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Project Mandate
Process

01
Project 
Overview

In summer 2017, the City of Brooks embarked on a process to 
rebrand economic development-focused communication and 
marketing efforts across the County of Newell.  The process 
included the formation of a Project Leadership Group (PLG), 
with representation from the County of Newell and all four 
of the urban municipalities within its boundaries: the City of 
Brooks, the Town of Bassano and the Villages of Duchess 
and Rosemary. The PLG was tasked with guiding the project 
and ensuring there were opportunities for all communities 
to provide input and direction.  Additional insights were 
provided by the Joint Shared Services Committee.

Brooks Region Communications Strategy
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1.1 Project Mandate

The goals for the rebranding process were to:

• Provide clear messaging to increase brand awareness
• Develop a consistent and flexible brand identity 
• Clarify relationships to partner brands 
• Provide rules for colour, typography and photography 
• Design a practical layout grid system and supporting 

template products 
• Establish future-forward brand stewardship principles

The new branding materials and communication strategy 
are targeted specifically for economic development 
initiatives, and are not intended to replace the existing 
branding and messaging for municipalities within the 
County of Newell.  Their purpose is clear: 

To provide a modern, engaging and customized 
alternative to replace Newell Regional Economic 
Development Initiative (NREDI) messaging. 

The new economic development branding materials are 
to be used by those organizations, individuals and groups 
working within the economic development community 
to promote awareness of – and interest in – investment, 
business and tourism opportunities in the County.

1.2 Process

Initial steps in the rebranding process included a 
comprehensive review of existing branding materials 
and communication strategies (Newell Branding & 
Communications Strategy Context, September 2017). 

In addition to providing an overview of the competitive 
environment for economic development initiatives, this 
process (and report) included insights gained via meetings 
and surveys with the PLG.

In the following months, the focus of the branding strategy 
was refined.  After much consideration, the decision was 
made to use Brooks Region as the brand, to capitalize on 
the broader recognition of the City of Brooks compared to 
generally low awareness of the County of Newell, its location 
and its communities. In June 2018, initial design options for 
the brand were presented to the Project Leadership Group.

To provide greater flexibility and ensure the new branding 
materials are effective for all County municipalities, the 
design approach includes the opportunity to incorporate 
local elements (community or project names) within 
the new branding materials. This ensures a consistent 
representation of Brooks Region as a whole, but allows for 
specific customization as appropriate (at right below).

To make sure the new brand meets the needs of 
organizations across the County, a series of one-on-one 
meetings have been completed in summer 2018, giving 
economic development stakeholders an opportunity to 
learn about the new brand, its development process and 
purpose, and to gain feedback on how the brand can best be 
incorporated across the Region. 

These one-on-one meetings have included the use of a 
Stakeholder Discussion Kit which provides an overview of the 
brand development process, suggestions for brand usage 
and an opportunity to provide feedback on the final concept.

Standard Brooks Region  
and partner logotypes (Newell pictured).  
For more information about the partner 

logotype treatment, refer to Treatment in 
the Brand Strategy & Guidelines.
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The Brooks Region logotype features a modern and visually 
appealing design that incorporates many of the key elements 
and attributes of Newell County. It is representative of the 
regional geography, and communicates the diversity of 
opportunities available in the Brooks Region. The concept 
references several defining landscape elements — the 
Brooks Aqueduct, native grasses, wide open prairie sky 
and local manufacturing – to build a picture of the Region. 

Beyond the literal references included in the concept, two 
metaphoric elements are also included. These are the arrows 
embedded in the viaduct, suggesting forward momentum, 
and a four-pointed star, referencing guidance and direction. 

The concept’s artwork is enclosed by a shield, to bind the 
interior elements. The concept’s shield design references 
the current visual identities of the City of Brooks, the 
Village of Rosemary and the County of Newell, suggesting 
familiarity and membership within the same group.

Values
Vision
Tone

Name & Tagline
Implementation

02
The Brooks 
Region Brand
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2.5 Brand Implementation

The Brooks Region brand guidelines are detailed in the  
companion Brand Strategy & Guidelines. They include rules 
on the use of colours, logo placement, typography and other 
usage guidelines, as well as examples of effective uses of the 
new branding materials.

The new Brooks Region economic development branding 
materials will be launched in fall/winter 2018 with a 
comprehensive engagement strategy. The details and  
scope of this strategy follow.

2.1 Brand Vision

The Brand Vision for the Brooks Region captures the  
unique opportunities presented within the Region:

The Brooks Region is a community of choice for those 
looking to build strong social connections and scale new 
economic heights. We will sustain and grow our economy 
while welcoming people from Canada and beyond to 
realize the promise of the Brooks Region.

2.2 Brand Values

The new branding focus helps to reinforce the following 
Brand Values which are key to the Brooks Region:

Industrious | Independent  | Helpful  | Welcoming | Resilient 

The Brooks Values statement:

The Brooks Region is founded on values guided by our 
history of blue-collar work and small-town life. We are 
industrious and independent, yet welcoming and helpful. 
We are resilient and dependable. We are true to our roots, 
and stewards of the gifts left to us by our predecessors.

2.3 Brand Tone

The brand tone for Brooks Region is intended to reinforce 
the Brand Values and Vision.  The tone is accessible, 
welcoming, friendly and inviting. 

The use of clear and concise language will help convey 
messaging in a simple and direct approach that mirrors 
regional values. 

Whenever possible and appropriate, humour will be 
incorporated in messaging and materials to provide a 
fresh and engaging element that will raise awareness and 
generate interest. 

A more personal and humanistic approach to messaging – 
examples of successful business people, etc. – will help to 
position the Brooks Region as a warm and welcoming place 
where people can envision themselves succeeding.

2.4 Brand Naming and Tagline

Finally, the new Brooks Region brand pairs the Brooks 
Region logo with a tagline designed to convey the 
opportunity available within Newell County.

