
 
Media release 
Community brand for Lambton unveiled 
 
December 18, 2014 – Lambton County, 
Ontario, Canada – A community brand 
for use by everyone in Lambton 
County, Ontario, featuring a 
customizable logo, was unveiled today. 
The brand was created by a group  
representing organizations from across Lambton County. 
 
The brand logo, carrying the tag line “Discoveries That Matter™”, is 
the visual representation of the Brand Print Statement for Lambton. 
The Brand Print Statement was the result of months of in-depth 
research on the perceptions and realities surrounding Lambton 
County as a whole and its individual municipalities.  
 
A key feature of the brand logo is its flexibility. Available with a 
number of geographic references related to Lambton County, 
including “Discoveries That Matter ▪ Lambton County” and 
“Discoveries That Matter ▪ Sarnia-Lambton”, the logo’s geographic 
reference can also be “personalized” to represent any location within 
Lambton County. The use of “Ontario” or “Canada” are also 
permissible as geographic references on the logo. The maximum 
number of geographic references on a logo are two. 
 
“We are thrilled to present this community brand to the people, 
businesses, and organizations of Lambton County,” said Susan Mills, 
General Manager of the Grand Bend and Area Chamber of 
Commerce and a participant in the brand’s working group. “It is truly a 
grass roots effort that reflects all of our community.” 
 
The community brand is an “umbrella” brand, designed to be used in 
conjunction with existing brands in use by companies, municipalities, 
and organizations across the County. Its purpose is to produce a 
consistent positive message for all of Lambton County, to be used 
both within and outside of the area. 
 
“Every logo that is used will build and reinforce the brand by carrying 
the same message and graphic design,” noted Sarnia-Lambton 
Chamber of Commerce President, Rory Ring. “Our County is big, and 

we each take pride in it, and in our own special part of it. This brand 
shows the world, and reminds us, that we are all part of the larger 
community of Lambton County.”  
 
The community brand can be downloaded at 
www.discoveriesthatmatter.ca. 
 
Tourism Sarnia-Lambton’s General Manager, Marlene Wood, noted, 
“Unveiling the brand is just the start. Throughout the coming year we 
will continue to promote ‘Discoveries That Matter™’ throughout 
Lambton. We look forward to watching it grow and become 
established as a brand that truly represents us all.” 
 
The organizations that have been instrumental in creating the 
community brand are: Blue Water Bridge Canada; Community Round 
Table; County of Lambton; Grand Bend and Area Chamber of 
Commerce; Lambton College; Sarnia-Lambton Business 
Development Corporation; Sarnia Lambton Chamber of Commerce; 
Sarnia-Lambton Economic Partnership; Sarnia-Lambton Local 
Immigration Partnership; Sarnia-Lambton Real Estate Board; Sarnia 
Lambton Workforce Development Board; Tourism Sarnia-Lambton; 
and Western Sarnia-Lambton Research Park. 
 
The research phase of the community brand project was carried out 
by North Star Destination Strategies. 
View the Brand Print Statement and associated research results at 
http://www.sarnialambton.on.ca/documents/BRANDING_LambtonRes
earchResults.pdf 
 
The graphic design phase of the community brand project was carried 
out by Yfactor. 
 
 
-#- 
 
For further information: 
George Mallay, GM    Marlene Wood, GM 
Sarnia-Lambton Economic Partnership  Tourism Sarnia-Lambton 
519-332-1820     519-336-3232 
 

www.DiscoveriesThatMatter.ca 
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Name Description – Honing in on the point of differentiation, the brand 
name is directly reflective of the brand statement. It is purposely not the 
name of a distinct municipality or geographic region. Instead, it is a 
community brand name, selected to be used to promote the community 
equally well for tourism attraction, business attraction and retention, and 
resident attraction and retention. 
 
