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CITY COUNCIL 
AGENDA REPORT 

 

Subject: BIENNIAL REVIEW OF BRAND POLICY 
 
 
Recommendation(s) 
 
That City Council Policy C-CAO-17, City of St. Albert Community Brand be 
amended by substituting it with City Council Policy C-CAO-17, City of St. Albert 
Community Brand, provided as Attachment 1 to the October 5, 2015 agenda report 
entitled “Biennial Review of Brand Policy”. 

 
Purpose of Report 
 
The report provides a summary update to Council on activities completed to date in 
support of implementing City Council Policy C-CAO-17 City of St. Albert 
Community Brand and recommended changes to the policy. 
 
Council Direction 
 
On February 1, 2010, Council passed the following motion: 
 
(C62-2010)  
That the Brand Direction and Marketing Plan Report from the Brand Leadership 
Team be received as information; that the branding concept, as presented in 
Attachment 1 of the Agenda Report dated February 2, 2010, be endorsed; and, 
that Administration prepare an implementation plan for the Corporation's use of the 
new brand. 
 
On May 21, 2013, Council passed the following motion: 
 
(C224-2013) 
That Administration develop a Brand Policy for Council's consideration by 
September 23, 2013 with possible policy inclusion of aspects such as corporate 
infrastructure, procurement, events, integration into the Municipal Development 
Plan, inclusion into master plans (and other documents such as grant allocation), 
public art, business attraction and integration into the Community Sustainability 
Plan. 
 



 

 

  
City Council Agenda 

October 5, 2015 / Page 2 
File No.:194-10   

 

Standard 2 of City Council Policy C-CAO-17 City of St. Albert Community Brand 
requires “The City Manager shall provide Council with a biennial review of 
implementation plans, successes and challenges.” 
 
Background and Discussion 
 
The Council policy was approved by Council on September 23, 2013. The Council 
policy embeds The Botanic Arts City as the city’s brand, recognizes the 2010 
Brand Direction and Marketing Plan as the brand strategy in effect, and delegates 
the responsibility for brand management to the City Manager while outlining 
specific expectations for the scope of brand implementation. The policy also 
recognizes that the brand strategy may need to be reviewed from time to time, and 
any change to the brand strategy is to be approved by Council. 
 
Brand policy implementation update 
 
Within the two years since the policy has been effect, the following actions have 
been taken in support of embracing the policy: 

1. Training, in four workshop settings, has been provided to about 90 staff in 
leadership, professional and support roles who have direct decision making 
or have influence over planning, marketing, communications, engineering, 
infrastructure management, programming and services. This has been a 
critical step to ensure staff understanding what the brand is, and to promote 
and empower staff to find creative ways to integrate brand elements in all 
avenues of operations, from programming, to infrastructure to design. 

2. An internal Brand Leadership Team is in place to be brand champions, 
helping their colleagues better understand and apply the brand in their work. 
The team comprises four managers with marketing responsibilities from the 
departments of Recreation and Parks and Cultural Services, Economic 
Development division and the Corporate Communications and Design 
branch.  

3. A comprehensive Visual Identity Guide has been developed with detailed 
guidelines on the application of the City logo, colours and identity elements. 
Work continues on creating complementary sub-visual identities in support 
of corporate programs/services with distinctive marketing needs (e.g., 
recreational programming vs cultural programming).  

4. The brand has been refined into two distinct but integrated components: the 
Corporate Visual Identity, which is specific to the municipal corporation’s 
visual expressions; and the Community Visual Identity, which is available to 
all of the St. Albert community to utilize.  The term “Cultivate Life” is part of 
the Corporate Visual Identity and is solely for municipal corporate 
messaging, whereas the brand theme “The Botanical Arts City” is available 
to be adopted by anyone in the community along with the leaf icon. 
Community endorsement of the brand by businesses, local event organizers 
is encouraged for use in their marketing collateral and initiatives. It is 



 

 

  
City Council Agenda 

October 5, 2015 / Page 3 
File No.:194-10   

 

available to them to identify their community and show their community 
pride.  

