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SUMMARY

In 2018, the Port of Vancouver hired Cord Media Company to create and develop the brand for its Terminal 1
waterfront project. The development of Terminal 1 is a major goal in the port’s strategic plan and will create an
iconic destination that honors the port’s birthplace, serves as the gateway to the state, creates access to the
Columbia River, and promotes tourism and economic development. This effort was a year-long process to create
a brand for Terminal 1 that could unite the project under a common logo, look and feel that would be iconic to
Terminal 1. This effort was led by the port’s External Affairs department with assistance from a multi-disciplinary
internal team. Along with the creative personnel from Cord Media, this team of approximately 25 people each
contributed to the brand development.

CHALLENGES AND OPPORTUNITIES

Goal: To create a brand that is representative of an iconic destination that honors the port’s birthplace, serves
as a gateway to the state, creates access to the Columbia River, and promotes tourism and economic
development.

Challenges:

e Establish a name and brand that is distinctive from the Port of Vancouver’s logo and brand yet can work
together as the brands will consistently be shown side-by-side.

e Terminal 1 refers historically to the port’s original warehouse on the waterfront and is the birthplace of
the port. It was important to use this name in the branding development to honor this history, but also
to bring new life and meaning to the development in the 21t Century and beyond.

e Terminal 1 sits at the entrance to the state of Washington and is directly across the Columbia River from
Portland, Oregon. It was important that the brand identify the project location as being in Vancouver,
Washington.

e Directly adjacent to Terminal 1 is a 33-acre waterfront project being privately developed. It has its own
brand identity as the “Waterfront Vancouver.” The branding of Terminal 1 needed to have its own
identity from the Waterfront Vancouver development, yet be complimentary.

Opportunities:

e Create a unique identity for the port’s waterfront project
e Define a new vibrant, authentic and fresh feel for Terminal 1
e Reflect the Port of Vancouver’s history and culture



INCORPORATION OF MISSION

The port’s mission is to provide economic benefit to its community through leadership, stewardship, and
partnership in marine, industrial, and waterfront development. In the port’s Strategic Plan, the Terminal 1
development is a major community goal. The plan specifically says that Terminal 1 will include a public market,
will support public enjoyment and tourism and incorporate art, history and culture. The entire development is
viewed as a generator for jobs and tourism in Southwest Washington.

The Terminal 1 branding initiative is essential in helping establish Terminal 1 as a preferred destination for
residents and visitors alike.

PLANNING AND PROGRAMMING COMPONENTS

To effectively name and brand the waterfront project, a comprehensive, multi-pronged approach was
undertaken. Some research was conducted so that the final brand spoke not only to the Port of Vancouver’s
history but the greater Vancouver community.

Objectives:

e Conduct a cohesive research study to learn and discover all information needed for developing the
waterfront project’s brand
o Primary market research segmentation
o In-person interviews
o Market survey
e Establish who the target audience of the waterfront development is
e Confirm the use of Terminal 1 as the brand’s name
e Develop multiple logos in a staged process to ensure the best overall evaluation and outcome for the
brand:
o Present logos in black and white initially to focus on the marks, fonts and overall look of each
logo
o Once the top logos were selected, color, texture and other elements were added in the second
round of review; along with taglines until a final logo and tagline were selected
e Build out the initial collateral and marketing designs that the brand will be used in

ACTIONS AND COMMUNICATION OUTPUTS

Cord Media put together a thorough research plan and throughout 2018 the following tactics and actions were
completed for the research phase of the brand’s development:

Primary Market Research Segmentation

A ten-page report outlining a brief history of Vancouver and Terminal 1, Vancouver demographics and
economics of the Vancouver/Portland Metro area was created by Cord Media. This report helped the agency to
understand the surrounding community and the Port of Vancouver and served as the starting point for the
research portion of the branding process. It allowed the agency to develop a deeper understanding of where the
Terminal 1 brand and logo would be used, as well as help establish who the primary audience is and how best to
communicate the new brand.



The Remarkable History of Vancouver, Washington

Port of Vancouver

PRIMARY MARKET RESEARCH SEGMENTATION
cord media cowpany 03.27.18

Far thousands of years, the Vancouver area was home to native peaple who flourished on the
bounty of forest and river.