▪ Authentic and forward-looking this brand name captures the 

following concepts: 
 
▪ The use of the term “Discoveries” references exploration, new 

beginnings, growth and development. It reflects the region’s past as 
oil pioneers and its future as an energy and chemistry leader. 

 
▪ The use of the words “That Matter” captures the idea of being 

meaningful, important and recognized while also alluding to 
chemical matter. 

 
▪ For businesses, this is a theme that represents growth. For residents 

and tourist, this is a theme of meaningful personal exploration and 
advancement. 

Logo Description – Designed to reflect and capture the essence of the 
brand statement, this logo is unique, visually intriguing and highly 
representative: 
 
14 Flags – Representing the 11 municipalities and the three First Nations 
communities 
 
▪ Industrial – Gears, sprockets, machinery, representing the value of 

industry 
 

▪ Natural – Ripples, trees, reeds, representing the beauty of nature 
 
▪ Dynamic – Forward moving, integrated, representing the concept of 

working together 
 

▪ Multi-faceted – Transitional, innovative, amplifying energy, representing 
discoveries that matter 
 

▪ Discoveries That Matter – Through the layering of the graphic, 
representing the many aspects of the region and the many discoveries 
that matter 

The logo can be used with:  no geographic reference; one geographic 
reference; or two geographic references.  Geographic references must 
be within Lambton County, with the exception of “Ontario” or “Canada”. 
“Sarnia-Lambton” is considered to be two geographic references. 
 
Here are some examples of Lambton’s community brand. 
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Introduction to the Lambton community brand 
 
What is a community brand? 

         A community's brand is how the 
    community is seen by others; an image  

 based upon perceptions that people have  
 in their minds. Branding a community is  

     deciding how to present it to others to  
        positively influence perceptions. It is a  

         long-term process that requires on-going 
commitment from the community. It is a 
strategic, researched-based process that 
involves identifying the community’s 
strongest and most unique attributes and 
using them to create a market position. 
Good branding is visionary, motivational, 
broad, concise, believable, and easy to 
understand. A brand is not just a logo and 
tagline. The logo and tagline are created to 
reflect the brand once it is established. A 
strong brand makes a promise. Our brand 
can be incorporated proactively across a 
wide range of community organizations’ 
policies, operations and communications 
to ensure that the promise is realized each  

                                  and every time. 
 
Why complete a branding exercise at this time in our community? 
 
Lambton County has undergone a period of considerable change over 
the past few decades and it is necessary to reframe our story. Our 
community image has been improving but it often still is out-of-date, 
unfair, and unbalanced. A truer, fuller contemporary message needs to 

be communicated. We have much to offer that needs to be discovered 
by residents, visitors, and investors.  
 
We are gaining world-wide recognition as a hybrid chemistry complex, 
broadening from a focus on traditional oil and gas to building a hybrid 
chemistry cluster that brings together agriculture and the chemical 
industry, and new feedstock competitiveness with access to shale gas 
and biomass.  Our energy sector is growing and our engineering, 
fabrication, and environmental industries are becoming more 
competitive and export oriented. The Western Sarnia-Lambton 
Research Park and Lambton College are continuing to strengthen their 
research and commercialization capabilities and the number of firms 
involved in such projects.  
 
Recent investments in tourism infrastructure have boosted County-wide 
visitor numbers and spending. The new Judith & Norman Alix Art 
Gallery is home to a significant collection of the Group of Seven and will 
soon host the masterworks from the Beaverbrook Art Gallery. A revival 
of concerts on the Grand Bend beach has inspired a service club to 
build a band shell. 
 
Demand for cultural experiences in Lambton is growing, as more 
travelers seek out “real experiences” that include cultural landscapes 
and special events that are authentic, distinctive, and reflect the sense 
of place. 
 
Local food strategies encourage restaurants to develop local food 
offerings and seek stronger and more integrated approaches to the 
tourism industry.  We have a growing number of new wineries, 
breweries, and speciality foods. Summer farmers’ markets in several 
communities welcome thousands of visitors and locals to share in the 
County’s abundance. 
 