Our brand name and tagline,  
set in brand-compliant Metropolis.
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The introduction of a new brand presents a welcome 
opportunity to create excitement and interest in economic 
development across the Brooks Region.  A thoughtful, 
strategic, creative and sensitive approach to introducing the 
new brand will help increase the chances of success, and will 
reduce the risk of negative outcomes or poor reception.

03
Communicating 
The Brand

Objectives
Situational Assessment

Key Messages
Target Audiences

Stakeholders
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3.1 Objectives

The introduction of the new Brooks Region brand will  
focus on the following objectives:

• Providing a clear transition from NREDI to Brooks Region

• Raising awareness of the symbolism of the new branding

• Creating a sense of excitement, enthusiasm and pride 
around the brand and the potential for economic 
development in the Brooks Region

• Enhancing relationships and awareness levels with  
key target audiences

• Increasing recognition of the Brooks Region as an 
attractive place to do business

• Ensuring key stakeholders are aware of the reasons  
for the new branding materials

• Ensuring consistent use of the new branding materials 
among stakeholders across the Region

• Contributing to a positive perception of the City of 
Brooks, and working to mitigate any existing negative 
perceptions

3.2 Key Messages

To support brand recognition and achieve consistency, 
these key messages will be stressed in all communications:

• A new Brooks Region brand has been developed to help 
promote the diverse economic opportunities available 
across the County of Newell

• The Brooks Region extends across the County of Newell, 
and includes the City of Brooks, Town of Bassano and the 
Villages of Duchess and Rosemary, as well as 10 smaller 
communities

• The Brooks Region offers many advantages for 
businesses, including attractive real estate costs, 
supportive and progressive Municipal governments, 
convenient transportation networks, a lower cost of 
living, highly skilled and motivated local workers and 
plentiful access to water

• The new Brooks Region brand was created under the 
direction of a team with representatives from across the 
County of Newell.

3.3 Situational Assessment

The introduction of a new branding approach presents a 
variety of challenges and opportunities. An assessment 
follows, including strategies to mitigate negative elements.

Strengths:
Fresh, modern design and messaging that references 
significant elements and attributes of the region.

Capitalizes upon significant recognition of the  
City of Brooks among target audiences.

Weaknesses:
All County of Newell communities may not feel included in 
the new branding approach.

Mitigation: Option to customize logo with municipality names.

Mitigation: All County municipalities were involved in the brand 
development process and have had an opportunity to share 
input and ensure their community values are reflected.

Opportunities:
Generally low recognition/use of NREDI branding eases 
transition to new brand.

Economic development community is receptive to new 
approaches to marketing and branding.

Threats:
Some County of Newell communities may not feel included 
in the new branding approach.

Mitigation: Option to customize logo with municipal names.

Mitigation:  One-on-one meetings with stakeholders to explain 
process, outcomes and applications of new branding materials.

The concurrent use of Newell messaging and the new 
Brooks Region messaging may create some confusion 
within target audiences.

Mitigation: Including the use of the Brooks Region logo on 
Newell communication channels will help to forge a transitional 
link from Newell messaging to the Brooks Region.

Mitigation: The launch of the new Brooks Region branding 
presents an opportunity to review existing Newell messaging 
and where possible, to consolidate (see Section 5.4.6).

Mitigation: The new Brooks Region branding materials will 
be the primary messaging/visual image focus for targeted 
external audiences.

6
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3.4 Target Audiences and Stakeholders

The audiences targeted by the Brooks Region branding 
are extensive and diverse.  They incorporate internal 
audiences and stakeholders – those within the Region who 
are involved in economic development initiatives — as well 
as businesses, potential investors and others who might be 
attracted to the area. 

3.4.1 Personas
In user-centred design and marketing, a persona is a 
fictional character representing the type of person who 
might use a site, brand or product. In the process of 
developing Brooks Region branding materials, a series of 
personas were developed to encapsulate the goals, values 
and attributes of those external audiences who might be 
attracted by the Brooks Region Brand.  

The personas for the Brooks Region are explored in greater 
detail in Appendix A, but include the following:

• Trevor, a furniture manufacturer looking for a new 
location for his production team

• Fred, owner of an oil and gas servicing company looking 
to move his central operation

• Mary and Tom, retired school teachers looking for a more 
affordable community in which to live and expand their 
online tutoring operation

• Sally, a baker and day-home operator looking to expand 
her distribution network in Newell County

• Jenny, a facilities manager scouting new locations for her 
company’s greenhouses

• George, a vice president of operations for Costco,  
looking for a new retail location in Alberta 

Brooks Region Communications Strategy
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3.4.2 Internal Target Audiences
Internal target audiences for the new Brooks Region 
brand include those individuals, groups and organizations 
overseeing (and in some cases delivering) messaging:

• City of Brooks Council
• Village of Rosemary Council
• Town of Bassano Council
• Village of Duchess Council
• County of Newell Council
• Economic development staff throughout the County

3.4.3 Stakeholders
For the purposes of this plan, stakeholders are considered to 
be those individuals and organizations outside the Newell 
County municipal structure who are tasked with the use 
and implementation of the new Brooks Region brand. 

While these stakeholders will have similar uses for the new 
Brooks Region Brand, their work is not explicitly directed by 
Newell County and they may have different communication 
needs and priorities. Key stakeholders include:

• Brooks Chamber of Commerce
• Newell Regional Tourism Association
• Live Newell/Family and Community Support Services
• Eastern Irrigation District
• Palliser Economic Partnership
• Canadian Badlands
• Brooks Revitalization Zone (BRZ)
• Community Futures Entre-Corp
• Alberta Economic Development and Trade
• Economic Development Alliance of Southeast Alberta

3.4.4 External Target Audiences
External target audiences for the new Brooks Region  
brand are focused on:

• Companies and individuals looking for new business 
locations, including site selection consultants, corporate 
executives (provincially and nationally)

• Calgary investors, developers and entrepreneurs
• Economic development agencies
• Corporate real estate executives
• Local alliances and partnerships
• Target industries (agri-business, manufacturing, oil/gas)
• Media
• Potential new residents (provincially and nationally)
• Brooks Region residents

Tourists and tourism are not included as specific audiences 
for the Brooks Region Brand. With the prevalence of 
Newell tourism messaging (Visit Newell/Explore Newell/
simplysouthernalberta.com/Do Something Newell) the 
tourism messaging landscape is already very cluttered.  