In May ITB2. Amarican trader/sailor Robart Gray bacama tha first non-native to enter the fablod
“Great River of the West,” the Cohumbia Fliver. Later that year, British Lt. William Broughton,
serving under Capt. George Vancouver, explored 100 milks upriver. Along the way, he named a
point of land slong the shor in honer of his commandar:

|

In 1806, American explorers Meriwather Lawis and William Clark camped at what is now Cagt.
William Clark Park ar Cottanwood Beach just cast of Vancauver an thareturn leg of their famed
westarn expedition. Lewis characterized the area as “the only desired situstion for settlement
west af tha Rocky Mountains.”

In 1825, Dr. John Melo 10 mova th nor of 's Bay
Campany from Astoria, Oragan to a more favorable satting upriver. He named the site after Point
Vancouver an Broughton's originel map. Fort Vancouver was thus bern.

Far many years, Fort Vancouver was the center of all fur trading in the Pacific Northwest from
its vitallocation on the Columbia River. Vancouver was slso  canter of British dominion aver the
Oregon Territary. In 1845, American control was axtended narth to the 40th parallel. The northwest
became part of the United States and the Hudson's Bay Company meved narth o Victoria,
Canada.

In 1848, Amarican troaps arrived ta establish Calumbis (later Vancauver) Barracks. It served as
miltary headquarters for much of the Pacific Northwest. The neighboring setflement was named
“tha City of Columbia.”

Finally. on Jan. 23, 1887 the City of Vancouver wes incorporated. Through tha rest of the century,
Vancouver staadily devaloped. In 1908, the first ral line sast through the Washington sid of the

Galumibia River Gorge raached Vancauver. In 1910, & railroad bridga was opened south across the
Calumbia. In 1917 the first span of the Intarstato Bridze was completed.

During World War |, 2 sita later 1o bocome named Pearson Airfeld was tha location of the world's

largast spruce cur-up mill It cut raw timber inta the lumber used to build th sirplanes thar heiped

‘win the war in Europa. During World War 11, Vancouver's Kaiser Shipyard buit a variery of crafts
contributed greatly to America's war effort.

& City of Vancouver and our community partners - Fort Vancouver National Park, Fort

fancouver National Trust and the State of Washington - work hard to revitalize Fort Vancouver
fionl Site. Examples i ing Officer’ ildings ,) the city also

ports the Clark County Historical Museum, owns Esther Shart Park, the oldest public square in

Pacific Narthwest, the Slocum Houss, and Cavingtan House and creates historical interpretive

dlart displays acrass our community.
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(NEXUREE)

Describe your ideal guest at Terminal |.
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List 3-C words that represent Terminal I's brand.

List three messages your brand needs to communicate.

What type of feeling do you want the brand to evoke?

What are some adjectives you hope pecple describe Terminal | as?




In-Person Interviews

The agency completed ten interviews with Port of Vancouver staff. The interviews were done in a variety of
group sizes to give the agency an opportunity to capture the most research data. Key stakeholders were
interviewed one-on-one, small groups were done with those that shared similar roles in the project, and larger
groups allowed entire departments to be interviewed together. All in all, approximately 45 Port of Vancouver
staff were interviewed over the course of three days.

Sample Interview Questionnaire

‘What words would you NOT want to see describing your brand?

What attributes and emotions would you not want associated with your brand?

‘Where do you see Terminal | in |Q years?

How closely do you feel the brand should compliment Port of Vancouver?
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Vancouver Market Survey

A 20-question online survey was prepared to gather input from Vancouver residents. More than 245 local
residents participated in the survey over a three-week period. This allowed the study to be statistically
significant for the research process as a minimum participation level of 200 was needed. The purpose of the
study was to gauge the interest and knowledge of the Port of Vancouver’s Terminal 1 waterfront project and get
a better understanding of the local mindset as it related to this project.

Q5 What would you like to see at Terminal 1?