5. Corporate assets that have been treated with the visual identity include:  
a. Upgraded both the functional / aesthetic elements and the visual 

elements / signage of Fountain Park within the facility and externally. 
Signage was also updated within Servus Place.  

b. Branded anti-graffiti wraps are being placed on utility boxes 
throughout the city. The City applies approximately five wraps per 
year and is up to approximately 25 boxes. Fortis also installed 
botanical visuals on their utility boxes. The Fortis boxes were 
designed by Fortis and the City’s involvement was with the choice of 
first locations and finalized designs to pilot the material. 

c. The Wayfinding signage throughout St. Albert not only displays the 
visual identity but also promotes enjoyment of local destinations. 

d. The commuter StAT bus and the Handibus has been redesigned, 
and the Botanical Loop bus wrapped with complementary visual 
identity design. 

e. The fleet vehicles are being designed with decals that sport the visual 
identity and enhance their identification on city streets. 

6. Beyond the visual expressions of the brand, the brand expression is 
incorporated into all operations. This is consistent with the brand promise 
that states: “As Alberta’s Botanical Arts City, St. Albert truly embodies a 
sustainable living philosophy. A community renowned for its botanical arts, 
its commitment to green lifestyle and the cultivation of activities that provide 
for a well-rounded quality of life.” This influences decisions regarding 
operations, urban planning, infrastructure, programming, services and 
business attraction. The intent is for the City to build upon the existing 
tangible and intangible assets that were taken into account when the brand 
study was completed and resulted in the brand development – i.e., do more 
of the same, but with intent, purpose and clarity in alignment to the brand; 
more of the kinds of cultural programming, visual arts, parks, recreational 
programming, lifestyle businesses, etc. that support the brand. To this end a 
number of initiatives are underway or planned: 

a. The Engineering Design Guiding Principles were updated to 
incorporate reference to the brand. A corporate capital branding 
committee was struck to identify capital projects that would be 
appropriate candidates for incorporating the visual identity and brand 
elements into specific projects. Three projects were identified for 
2015: the centre crosswalk on St. Anne St. in front of St. Albert 
Place; the medians at the intersection of St. Anne St./Sturgeon Rd.-
St. Albert Trail; stenciling of the pedestrian overpass on St. Albert 
Trail.  

b. A recently installed and new public art is the “Cone” which is 
representation of pine cone, a botanical theme, in Riel Park. The 
Cultural wall of fame includes botanical elements, such as vines. 
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c. The Lafleur Park Playground recently installed embraces the 
botanical aspects of the brand. 

d. Outfall #6, which has high visibility due to its location on the north 
side of the Sturgeon River just west of the Perron Street Bridge, 
required safety improvements, including a new grate to cover the 
pipe end and a fence to protect pedestrians from the elevation 
change. Instead of a standard chain link fence and steel bar grate, 
both pieces were fabricated in designs to blend in with river’s edge. 
The fence was constructed to look like bulrushes/cat tails and the 
grate was made to look like rippling water. This was done as part of 
the upgrades to the Mission Avenue stormwater system in December 
2013. Outfall #7 by the Children’s Bridge received a similar fence and 
grate this summer while its concrete support and flare need to 
replaced. The concrete structure is curved rather than angular so it 
fits in with the river’s edge.  

e. All recommendations within The Brand Direction and Marketing Plan 
have been actuated. The status of activities was provided to Council 
on September 14, 2015 as part of the Economic Development 
Strategic Plan discussion, within Attachment 1 of the agenda report 
for that item.  

f. Economic Development created the Dig In Horticulinary event which 
fully embodies the brand concept, from its inception to its execution.  

 
Policy amendment recommendations 
 
While the policy requires integration of the brand into every aspect of City 
operations, the aspect of the policy dealing with capital projects has proven 
challenging to implement because of the way the standards are constructed.  
 