The introduction of the Brooks Region brand to this 
landscape may cause more confusion and could ultimately 
dilute messaging that appears to be well received 
(particularly Do Something Newell).

Ideally, the Brooks Region brand will be used as a support to 
the tourism branding as appropriate, but would not replace 
the existing tourism-specific branding.

03 Communicating The Brand
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To create a sense of excitement and momentum, the 
new Brooks Region Brand will ideally be launched at 
a specific date and time, preferably in fall/winter 2018. 
This concentrated launch will include a broad range of 
communication and engagement strategies designed to 
raise awareness and encourage interest.  Subsequent 
promotional opportunities and channels will support the 
launch in the following weeks, but every effort will be made 
to concentrate the messaging distribution on launch day.

Timing
Recommended Tactics

Fun Factor

04
Launching  
The Brand
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4.1 Timing

Ideally the event launch could combine with a pre-existing 
event, trade show or conference that is focused on the 
brand’s key target audiences.  

The primary consideration in the launch date selection 
will be the availability of materials to support and promote 
the launch – media information materials, promotional 
giveaways, branding package, etc.  Events that can be 
considered as potential launch dates include:

October 12 Power-Up Conference in Brooks

PRO: Local event with potentially broad attendance of 
entrepreneurs and those who would use the new branding 
materials

CON: Limited time to secure promotional materials

Brooks Chamber event in March/April 2019

PRO: Local event with broad attendance; potential for 
alignment with Brooks Chamber of Commerce

CON: Delays launch of new brand for several months

Calgary industry launch event options:   
North America Region Energy Forum, November 14 and 15, 2018

http://energy.ca/energytwo/2018-NAREF

PRO: Access to key target audiences

PRO: Opportunity to have launch events taking place  
at the same time in Newell County

CON: Difficulty competing for attention in a more  
crowded messaging landscape

CON: Potential logistical challenges

If the timing of the above options will not support an 
effective brand launch, the project team can consider 
launching the brand at a public meeting of the Brooks 
City Council.  The media may already be in attendance, 
but a media advisory could be sent out the day prior to the 
meeting to invite the media to the specific time at which the 
brand will be launched during Council proceedings. 

The Mayor of Brooks as well as a representative from the 
County of Newell can be provided with prepared remarks 
that emphasize the reason for the new brand, its intended 
utility and examples of usage.

Depending on the timing of the brand launch, ads in various 
trade publications can be considered to support the brand 
launch and promote greater awareness. Given that there 
may be challenges in scheduling, these industry and trade 
publication ads would be organized to appear after the 
launch, and can be profiled in social media when they appear 
to prolong interest and extend reach.

4.2 Recommended Tactics (Launch)

The following tactics will be used to promote the new 
Brooks Region brand through the launch and beyond.

4.2.1 Media Relations
Media relations activities will be focused on ensuring area 
media and appropriate industry media are aware of the new 
branding initiatives to promote economic development in 
the Brooks Region.  Specific tactics include:

Media release: A brand-launching media release 
would include quotes from PLG membership and key 
municipality leadership. Various versions of the release 
would be customized for local media (i.e., Mayor of 
City of Brooks would be quoted in release submitted 
to Brooks Bulletin; Mayor of Bassano would be quoted 
in release to Bassano Times). The release would be 
distributed to publications in targeted communities, 
including Medicine Hat, Lethbridge and Calgary.

Editorial tour: Meetings with the editorial boards at key 
local media outlets (Brooks Bulletin, Coffee News, Bassano 
Times) would be scheduled to coincide with brand launch. 
Project team members would arrange on-site meetings 
with targeted outlets to explain reasons behind branding 
initiative, and the benefits offered to the community. All 
conversations would be embargoed until brand launch date.  

A media tour schedule would be developed, and would 
include as many of the local media outlets as possible.  
Those representing the new Brooks Region brand 
would be chosen based on the media outlet location 
and focus (for example, the Mayor of Bassano would 
be included in the tour with the Bassano Times).  

A key goal of the media tour process would be to create 
excitement, enthusiasm and a sense of ownership 
around the new brand, and its ability to contribute 
positively to economic development across the Region.

04 Launching The Brand
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Media kits: Folders including the media release, 
backgrounder, logo examples and promo materials will be 
provided to media and targeted stakeholders as appropriate.

Media conference or open house: Depending on the level 
of interest anticipated locally, a media conference or open 
house event could be hosted with key representatives from 
the PLG and municipality leaders. This tactic would work 
best if the launch was attached to a significant local event 
or activity that would already draw local media attention.

Media sponsorships: Select media outlets can be 
approached with the option of creating a sponsorship 
relationship, where the outlet provides free or reduced-
rate advertising services, or collaborates on a special event 
or activity to raise awareness and reduce expenses.

4.2.2 Social Media
Brooks Region social media accounts will be established for 
Twitter, Instagram, Facebook and YouTube.  In some cases, 
it will be necessary to rebrand existing NREDI accounts.  
The timing on this rebranding will be coordinated to 
coincide with the new brand launch. The strategic use of 
hashtags (e.g., #BrooksRegion, #BetterinBrooksRegion) will 
help in tracking impact and reach. Occasional posts will 
include links for individuals to sign up to receive Brooks 
Region information updates via email.

The current LinkedIn page for NREDI can updated to 
include the Brooks Region branding.

4.2.3 Paid Advertising
Paid advertising presents an opportunity to launch the 
new brand to key audiences, including those reached by 
industry publications.  Depending on timing and budget 
availability, half-page advertisements could be considered in 
publications like the Canadian Business Journal (estimated 
cost: $5,000).