Q4 Are you aware of the Terminal 1 project at Port of Vancouver USA?
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Once the research phase had been completed, the following information became clear:

e Lead with Terminal 1 name

e History needs to be important component of the brand

e Port of Vancouver needs to be included and recognized in the brand

e Terminal 1’s brand will bring vibrancy and energy to Vancouver

e Terminal 1’s brand will build up Vancouver’s brand

e Terminal 1 to target locals primarily, followed by tourists

e Terminal 1 to have its own identity from The Waterfront Vancouver, yet be complimentary



June — December 2018

The first set of logo drafts were presented in black and white for review. Port of Vancouver staff
reviewed the work and made selections. After selections were made, colored logos were developed
using texture, imagery, and mock ups of what the logo would look like in different
marketing/promotional environments. Once the colored logos were presented, small rounds of
revisions were made that ultimately led to the finalized logo concept.
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Branding Budget

The design of the logo, including the research phase, brand standards guide development and initial marketing
design totaled $50,000.



EVALUATION METHODS AND COMMUNICATIONS OUTCOMES

After months of research and branding development, the Port of Vancouver was extremely pleased to finalize
and share the new Terminal 1 brand in early 2019. The final logo and branding included the tagline “Discover
Terminal 1.” The rollout began with an internal distribution of the brand standards guide to the staff which
provided guidance on proper logo, colors and fonts usage.

Brand Standards
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Following the internal distribution of the brand standards guide, early implementation included a website,
template for e-newsletters, signage, along with tee-shirts and buttons for use at public events.

Community Newsletter Introduces Public to new Branding

In November 2019 the Port of Vancouver mailed its biannual Community Report newsletter to over 90,000
residents of the port district. The issue included a story on Terminal 1 that gave the public their first look at the

logo and announced that a new website was in development.

Wind Shipments

Terminal 1 A NEWS UPDATE FROM THE
Trail Opening

Economic Benefits

Julianna Marler
CEO

Every four years, the Port of

Terminal 1 rendering

= Port of Vancouver USA

Terminal 1’'s Momentum Continues

This has been a big year for the Port of
Vancouver's Terminal 1. In May, the project
received $4.7 million from the State of
Washington to move the next phase of

forward, and impr are

already underway.

For the past few months, Greenworks, PC
has been working with the port on design
and renovation of Vancouver Landing. This
will transform the amphitheater area into
an inviting *front porch® for Vancouver and
provide a beautiful gathering place for our
community. We're also in the process of

designing the East Portal, a storrmmater
collection and management facility which
will serve as a rain garden area along the
Renaissance Trail.

Initial construction activities for Vesta
Hospitality's new seven-story, 150-room AC
Hotel by Marriott are also underway. The hotel
will be located at the corner of Daniels Way and
Columbia Way, and construction i expected

to be complete in mid-2021. This will be the
first completed project at the port's Terminal

1 development and will be LEED Gold certified
- one of the highest green building standards

Community Report

NOVEMBER 2019

avallable. Ground stabilization Is a critical
component of construction that will strengthen
the foundation of the development and will be
completed by the end of this year.

We are also pleased to announce that we are in
the beginning stages of designing the Terminal
1 website, DiscoverTerminall.com! The site will
be active mid-December with project updates,
Terminal 1 news, upcoming events and more.

The port and our partners are exdted to
see continued progress at Terminal 1 and
look forward to sharing updates with the
community as they are available.




At public events that the Port of Vancouver participated in, staff wore Terminal 1 tee-shirts, promoted the
Terminal 1 project and also handed out Terminal 1 buttons. The buttons proved very popular with local
residents and event attendees! The Vancouver Market Night was one event in particular where Port of
Vancouver staff were excited to share the Terminal 1 tee-shirts and buttons with hundreds of market attendees.

There was quite the buzz!
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Overall, there has been excellent feedback from not only Port of Vancouver staff, but from the local community
as well. The branding effort has been enthusiastically embraced and incorporated into all Terminal 1 work
products. At this point is hard to think of this project without its fresh and vibrant new brand.

Supporting documents
e Terminal 1 website - https: //www.discoverterminall.com/



https://www.discoverterminal1.com/
https://www.discoverterminal1.com/