Challenges include: 

- Standard 8: The requirement to allocate up to one per cent of the total 
capital project cost towards branding elements has proven to be insufficient 
for any meaningful branding allocated to the respective project. It is also 
unclear which capital projects qualify (would we include IT projects?). Some 
projects that are grant funded may not qualify for the one per cent 
allocation. 

o Recommendation: Remove requirement for allocating a specific 
portion of a capital project budget to branding. Rather, the 
requirement for branding in the Engineering Design Guiding 
Principles and other standards already means that departments 
(P&E, PW) consider incorporating branding into capital programs and 
projects. Clarify that the intent is for identification of specific above 
ground capital projects that would incorporate branding. These would 
be approved by Council when the capital project charters are 
reviewed during the budget process. To clarify the scope of capital 
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projects that would qualify, the term “above ground infrastructure” is 
inserted. 

o As an aside, the current Engineering Design Guiding Principles are 
narrow in their reference to the incorporation of the brand to the City 
Visual Identity. The Community brand is broader than the visual 
identity and the Engineering Design Guiding Principles could 
incorporate a broader reference to brand elements, such as 
environmentally sustainable practice, Smart technology, creative 
elements, etc. This same idea would guide the update of all guiding 
documents. 

- Standard 8: It is not clear whether capital projects should incorporate either 
or both of public art or branding.  

o Recommendation: With capital projects being required to meet the 
branding guidelines of Engineering Design Principles, the allocation 
of funding to either public art or branding is a moot point. It is entirely 
possible and okay for a project to incorporate branding elements 
(such as sustainable elements) and also be complemented with 
public art.  

- Standard 9: The term “legacy” has been open to interpretation. 
o Recommendation: Clarify that the capital project charter is intended 

to provide a brand treatment to an existing asset which otherwise is 
not addressed in a capital project charter. A good example of the 
intent of this standard is the visual enhancement of the St. Albert 
Trail pedestrian bridge. Another example could be the repainting and 
decaling of transit buses to expedite their compliance with the 
updated visual identity. 

 
Other amendments recommended include: 

- Standard 3: The requirements is for a review of the Community Brand within 
five year intervals is an over-reach and not essential. Administration’s 
experience to date is that implementing the brand takes time as activities 
are often tied to other planned projects.  

o Recommendation: that the review period be changed to 10 years, 
allowing completion of activities identified in the Brand Direction and 
Marketing Plan. However, Administration is ensuring alignment with 
key strategic documents, such as the Community Vision and Pillars 
of Sustainability that were recently approved by Council. It is 
Administration’s assessment that the brand policy is well aligned with 
the vision. 

- Standard 7 (b): The Engineering Standards is a technical engineering 
document and it is included in error, whereas the Urban Design Guidelines 
were omitted. 

o Recommendation: The correct document is the Engineering Design 
Guiding Principles. 
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o Recommendation: Urban Design Guidelines should also include 
reference to the community brand and provide guidance on its 
interpretation.  

 
Stakeholder Communications or Engagement 
 
• Departments were canvassed for their brand related projects for this agenda 

report. 
• No public engagement was undertaken for this report.  
 
Implications of Recommendation(s) 
 
a) Financial: 

• Required funding for branding of capital projects would be incorporated into 
capital project charters.  

• The elimination of the one per cent requirement would simplify the financial 
management of capital projects.  

• With the inclusion of branding within various infrastructure standards, the 
cost would be embedded within existing programs or identified within the 
capital project request. For example, if the public park bench standards 
were updated to comply with what is interpreted to be the branding 
implications for park benches, the new standard may require the use of 
recycled materials for every park bench; the park benches could look 
exactly as they do today with the leaf icon added to the backs; or the new 
standard could require new benches meet a new more interesting design; or 
the standard does not change for design but re-designed benches could be 
added on a case by case basis as identified for a specific project charter 
and the incremental cost, if any, highlighted.  

 
b) Legal / Risk: 

• None at this time. 
 

c) Program or Service:   
• There is a lot more work to be done to review standards across departments 

and determine what can be done within existing means vs. additional costs. 
With the improved understanding within the organization of what brand is 
and how it can be integrated within operations, each program or service 
area will be looking at their guiding documents to embed branding elements 
within their outputs. The financial, logistical and resource implications of 
doing this requires careful consideration and this effort is ongoing and will 
take some time.   

 
d) Organizational: 

• The implementation of the policy continues. Updating of guiding documents 
competes with many other priorities and resource challenges need to be 
taken into account in moving forward with this policy.  
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Alternatives and Implications Considered 
 
If Council does not wish to support the recommendation, the following alternatives 
could be considered: 
 

a) Alternative 1. Leave the policy as is.   
 