Advertorials can also be considered in targeted publications 
– editorial content written by the Brooks economic 
development team that focuses on the Brooks Region but 
appears similar to regular editorial content. This would 
provide an opportunity to provide a broader perspective 
and more detailed messaging than is possible in traditional 
print advertising. 

Potential outlets for these advertorials include:

• Canadian Business Journal
• Invest in Alberta Magazine (2019 edition)
• Westjet Magazine
• Targeted Postmedia publications across Canada with  

high-value audiences (Calgary, Edmonton, Toronto)
• Alberta Venture
• Business in Calgary
• Business in Edmonton
• Business Edge
• Western Producer
• Report on Southeast Alberta

Content placement can also be considered on sites like the 
Daily Hive, via their Sponsored Content options, though the 
demographics for this publication are likely more suited to 
the promotion of tourism initiatives.

Smaller budgets can be applied to paid social media 
advertising, including promoted posts (on Twitter) and 
targeted advertisements on Facebook, emphasizing specific 
target demographics. A Google AdWords campaign could 
also be used to target specific audiences and key search 
terms. The preparation of an advertorial for LinkedIn 
Sponsored Content would also present an opportunity to 
connect with key audiences within the business community.

4.2.4 Launch Promotions Via Key Stakeholders
To help enlist the support and buy-in of Brooks Region 
stakeholders and encourage the effective use of the new 
materials and messaging, a brand support package will be 
provided in the week prior to the event launch (see Section 
5.2 for further detail).

A brief email announcing the new brand can be sent 
to all key stakeholders prior to launch day.  In addition 
to providing a brief overview of the new brand and 
messaging, the email could include a promotional poster 
for stakeholders to use in their place of business, to inform 
the general public, as well as some brief messaging that 
could be distributed through their existing communication 
channels (email lists, social media channels, etc.). Similarly, 
County municipalities would be asked to share the launch 
key messaging and visuals on launch day, to help generate 
both awareness and interest.

4.2.5 Promotional Postcard
A postcard with the new branding materials and catchy, 
creative messaging can be produced and distributed in time 
for the launch of the new brand. The postcard’s call to action 
could be customized to the key target audiences, and could 
include a discount code for area businesses, or a QR code 
that directs traffic to the Brooks Region website. If possible, 

Brooks Region Communications Strategy

11



key economic development contacts across the country will 
be included in the distribution, by snail mail or email with a 
PDF of the promotional postcard.

4.2.6 Promotional Items
Promotional giveaways can be an effective way to raise 
interest and generate excitement.  Staff involved in the 
Brooks Region brand launch can be provided with t-shirts 
that feature the new logo and tagline on the front, and the 
vision statement on the back.  Donations solicited from local 
businesses/services providers, including gift certificates or 
merchandise, could also be used for their promotional value.

Other promotional items that can incorporate the Brooks 
Region branding and be considered for giveaways include:

• Notebooks
• Pens
• Stickers
• Fridge magnets

4.2.7 Promotional Video
A focused animated video can help share the many benefits 
and opportunities within the Brooks Region while serving 
to help launch the new brand visuals and messaging in a 
fun and engaging way.  Animated “explainer” videos can 
be sourced relatively inexpensively, and can be posted on a 
YouTube channel and promoted via social media. Budgets 
could range from a few hundred to a few thousand dollars.

4.2.8 Speaking Event
A presentation at a key stakeholder group, like the Brooks 
Chamber of Commerce, would present an opportunity to 
launch the new brand to key audiences, encourage their 
involvement and use of the materials, and help promote 
greater awareness and excitement. Ideally a highly visible 
County representative (for example, the Mayor of Brooks) 
could be enlisted to deliver some prepared remarks and key 
messaging.

4.2.9 Launch of New Brooks Region Website
The “unveiling” of the new Brooks Region website 
(brooksregion.ca) will ideally be timed to coincide with the 
launch of the new Brooks Region brand.  Former domains 
(navigatenewell.com, etc.) that no longer have any utility will 
be automatically redirected to the new site (brooksregion.
ca) for launch day.  The new site will feature a new Brooks 
Region brand-influenced design, content that explains the 
new brand, and will include content from the social media 
events designed to promote the launch.

If the full new website is not available in time for the brand 
launch, the current placeholder context can be updated to 
reflect the new branding.

4.3 The Fun Factor

Contests and interactive engagement options will be 
considered to encourage participation in the brand 
launch.  These approaches would include creative, fun 
and potentially playful approaches that highlight the new 
brand and underscore the benefits of business and personal 
investment in the Brooks Region. These options include:

• A photo contest of businesses across the Brooks Region, 
with the submissions judged by the PLG.  All photos 
would be submitted on the day of the launch (This is 
what business/life looks like in the Brooks Region) and 
would be shared extensively online and via social media.  
The submitter of the winning photo would receive a 
significant prize.

• A virtual scavenger hunt, where participants track down 
answers to a series of Brooks Region-focused business 
questions to win a chance at a prize

• A Twitter poll that ranks the best things about operating 
a business in the Brooks Region

• A social media competition, with prizes for those who 
retweet Brooks Region launch messages or otherwise 
engage (comments, etc.)

• Engagement team to spend launch day travelling 
throughout Brooks Region capturing photos and videos 
of businesses at work, and local comments about why 
Brooks Region is an attractive place to do business, etc.  
The 50 iPads on hand could be used to take pictures, 
record comments and post to social media channels.

• Contest to track “where is the logo,” with merchants and 
businesses encouraged to place the new logo in a highly 
visible location in their business….people could then go 
online to post an image of themselves with the logo, and 
be entered into a chance to win a significant prize (iPad, 
sizeable gift certificates to area merchants, etc.)

