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What is a brand?

A brand is a promise to deliver something of value to an audience (or audiences). For a brand to exist, there should be a clear audience and a clear benefit or promise to be derived.










Brand Architecture

An organization’s brand architecture is made up of the following:
1. Overview
2. Brand Essence - Brand essence is the single-greatest promise that the target audience and stakeholders receive from a brand.
3. Brand Pillars - Brand pillars support the brand’s essence. It is only because we have these pillars that we can deliver on the essence.
4. Brand Benefits - These are the tangible and intangible benefits that the target audience and stakeholders receive from interacting with the brand / town.
5. Key Messages - Key messages and key message themes come directly from the brand benefits. They are applied to specific relevant target audiences.
6. Brand Tone / Personality - The brand personality guides the external expression of the brand via images, colours and language. Remember, let’s think of and define these as
personality traits, or positive adjectives that describe ourselves. They help define how we present the town to the world, how we interact with residents, visitors, stakeholders and others.













Overview

This document is designed to encapsulate the Town of Sexsmith brand architecture.
A brand architecture serves as the single source when looking to express Sexsmith in all communication activity and outreach. It’s also your guide and reference point when looking to determine if a particular approach is in keeping with what the Town stands for and is about.
This brand architecture was developed after a comprehensive research project undertaken in the Town, involving an online survey, focus groups and one-to-one interviews with community members, and augmented with brand sessions with the Rebranding Taskforce.

The learnings from the research are the cornerstone to this brand architecture. They are integrated into it, have informed it and created it.
Fundamental to this document is the understanding that it is a forward-looking brand architecture, representing the future perceptions of the town not the current perceptions.
We may not be there yet, but it is what we want the Town to represent and be in the eyes of residents, visitors, business, government and others.


















Brand Essence
Brand essence is the single-greatest promise that the target audience and stakeholders receive from a brand.

Sexsmith embodies the spirit of the Peace Country. It’s a place where you can experience the life you want by building, connecting and thriving.
















Brand Pillars
Brand pillars support the brand’s essence. It is only because we have these pillars that we can deliver on the essence.

Our Strong Social Fabric
· A social leader
· Community / close knit
Our Industrious Nature
· Embrace progress
· Socially progressive
· Known for great events, neat stuff, like cool regional events like Christmas in Sexsmith
· Leader in recreation

Our Deep Roots
· Honours and respects its history
· Respects relationships with agriculture and connection with the land
· Multiple generations of families and businesses
Our Accessible & Efficient Government
· Leadership that drives the community forward, ambitious, engaged, cares


















Brand Benefits
These are the tangible and intangible benefits that the target audience and stakeholders receive from interacting with the brand / town.

Community Life & Lifestyle

Environment & Location Progressive & Historic













Key Messages
Key messages and key message themes are derived directly from the brand benefits. They are applied to specific relevant target audiences.

Community Themes:
· Sociable
· Hospitable
· Strong human connections
· Community-minded leadership
· Community-based leadership
· Responsible leadership
· Close knit
· Friendly
· Peaceful
· Safe
· We are always going that extra mile



· Community ‘spirit’
· Family friendly
· Caring
· Supportive
· Thriving
· Neighbourly
· Respected & respectful
· Accommodating
· Proud
· Supportive
· Welcoming











Key Messages

Life & Lifestyle Themes:
· Enriching rural lifestyle
· Leader in lifestyle
· Affordability
· A hub for activities, events & recreation
- something we are known for
· Year-round outdoor lifestyle
· Healthy lifestyle
· Contemplative and restful place to live
· Livable
· Something for everyone
· Active lifestyle
· Hardworking
· Accessible - easy to get around, places to park
· Safe place to live and raise a family



· Great schools in the area
· Diverse faith community
· Great facilities
· Wholesome
· Hunting culture
· Western / rural lifestyle
· Homesteading
· Homegrown markets
· Self-sufficient
· Industrious
· Communal & solutions-based
· Welcoming
· Trails
· Multiple outdoor rinks












Key Messages

Environment & Location Themes:
· Connected to the land
· Quiet & calm
· Stable & predictable climate
· Beautiful, picturesque
· Accessible location - add qualifier
· Convenient / close to major centres
· Character of the downtown & neighborhoods - preserved buildings, design standards
· Space to grow - available land for homes and businesses
· Spacious
· Four season opportunities
· Well-maintained, upkept infrastructure - no gravel, no potholes, great snow removal



· Big sky, clean air
· Walkable - supporting active transportation
· Lots of sunshine
· Natural environment
· Clean
· Green spaces & parks
· Respectful use
· Good stewards of the land and infrastructure
· Living in balance
· Sustainability-minded
· Peaceful










