!1.(+&4!(,/!(44$14!4+),4!`?2?&+,)I!

#+N+,)I!4,<3'<:+&+,)!$1?@a

K(.1,$.+,)!=<''*,+1+$4!

d<?(&!:*4+,$44$4

d<?(&!?<''*,+12!
<.)(,+X(1+<,4!(,/!
(44<?+(1+<,4

d<?(&!.$4+/$,14

%&'()*+,!G+)#&(,/4!
=#(':$.!<A!=<''$.?$

S+,+41.2!<A!
".(,45<.1(1+<,!`4+),()$a

BY5&<.$.O4!B/)$!`(44$1!
4+),()$a

C$41+,(1+<,!E<.1#$.,!
F,1(.+<!`(44$1!4+),()$a

H$/E<.

Q*.(&!B?<,<'+?!
C$D$&<5'$,1!K.<).('

E<.1#$.,!F,1(.+<!
G$.+1()$!H*,/!
=<.5<.(1+<,

• E*':$.!<A!$,)()$/!
:*4+,$44$4I!
<.)(,+X(1+<,4!(,/!
(44<?+(1+<,4!

• >,?.$(4$!+,!.$)+<,(&!
:.(,/!(3(.$,$44

• E*':$.!<A!.$A$..(&4!
)$,$.(1$/!1<!?$,1.(&!
3$:4+1$

• E*':$.!<A!4<?+(&!
'$/+(!?('5(+),4!
/$D$&<5$/

• >,?.$(4$!+,!&+N$4!(,/!
A<&&<3$.4!<,!4<?+(&!
'$/+(!?#(,,$&4

• K<41!$,)()$'$,1!
`&+N$4I!?<''$,14I!
4#(.$4a

• =<,1$41!$,1.+$4!e!
=<41!5$.!?&+?N!.(1$

• E*':$.!<A!
?<''*,+12!$D$,14!
(11$,/$/

• E*':$.!<A!$D$,1!
(11$,/$$4!

• E*':$.!<A!(44$14!
/$D$&<5$/!`4+),4a

d<,)["$.'!
`3+1#+,!7!2$(.4a

?%&) ,)%1,E

� C$D$&<5!(!4<?+(&!'$/+(!41.(1$)2e$/+1<.+(&!?(&$,/(.!1<!)*+/$!<.)(,+?!(,/!5(+/!?<,1$,1!A<.!+,1$.,(&!
(*/+$,?$4

� =.$(1$!(,/!)(1#$.!?<,1$,1!4*?#!(4!D+/$<).(5#2I!+'()$.2I!(.1+?&$4!(,/!:&<)4!1<!:$!*4$/!1#.<*)#!
4<?+(&!'$/+(!?#(,,$&4

� >'5&$'$,1!\(2A+,/+,)!01.(1$)2!1<!)*+/$!4+),()$!/$4+),!(,/!+,41(&&(1+<,!<A!.$)+<,(&!(,/!
?<''*,+12!4+),()$

� C$4+),!(,/!+,41(&&!.$)+<,(&!#+)#3(2!4+),()$
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1/*:/*)0 8E </.?@ .Q./%?%,,

?%&) ,)%1,E

� k1+&+X$!C$41+,(1+<,!F,1(.+<!?<,4*'$.!+,4+)#1!.$4$(.?#!(,/!BY5&<.$.O4!B/)$!+,/*41.2!.$4$(.?#!1<!
)*+/$!?<''*,+?(1+<,!$AA<.14!A<.!$Y1$.,(&!(*/+$,?$4

� C$D$&<5!(!4<?+(&!'$/+(!41.(1$)2!1<!)*+/$!<.)(,+?!(,/!5(+/!?<,1$,1!A<.!$Y1$.,(&!(*/+$,?$4

� =.$(1$!?<,1$,1!`D+/$<).(5#2I!+'()$.2I!(.1+?&$4I :&<)4a 1<!:$!*4$/!1#.<*)#!4<?+(&!'$/+(!?('5(+),4

