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1.0 Purpose 

On September 27, 2021, Oshawa City Council approved Report CNCL-21-77 which 
recommended a 2022 budget submission of $40,000 to develop a distinct marketing entity 
for Downtown Oshawa to support recognition, an identity and the ability to position 
Downtown Oshawa as a unique place in the Durham Region to shop, visit, invest and 
operate a business.  

This proposed project received confirmation of funding when the 2022 Operating Budget, 
which was approved by Council on December 3, 2021.  

The purpose of this Report is to present Oshawa City Council with proposed directions for 
the Visual Brand Identity for Downtown Oshawa and receive Council endorsement on one 
selected Visual Brand Identity direction.  

Confidential Attachment 1 is a copy of the proposal received from Aubs & Mugg Inc. 
expressing their interest in the project.  

Attachment 2 is a copy of the proposed Downtown Oshawa Visual Brand Identity Report. 

2.0 Recommendation 

That the Development Services Committee recommend to City Council: 

That, pursuant to Report DS-22-152 dated June 1, 2022, the proposed Downtown Oshawa 
Visual Brand Identity included in Attachment 2, Direction A, be selected as the Brand 
Direction for Downtown Oshawa and be applied to designs for banners, print and digital 
publications and other documents and materials  in accordance with the associated brand 
guidelines prepared by Aubs & Mugg Inc.  

http://app.oshawa.ca/agendas/City_Council/2021/09-27/REPORT_CNCL-21-77.pdf
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3.0 Executive Summary 

Not applicable.  

4.0 Input From Other Sources 

 Commissioner, Corporate Services 
 Aubs & Mugg Inc. 
 Downtown Oshawa Business Alliance (D.O.B.A.) 
 Greater Oshawa Chamber of Commerce 
 Invest Durham 

5.0 Analysis 

5.1 Background 

In an effort to assist Economic Development Services in the development of documents 
and materials to support investment attraction, current business retention and expansion, 
tourism and overall reputation through social media, digital and print materials for 
Downtown Oshawa, a consultant was retained to support the development of a proposed 
Visual Brand Identity for Downtown Oshawa.  

In March 2022, a Request for Quote was released to marketing firms that specialize in 
brand development by the Director, Economic Development Services in consultation with 
Purchasing Services.  In total, four quotes were received and each interested firm was 
provided an interview with members of Economic Development and Corporate 
Communications.  Ultimately, Aubs & Mugg Inc. were retained to undertake the project and 
a scope of work was executed to guide the project. 

A copy of the proposal received by Aubs & Mugg Inc. is included as Confidential 
Attachment 1 which also includes the Company Profile. 

The perception of Downtown Oshawa impacts the overall reputation of the City of Oshawa.  
The ability to foster economic investment and job growth, community vibrancy and 
effective place making are predicated on reputation.  The ability to effectively promote 
Downtown Oshawa as a unique place to shop, visit and experience the wide range of 
establishments will yield positive impacts throughout the entire city and support the 
reputation of the city as a vibrant place where people and businesses alike want to invest, 
live, work, learn and visit. 

5.2 Project Plan and Process 

Aubs & Mugg Inc. was retained on April 5, 2022 and work on the brand development 
project began immediately.  A core project team was formed with representatives from 
Economic Development Services and Corporate Communications to ensure thorough and 
ongoing engagement throughout the timeline of the project.  
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The project team determined that thorough research needed to be completed to 
understand the current landscape of Downtown Oshawa and overall brand perceptions. 
This research included review of the following:  

 Reports from the Corporate Brand development in 2006-2007 
 City of Oshawa Corporate Visual Identity Manual  
 Vision 2000 
 Plan 20Twenty 
 My Main Street Downtown Oshawa Community Profile 
 Community Engagement Results from Plan 20Thirty 
 Downtown Action Plan 
 Downtown Oshawa B.I.A. Disbandment Council Reports 

Additionally, other market research was undertaken to conduct comparator analysis.  This 
included internal and external stakeholder interviews with City staff, Council, Invest 
Durham, the Greater Oshawa Chamber of Commerce and the Downtown Oshawa 
Business Alliance (D.O.B.A.).  Furthermore, it was determined that it was of critical 
importance to launch a formal Community Engagement opportunity to ensure the brand 
directions were community informed.  