• Draw boxes at Brooks Region merchants during  
launch week, where individuals can enter a draw for  
a significant prize

• Enter email list membership into a draw for a prize

• Consideration of promotional partnerships within the 
tourism community to encourage greater awareness of 
the Brooks Region in the weeks after launch.  Discounts 
could be offered at tourism outlets when people show a 
Brooks Region logo

04 Launching The Brand
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05
Using  
The Brand

Used improperly, the new Brooks Region brand can 
ultimately do more harm than good, contributing to 
confusion within the target audiences. In order to ensure 
the new brand is used consistently, correctly and to best 
advantage, the following processes are recommended 
to help guide and monitor brand implementation.
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5.1 Authorized Spokespeople

The Project Leadership Group will identify at least two 
individuals who are able to serve as spokespeople whenever 
there is media attention around brand usage, or business 
and investment in the Brooks Region in general. These 
individuals will focus on communicating the key messages 
outlined within this plan, and sharing the economic and 
quality of life benefits of business investment within the 
Brooks Region.

5.2 Brand Support Package

To support effective use of the new branding materials, 
each of the key stakeholders will be provided with a 
comprehensive brand package, including instructions on 
the appropriate use of the branding materials, logos, fonts 
and colours in print materials, online, email signatures, etc. 
Business cards for core team will be updated to include the 
new branding materials.  Examples of these customized 
materials for marketers are provided in the final Brand 
Strategy & Guidelines.

5.3 Brand Police

To ensure an effective introduction of the new Brooks 
Region brand and successful integration with existing 
messaging, a Brand Police position will be established by 
the Project Leadership Group.  The Brand Police will be 
responsible for educating and supporting stakeholders in 
the use and application of brand materials and messaging. 
They will be responsible for reviewing materials, providing 
suggestions for more successful brand integration and 
ensuring old branding materials are replaced within weeks 
of the new brand launch.

This role will be ongoing, to ensure consistency and 
effective brand usage over the long term.

5.4 Recommended Tactics (Ongoing)

The launch of the new Brooks Region brand presents an 
opportunity to re-evaluate existing communications tactics, 
channels and approaches, and to incorporate new elements 
that target specific audience groups. 

The following section highlights specific approaches that 
can be incorporated over time to build relationships with 
target audiences, share key messages, raise awareness of 
the Region and promote consistency in both visuals and 
messaging. While they are not specifically designed to 
support the launch of the new brand, they are intended 
to support economic development initiatives across the 
Brooks Region over time.

5.4.1 Email Subscription List
An email subscription list can be used across various 
business-focused websites to allow people to sign up to 
receive occasional email updates on investing in the Brooks 
Region.  The same option will be promoted at trade shows, 
conferences and other special events that are geared to the 
key target audiences for Brooks Region materials. 

Options to consider include MailChimp or Constant 
Contact. It is also possible that the Executive Pulse 
customer relationship management services can be 
customized to include online email signup forms,  
newsletter design and database management.

5.4.2 Brooks Region E-newsletter
A regular e-newsletter (potentially quarterly or monthly) 
will be created to share news, ideas and profile business 
successes across the Brooks Region.  It would be distributed 
to targeted stakeholders and the email subscription list of 
individuals who have expressed interest in receiving more 
information about the Region. 

This tactic is low cost, but can provide an effective way 
to raise awareness, strengthen relationships and keep 
opportunities within the Brooks Region front-of-mind for 
target audiences.

05 Using The New Brand
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5.4.3 Develop Editorial Calendar
The creation of a comprehensive editorial calendar will 
help to guide message delivery over the course of the next 
year. Ideally this list would be shared with all key economic 
development stakeholders, whose contributions will ensure 
the list is as comprehensive and detailed as possible.

This calendar would include:

• Advertising dates and content outlines
• E-newsletter dates and content ideas
• Social media posts (themes, promotions, hashtags, etc.)
• Special events (local)
• Themed messaging (Earth Day, World Water Day, 

Economic Development Week, etc.)
• Trade show attendance and messaging
• Conference attendance and messaging
• Media pitches

The editorial calendar will ensure the organization and 
consistency of messaging across communications from 
various organizations and agencies, and will help make the 
most of emerging opportunities.

5.4.4 Addition of Google Analytics Tracking Code (new website)
With the addition of free Google Analytics code on all 
economic development-focused websites as well as 
County-managed websites, it will be possible to gain a clear 
understanding of traffic patterns, topics of interest, impact 
of promotional efforts, etc. Monthly reports to gauge traffic, 
effectiveness of search engine terms, bounce rate, and other 
key factors will help refine content and navigation and allow 
for the customization of content to respond to the types of 
information visitors are seeking. 

5.4.5 Create Investment Ambassadors Team
The marketers across the Brooks Region who are 
responsible for promoting local investment could be 
organized into an informal group, as the relationships have 
been reinforced during the one-on-one meetings to discuss 
the new brand. 

An email distribution list can be established specifically for 
this group, and the economic development team from the 
City of Brooks can be responsible for sending occasional 
email updates on economic development news from across 
the Region. The goal will be to create a team of motivated 
and well-informed ambassadors, who have the information 
and tools they need to accomplish their work more 
effectively. 

 
Emails could include ideas about marketing and 
promotions, information on upcoming events, best practice 
examples of other economic development initiatives and 
examples of new/effective usages of the Brooks Region 
brand materials.

Potentially, this group or a sub-committee could be tasked 
with “uncluttering” the messaging within the Brooks 
Region, particularly around Newell-themed websites, and 
those with duplicate/confusing/outdated content (Visit 
Newell/Explore Newell/simplysouthernalberta.ca, nrta.ca, etc.); 
see Section 5.4.6 below.

5.4.6 Consolidate/Focus Outlying Investment Branding Materials
The new Brooks Region brand presents an ideal opportunity 
to consolidate, update or streamline existing messaging 
and materials. NREDI branding will be replaced by the 
Brooks Region materials, but there is an opportunity to 
further refine audiences and messaging. The Newell Proud 
branding has been well received, and will be maintained for 
use with internal audiences — initiatives that are focused 
on businesses within the Brooks Region. 