� =<&&(:<.(1$!3+1#!5(.1,$.4!1<!?<,/*?1!:*4+,$44!45<1&+)#14!(,/!5.<'<1$!$?<,<'+?!/$D$&<5'$,1!
(,/ $,1.$5.$,$*.4#+5!3+1#+,!1#$!.$)+<,!1#.<*)#!4<?+(&!'$/+(!?#(,,$&4!(,/!3$:4+1$

=1%+%,(.,>(.1(*5%$.0-.0.)(-510D'(.0$).0,,10",5;(.<'0"(.,%.'5;([.&%1#.0$).<'08.,%.(X,(1$0'.04)5($"(-7

%?1+<,4 K(.1,$.4 S$1.+?4 "+'$&+,$

%=BC!.$5.$4$,1(1+D$!1<!(?1!(4!(!.$)+<,(&!5<+,1!<A!
?<,1(?1!A<.!+,b*+.$4@

=*.(1$!:&<)!?<,1$,1!1#(1!4#<3?(4$4!.$)+<,(&!
(44$14I!(11.(?1+<,4I!:*4+,$44$4I!?<''*,+12!
<.)(,+X(1+<,4I!('$,+1+$4!(,/!5.<).(''+,)!1<!
(11.(?1!.$4+/$,14I!:*4+,$44$4!(,/!1<*.+414@!K<41!
<,!(!?<,4+41$,1!:(4+4!(,/!/+D$.4+A2!'$44()+,)!1<!
$,4*.$!(&&!(*/+$,?$!).<*54!(.$!$,)()$/!`$@)@!
d+,N$/>,!g :*4+,$44!+,D$41'$,1I!>,41().('!g
2<*1#!(11.(?1+<,I!H(?$:<<N!g D+4+1<.!(11.(?1+<,@a

%11$,/!$D$,14!1#(1 A<?*4!<,!$?<,<'+?!
/$D$&<5'$,1!(,/!1<*.+4'!1<!)(.,$.!A$$/:(?N!<,!
:$41!5.(?1+?$4@!\#$,!5<44+:&$I!5.<'<1$!1#$!
.$)+<,!1#.<*)#!(!:.(,/$/!:<<1#!(,/!
5*:&+?(1+<,4!1<!$,)()$!(*/+$,?$4@

C$D$&<5!(,/!+'5&$'$,1!(!4$.+$4!<A!4<?+(&!'$/+(!
?('5(+),4!1#.<*)#!*4$!<A!D+/$<4I!+'()$.2I!(,/!
:&<)!?<,1$,1!+,?&*/+,)J

• d+D$J!G+)#&+)#1!:$,$A+14!<A!&+D+,)!+,!.*.(&!
E<.1#$.,!F,1(.+<

• \<.NJ!0#<3?(4$!.$(&!4*??$44 41<.+$4!<A!
:*4+,$44!<3,$.4!+,!1#$!.$)+<,

• K&(2J!K.<'<1$!.$)+<,(&!/$41+,(1+<,!/.+D$.4I!
(44$14!(,/!$D$,14

K(.1,$.!3+1#!:*4+,$44!<.)(,+X(1+<,4!1<!#+)#&+)#1!
4*??$44!41<.+$4!1#.<*)#!D+/$<!?.$(1+<,I!41<.2!
#+)#&+)#14!(,/!1$41+'<,+(&4!A.<'!:*4+,$44$4@

K(.1,$.+,)!=<''*,+1+$4!

d<?(&!:*4+,$44$4

d<?(&!?<''*,+12[:(4$/!
<.)(,+X(1+<,4!(,/!
(44<?+(1+<,4

%&'()*+,!G+)#&(,/4!
=#(':$.!<A!=<''$.?$

"#$!-*4+,$44!=$,1.$

"#$!d(:<*.!S(.N$1!
].<*5

EB=F!=<''*,+12!
H*1*.$4

BY5&<.$.O4!B/)$!