Key Messages

Progressive & Historic Themes:
· Historic & traditional roots
· Family roots - multi-generational
· Respected history
· Proud
· Progressive nature - leaders in activities, events, recreation, social
· Innovative
· Flexible & open to new ideas
· Committed / Dedicated
· Communal & solutions-based
· Resourceful
· Proactive / Observant
· Learn from others
· Entrepreneurial
· Adaptable



· Progressive for business:
· Opportunities for expansion & growth
· Business-friendly - incentives
· Tax breaks for business builds
· Stable source of water
· Fibre-connected community
· Relationship building
· Regional perspective & partnerships
· Innovative land zoning
· Infrastructure-ready investments
· What businesses / business mix do we want? - Diverse service-based, culturally, recreation, entertainment, tourism, unique and connected stores
(experiential), professional services thrive
· Progressive for residents:
– Respectful of differences














Brand Tone / Personality
The brand personality guides the external expression of the brand via images, colours and language. Remember, let’s think of and define these as personality traits, or positive adjectives that describe ourselves. They help define how we present the town to the world, how we interact with residents, visitors, stakeholders and others.

We are:
Authentic
Humble, proud, committed, dedicated, friendly
Industrious
Innovative, adaptable, entrepreneurial
Generous
Pleasant, kind, invested, compassionate

Resilient
Gritty, hard-working, optimistic
Spirited
Engaging, fun-loving, upbeat
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Versions

Three versions of the Sexsmith logo have been developed for use in different situations. The primary and alternate options should be used whenever possible. The horizontal version is to be used when the vertical versions won’t work or readability needs to be maximized in a small space application.




Primary	Alternate	Horizontal (small space or horizontal applications)
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Logo UseX
1X

For the Sexsmith logo to have impact, it must not be crowded with other design elements. To achieve this, a minimum amount of protection space must be maintained around the logo.
In the diagram on the right, grey indicates protection space. This area must be kept free of other elements. The minimum required protection space is defined by the height of ‘SEXSMITH’ in the logo.
Also note the unacceptable uses of the logo on the right.

Do not stretch or distort.























Do not use unapproved colours�

Do not move or change the size of elements from the logo.








Do not use on a busy or complex background.







		

Logo Variations

The Sexsmith identity has several colour options including full colour, black, greyscale, and reverse. The full colour wordmark is the primary logo and should be used whenever possible but other options should be used if the application requires it for visibility etc. Also available is a social media version which uses the symbol from the logo.











Social Media Icon
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Headings
Barlow Condensed (Google)

Text
Barlow (Google)


Trebuchet (Windows Alternative)






Brand Fonts
The primary brand font is Barlow which can be used for all print and web applications. Trebuchet can also be used as a substitute when the primary brand font is unavailable.

Bold
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz


Semi Bold
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz

Bold
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz


Semi Bold
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz

Bold
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz


Book
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz



Regular
1234567890 !@£$%^&*( )-=+ ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmanopqrstuvwxyz
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Brand Colours











Teal
Pantone 2219 C C66 M20 Y30 K0 R89 G163 B173
#59a3ad












Yellow
Pantone 143 C C12 M30 Y91 K0 R226 G177 B55 #E2B137

The colours on the right are the Sexsmith brand colours. These are the only approved colours to be used for Sexsmith branded materials.

White
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To help bring the Sexsmith brand to life in various branded pieces, graphic elements from the logo can be used as visual accents. It is important not to overuse this approach. Bold, graphic and simple are the guiding principles. The examples on the right and in the Applications section serve as a guide for the appropriate use.








Headline
Lectiur simi, omnissit omnist, odis aut labo. Sit dolor atem. Tur am ipicte et modita cullisit am ut pliquia corepelesti te volo doluptati audicae porrum fugiasit ab ipid et undus am enis explitatiam que sum quibea.
Et fugiaes totatium ra pel ident omnimosandi sintior estibusam facesendae vid quam iustecusda quis est persperumque ilitatur, odicienit







Headline
Lectiur simi, omnissit omnist, odis aut labo. Sit dolor atem. Tur am ipicte et modita cullisit am ut pliquia corepelesti te volo doluptati audicae porrum fugiasit ab ipid et undus am enis explitatiam que sum quibea.



Headline
Lectiur simi, omnissit omnist, odis aut labo. Sit dolor atem. Tur am ipicte et modita cullisit am ut pliquia corepelesti te volo doluptati audicae porrum fugiasit ab ipid et undus am enis explitatiam que sum quibea
1  Footer Information • Date

Et fugiaes totatium ra pel ident omnimosandi sintior estibusam facesendae vid quam iustecusda quis est persperumque ilitatur, odicienit
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Website (examples)

















Department Badges
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Business Cards
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Business Recruitment Packet
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Street Banners
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