Our Oil Springs historical discovery site is working to gain recognition as 
a world heritage site. Paint Ontario and The Return of the Tundra 
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Swans at the Lambton Heritage Museum attract thousands of visitors 
annually. Theatres in Petrolia, Sarnia, and Grand Bend produce crowd 
pleasing, well attended performances. 
 
Blue Flags fly at the Grand Bend Main Beach and marina, Port Franks 
marina, and Canatara Park beach in Sarnia. Municipalities devote 
significant resources to maintain the strict water quality and 
environmental management standards required for this respected and 
recognized international eco-label. 
 
Our brand purpose 
 
Lambton County is a collection of interconnected geographic, cultural, 
business, service, and industrial communities; all with unique identities.  
Good branding celebrates these identities and knits them together to 
build a spirit of community pride, while establishing a positive reputation 
that sets the community apart from others. 
 
The purpose of creating a brand for the Lambton County community is 
twofold:  to encourage Lambton residents and businesses to take pride 
in seeing themselves as part of the larger entity, and to build on the 
synergies of multiple users in presenting ourselves as a cohesive unit to 
the outside world. 
 
The brand is not intended to replace or trump company, organizational 
or government logos / brands already in place across the County, but is 
intended as an “umbrella” brand to be used in conjunction with existing 
brands. The Lambton County brand should be viewed as a stamp of 
community membership, available to all in Lambton County.  Used to its 
fullest potential, our new brand can assist in the attraction and retention 
of new residents and businesses, strengthen our tourism industries, and 
build resident confidence. 
 
We encourage you to reflect on our new brand, absorb it, and consider 
how it represents you.  Adopt it as you see fit and help us tell the world 
why Lambton is the home of Discoveries That Matter™. 

 
Our brand development process 
 
Destination marketing consultants, North Star Destination Strategies, 
conducted months of in depth research on the perceptions and realities 
surrounding Lambton County as a whole and also its eleven individual 
municipalities. Over 2,000 individual contacts were made, both within 
and external to the community. Interviews were conducted in person, 
“under cover” on-the-street, and via phone. Locally, residents and 
business and community leaders were contacted. External to the 
community (Toronto – GTA west of Highway 404, London, and the 
Michigan Counties of St. Clair, Sanilac, Bay, and Saginaw), tourism 
leaders, industrial site selectors, provincial officers, associations, and 
economic professionals, etc., were contacted. A community online 
survey saw 1,315 responses, the second highest result North Star has 
seen from any community they have worked with. 
 
North Star boiled down the research to produce a unique brand platform 
on which to base the upcoming brand for Lambton County. The brand 
platform on which the upcoming brand is based is: 
 
Key themes - Research results returned a number of observations that 
bubbled to the surface again and again.  The innovation of the local 
agricultural, oil, and petrochemical sectors was prevalent.  So too was 
the local quality of life including blue waters, beautiful sunsets, the low 
cost of living, and friendly people.  From these results and many more, 
the following was developed to summarize the position of the Lambton 
County community: 
 
 
 
 
 
 
 

 

 
For those who appreciate the value of industry and the beauty of 
nature, Sarnia and Lambton County is a border region in southwest 
Ontario, home to scenic farmland, blue waters, and energy pioneers 
that creates the right chemistry for discoveries that matter so you 
can make a difference. 
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Name and logo - Utilizing the community’s brand platform developed by 
North Star, marketing and communications company Yfactor developed 
the line and logo. The adopted name to complement the Lambton 
County community comes right from the research portion of the brand 
development process.  Discoveries That Matter™ aptly describes the 
experience of many recreational visitors and new residents, the work of 
energy pioneers past and present, the innovative practices of area 
farmers, locally applied research, and more.  It's a flexible name that 
can be subjectively applied across all sectors.  
 
