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Why is the Peel Brand
important?

DRAF

Region of Peel

BrandStandards

ofi

working with y:

Peel has built a reputation as a reliable service provider of infrastructure and
social services. Enhancing and building on this selid reputation protects and
provides confidence and awareness of our services. Building awareness of the
depth and breadth of cur services also engages and excites Peel citizens and
sartners to build a Community for Life.

nified brand is key to building credibility. The power
d be seen through all of our services, and we will shift
n.




Master Brand Guidelines Version 2.0 r Region of Peel
I” working with you

Region of Peel

Brand Book




5.2-5

We are
Peel Region

BRAMPTON

We've been delivering essential services and infrastructure to the communities
of Brampton, Caledon, and Mississauga since 1974.

Already home to 175,000 businesses and over 1.5 million residents, Peel
continues to grow by nearly 50 new residents each day.

Our partnerships also continue to grow, allowing us to create an even stronger,
lasting impact on the community.

When we envision Peel’s future, we see enriched lives and safe, inclusive
communities where everyone feels they belong.

M MISSISSauUGa

TOWN OF CALEDON

r Region of Peel
F working with you




M A superior customer experience ensures that residents have a positive
u r e er Ce association with our brand. It builds trust and confidence, and residents

are more likely to share their positive experiences with others acting as

CO m m itm e nt ambassadors for Peel Region while raising awareness of our dedicated

frontline and essential services.

You can expect to:

e Easily find what you need
* Receive a timely response
* Be treated with dignity, respect, and care
* Receive simple and clear communication

* Be assisted by professional, knowledgeable,
and helpful employees

WAL



QOur tone and voice

Our tone and voice is
how our residents hear
and remember us.

Mo matter the message, we
consistently:

* Communicate clearly and directly.

* Simplify complex topics to a
maximum Grade 8 reading level.

# Talk like real people using plain,

everyday, conversational language.

* Seek to understand context.

Download
Wiiting digital content PDF 7

Our tone reflects our
open, collaborative
culture.

* |t expresses what we do and our
open, collaborative, engaging,
and dynamic culture.

* |t's personable and genuine.

* |t conveys our knowledge and
readiness to be helpful.

Our voice is clear,
simple, and calm.
We always sound:

* Open and friendly.

* Approachable and genuina.

# Diract, strong, and confident.
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Peel is home to more than 90 distinct ethnic groups. k' We are committed to ensuring that Peel’s residents are supported by providing
WD r I n g essential services to advance community safety and well-being.

We Spea k Inclusivity and accessibility are vital, so this means providing clear,
This includes enabling affordable housing, providing income suppoart and

I comprehensive information in English and the 10 mast-spoken languages A h P lf
Peel 5 in Peel. WIt ee s impreving services for seniors and children.

* Arabic * Mandarin * Spanish * Tamil el 18+ We've built partnerships with agencies that work with local communities so we
|a ngu ages & Cantonese s Polish # Tagalog s Urdu CO I I I I I n Itl eS can 5\-n'FHy respond to the r-_-vu|-.ring needs of Pasls maost vulnerakle residents.
= Gujarati * Punjabi . o »
Together with aur partners, we're striving to create communities whare all
individuals can thrive.

Languages at home 3<8 I35 eadH (COVID-19)

The top five languages spoken at home
as percentage of total population in Peel.

60.4%

iz ot Aalell Gmnll dis puais
Ll anbica ple Balioll aimy

7.2%
27% 1.4% 1.4%

English  Funjabi  Urdu Arabic  Mandarin

Data aoures: Ervdronics Analytics | Vintags 2020,

Ot languages make up the remaining 29, 7%
of Peal's pepulation,
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eel brand

People of
Peel stories

5.2-9

People of Peel webpage 7

Every connection with a resident is personal.

Even though our employees service over 1.5 million residents, each connection
is personal. People of Peel showcases how Peel Region staff make a difference
in the community, and the impact our services have on residents.

People of Peel stories are as diverse as those who tell them. TransHelp driver
Sharon transported people with disabilities to essential appointments during
the pandemic. Peel Living resident Elvira takes pride in the community gardens
she tends outside her building. Peel Paramedic Joshua raises awareness about
men'’s mental health and develops programs to help paramedics and residents.
People of Peel brings the Peel brand to life.