Additionally, those responsible for online messaging (Live/
Opportunity/Explore/Visit Newell, nrta.ca) can be encouraged 
to embrace the Brooks Region branding, not only for the 
benefits of consistency, but in an effort to update what is in 
many cases an outdated presence or feel. The duplication 
of Newell messaging contributes to a cluttered information 
landscape.  Efforts to redirect or eliminate websites that 
are not providing new, fresh and current content will be 
of great benefit, particularly in the tourism realm, which 
suffers from the inclusion of inactive sites like nrta.ca.

Clearly, not all Newell-branded websites fall under the 
mandate of the PLG, or even the County of Newell, and while 
recommendations for improvements can be made to the 
agencies/organizations involved, it will ultimately be their 
decision to pursue consolidation of websites or not.

5.5 Changes to Existing Channels 

Many of the existing investment initiative-focused 
communications and marketing materials across Newell 
County will require updating as a result of the new branding 
focus. The following section details the existing investment 
promotional channels, including suggestions for the 
required updates.
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Existing Channel Action Required Timing

Economic Development Focus

livenewell.com Update to include Brooks Region logo and link to brooksregion.ca  
and brief post to launch new brand

Ultimate goal would be to retire the livenewell.com website and  
have the domain redirect to brooksregion.ca

By launch

ASAP

opportunitynewell.com 
(Brooks Chamber of Commerce)

Ideally this domain (which automatically redirects to the Chamber of 
Commerce site) would be eliminated to streamline messaging and 
content. As an interim measure, it can be redirected to  
brookschamber.ab.ca, until the domain is allowed to lapse (1-2 years).

By launch

navigatenewell.com Content to be replaced with new brooksregion.ca website By launch

brooks.ca/485/Economic-Development Update to include brief Brooks Region overview of naming,  
new logo and link to brooksregion.ca

By launch

Economic Development Profile:  
brooks.ca/DocumentCenter/View/938/
Economic-Profile

Rewritten to include Brooks Region introduction, logo and messaging By launch

brookschamber.ab.ca/profile.
asp?BpageID=3047

Updated to include Brooks Region overview of naming, new logo  
and link to brooksregion.ca

By launch

linkedin.com/company/newell-
regional-economic-development-
initiative/?originalSubdomain=ca

Updated to include Brooks Region overview of naming, new logo  
and link to brooksregion.ca

By launch

Trade show materials and promotional 
elements (banners, signage, handouts).

Updated to include Brooks Region logo By launch

chrome.google.com/webstore/ Explore Newell App should be removed from Chrome extensions By launch

Tourism Focus

explorenewell.com Update to include Brooks Region logo and link to brooksregion.ca  
and brief post to launch new brand

Ideally this website would be redirected to the visitnewell.com site,  
as it is confusing to have two sites with similar themes and content

By launch

visitnewell.com Update to include Brooks Region logo, link to brooksregion.ca  
and brief post to launch new brand

By launch

simplysouthernalberta.com Duplicate contact to explorenewell.com, so assume edits  
to explorenewell.com would automatically appear on site

By launch

nrta.ca Requires complete update. In the absence of an update, the domain 
could automatically be re-routed to a more effective web presence 
(visitnewell.com, explorenewell.com)

ASAP

Community or County Focus

brooks.ca Update to include Brooks Region logo and link to brooksregion.ca  
as well as brief post to launch new brand

By launch

bassano.ca Update to include Brooks Region logo and link to brooksregion.ca as 
well as brief post to launch new brand (updates could be done to Site 
Selector page, bassano.ca/?page_id=2092)

By launch

villageofduchess.com Update to include Brooks Region logo and link to brooksregion.ca as 
well as brief post to launch new brand (updates could be done to replace 
current Palliser Region information with Brooks Region content (top 
menu link to palliseralberta.com/?page_id=6&site=205)

By launch

rosemary.ca Update to include Brooks Region logo and link to brooksregion.ca as 
well as brief post to launch new brand (Regional Initiatives content on 
rosemary.ca/links could be updated to streamline sites and include 
Brooks Region content)

By launch

countyofnewell.ca Updated to include brief Brooks Region overview of naming, new logo 
and link to brooksregion.ca

By launch

Outdoor signage Updated to include Brooks Region logo As possible
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5.6 Evaluation

The following approaches will help monitor the impact of 
the new brand, messaging and promotional efforts:

1. Tracking of site visitors through comprehensive 
Google Analytics assessments, including:

• Traffic acquisition (referring sites)
• Search engine terms used to find site
• Time on page
• Unique visitors
• Bounce rate

2. Social media engagement levels (sharing, 
retweets, hashtag use, etc.)

3. E-newsletter open and click-thru rates

4. Participation in launch-specific events  
(polls, contests, etc.)

5. Number of email inquiries

6. Number of telephone inquiries

7. Media coverage

A comprehensive review of economic development 
measures to assess trends post brand launch (number 
of new businesses, new residents, tourism numbers, 
commercial real estate sales, employment rates, etc.) will 
help in refining messaging and communications tactics 
moving forward.
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Appendix A
Audience 
Personas

A persona in user-centred design and marketing is a 
fictional character representing a user type that might 
use a site, brand or product. when developing a visual 
identity for the brooks region, it is important to focus on 
the target audience for the finished product. While a variety 
of individuals and organizations across the County will be 
responsible for the use and implementation of the new 
visual identity, the product itself must be designed to appeal 
to the key target audiences: individuals and organizations 
who can be attracted to pursue business opportunities 
within the Brooks Region. All of the messaging and visual 
materials for the project must be developed specifically 
with these potential investors and residents in mind.

Personas are used extensively in marketing and 
communication efforts to provide a better understanding of 
the individuals targeted by promotional efforts. The following 
personas have been developed to help clarify the target 
audiences for this project, and represent an embodiment 
of the types of individuals and businesses who might be 
attracted to invest in the Brooks Region. By basing efforts on a 
more detailed and personal sense of the desired audiences, it 
is possible to ensure visuals and messaging remain on target.