The total timeline for the project was approximately nine weeks in length from the date that 
Aubs & Mugg Inc. was retained to the date of presentation to the Development Services 
Committee on June 6, 2022. 

5.3 Community Engagement 

5.3.1 Public Consultation Process 

Staff undertook a three-week public consultation process beginning on April 27, 2022 and 
concluding on May 18, 2022 to engage community members on the Proposed Downtown 
Oshawa Visual Brand Identity. 

The consultation process was comprised of various engagement initiatives that included 
the use of Connect Oshawa (www.connectoshawa.ca), the City’s online engagement 
platform.  Engagement opportunities included a feedback form available online on Connect 
Oshawa and on paper through Service Oshawa.  

The public consultation was promoted to the community and stakeholders through various 
mediums, including media materials, social media, as well as print and digital promotional 
material. 

A feedback survey was circulated within the community.  Approximately 150 individuals 
from a range of age groups and wards responded.  Survey respondents selected to 
participate in further conversations were chosen at random to help further shape the brand 
principles and visual explanations. 

http://www.connectoshawa.ca/
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5.3.2 Public Response 

Participants were asked to select words from a provided list that they felt best represented 
Downtown Oshawa.  An option to include additional words was provided.  Free form 
questions provided participants with the opportunity to share wider perspectives.  All 
responses were reviewed and categorized by theme.  The most popular themes were 
recorded.  

Approximately 30 individuals who expressed interest in further participation were invited to 
take part in 30-minute, one-on-one conversations about Downtown Oshawa and potential 
communication/identity directions.  Aubs & Mugg Inc. held 1-on-1 conversations with 
26 individuals to receive further input on the brand direction. 

In total: 

 153 feedback forms were received. 
 42% of contributors visit Downtown Oshawa a few times a month, while 40% of 

contributors visit a few times a week. 
 17% of contributors visit a cultural destination when visiting Downtown Oshawa. 
 20% of contributors describe Downtown Oshawa as “changing” and 15% describe 

Downtown Oshawa as “historic”. 
 57% of contributors would be interested in participating in future consultation activities 

regarding the Downtown Oshawa story. 
In terms of demographics: 

 Responses were received from age groups ranging from 18 to 75+, with the majority of 
responses coming from those aged 35 to 44. 

 91% of respondents are either Oshawa residents and/or business/property owners. 
 Responses were received from all Oshawa wards, with the majority coming from 

Ward 4. 
 The majority of respondents learned about the opportunity via social media. 
Note: Standardized questions were used in the online and paper feedback form to ensure 
consistency.  

5.3.3 Findings 

Observations: the more time individuals spend in Downtown Oshawa, the more potential 
they see in the location.  Individuals that do spend time in Downtown Oshawa are able to 
identify key places worth visiting. 

When asked to choose three words to describe Downtown Oshawa from a provided list, 
the top words selected were: 

 changing (53) 
 historic (43) 
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 interesting (22) 
 small (20) 
 artsy (17) 

The three key research takeaways that were the most prevalent through community 
engagement included: 

 Participants familiar with Downtown Oshawa often spoke about the potential of the 
area. 

- The new Downtown Oshawa Visual Identity must take a bold position by shifting the 
narrative from potential to action.  As initiatives from entrepreneurs, residents, 
students and the City evolve the Downtown, the visual identity must act as a 
communication tool to support the progress and make visible the work being done.  

 The existing narrative of Downtown Oshawa is largely focused on social situations.  

- Downtown Oshawa is a place of genuine humanity.  The visual identity needs to 
help humanize the Downtown by bringing greater visibility to the entrepreneurs, 
restaurateurs, community leaders, artists, residents, students, and visitors who are 
actively working to make the area a compelling, attractive, and accessible place.  

 Participants are proud of Oshawa’s history as a place of hard-work. 