C$41+,(1+<,!E<.1#$.,!
F,1(.+<

E<.1#$(41$.,!F,1(.+<!
"<*.+4'

H$/E<.

Q*.(&!B?<,<'+?!
C$D$&<5'$,1!K.<).('

E<.1#$.,!F,1(.+<!
G$.+1()$!H*,/!
=<.5<.(1+<,

• E*':$.!<A!+,b*+.$4
• E*':$.!<A!(44$14!

/$D$&<5$/!`:&<)4I!
D+/$<4I!+'()$.2a

• E*':$.!<A!$D$,14!
(11$,/$/

• E*':$.!<A!&$(/4!
A.<'!,$13<.N+,)!
<55<.1*,+1+$4!

• E*':$.!<A!4<?+(&!
'$/+(!?('5(+),4!
/$D$&<5$/

• K<41!$,)()$'$,1!
`&+N$4I!?<''$,14I!
4#(.$4a

• >,?.$(4$!+,!&+N$4!(,/!
A<&&<3$.4!<,!4<?+(&!
'$/+(!?#(,,$&4

• E*':$.!<A!.$A$..(&4!
)$,$.(1$/!1<!?$,1.(&!
3$:4+1$!

• E*':$.!<A!,$3!
:*4+,$44$4

• E*':$.!<A!,$3!
.$4+/$,14

• E*':$.!<A!D+4+1<.4
• E*':$.!<A!5(.1,$.4!

$,)()$/!+,!
5.<'<1+<,(&!
(?1+D+1+$4

d<,)["$.'!
`3+1#+,!7!2$(.4a
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1/*:/*)0 9E /%>*:?.R .,,%) @%+%R:1-%?)

:(;('%<.)5*5,0'.0$).<15$,.0--(,-[.,%%'-.0$).1(-%41"(-.,%.0--5-,.&5,>.D10$).5+<'(+($,0,5%$[.1(*5%$0'."%''0D%10,5%$.0$).
"%++4$5"0,5%$.(YY%1,-7.

%?1+<,4 K(.1,$.4 S$1.+?4 "+'$&+,$

C$D$&<5 (,!+,D$,1<.2!<A!+'()$4I!D+/$<4 (,/!
?<,1$,1!1#(1 4#<3?(4$4!.$)+<,(& (44$14I!,(1*.(&!
&(,/4?(5$4I!/$4+.$/!(11.+:*1$4!(,/!*,+b*$!
?#(.(?1$.+41+?4@!"#+4!'$/+(!&+:.(.2!?<*&/!:$!
(D(+&(:&$!1<!5(.1+?+5(1+,)!:*4+,$44$4I!?<''*,+12!
<.)(,+X(1+<,4!(,/!(44<?+(1+<,4!A<.!1#$+.!
'(.N$1+,)!$AA<.14@!%&&!'$/+(!(44$14!?<*&/!:$!
4#(.$/!3+1#!5(.1,$.+,)!?<''*,+1+$4!1< 5.<'<1$!
1#$!.$)+<,!1#.<*)#!<,&+,$!(,/!5.+,1!1(?1+?4@

\<.N!?<&&$?1+D$&2!3+1#!5(.1,$.4!1<!/$D$&<5!(!
4$.+$4!<A!D+/$<4!1#(1!?(,!:$!*4$/!A<.!5.<'<1+<,(&!
(,/!?<''*,+?(1+<,!$AA<.14@!B,)()$!.$4+/$,14!
(,/!:*4+,$44$4!<3,$.4!1<!)(.,$.!5#<1<).(5#2
(,/!1$41+'<,+(&4@!=.$(1$!(!'+,+'*'!<A!1#.$$!
D+/$<4!A<?*4$/!<,!(11.(?1+,)!.$4+/$,14I!
:*4+,$44$4I!(,/!D+4+1<.4@!

