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TO: Members of Halifax Regional Council

Original signed
SUBMITTED BY:

Mayor Mike Sa .a,e?hair. Executive Standing Committee

DATE: April 23, 2013

SUBJECT: Building a Better Brand for Halifax

ORIGIN

Motion of Halifax Regional Council, October 10, 2006
Information Report to Halifax Regional Council, September 8, 2009
Halifax Regional Council budget debate, May 2010
Motion of the Executive Standing Committee, April 22, 2013

LEGISLATIVE AUTHORITY

The Terms of Reference for the Executive Standing Committee state the following:

3.7.1 Strategic oversight of progress on HRM’s Corporate Performance Objectives &
Council’s priority areas

RECOMMENDATION

The Executive Standing Committee recommends that Halifax Regional Council request the CAO
direct HRM Corporate Communications to:

• take a leadership role in developing a brand for Halifax
• develop an RFP for a brand consultant which includes criteria requiring the consultant

have Halifax-centric competencies
• leverage internal resources and implement the new brand incrementally

redevelop Halifaxca simultaneously with the brand.
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BACKGROUND

The matter of branding has been before Halifax Regional Council on a number of occasions andhas been a matter of interest to Council.

On April 22, 2013 the Executive Standing Committee received a presentation from CorporateCommunications regarding a proposed approach to brand redevelopment in follow up to arequest from the Committee.

DISCUSSION

Following the presentation and questions the members of the Executive Committee expressedsupport for moving forward with redeveloping HRM’s brand. The Committee’srecommendations are reflective of the approach proposed in the staff presentation.

FINANCIAL IMPLICATIONS

There are no financial implications outlined in the attached presentation, dated April 22, 2013.

COMMUNITY ENGAGEMENT

Community engagement is as outlined in the attached presentation, dated April 22, 2013.

ENVIRONMENTAL IMPLICATIONS

There are no environmental implications outlined in the attached presentation, dated April 22,2013.

ALTERNATIVES

There are no alternatives included in the presentation, dated April 22, 2013.

ATTACHMENTS

1. April 22, 2013: Current state and potential for our municipality’s brand,
presentation to Executive Committee.

A copy of this report can be obtained online at http://www.halifax.calcouncil/agendasc/cagenda.html then choose the appropriatemeeting date, or by contacting the Office of the Municipal Clerk at 490-4210, or Fax 490-4208.

Report Prepared by: Matt Godwin, Legislative Assistant, 490-6521
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