Furniture Manufacturer
Businessman

Retired School Teachers
Baker & Dayhome Operator

Horticulturalist
VP Operations
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goals

Trevor has a small manufacturing business, building custom furniture 
for seniors housing. He leads a small team of eight employees 
responsible for design, building and marketing his line of furniture.

The cost of doing business in Calgary has become prohibitive, and he 
is considering relocating to a business-friendly community that is 
less expensive. He wants to learn about what business incentives are 
available in Newell County, what the quality of life would be like for 
him, his family and the team members who agree to move, and what 
kind of commercial properties are available to purchase and customize 
for his needs. He’s looked at Medicine Hat, but would prefer a smaller 
centre that is more centrally located. 

Trevor would like to have more information on the local schools, to 
ensure his kids continue to thrive. He’s also interested in learning 
more about diversity within the community, and the potential to 
have his wife create connections and find support within the Filipino 
community.

biography

Age: 41

Annual household income: $125,000

Place of residence: Calgary ab

Tenure type: Homeowner

Marital status: Married, father of four

Education: Business diploma from SAIT

Occupation: Manufacturing business owner

Activities: Coaches hockey part-time

Details: Emigrated to Canada in 2008

persona

Trevor
Furniture Manufacturer
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goals

Fred has worked in the oil and gas sector all of his adult life. In 1982, 
he created a Fort McMurray-based oil field equipment customization 
business, providing unique and specialized equipment for the oil and 
gas sector.

The access challenges common to northern communities,  
combined with high staffing and production costs, have prompted  
Fred to consider opportunities for less expensive communities in  
which to centre his operation. He intends to maintain the Fort 
McMurray operation as a satellite service location that’s close to his 
customer’s work sites, but manage sales, marketing and production  
in a new location. 

He is looking for a community where he has easy access to shipping/
transportation options, particularly for his US clients. He’s keen on 
finding a place that will offer an attractive quality of life for himself and 
the 30+ staff members who will follow him to the new location.

Fred needs to know what kind of business and tax incentives are 
available to him in the County of Newell, as well as investigating 
developed locations or potential sites he might be able to purchase for 
his business operations. Housing costs for his employees and what the 
community would offer in terms of recreational pursuits are also key 
considerations for Fred. An avid hunter, he’s interested in being able 
to pursue an active lifestyle, and is considering launching a guiding 
business on the side.

biography

Age: 59

Annual household income: $475,000

Place of residence: Fort McMurray ab

Tenure type: Homeowner

Marital status: Divorced, father of two,  
grandfather of four

Education: High school diploma

Occupation: Operates oil and gas equipment manufactur-
ing and repair company

Activities: Avid outdoorsman

persona

Fred
Businessman, Oil & Gas Support Services
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goals

Mary and Tom have lived in Saskatoon for their entire careers as school 
teachers. Retired in 2017, they have launched a small online business 
focused on providing ESL training to international students. 

Their children have settled in Calgary, and Mary and Tom are anxious 
to be closer to their offspring. Tired of the high cost of living in 
Saskatoon, they long to retire to a smaller, quieter community that 
more closely resembles the small farming communities in which they 
both were raised.

Mary and Tom are interested in learning about the cost of living in the 
County of Newell, as well as housing options. They aren’t yet ready for 
seniors housing, and want a small, easy-to-maintain house they can call 
home for at least the next 10 years. Mary and Tom are looking for a new 
home that provides close access to Calgary – but not too close! – as 
well as the convenience of high-speed internet, which is essential for 
their work. 

They are active members of the community, and want to learn more 
about local groups, particularly those with an arts focus. They dream of 
expanding their online tutoring business to include more teachers, as 
well as accessing local marketing expertise to help grow their clientele. 
They are intrigued by the diversity within the City of 100 Hellos, and 
the potential for expanding their business with local ESL students.

biography

Age: 63 & 66

Annual household income: $55,000

Place of residence: Saskatoon sk

Tenure type: Homeowners, looking to downsize

Marital status: Married, parents of two,  
with two grandchildren

Education: University degrees in Education

Occupation: Semi-retired school teachers; have a small 
business providing online ESL training

Activities: Tom volunteers in community theatre

Details: Long to be closer to grandchildren  
in Calgary

persona

Mary & Tom
Retired School Teachers
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goals

Sally has a small hobby business making gluten-free baked goods. 
Currently she sells to her friends and family, but she’d like to branch 
out so she can contribute more directly to the family’s finances. Her 
dream is to start selling at area farmer’s markets once her kids are 
all in school, and eventually expanding to have her own storefront in 
downtown Brooks.

Sally needs to find out what kind of business licenses are required for 
her to sell her baking more publicly. She also wants to network with 
other small business owners, and find out what rules and regulations 
would apply to her business. Sally is keen on learning what retail 
spaces might be available to her, within her budget, as well as the rules, 
regulations and availability of commercial kitchens.

biography

Age: 34

Annual household income: $75,000

Place of residence: Rosemary ab

Tenure type: Homeowner

Marital status: Married, mother of four

Education: University degree in Commerce

Occupation: Part time, providing after-school care for 
neighbourhood children

Activities: Active volunteer in children’s school

persona

Sally
Baker & Dayhome Operator
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goals

Jenny’s family has operated a greenhouse operation on the outskirts 
of Regina for the past six years, growing roses that they sell to an 
international market. As facilities manager, she’s responsible for the 
day-to-day operations of the company’s six greenhouses in western 
Canada. She’s recently been directed by her Board of Directors to 
explore new locations for another satellite operation for the business, 
allowing the company to expand and potentially gain access to markets 
further west. 

The Board of Directors is focused on finding a new site that will offer 
significant business incentives. They are keen on a rural area that will 
welcome a greenhouse operation near or within the community. Most 
of the greenhouse employees are seasonal, and Jenny wants to ensure 
there are enough potential employees in the new location to meet the 
satellite operation’s needs. 