The creative design team at Yfactor developed over 100 visual 
concepts.  These were narrow down to five logo concepts that were 
presented to the community brand committee. Over the course of a 
number of meetings the committee agreed on the logo which it felt best 
reflected the brand statement and had the broadest application as an 
umbrella application.  
 

Applications - Many community partners will be adding the Discoveries 
That Matter™ brand to their existing identities.  Some will allow the new 
community brand to become their corporate brand.  Either form of the 
application is encouraged. 
 
The accompanying Visual Identity Standards manual and resource 
website, www.discoveriesthatmatter.ca, prescribe the proper use of the 
brand as it relates to colour, placement, font, etc., and should be strictly 
adhered to. The manual includes examples of user applications. 
 
For more information, please contact: 
Sarnia-Lambton Economic Partnership 
Ste 100, Bldg 1050 
1086 Modeland Road 
Sarnia ON Canada  N7S 6L2 
519-332-1820 / 1-800-972-7642 
contact@sarnialambton.on.ca 
  

 
The following organizations were instrumental in the creation of Lambton’s community brand. 
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Introduction

Discoveries That Matter™ is truly a community brand, 
developed by and for the community to represent 
Lambton County, promote the County and help the 
County prosper. 

This brand is intended to be used by the many entities 
that promote the County in addition to their own 
brands. It will connect the individuals, governments, 
organizations and businesses of Lambton County 
through a common brand, gradually building 
recognition internally and externally through frequent 
use and application of the logo. 

An extensive research process shaped the 
development of this brand. The process included 
public surveys and vision sessions as well as a 
thorough study of existing research and history. 
Emphasis was placed on identifying the County’s 
unique differentiation. 

A broad group of community representatives  
led the brand development process ensuring  
that all perspectives were considered and  
all voices heard.   
 
 
 
 

This brand was developed to capture the spirit and 
character of Lambton County. It is a reflection of the 
people that have shaped the history of this County and 
the people that will shape its future. It is a reflection 
of the beautiful natural environment that the County 
is known for and of the many opportunities that exist 
here for residents, businesses and tourists. 

Lambton County and its municipalities have many 
audiences including existing and prospective residents, 
past and future visitors, existing and prospective 
businesses, external governments, provincial and 
federal ministries, non-profit organizations, media 
and more. The brand was developed to speak to all of 
these audiences equally well. 

The brand name and visual that have been crafted for 
this brand are versatile and can be used equally well 
for resident communications, economic development 
and tourism initiatives.

For more information, please visit:  
www.DiscoveriesThatMatter.ca 

“Community branding works by  
replacing conflict with collaboration  
in an attempt to maximize development 
opportunities and take advantage  
of naturally occurring economies.”

 – North Star Destination Strategies 

Please direct any questions about brand  
applications to:

Sarnia-Lambton Economic Partnership 
Toll Free: 1-800-972-7642 
www.sarnialambton.on.ca

Yfactor Inc. 
Toll Free: 1-877-793-5016 
www.yfactor.com



Brand Platform

The brand platform captures the core essence of Lambton County’s character and personality in a brief statement 
that is used as the foundation for the development and implementation of the community brand. Community-
wide research, surveys and stakeholder input were combined to develop this brand platform. It identifies 
the factors that differentiate Lambton County and creates alignment for how the people, organizations and 
businesses of the county want their community to be perceived. 

Target Audience 

Frame of Reference 

Point of Difference 
 

Benefit

For those who appreciate the value of industry  
and the beauty of nature,

Sarnia and Lambton County is a border region in Southwest  
Ontario, home to scenic farmland, blue waters, and energy pioneers,

that creates the right chemistry for discoveries that matter  
(commercial oil drilling, synthetic rubber, clean technology, sunsets,  
healthy living, biomaterials, oak savanna, innovation)

so you can make a difference.
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Brand Overview

This brand is a call to action that invites residents, 
tourists and businesses to make their own  
Discoveries That Matter™. 

