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The escarpment, rivers, and shorelines are defining
features of the Town of South Bruce Peninsula that
create an unparalleled sense of place and set the
stage for a truly unique community. These local
assets create an exceptional tourism product and
contribute to a lifestyle and experience that allows
South Bruce Peninsula to compete on the Ontario
stage with many other tourism destinations.

Over the years, communities and features within
the Town of South Bruce Peninsula have received
recognition as being part of the broader Ontario

Tourism product offering. For example:

“Sauble Beach — One of Canada’s Top 10 Beaches”
“Sauble Beach — Voted Best Beach in Ontario”
“Wiarton — Home of Canada’s Foremost Weather
Prognosticator, Wiarton Willie”

“Wiarton — Gateway to the Bruce Peninsula”
“Oliphant — One of the Best Kite Boarding Sites in
Ontario”

“Colpoys Bay — Home to the first Freeride Mountain Bike Park east of the Rockies”
“Georgian Bay — Voted Canada’s # 1 Hidden Travel Gem”

“Niagara Escarpment — A UNESCO World Biosphere Reserve”

“The Bruce Trail — Canada’s Longest Footpath”

The Town of South Bruce Peninsula is comprised of the 2 main urban communities of Wiarton and Sauble
Beach and the rural hamlets of Allenford, Hepworth, Oliphant, Colpoys Bay and Red Bay and Howdenvale.
For the purpose of this Community Design Toolkit the communities of Wiarton, Sauble Beach, Allenford
and Hepworth are explored. In the future, the scope of this Toolkit could be expanded to include other rural
communities in the Town.

Each community possesses a unique character and history and although they are part of the amalgamated

Corporation of the Town of South Bruce Peninsula, the goal of this Toolkit is to showcase each community’s
unique brand image for the purpose of creating unique destinations. Each of the four Toolkits presented
here are complementary to one another and contain consistent design elements to indicate that they are
part of the broader Corporation.
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Purpose of this Community Design Toolkit

This Community Design Toolkit showcases South Bruce Peninsula and the
unique identities within the Town that, if applied consistently, will create a
distinctive destination within Bruce County.

By focusing efforts and being strategic with both public and private
undertakings we have the potential to create an atmosphere that attracts
more visitors, businesses, and creates a vibrant, self-sustaining community
for our residents. This Toolkit is intended to foster creativity while at the
same time providing some guidelines to ensure that this creativity is applied
in a consistent manner. It provides design elements to be used in a range
of applications from media opportunities to municipal infrastructure projects.
In order to achieve ‘brand’ consistency throughout these communities, it is
recommended that all community partners from suppliers and community
groups to Town Council and staff embrace this Toolkit and follow this guide
as closely as possible.

The intended users of this Toolkit are Town Council, staff, committees,
developers and the community. While sweeping changes are not expected
overnight, community-wide participation and implementation through small
incremental changes that use the tools outlined in this document for each
community will, over time, allow the vision to be realized.

Establishing and Maintaining a Quality Brand

The use of a brand or common identity is key to developing a memorable,
valuable, and appealing community character that will draw visitors to the
area. As each community toolkit shows, the ‘brand’ can be applied to a
number of community design elements. Ownership is the key to developing
an authentic and believable brand identity for a community. The residents,
community, businesses and municipality are the all involved in developing
and delivering to create the recognition, feeling and sense of place that
make a local brand successful.
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Role of the Community

Be proud and take ownership of their community identity;

Incorporate the community identity into their daily quality of life;
Support the broader community, businesses and municipality to show
case the identity; and

Seize opportunities to promote the identity to friends, family and people
from outside the area.

Role of Businesses

Be proud and take ownership of their community identity;

Incorporate the community identity into their daily business life;

Adapt and adopt the identity into their business (i.e. Fagade alignment,
business signage, themed sale days, etc.)

Work with their local Chamber of Commerce and Business Improvement
Areas to create special events themed around the brand identity; and
Support municipal infrastructure upgrades that align with the community
identity.

Role of Municipality

Be proud and take ownership of their community identity;

Incorporate the community identity into daily municipal business life;
Promote the individual identities in municipal marketing materials; and
Use beautification and infrastructure projects such as streetscaping,
signage, park development, municipal building facades, and urban
design initiatives to enhance each community’s identity.

Role of County

Be proud and support the local identities and brands of communities in
The County;

Promote the individual identities in County marketing materials;

Use the individual identities to create a unique tourism product offering;
and

Assist municipalities with the delivery of projects to enhance their identity.
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Community Design Toolkit Development
Process

The Community Design Toolkit development process began in the spring /
summer of 2009. Due to the seasonal nature of our prime communities it
was essential to undertake the development process during the peak summer
months.

Research Brand
& Analysis Development

Photo

Exercise r

First
Brand Brand Style f'

Impressions i
Fli{eport — Analysis Identity ~ Summary Guide:\‘
/ |
Survey \‘
Walkthrough

Figure: Process for Community Identity Toolkit Development illustrates the
process of research and development.
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Several data collection tools were utilized to be sure that the Toolkit for
each community was based on an accurate “capture” of the community
identity and vision.