- Downtown Oshawa is a place built by the people of Oshawa.  Over the years, 
spaces have transformed – from offices, to art galleries, to coffee shops, and 
beyond.  This spirit of building, industriousness, and hard-work should be reflected 
in the Downtown’s visual brand identity.  

Other key themes that emerged through the feedback form results and one-on-one 
conversations with residents include: 

 Residents desire a downtown area that is walkable and busier 
 Residents desire more communication about the changes coming to/happening in 

Downtown Oshawa 
 Residents desire more visible examples of change in Downtown Oshawa  

As noted above, residents are proud of Oshawa’s past and see it as something that needs 
to be better acknowledged and celebrated.  They are aware of the architecture in 
Downtown Oshawa, but acknowledge that much of it needs to be repaired.  They are also 
aware that change is coming to/happening in Downtown Oshawa.  This is seen through 
the ongoing construction and development in the area.  Residents speak to Downtown 
Oshawa’s murals, entertainment venues, musical history, art gallery and unique 
businesses as giving it an artsy personality.  While there is a theme of the challenges 
facing Downtown Oshawa as it relates to the unsheltered population, drug addiction and 
mental health issues, there also exists a sense of optimism, and a hope that positive 
change is coming to Downtown Oshawa.  
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5.4 Rationale for Proposed Visual Brand Identity  

The proposed new visual brand identity for Downtown Oshawa is designed to act as a 
communication platform for the City of Oshawa.  It is a tool that will deliver clearer 
messaging, stronger marketing, opportunities for beautification, and an authentic identity 
for Downtown Oshawa.  Throughout the research phase of this project, the themes of 
opportunity and future potential were consistently identified.  The proposed visual brand 
identity presented in Attachment 2, Direction A, will serve as a valuable tool in 
communicating the opportunity and future potential of Downtown Oshawa and connecting 
with Oshawa’s many audiences. 

The proposed design is heavily inspired by the physicality of Downtown Oshawa – bold 
architecture and prominent use of materials such as concrete and brick.  This foundation to 
the identity is then brought to life – just as the physical spaces are – by showcasing the 
people and opportunities found throughout Downtown Oshawa.  As entrepreneurs, artists, 
developers, restaurateurs, and residents continue to reimagine the spaces of Downtown 
Oshawa, the proposed visual brand identity also adapts to the communications it needs to 
support.  From marketing an upcoming festival, engaging residents for feedback, to 
encouraging economic growth, the proposed visual brand identity is built to serve the 
betterment of Downtown Oshawa. 

The brand principles which will articulate intentional qualities, inform decision making and 
act as an internal tool to effectively communicate Downtown Oshawa to a broad audience 
include the following: 

 Downtown Oshawa is Animated 
 Downtown Oshawa has Integrity 
 Downtown Oshawa is Composed 

See Attachment 2, Section 3 for further explanation of the brand principles. 

The research undertaken has made it clear that there is no singular story of Downtown 
Oshawa; instead it is an anthology of creativity, entrepreneurship, industriousness, and 
humanity.  The proposed Downtown Oshawa visual brand identity is designed to be a 
platform for those stories, connecting with those already in love with the places, and those 
yet to discover how exciting, authentic, and accessible Downtown Oshawa can be. 

6.0 Financial Implications 

There are costs attributed to implementing the proposed visual brand identity in physical 
assets following Council approval.  Operating funds have already been approved for new 
banner creation and installation in 2022 and any other physical asset development can 
currently be accommodated within the Council approved Economic Development Services 
branch 2022 Operating Budget. 

Aubs & Mugg Inc. developed the recommended brand at a cost of approximately $30,000.  
The remaining $10,000 from the 2022 Operating Budget allocation will be used for the 
development of additional tools to support the brand (i.e. photography and videography). 
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7.0 Relationship to the Oshawa Strategic Plan 

The recommendation advances the Cultural Vitality and Economic Prosperity and 
Financial Stewardship goals of the 2020-2023 Oshawa Strategic Plan which included a 
strategy to develop and implement a new downtown revitalization plan. 