Lambton County is steeped in a rich tradition of 
discoveries that have shaped the culture, economies 
and lifestyles of the people and businesses of this 
region. Building on the past to create a strong future, 
Discoveries that Matter™ include the discovery of 
beautiful places, of interesting people, of innovative 
new products, of new opportunities – and the 
discovery of this welcoming community.

This brand enables the County to compete locally, 
provincially, nationally and internationally for the 
attraction of residents, tourists and businesses. 

It is a memorable and representative brand with a 
unique message that immediately positions Lambton 
County as a place that is extraordinary and to be taken 
notice of. It provides the foundation for cohesive, 
collaborative and professional marketing by the many 
entities that work to promote the County each and 
every day.

To ensure brand integrity, it is critical that the 
directions set out in this Visual Identity Standards 
document are strictly adhered to and enforced

Further, design professionals are to be engaged in the 
development of all communications and marketing 
materials to ensure consistent and cohesive brand 
applications and roll-out. 
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Brand Name

Name Description

Honing in on the point of differentiation, the brand 
name is directly reflective of the brand statement.  
It is purposely not the name of a distinct municipality 
or geographic region, instead it is a community brand 
name, selected to be used to promote the community 
equally well for tourism attraction, business attraction 
and retention, and resident attraction and retention. 

Authentic and forward-looking this brand name 
captures the following concepts:

•  The use of the term “Discoveries” references 
exploration, new beginnings, growth and 
development. It reflects the county’s past  
as oil pioneers and its future as an energy  
and chemistry leader.

•  The use of the words “That Matter” captures the 
idea of being meaningful, important and recognized 
while also alluding to chemical matter.

•  For businesses, this is a theme that represents 
growth.  For residents and tourists, this is a theme of 
meaningful personal exploration and advancement.
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Primary Logo

Logo Description

Designed to reflect and capture the essence  
of the brand statement, this logo is unique, visually 
intriguing and highly representative:

•  14 Flags – Representing the 11 municipalities and 
the 3 First Nations communities 

•  Industrial – Gears, sprockets machinery,  
representing the value of industry

•  Natural – Ripples, trees, reeds, representing  
the beauty of nature

•  Dynamic – Forward  moving, integrated, 
representing the concept of working together

•  Multi-faceted – Transitional, innovative, amplifying 
energy, representing discoveries that matter

•  Discoveries That Matter™ – Through the layering of 
the graphic, representing the many aspects of the 
county and the many discoveries  
that matter
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Primary Logo - Colour

Logo Description

The multiple hues used in the logo reflect the many 
communities, experiences and industries of Lambton 
County. The shift in colours indicates a continuous 
opportunity for new discoveries, growth and progress. 

Blue is the colour of the sky and sea. It is often 
associated with power  and stability. 

Green is the colour of nature. It symbolizes growth, 
harmony, innovation and productivity. 

A soft yellow blends the greens and blues to provide 
warmth and a hint of the sunsets that Lambton County 
is well known for. 

Grey text is used to provide stability and balance to 
the colourful graphic.

SARNIA - LAMBTON
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Geo-specific Logos

In keeping with the spirit of the community brand, 
the logo may be customized with specific geographic 
identifiers unique to individual entities. 

It may include either one or two geographic 
identifiers. For example, the name of a municipality  
or the name of a municipality plus “Lambton”. 

Examples of logo customizations are shown here.

Entities that wish to customize the logo for their own 
use must request their custom logo from Sarnia-
Lambton Economic Partnership, who will ensure that 
the customized logo meets brand guidelines.

SARNIA - LAMBTON
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WARWICK TOWNSHIP
LAMBTON COUNTY

THE TOWNSHIP
OF ST. CLAIR

GRAND BEND | ONTARIO



Colour Format A: CMYK

The logo has been designed for flexibility and ease of 
application in many different media, whether that is 
print or digital. 