All People of Peel stories:

® Showcase employee and resident pride through their own personal
experience, giving true insight into our culture and those who cultivate it.

o Emphasize the difference our employees and residents make in Peel
communities every day.

¢ Are authentic and relatable, making residents and employee’s feel they
"know” the people in the story.

* Are unique in their narrative, but alike in the emotional connection they create.

¢ Can be tailored to fit different formats and marketing channels.




Fleet vehicles

Fnagim Region of Peel loge
of Peel [mandatory)

warking with you

Flaet vehicles are white with 4 brand elements. These elements vary in size
depending on the type of vehicle.

We use consistently sized elements for similar vehicle types; for example, pickup

trucks and vans may have larger logos than cars and smaller SUVs.

All fonts must be set in the Avenir LT STD family.

Large P
(optional, space permitting)

peelregion,ca peelregion.ca URL

58 (rma ndaborﬂ

Water Supply
and Wastewater spacepermitting]

Services description {eptional,

Region of Peel loge
* The lage should appear in black on the driver and
passenger doors as well as the back of the vehicle.

* It should be as large as possible while still maintaining
the required surreunding whitespace.

* The stacked version of the logo is primary, but the
horizontal version can be used when vertical space
is limited.

peelregion.ca URL

# The URL is always set in Avenir LT STD Black and
should appear in Peel blue (Gerber/3M Vivid Blue 220-17
Cast Vinyl).

* Placement should be secondary to the loge.

Services description

* To increasa public awarenass of the sarvices offered by
the Region of Peel, vehicles can include servica names
listed on the sides.

* The service name should appear towards the rear of the
vehicle, sat in Avenir LT STD Black weight in Peal blue.

* Text should be set flush left.

Download
Fleet Adobe lllustrator file A

Large P
* The large "P" must appear in a light-to-mid grey
{"PMS Cool Gray 2" or "3M Paarl Gray").
* The "P" should be sat on an angle, 15 degrees counter-
dlackwise from vertical, and as large as possible.

* The "P" can be cropped off in areas, but must still be
identifiable as tha Region of Peel "P."

Other messaging
® Extra phrasas such as “low emissions” should be set in
Ayanir LT STD Heavy in “PMS Cool Gray 9C" or equivalent.

* Usa your discretion in size and placemant, so these
messages don't overpower the Region of Peel logo and
other brand elements.

Other required elements

* Flzat or ministry numbers must be st in Avenir LT STD
Haawy 1007k

* The size of the numbers will vary depending on
vehicle siza.
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Photography

Overview

Photography is a powerful and creative tool. It makes our messaging
appealing and gives it meaning.

Peel Region photographs capture true-to-life imagery. They reflect Peel’s
demographics and portray our services, residents, and places as naturally
as possible.

We avoid stock photography or any other photographs that look staged or
artificial. Instead, we seek inspiration from real life, especially in the magical
moments between people.




Advancing
digital service
delivery

o Regicn of Pesl
@pealreglon.ca ®

Mot all hevoes wear capes.
Sarme wear PPE and wark in child
care settings,

Wae recognize the hard work

all EarlyOM and child care
professionals do to support our
weonomy, children and families
acioas Pl

d‘F-_waI earr.im_]llarr:.eg

#ehildears Barking'WithYou

The rising impeortance of timely information and a seamless digital
experience from a resident’s perspective is crucial.

We are improving digital service delivery by bringing more services online
and designing our website to help the public complete tasks and lecate
the infarmation they need as quickly as possible.

Social media channels like Instagram, Facebook, Linkedin and Twitter let us
directly interact with residents, allowing us to provide key information and
vital services while also sharing stories of our employ=es, our community,

Free W aste

cottection rermndets

5.2-12
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Our programs include:
® exercise;

« therapeutic activities, including
gardening, music and sensory
stimulation;

o help with personal care, such as eating,
grooming, dressing, bathing and
toileting;

 access to onsite clinics, such as
optometry, audiology, podiatry and
dental;

o community excursions;

o a variety of stimulating recreation
activities; and

« hot nutritious meals, and morning and
afternoon snacks.

The programs offered at each location
will vary as they address the needs of the
clients.

and r espect "

 Cared f
ated with dignitt)yr'
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working with you

Thank you

Steve MacEachern

Creative Advisor
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