B,#(,?$!1#$ .$)+<,(&!)*+/$!1#.<*)#!(!41.(1$)+?!
5(.1,$.4#+5!3+1#!1#$!%&'()*+,!G+)#&(,/4!
=#(':$.!<A!=<''$.?$!1<!(44+41!3+1#!1#$!
/$D$&<5'$,1!<A!?<,1$,1!4*?#!(4!/$41+,(1+<,!
/.+D$.4I!(??<''</(1+<,4I!:*4+,$44$4I!5(.N4I!
1.(+&4I!('$,+1+$4!$1?@!"#+4!?(,!:$!*4$/!(4!(,!
+,A<.'(1+<, 1<<&!A<.!,$3 .$4+/$,14!(,/!D+4+1<.4@

=<&&(:<.(1$!3+1#!5(.1,$.4!4*?#!(4!C+4?<D$.2!
Q<*1$4!1<!$,#(,?$!(D(+&(:+&+12!<A .$)+<,(&!'(54!
#+)#&+)#1+,) 1#$!,*':$.!<A!1.(+&4!(,/!,(1*.(&!
('$,+1+$4!(D(+&(:&$@!C+41.+:*1$ 1<!5(.1,$.+,)!
:*4+,$44$4!(4!(!5.<'<1+<,(&!1<<&!A<. )*$414@!

C$4+),!(,/!?.$(1$!.$)+<,(&!1.(/$4#<3!:<<1#!
'(1$.+(&4!+,?&*/+,)!.$)+<,(&!5*:&+?(1+<,4I!
5.<'<1+<,(&!+1$'4I!:(,,$.4I!(,/!1(:&$ &+,$,4@

K(.1,$.+,)!=<''*,+1+$4!

d<?(&!:*4+,$44$4

d<?(&!?<''*,+12!
<.)(,+X(1+<,4!(,/!
(44<?+(1+<,4

%&'()*+,!G+)#&(,/4!
=#(':$.!<A!=<''$.?$

"#$!-*4+,$44!=$,1.$

"#$!d(:<*.!S(.N$1!
].<*5

EB=F!=<''*,+12!
H*1*.$4

BY5&<.$.O4!B/)$!

C$41+,(1+<,!E<.1#$.,!
F,1(.+<

E<.1#$(41$.,!F,1(.+<!
"<*.+4'!

C+4?<D$.2!Q<*1$4

• E*':$.!<A!(44$14!
?<&&$?1$/ `D+/$<4I!
:&<)4I!+'()$.2a

• E*':$.!<A!(44$14!
/$D$&<5$/!`D+/$<4I
:&<)4I!+'()$.2a

• E*':$.!<A!5(.1,$.4!
$,)()$/!+,!
5.<'<1+<,(&!
(?1+D+1+$4

• E*':$.!<A!
1$41+'<,+(&4!
)(1#$.$/!A.<'!
.$4+/$,14I!
:*4+,$44$4!(,/!
<.)(,+X(1+<,4

• k4$!<A!'$/+(!(44$1!
+,D$,1<.2!:2!
5(.1,$.4!

• Q$)+<,(&!)*+/$!
$,#(,?$'$,1

• C+41.+:*1+<,!<A!
.$)+<,(&!)*+/$

• E*':$.!<A .$)+<,(&!
'(54!$,#(,?$/!

• C+41.+:*1+<,!<A!
.$)+<,(&!'(54

• ".(/$4#<3!(44$14!
/$D$&<5$/

S$/+*'["$.'!
g d<,)["$.'!
`3+1#+,!9[ 7!
2$(.4a

?%&) ,)%1,E

� B41(:&+4#!(!?$,1.(&!/(1(:(4$!1<!#<41!'$/+(!(44$14!(4!1#$2!(.$!/$D$&<5$/e?<&&$?1$/!A.<'!5(.1,$.4

� G+.$ (!D+/$<).(5#$.!1<!?.$(1$!D+/$<4 A<?*4$/!<,!.$4+/$,1I!:*4+,$44!(,/!D+4+1<. (11.(?1+<,

� Q$1(+,!(!5#<1<).(5#$.!1<!?<&&$?1!+'()$.2!4#<3?(4+,)!1#$!.$)+<,!(,/!P[4$(4<,!(?1+D+1+$4!