These pages detail colour information and breakdown 
for each colour format required for different 
reproduction methods. When to use which format is 
shown in the chart on page 16.

SARNIA - LAMBTON

C: 0% M: 0% Y:0% K:80%

C: 0% M: 0% Y:0% K:60%
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Colour Format A: RGB

The logo has been designed for flexibility and ease of 
application in many different media, whether that is 
print or digital. 

These pages detail colour information and breakdown 
for each colour format required for different 
reproduction methods. When to use which format is 
shown in the chart on page 16.

SARNIA - LAMBTON

R: 46 G: 56 B: 133

R: 34 G: 173 B: 75

R: 252 G: 176 B: 64

R: 88 G: 88 B: 90

R: 129 G: 130 B: 133
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Colour Format C: Grey

The logo has been designed for flexibility and ease of 
application in many different media, whether that is 
print or digital. 

These pages detail colour information and breakdown 
for each colour format required for different 
reproduction methods. When to use which format is 
shown in the chart on page 16.

C: 0% M: 0% Y:0% K:70%

R: 109 G: 110 B: 113
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Colour Format D: Black

The logo has been designed for flexibility and ease of 
application in many different media, whether that is 
print or digital. These pages detail colour information 
and breakdown for each colour format required for 
different reproduction methods. When to use which 
format is shown in the chart on page 16.

The logo must be used exactly as shown in the 
permissible formats. Colour deviation, shading, tinting 
or transparencies are not permitted.

When faxing, photocopying or printing in one colour 
only, always use the logo in pure black. No shades of 
grey are to be used when reproducing the logo.
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Reverse applications (using the logo in white) may be 
used for visual interest and graphic design flexibility. 

It is permissible to use the white reverse logo on black, 
shades of grey that are 50% or darker and solid colours  
that are 50% or darker.

It is NOT permissible to use the white logo on light 
colours or pastel colours where an insufficient contrast 
will result in illegibility and lack of accessibility.

Reverse Applications
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For graphic design consistency, this complementary 
colour palette is recommended when applying the 
logo to brochures, websites or other promotional 
communications or marketing tools. 

Complementary colours may be used in flat bars,  
flat backgrounds or as colour accents in graphic  
design applications.

Complementary Colour Palette
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C: 0% M: 0% Y: 0% K: 100% 
R: 35 G: 31 B: 32

C: 0% M: 50% Y: 100% K: 0%
R: 252 G: 176 B: 64

C: 96% M: 91% Y: 9% K: 9%
R: 46 G: 56 B: 133

C: 80% M: 4% Y: 100% K: 0%
R: 34 G: 173 B: 75



Usage Specifications

Format Uses Specifications

A: CMYK For full colour printing
• Brochures
• Direct mail
• Advertising
• Signage
• Stationary

For best results ensure that a 175 lpi 
screen is used on coated stock. 

B: RGB For on-screen applications
• Websites
• Powerpoints
• E-newsletters

C: Greyscale For printing when full colour is  
not possible
• Envelopes
• Promotional materials

For best results ensure that a 175 lpi 
screen is used on coated stock.

D: Black For use when A, B, C are not possible
• Newspaper ad
• Fax cover sheet
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Always leave a minimum of space around the logo to 
ensure readability. The x-height of the letter “o” can 
be used as a guide to determine the minimum relative 
space around the logo.

When reproducing the logo it must be used as 
provided without any alteration. The relationship 
between the font and the logo graphic may NOT be 
altered including size and relative position of each, 
except as shown in the variations in this manual. 