Hailey Wright, BA Honours, Director, 
Economic Development Services 

Warren Munro, HBA, RPP, Commissioner, 
Development Services Department 
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ays an 
urban Dow

ntow
n like O

shaw
a’s 

is m
eant to.
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COFFEE

Visual Identity

The DTO
 sym

bol is not delicate. 
It is an invitation to build, 
deconstruct, and rebuild.

The sym
bol is designed to 

com
m

unicate the diversity of 
Dow

ntow
n O

shaw
a and show

 this 
is a place that is alw

ays evolving.

D
o

w
nto

w
n O

shaw
a is no

t just a 

d
estinatio

n – it is a jo
urney.
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Visual Identity 

The DTO
 sym

bol acts as a 
w

indow
 into Dow

ntow
n O

shaw
a, 

increasing the visibility of the 
entrepreneurs, creators, builders 
and com

m
unities that give it form

. 

1 / 2

Johnny C
uts Barbershop 

3 W
illiam

 Street
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FRÈRE D
U

 N
O

RD
 

45 Prince Street

Visual Identity 

The DTO
 sym

bol acts as a 
w

indow
 into Dow

ntow
n O

shaw
a, 

increasing the visibility of the 
entrepreneurs, creators, builders 
and com

m
unities that give it form

. 

2 / 2
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Visual Identity 

Dow
ntow

n O
shaw

a is not a place 
of stillness. The DTO

 sym
bol 

com
es to life, creating beautiful 

abstractions of m
ovem

ent, density, 
and activity.

Prepared by Aubs & M
ugg Inc. for the C

ity of O
shaw

a

Dow
ntow

n O
shaw

a Visual Identity



Visual Identity 

Dow
ntow

n O
shaw

a’s utilitarian 
w

ordm
ark is designed to easily 

identify the place. Its geom
etric 

letterform
s com

plim
ent the 

DTO
 sym

bol. The approach to 
the w

ordm
ark is intentionally 

understated to not com
pete w

ith 
the identity’s visual volum

e.

W
here the DTO

 sym
bol is 

designed to change, the 
Dow

ntow
n O

shaw
a w

ordm
ark is 

intentionally stoic.
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Visual Identity 
C

o
lo

ur

The Dow
ntow

n O
shaw

a visual 
identity is, at its foundation, a 
black and w

hite brand.

Beyond black and w
hite, the 

colour of this visual identity com
e 

photography of the people and 
places of Dow

ntow
n O

shaw
a; and 

DTO
 Red

W
hite

Black

DTO
 Yellow

DTO
 Blue

DTO
 Pink
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Visual Identity 
Typ

o
g

rap
hy

The voices of Dow
ntow

n 
O

shaw
a are expressed through 

its typography. A bold headline 
typeface (Tusker G

rotesk) provides 
the volum

e and presence required 

engineered typeface (Inter) 
provides clarity and accessibility to 
brand m

essaging.

THIS IS 
DOW

NTOW
N 

OSHAW
A

Tusker G
rotesk

Introduction C
onsequam

 iniaturibusa 
veritate nim

inum
, ut anisquatur alit 

quis sum
entorem

 si inum
 nis audi totati 

testis eture, verunt im
us sedis aliquo 

dolessum
 faccusa estem

po ressim
aios

Lorem
 ipsum

 dolor inip

Introduction C
onsequam

 iniaturibusa veritate nim
inum

, ut 
anisquatur alit quis sum

entorem
 si inum

 nis audi totati testis 
eture, verunt im

us sedis aliquo dolessum
 faccusa estem

po 
ressim

aios.

Introduction C
onsequam

 iniaturibusa veritate nim
inum

, ut 
anisquatur alit quis sum

entorem
 si inum

 nis audi totati testis 
eture, verunt im

us sedis aliquo dolessum
 faccusa estem

po 
ressim

aios

Inter
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Visual Identity 
Ico

no
g

rap
hy

Leveraging the visual qualities of 
the DTO

 sym
bol, the bold brand 

iconography provides an additional 
visual tool for com

m
unication.