Strategic Connections 
 
a) Council’s Strategic Outcomes and Priorities (See Policy C-CG-02) 

• CULTIVATE ECONOMIC PROSPERITY:  A diversified, robust and resilient 
economic foundation to support growth and community service delivery. 

• CULTIVATE A HISTORIC, CREATIVE, AND ACTIVE COMMUNITY: A vibrant and 
involved community with a variety of culture, recreation and heritage opportunities.  

• CULTIVATE A GREEN COMMUNITY:  A healthy natural environment for future 
generations that preserves and promotes enjoyment, conservation and responsible 
development. 

• CULTIVATE EXCELLENCE IN GOVERNMENT:  A responsive, accountable 
government that delivers value to the community. 

• CULTIVATE SUSTAINABLE INFRASTRUCTURE AND SERVICES:  A growing 
community that has balanced development and management of civic facilities, 
transportation networks and related services. 

• CULTIVATE A SAFE, HEALTHY AND INCLUSIVE COMMUNITY:  A community 
that provides opportunities for everyone to realize their potential in a thinking, 
caring and connected way. 

 
• The policy supports all the above outcomes. 
 

b) Long Term Plans  
• All plans are required to align with the policy. 

 
c) Corporate Objectives  

• Attract and retain high quality employees 
• Deliver programs and services that meet or exceed our standards 
• Exercise strong fiscal management 
• Ensure our customers are very satisfied 

 
• The policy supports all the above objectives. 

 
d) Council Policies 

• C-CG-02 City of St. Albert Stategic Plan 
• C-CC-09 City Emblems and Symbols 
• C-CAO-18 Public Communication 

 
e) Other Plans or Initiatives  

• Community Vision and Pillars of Sustainability 
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• City of St. Albert Strategic Plan 
 
Attachments 
 
1. C-CAO-17 City of St. Albert Community Brand (with amendments incorporated)  
2. C-CAO-17 City of St. Albert Community Brand (with amendments highlighted)  
 
 
Originating Department(s): Strategic Services 

Author(s): 
General Manager Approval: 

Maya Pungur-Buick, General Manager 
Maya Pungur-Buick, General Manager, Corporate Strategic 
Services 

 
City Manager Signature:   

Date: 
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Purpose  
 
To provide direction to Administration for ongoing community branding use and 
implementation to strengthen and nurture community identity, recognizing that a strong 
sense of identity supports both community and economic development. 
 
Policy  
 
The City of St. Albert shall have a community brand approved by Council. The brand 
provides the expression of who St. Albert is, and serves as a foundational element in the 
development of all aspects of City business and operations. 
 
Definitions  
 
“Community Brand” refers to the attributes of St. Albert as expressed in the Council approved 
brand program. These attributes include visual identity, positioning statements and concepts 
of what the community is. The brand defines St. Albert, what it stands for, reveals our story, 
and encompasses St. Albert unique values on behalf of the community and presents these to 
the world. 
 
“The Botanical Arts City” means the approved Community Brand for the City of St. Albert, a 
place where people can cultivate their lives -- a community renowned for its botanical arts, its 
commitment to a green lifestyle and the cultivation of activities that provide for a well-rounded 
quality of life.  
 
“Brand Strategy” means a long-range plan for community branding that includes a 
stakeholder influenced process to determine/validate the brand and addresses 
comprehensive ways to support and nurture the brand. 
 
“Corporate Visual Identity Guide” means a technical manual that provides comprehensive 
direction on the visual expression of the Community Brand. 
 
Responsibilities 
 
1. Council approves the Community Brand strategy. 
 
2. Council members are the brand ambassadors. 

C-CAO-17 
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3. The City Manager is the brand champion. The implementation of this policy is delegated 

to the City Manager. 
 
Standards  
 
1. The approved Community Brand strategy is “The Botanical Arts City”, provided as 

Attachment A. 
 