Logo Spacing

Minimum print reproduction size: ¾” length (15 mm)
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Incorrect Logo Usage

Discoveries 
That Matter

Do not stretch vertically or horizontally Do not change the typography of any part of 
the logo or name

Do not place logo over  
photographic images

Do not use any other colours or shadesDo not frame the logo or  
place a box around it

Do not place logo on busy  
background colours
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Incorrect Logo Usage

Do not use transparency on the logo Do not change the colour  
of any part of the logo

Do not use drop shadow
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Typeface

The bold, square font (Titillium) complements  
the flow of the symbol:

•  Grounded: A “matter-of-fact” font that 
communicates simplicity, stability, reliability  
and trust

•  Position: The position of the symbol over the text is 
similar to a landscape - in reference to the beautiful 
landscapes and sunsets of Lambton County

•  Readability: Sans-serif, bold and open, this  
font is highly readable

Titillium can be downloaded from Google Fonts:  
http://www.google.com/fonts

Titillium Reg
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Titillium Bold
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789

Titillium Light
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ
123456789
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Applications
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This community brand was developed through a 
collaborative process that included  

representatives from the following entities:
Blue Water Bridge Canada
Community Round Table

County of Lambton
Grand Bend and Area Chamber of Commerce

Lambton College
Sarnia-Lambton Business Development Corporation

Sarnia Lambton Chamber of Commerce
Sarnia-Lambton Economic Partnership

Sarnia-Lambton Local Immigration Partnership
Sarnia-Lambton Real Estate Board

Sarnia Lambton Workforce Development Board
Tourism Sarnia-Lambton

www.DiscoveriesThatMatter.ca 



 
Q & A 
 
What is a community brand? 
 
“Your community brand is what 
they say about you when you’re 
not around.  It is a combination of 
emotional and intellectual 
reactions to all the different experiences, marketing 
communications and behaviours people have encountered on 
behalf of your community. Branding is the process a 
community embarks upon to change, refine or improve what 
people are saying. 
 
The idea of community branding is deceptively simple:  use a 
community’s greatest strength to create a consistent 
memorable identity that will help propel the area to its 
preferred future. However, the process of branding is much 
more complex. The best identities are grounded in reality but 
aspirational in vision. The bridge the past and the present with 
an eye toward the future. They are uncovered and brought to 
life through a process that unites rather than divides. And they 
serve the interests of diverse groups within the community with 
different agendas.” – North Star Destination Strategies 
 
Why spend money on a community brand when there are 
other needs? 
 
The Lambton community branding project was undertaken 
over the past two years by a group of Lambton organizations 
who believe strongly in the need to unite our area under a 
common brand. 
 
Payments for the project were spread over two budget years, 
and came from a number of the project organizers and from a 
number of budget categories. The monies for the project were 
compiled from these various partners, and not taken from a 
single source or project budget. 
 

All organizations contributed willingly of their time and 
expertise to bring the Lambton community brand to fruition, 
because they firmly believe that a strong community brand will 
create a consistent community-wide identity for Lambton while 
it supports the missions of its companies, organizations, 
municipalities, and residents. 
 
Marketing destination specialist, North Star Destination 
Strategies, was contracted to complete the research phase of 
the project. Graphic design and marketing company, Yfactor, 
was contracted for the creative phase of the project. The cost 
of the project over the two year span was $65,000. 
 
Who can use the brand? 
 
This is not a brand for any single municipality, company, or 
organization in Lambton County. It is truly a grass roots brand, 
designed to be used in conjunction with existing brands in use 
by companies, municipalities, organizations, and individuals 
throughout Lambton County. Its purpose is to present a 
positive united image of our area. If you are located in 
Lambton – this is your brand! 
 
How will the Lambton community brand benefit residents 
and businesses? 
 
The Lambton community brand is intended to bring the 
community together under a common positive message. It will 
be used to link marketing initiatives, which have been 
disjointed in the past. It will link Lambton’s people and large 
geography with a real message that is rooted in research, our 
history, our present, and our future. It is time to reframe the 
message about Lambton County in a positive way. The brand 
is meant to be a guiding principle for the future. 
 
It is time to discover our positives:  Tourism; education; 
environmental initiatives; research and development, industry, 
entrepreneurs, new residents, health care, and the arts. These 
are all Discoveries That MatterTM. 
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