Jenny is responsible for ensuring the new location is fiscally viable and 
that it will provide efficient access to main traffic corridors and larger 
centres. She is investigating if an existing facility can be purchased 
and renovated, or if the company will have to build a new facility from 
scratch. Jenny’s board is open to a more remote location, but she will 
need to investigate the feasibility of a shuttle system to transport 
employees, as they have done in other centres.

biography

Age: 38

Annual household income: $90,000

Place of residence: Lethbridge ab

Tenure type: Homeowner

Marital status: Married, no children

Education: Facilities manager for multi-site  
greenhouse operation

Occupation: Greenhouse owner-operator

persona

Jenny
Horticulturalist
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persona

George
VP Operations

goals

Having experienced tremendous success and high sales in their 
Medicine Hat and Lethbridge locations, Costco Canada is looking to 
expand their presence with new territories in Alberta. They are looking 
at a location with a minimum population of 20,000, but are considering 
smaller markets if there is the potential to draw customers from a base 
of surrounding communities.

George is creating a short list of five potential sites in Alberta. His key 
focus is on understanding the local communities, their demographics 
and retail shopping patterns. He also needs to know if there is enough 
local industry to support the kind of wholesale purchases that would 
be necessary to make the operation viable. Affordable and conveniently 
located land is a key consideration, as Costco would be building their 
warehouse facility from the ground up. George also needs to be sure 
he would be able to access the 150 employees necessary to manage the 
operation.

If he likes what he sees in a smaller community, George is considering 
plans for a “Costco-lite,” which would provide most of the services 
available at larger warehouse locations, but on a smaller scale. 
An active and supportive local Chamber of Commerce, as well as 
a progressive and pro-business environment, will be key factors 
in George’s decision-making. He needs to know the community is 
supportive of Costco-style retail, and that there won’t be community 
pressure against big-box offerings. Any incentives a local community 
can provide in terms of taxes and business supports will be significant 
factors in his final decision.

biography

Age: 52

Annual household income:  $140,000

Place of residence: Toronto on

Tenure type: Homeowner

Marital status: Married, one adult child

Education: High school diploma

Occupation: Vice President of Operations,  
Costo Canada (22 years)

Activities: Active with local Chamber of Commerce

Details: Emigrated to Canada in 2008
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Appendix B
Frequently 
Asked 
Questions
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Questions? We’ve got answers.

What is the new brand?
The new brand is Brooks Region. Better. Realized. 

The brand vision is: The Brooks Region is a community of 
choice for those looking to build strong social connections 
and scale new economic heights. We will sustain and grow 
our economy while welcoming people from Canada and 
beyond to realize the promise of the Brooks Region.

What will the new brand be used for?
Marketing and promotions related to economic 
development across the County of Newell.

Who will the new brand be used by?
Economic development staff across Newell County.

Who was responsible for developing the new brand?
In summer 2017, the County issued a Request for Proposals 
to engage a firm to develop the new branding materials.  
The firm was selected in summer 2017, and worked with 
the key project stakeholders until the project completion in 
summer 2018.

The new brand was developed with input from the Project 
Leadership Group, a committee with representatives from 
across the County of Newell. Additional input was provided 
by the Joint Shared Services Committee. Individuals and 
organizations across the Region who are responsible for 
economic development marketing activities also provided 
input into the new branding materials.

Why does the brand use Brooks Region instead of Newell Region?
The new brand has been developed to appeal to very 
specific groups and individuals who are being encouraged 
to consider locating their business operations within the 
County of Newell.  The decision to use Brooks Region to 
focus the marketing strategies was made because Brooks is 
the most visible and readily identified location in the Region.  
Outside of the area, there is low awareness of Newell 
County, its benefits, location and advantages.  Brooks 
Region will appeal to a broader and larger audience.

The new brand allows for customization for specific 
communities (Bassano, Duchess, Rosemary, Brooks), the 
County of Newell and for specific projects or initiatives.  
As a result, it offers the best of both worlds.

What was the old brand?
Newell Regional Economic Development Initiative –  
often shortened to NREDI.

Why did you change it?
The Newell Regional Economic Development Initiative look 
and messaging was dated, and did not position the County 
in the best possible light. It was often used inconsistently, 
and lacked clear guidelines around use, brand standards, 
etc. The generally low level of recognition for Newell County 
was also a significant factor.

Finally, there were many problems with duplicate content 
and confusing messaging with NREDI-focused materials.  
Rebranding economic development activities for Newell 
County offers an opportunity for a fresh start, more 
consistency and more streamlined messaging and visuals 
that are tailored to target audiences.

What are the key differences in the new brand?
The new brand features a modern, representative and 
dynamic design that can be used more easily, and which 
better reflects the current goals and focus for regional 
economic development marketing initiatives. The new 
brand also presents an opportunity for customization for 
communities (Bassano, Duchess, Rosemary, Brooks), the 
County of Newell and for specific projects or initiatives.

What does the new branding include?
Visual elements for the new brand include a logo, tagline, 
vision, as well as specific brand colours and fonts. These 
elements are detailed in a brand standards document 
that provides extensive guidelines on the use of the new 
materials.

In addition to the visual elements, the rebranding process 
included the development of a communication strategy 
specifically for economic development marketing initiatives 
across Newell County.

How will the new brand be used?
The new brand will be used in a variety of marketing, 
advertising and promotional materials, including social 
media, websites, newsletters, promotions, print and digital 
ads and signage.
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What happens to existing NREDI messaging?
In the coming weeks, all Newell Regional Economic 
Development Initiative messaging will be replaced with 
 the new brand.

What happens to the existing County brands?
The existing County brands and logos will remain in 
place.  The Brooks Region branding is specific to regional 
economic development marketing initiatives only.

Will you still use the Newell Proud materials?
The Newell Proud messaging and brand will remain in 
place, but will be used specifically within the Region.  The 
Brooks Region brand is targeted to a broader audience, and 
will be used both within the Region and beyond.

What about the Do Something Newell messaging?
The Brooks Region brand will be used only as appropriate 
for tourism initiatives, to support Do Something Newell 
and other tourism-specific messaging and visuals that are 
working well.

When will the new brand be launched?
Later in 2018. 
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