+ Members of the Economic Development Committee were provided with
single-use cameras to give to community members, with instructions that
photographers use them to ‘capture’ the elements that make each
community unique and attractive. Images were sorted by theme.

+ The results of the First Impressions Exchange were reviewed. In this
program, organized by OMAFRA in 2008, visitors from Rockwood,
Ontario reported on their experience as visitors to South Bruce Peninsula
communities.

 Tourism Staff conducted walking visitor surveys in Wiarton and in Sauble
Beach in summer 2009, asking travelers what brought them to the area
and how they might describe it to others.

» Team members visited each community to assess local resources,
amenities, and features that could contribute to the brand identity.

Data gained from these tools was analyzed to identify common themes
and arrive at a brand identity for each community; photomontages (as
illustrated in each Toolkit) were then assembled to graphically display

this unique identity, and presented to the Town’s Economic Development
Committee (EDC), Council, and various stakeholder groups. The response
to these montages was very positive and with a few ‘tweaks’ we were able
to move ahead with the development of the Community Design Toolkit that
summarizes each community’s identity and provides illustrations of ways
the identity could be implemented.

The remainder of this document contains the Community Design Toolkit
for Allenford. Discover all the Community Design Toolkits for South Bruce
Peninsula; Hepworth; Sauble Beach; and Wiarton.
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The Identity

A
MR -

River Lifestyle

1
e

The village of Allenford is situated on the bank of the Sauble River and T:_‘
was originally known as Driftwood Crossing. While Driftwood Crossing is a i
poetic name, the town’s formal name recognizes its first settler, Allen, and | ?;
the ease with which the river could be forded. - _":.

=

Allenford has since developed into a quiet riverfront community with
excellent transportation access, making it ideal for people who want the to

=T ]

enjoy the peacefulness of the countryside without sacrificing access to the
larger communities nearby.

Allenford represents small town rural charm, set in a peaceful river valley
setting where residents retain solid family values and take pride in their
community.

The images and colours shown are for illustration purposes only, and
are intended to illustrate a desired style and effect, not to define a
specific product or colour palette, and are not intended to serve as
working drawings or templates for production.
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Brand Summary

Keywords

Simple Lifestyle

Natural Environment
Traditional Family Values

Gentle Flowing River

Materials

River Stone

Wood

Initiatives in Allenford should strive to capture the tranquility of the area by using soft natural
colours and themes that reflect the river and agricultural setting.

New buildings should use brick and/or wood materials that reflect the river setting and the
community’s agricultural heritage. Wherever possible, iron or similar material should be used
to reference the historic iron bridge.
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Summary Direction

Colour Palette

Dark Green Light Green Light Blue Beige Dark Brown
Pantone: 5753 C Pantone: 5773 C Pantone: 297 C Pantone: 467 C Pantone: 462 C
CMYK: 61/43/90/30  CMYK: 46/30/66/5 CMYK: 52/3/4/0 CMYK: 17/20/45/0 CMYK: 50/59/83/46
RGB: 91/99/53 RGB: 143/151/108 RGB: 109/198/231 RGB: 213/194/150 RGB: 89/69/42
Web: #5b6335 Web: #8f976¢ Web: #6dc6e7 Web: #d5¢c296 Web: #59452a
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Primary Font .
ITC Giovanni Bold I r_"__
AaBbCcDdEeFfGgHhIiJjKKLIMmNnOoPpQqRrSsTtUuVvWwXxYyZz123456789 ' -

.‘?:'
ITC Giovanni Book ;I {"

AaBbCcDdEeFfGgHhIiJjKKLIMmNnOoPpQqRrSsTtUuVVWwXxYyZz123456789

ITC Giovanni Black
AaBbCcDdEeFfGgHhIiJjKKLIMmMNnOoPpQqRrSsTtUuVvWwXxYyZz123456789

Complimentary Font

Lucida Sans Regular
AaBbCcDdEeFfGgHhliJjKkLIMMNNnOoPpQqRrSsTtUuVVWwXxYyZz123456789
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Common Usage Guidelines

A

Gateway Entrance Signage
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Build a Paint Palette

The below colour palette is a suggested usage for exterior paint for both facades and signage. The colours
shown are drawn from Benjamin Moore colour swatches for illustration purposes only. This Toolkit does not
provide an endorsement of any specific product or brand and utilizes these palettes to illustrate a desired

style and effect only.

eucalyptus leaf split pea toronto blue acorn yellow rockies brown

pale avocado lazy sunday

rich clay brown

mellowed ivory

tear drop

sapphireberry

peanut shell acorn yellow

peau de soie white cloud latte serengeti sand

salas dancing
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Ownership is the key to developing an authentic and believable
brand identity for a community. All members of the community
have a role to play in developing and fostering the brand Identity.
The methods employed to create the individual Toolkits coupled
with positive community feedback ensures that these Toolkits are
destined for success if applied consistently.

These Toolkits are a starting point and illustrate possibilities

for applying the Identity to multiple facets of the individual
communities. For more information or support with your local
project please contact the Town of South Bruce Peninsula or the
Bruce County Planning and Economic Development Department.

Thanks!
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