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A brand is how people perceive a city.
A city can shape its brand with

a brand strategy.

Key points about city branding:

e City processes must match brand

e Brand should inspire residents
to become ambassadors

e Strong brand enhances

a city’s reputation
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Partnerships and Collaboration

City of Edmonton and EEDC
collaboration centred on two
streams of effort:

® Major events and conferences

e Community Relations
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Return On Investment on Collaboration

d Named one of the 10 Best Summer
Trips in 2015 National Geographic

d #7 World’'s Top Sports Cities list

d Best Place ldentity 2016 Award
Winner

d Top 3 events in 2015: $48 million
impact

d Top 3 events in 2016: $10.3 million
impact
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Edmonton Economic Development Corp.
Brand & Reputation

2013

Personnel $178,000
Platforms $487,000
Campaigns $229,000

2014 2015 2016 2017* Total

$464,000 $467,000 $445,000 $99,000 $1,653,000
$1,759,000 $614,000 $210,000 $82,000 $3,152,000
$420,000 $426,000 $398,000 $61,000 $1,534,000

Total EEDC $894,000

SLeverage $716,000

$2,643,000 $1,507,000 $1,053,000 $242,000 $6,339,000

$1,406,000 $2,992,000 $2,382,000 $315,000 $7,811,000

Total Spend $1,610,000

$4,049,000 $4,499,000 $3,435,000 $557,000 $14,150,000
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Seven Economic Drivers
Investment
Entrepreneurs/Business
Visitors

Conferences & Conventions

Major Events
Talent/Students
Dlrect Fllghts













If you have the courage to take an idea to reality,
to build, to make something, Edmonton is your city.




MAKE Q,  SEARCH FOR SOMETHING m LOGIN
SOMETHING

EDMONTON STORIES PROJECTS EVENTS PEOPLE

THIS IS YOUR CITY

Make Something Edmonton is a place to
share projects and events, get help making
them happen, and discover local stories.
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WATCH AND LEARN Help us improve by sharing

your feedback.
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“People are talking about
Edmonton. It may not seem like it
when you're on the inside. There's a
buzz happening about Edmonton
and it's entrepreneurship.”
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Bruce Croxon

Entrepreneur and “Dragon” on CBC TV’s Dragons’ Den
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Cold, yes. Dark, ges. Boring, newer. We've done this
winter thing a time or two before, so we know how to light it up.
Stroll down Candy Cane Lane or ice skate in the glow of City
Hall's coloured Myhls Start exploring today.

s et S g INVITED.

Flathing rivals Tjether Tlature’s light Ahowd. As you enjoy
one of our |late-night patios or take in the fresh evening air while
you walk along our river valley, look up - you'll understand one of
the perks of being in a northern city. Start exploring today.
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Best Summer Trips 2015

Make this a summer to remember by snowboarding in the Australian Alps, stargazing in a
Sedona red rock canyon, or exploring a volcanic Global Geopark in South Korea. Whether
you're craving adventure or relaxation, our editors’ list of ten Best Summer Trips—plus one

reader’s choice—offers a world of possibilities. —Maryellen Kennedy Duckett

Alberta, Canada

orld this summer. The Festival City is hosting a series of international
Edmonton’ Canada men's World Cup Canada 2015 (June 6-July 4) and the Edmonton Folk
Music Festival (August 6-9). Multicultural artworks, crafts, performances, and foods representing more

than 85 nations will be featured at the Edmonton Heritage Festival (August 1-3).

"l love the summer mainly because of all the festivals —Heritage Days, Taste of Edmonton, Fringe
Festival, and the Street Performers Festival are a few of my favorites,” says Chris Szydlowski, owner of
River Valley Adventure Co., which offers mountain bike rentals and guided Segway tours of the
Edmonton River Valley. "This is going to be an amazing year to be in Edmoenton [during the] summer, and
to feel the vibe and energy of our city.”

How to Get Around: The Edmonton Transit Service (ETS) Route 747 bus provides express service from
Edmonton International Airport to Century Park station. From here, transfer to the LRT (Light Rail
Transit) Capital Line to reach downtown hotels and festival sites. For travel throughout the city, use the

ETS Trip Planner to chart a route via bus or LRT.




FOR
COMPANIES

ON THE
GROW

EXPORT

We help businesses grow in markets
outside of the Edmonton region by
supporting them in their export and

international journey.

READ MORE

INVEST

Choose a location where your
business will thrive. Somewhere
with a resilient workforce, a strong
economy, and a vibrant culture.

Choose Edmonton.




EBMUNTUN. EXPORT INVEST ABOUT DATA

INVEST STORY

SIWIN FOODS LTD.

Siwin produces high-quality, ready-to-eat, and easy-to-
prepare meal solutions, operating in a state-of-the-art
facility in Edmonton. Initially an investment success story,
they have now also begun to export their world-class

products across Canada and to Japan and China.

READ MORE
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HOME EVENT PROGRAMME SPEAKERS VENUE & ACCOMMODATION HOW TO BOOK PARTNERS

Speakers

City Nation Place Americas Speakers

Scott Beck
CEO
Visit Salt Lake City

Artistic Director

% Cameron Bailey
J

Toronto International Film Festival

Chris Fair
=
> President & CEO . .
Resonance Consulting Nicole Fichera
BIO Boston Innovation District /

Seaport
Annie Fitzsimmons
Editor at Large . .
National Geographic Traveller 2 Richard Florida
@ @ PhD, Distinguished Fellow,

NYUSPS Urban Lab, Clinical
Research Professor,
NYUSPS Schack Institute of Real
Estate
Brad Ferguson BIO
President & CEO
Edmonton Economic
Development Corporation
BIO Tom Gierasimczuk
Vice President & Chief Content
Officer
Resonance Consultancy

Jeannette Hanna

Chief Strategist
Trajectory
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2012-2013 2014-2015 2015-2016 2017-2019 2020-2022

Grassroots Shared Pride, External Brand Reputation
Market Research . . . .

Community Reputation & Reputation Rankings &
& Brand Story . .

Engagement and Ownership Campaigns Performance

The Way We Prosper: A Confident and Progressive Global Image

2-Year Objective: Position Edmonton as one of the Exciting Cities to Watch
(2017-2019) in the Northern Hemisphere

Goal #1: Amplify the Edmonton Place Brand through positioning our city as an
entrepreneurial thought/solution leader among mid-sized cities

Goal #2: Foster and disseminate a consistent flow of projects, events and stories
that reinforce the Edmonton Brand Promise

Differentiate the Edmonton Advantage from competitive cities and
develop awareness that positively influences decision makers

Goal #4: Align Edmonton’s economic development ecosystem players to an aligned
external strategy which envelop the Big 7 economic drivers and collectively
reinforce Edmonton’s brand and reputation




RESONANCE

WORLD'S BEST CITY BRANDS

A Global Ranking of Place Equity

SECRETS OF INDIVIDUAL
THE TOP 10 CITIES CATEGORY RANKINGS

AGE Of

RESONANCECO.COM/BESTCITYBRANDS

THE FULL
CITY-BY-CITY LIST

QPO

PLACE
Perceived qusalty of & city’s natura
and built environmeani

PRODUCT
& city's key instifutions, attracton
and infrastruchure

PROGRAMMING
The arts, cuture and
entertammeant in a city

PEOPLE
Immigration and dinvarsity
of & city

PROSPERITY
Employment, GOP per capita and
corporate head offices

PROMOTION
Cuantity of articles, references and
recommendations online
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Next Steps

1. Continued research
2. Engaged partners
3. Story and narrative

4. New measurement tools

5. Buildout of City brand and
messaging framework
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