� \<.N!3+1#!?<''*,+12!5(.1,$.4!1<!$,#(,?$ 1#$ .$)+<,(&!)*+/$!A<.!/+41.+:*1+<,

� =<&&(:<.(1$!3+1#!?<''*,+12!5(.1,$.4!1<!$,#(,?$ .$)+<,(& 1.(+&!'(54!
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!"#$%&'()*+$(,)-.+$./%0)))))))))))))))))))) ))))))))))))))))))))))))))))1$%/)2)3:

S#9 *KNIDKDH5B534H 1IBH

"#$!:$&<3!(?1+<,4!#(D$!:$$,!?(1$)<.+X$/!:2!1+'$&+,$!(,/!+,5*11$/!+,1<!(,!(?1+<,(:&$!?#(.1!1<!)*+/$!
+'5&$'$,1(1+<,!$AA<.14!<A!1#$!.$)+<,(&!:.(,/@!;$2!5$.A<.'(,?$!'$1.+?4!(44<?+(1$/!3+1#!:$&<3!(?1+<,4!?(,!:$!A<*,/!
3+1#+,!1#$+.!.$45$?1+D$!5.+<.+12!(.$(4!(:<D$@!"#$!A+.41!2$(. 3+&&!:$!*4$/!1<!?<&&$?1!.$&$D(,1!/(1(!(,/!:$!*4$/!(4!A*1*.$!
:$,?#'(.N4!(4!1#$!:.(,/!+4!+'5&$'$,1$/@!"#$!-.(,/+,)!l!=<''*,+?(1+<,4!=<<./+,(1<.!3+&&!5.<D+/$!5.<).$44!
*5/(1$4!(4!+1!(&+),4!3+1#!?*..$,1!%=BC!(,,*(&!.$5<.1+,)!?2?&$4@!"<!(44+41!3+1#!(&&$D+(1+,)!<.)(,+X(1+<,(&!?(5(?+12!
.$41.(+,14 (!.$?<''$,/(1+<,!1<!*4$!$Y1$.,(&!4*55<.1!+,!1#$!4#<.1[1$.'!#(4!:$$,!+/$,1+A+$/@ "<!)(+,!+,1$.,(&!
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Proposed Budget 

The following provides an estimated two-year budget to implement the actions described within each priority area. 

Budget Item Subtotal Total 

Revenue 

ACED  $50,000 

FedNor  $100,000 

Rural Economic Development Program  $150,000 

Total Revenue  $300,000 

 

Expenses 

Central Hub  $160,000 

Branding and Communications Staff Person ($50,000 annually) $100,000  

Third-party Support  $40,000  

Regional Website Creation $20,000  

Ambassador Programming  $10,000 

Branded USB’s for Brand Guideline Kit, decals and QR code $2,000  

Training Video Creation $8,000  

Brand Adoption & Awareness   $90,000  

Tradeshow and Promotional Materials $8,000  

Social Media Campaigns $8,000  

Event Programming and Logistics $4,000  

Pilot Wayfinding and Marketing Partnership Program $60,000  

Regional Highway Signage $10,000  

Regional Asset Development   $40,000  

Videography $14,000  

Photography $6,000  

Regional Guide Creation and Print $12,000  

Regional Map Creation and Print $8,000  

Total Expenses  $300,000 

 
 
The above budget items will enable the Branding & Communications Coordinator along with partners to develop an 
array of assets, tools and resources to assist in implementing the regional brand through a sustainable manner. 
After the initial 2 years, it is recommended that future consideration be given for the salary of the Coordinator as 
well as a budget for marketing initiatives which can be further refined on an annual basis between the ACED 
Director and Branding & Communications Coordinator. The Branding & Communications Coordinator should also 
consider available funding programs, new partnerships and strategic alliances to assist with future regional brand 
implementation efforts.  
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