2. The City Manager shall provide Council with a biennial review of implementation plans, 
successes and challenges. 

 
3. The Community Brand shall be reviewed within 10 year intervals to ensure its ongoing 

relevance and alignment with the Community Vision and key strategic documents. The 
City Manager shall provide a report to Council following a Community Brand review. 

 
4. Significant changes to the brand expression in-between formal reviews shall be approved 

by Council. 
 

5. The community shall be engaged in a formal review of the Community Brand. Research 
shall be undertaken as part of a formal review on awareness and perceptions about the 
Community Brand. 

 
6. The community shall be engaged in aspects of Community Brand implementation. 

 
7. The City Manager shall ensure the Community Brand is incorporated within City policies, 

plans, operations, programs, services, and tangible assets (where feasible and 
appropriate).  

 
a. The Community Brand shall be incorporated into the Corporate Visual Identity 

Guide. The City Manager will direct Administration to incorporate these design 
elements into, but not limited to: corporate stationery, printed and electronic 
materials, City signage, vehicle graphics, public equipment and City building 
exteriors. 
 

b. The Community Brand shall be incorporated into City strategic planning process 
and guiding documents to ensure they consider, are reflective of, and embody the 
Community Brand promise. Such documents include, but are not limited to: the 
Municipal Development Plan, the St. Albert Strategic Plan, Master Plans, Long-
Term Departmental Plans, Urban Design Guidelines,  Engineering Design Guiding  
Principles, the Land Use Bylaw and other Policies, Bylaws, and into future strategic 
plans and documents, as appropriate.  
 

c. The City Manager shall ensure Council Policies incorporate the Community Brand, 
where feasible, including, but not limited to, policies under the following categories: 
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Community Services, Economic Development, Environmental & Utility Services, 
Planning & Engineering, and Transportation Services. 
 

d. The City Manager shall ensure City Manager Directives incorporate the 
Community Brand, where feasible, including, but not limited to, policies under the 
following categories: Community Services, Corporate Communications, 
Information Technology, Infrastructure Services, and Purchasing Services. 

 
8. Consideration shall be given to incorporating the brand into above ground infrastructure 

projects. This shall be accomplished in two ways: 
 

a. Incorporating brand elements in the guiding documents that set the standards for 
capital projects and capital programs (e.g., Engineering Design Principles and 
capital program standards) 

 
b. Capital project charters shall include provision for incorporating the Community 

Brand where feasible. Capital project charters shall identify specific aspects or 
individual projects that will incorporate branding elements. If there are costs above 
and beyond meeting the branding guidelines in the Engineering Design Principles 
or program standards, those estimated incremental cost will be identified in the 
capital charter.  

 
9. The City Manager shall submit an annual capital project charter for branding of 

infrastructure that are not otherwise incorporated in other RMR or Growth capital project 
plans, for Council’s consideration.  

 
10. Capital projects that qualify for Public Art allowance could also incorporate branding 

elements in accordance with the Engineering Design Principles or capital program 
standards.  

 
11. The City shall ensure training on the Community Brand is provided to staff. 

 
Attachment 
 
A. Brand Direction and Marketing Plan, St. Albert, Alberta, January 2010. 
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Purpose  
 
To provide direction to Administration for ongoing community branding use and 
implementation to strengthen and nurture community identity, recognizing that a strong 
sense of identity supports both community and economic development. 
 
Policy  
 
The City of St. Albert shall have a community brand approved by Council. The brand 
provides the expression of who St. Albert is, and serves as a foundational element in the 
development of all aspects of City business and operations. 
 
Definitions  
 
“Community Brand” refers to the attributes of St. Albert as expressed in the Council approved 
brand program. These attributes include visual identity, positioning statements and concepts 
of what the community is. The brand defines St. Albert, what it stands for, reveals our story, 
and encompasses St. Albert unique values on behalf of the community and presents these to 
the world. 
 
“The Botanical Arts City” means the approved Community Brand for the City of St. Albert, a 
place where people can cultivate their lives -- a community renowned for its botanical arts, its 
commitment to a green lifestyle and the cultivation of activities that provide for a well-rounded 
quality of life.  
 
“Brand Strategy” means a long-range plan for community branding that includes a 
stakeholder influenced process to determine/validate the brand and addresses 
comprehensive ways to support and nurture the brand. 
 
“Corporate Visual Identity Guide” means a technical manual that provides comprehensive 
direction on the visual expression of the Community Brand. 
 
Responsibilities 
 
1. Council approves the Community Brand strategy. 
 
2. Council members are the brand ambassadors. 
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3. The City Manager is the brand champion. The implementation of this policy is delegated 

to the City Manager. 
 
Standards  
 
1. The approved Community Brand strategy is “The Botanical Arts City”, provided as 

Attachment A. 
 

2. The City Manager shall provide Council with a biennial review of implementation plans, 
successes and challenges. 

 
3. The Community Brand shall be reviewed within five 10 year intervals to ensure its 

ongoing relevance and alignment with the Community Vision and key strategic 
documents. The City Manager shall provide a report to Council following a Community 
Brand review. 

 
4. Significant changes to the brand expression in-between formal reviews shall be approved 

by Council. 
 

5. The community shall be engaged in a formal review of the Community Brand. Research 
shall be undertaken as part of a formal review on awareness and perceptions about the 
Community Brand. 

 
6. The community shall be engaged in aspects of Community Brand implementation. 

 
7. The City Manager shall ensure the Community Brand is incorporated within City policies, 

plans, operations, programs, services, and tangible assets (where feasible and 
appropriate).  

 
a. The Community Brand shall be incorporated into the Corporate Visual Identity 

Guide. The City Manager will direct Administration to incorporate these design 
elements into, but not limited to: corporate stationery, printed and electronic 
materials, City signage, vehicle graphics, public equipment and City building 
exteriors. 
 

b. The Community Brand shall be incorporated into City strategic planning process 
and guiding documents to ensure they consider, are reflective of, and embody the 
Community Brand promise. Such documents includeing, but are not limited to: the 
Municipal Development Plan, the Council St. Albert Strategic Plan, Master Plans, 
Long-Term Departmental Plans, Urban Design Guidelines,  Engineering Design 
Guiding  Principles Standards, the Land Use Bylaw and other Policies, Bylaws, 
and into future strategic plans and documents, as appropriate.  
 

c. The City Manager shall ensure Council Policies incorporate the Community Brand, 
where feasible, including, but not limited to, policies under the following categories: 
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Community Services, Economic Development, Environmental & Utility Services, 
Planning & Engineering, and Transportation Services. 
 
 

d. The City Manager shall ensure Administrative Policies City Manager Directives 
incorporate the Community Brand, where feasible, including, but not limited to, 
policies under the following categories: Community Services, Corporate 
Communications, Information Technology, Infrastructure Services, and Purchasing 
Services. 

 
8. Consideration shall be given to incorporating the brand into above ground infrastructure 

projects. This shall be accomplished in two ways: 
a. Incorporating brand elements in the guiding documents that set the standards for 

capital projects and capital programs (e.g. Engineering Design Principles and 
capital program standards) 

b. Capital project charters shall include provision for incorporating the Community 
Brand where feasible. in accordance with the. Capital project charters shall identify 
specific aspects or individual projects that will incorporate branding elements. If 
there are costs above and beyond meeting the branding guidelines in the 
Engineering Design Principles or program standards, those estimated incremental 
cost will be identified in the capital charter. up to one per cent of the total capital 
project cost. Consideration shall be given to the Public Arts Policy as an alternate 
or complementary way to incorporate the brand.  

 
9. The City Manager shall submit an annual capital project charter for a legacy branding of 

infrastructure that are not otherwise incorporated in other RMR or Growth capital project 
plans, project for Council’s consideration.  

 
10. Capital projects that qualify for Public Art allowance could also incorporate branding 

elements in accordance with the Engineering Design Principles or capital program 
standards.  

 
11. The City shall ensure training on the Community Brand is provided to staff. 

 
Attachment 
 
A. Brand Direction and Marketing Plan, St. Albert, Alberta, January 2010. 
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