Transportation
Entertainm

ent
D

irectory
Shopping

C
ulinary
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Visual Identity 
P

o
rtraiture

The new
 Dow

ntow
n O

shaw
a 

visual identity provides a platform
 

to hum
anize the Dow

ntow
n. 

Show
casing the entrepreneurs, 

restaurateurs, creatives, and 
com

m
unity leaders is critical to the 

Dow
ntow

n’s brand and reputation.

Portraiture is naturally lit, w
ith 

dow
ntow

n environm
ent. Dow

ntow
n 

O
shaw

a is built by real people in 

Prepared by Aubs & M
ugg Inc. for the C

ity of O
shaw
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ntow
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Sam
ple Application* 

S
treet B

anners

The identity’s bold colours 
and strong form

s create iconic 
placem

aking opportunities.

1/2

*  All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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Sam
ple Application* 

S
treet B

anners

The identity’s bold colours 
and strong form

s create iconic 
placem

aking opportunities.

2/2

*  All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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Sam
ple Application* 

D
o

w
nto

w
n G

uid
eb

o
o

k

The visual identity is adaptable 

content of the piece to lead.

*  All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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d
o
w
n
to
w
n
o
sh
aw
a

RECORD
STORE DAY

Kop’s Records
156 Simcoe Street

Sam
ple Application*

S
o

cial

The visual identity is applied to 
social graphics, quickly identifying 
the Dow

ntow
n O

shaw
a content 

am
idst busy feeds.

1/4

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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d
o
w
n
to
w
n
o
sh
aw
a

Sam
ple Application*

S
o

cial

O
rdinary photography is elevated 

w
hen used w

ithin the elem
ents of 

the visual identity.

2/4

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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d
o
w
n
to
w
n
o
sh
aw
a

Sam
ple Application*

S
o

cial

Form
al engagem

ents w
ith 

businesses and residents becom
e 

m
ore accessible w

ith clever 
graphics connected to the visual 
identity.

3/4

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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Sam
ple Application*

S
o

cial

The identity can support partner 

the Dow
ntow

n brand is m
eant 

to be secondary, the identity’s 
elem

ents still provide com
pelling 

m
arketing opportunities.

4/4

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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Sam
ple Application*

V
isual Integ

ratio
n

The Dow
ntow

n O
shaw

a identity 
is designed to stand out; but it is 
also required to integrate into the 
natural dow

ntow
n environm

ent.

In this conceptual hoarding, 
the Dow

ntow
n O

shaw
a identity 

dem
onstrates its versatility in an 

inform
al setting.

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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Sam
ple Application*

C
o

llab
o

ratio
ns

The adaptability of the Dow
ntow

n 
O

shaw
a identity encourages 

collaborations w
ith local artists 

and creatives.

In this conceptual tote bag, an 
illustrator has created a custom

 
character in the DTO

 sym
bol.

* All sam
ple applications in this docum

ent are concept 
only. They are intended to dem

onstrate design intent 
and m

ay not be produced exactly as show
n.
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n O
shaw

a Visual Identity

O
n Tag

lines

Dow
ntow

n O
shaw

a is a place that should not be 

and identity of Dow
ntow

n O
shaw

a in a tagline w
ould be 

disingenuous to the place.
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a Visual Identity

O
n accessib

ility

The visual guidelines for the proposed Dow
ntow

n 
O

shaw
a identity include detailed direction on how

 to 

practices. This includes colour, typography, and 
arrangem

ent of elem
ents. 
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shaw

a

Dow
ntow

n O
shaw

a Visual Identity

O
n heritag

e

Dow
ntow

n O
shaw

a is a place that w
as 

b
uilt, not m

anufactured.
Residents shared their strong connection w

ith the history of 
O

shaw
a and its Dow

ntow
n. W

hile this visual identity

crafted w
ith O

shaw
a’s heritage in m

ind.

Just as Dow
ntow

n O
shaw

a is a place that w
as built by the 

the people of Dow
ntow

n O
shaw

a to im
pact how

 the identity 
evolves.



Prepared by Aubs & M
ugg Inc. for the C

ity of O
shaw

a

Dow
ntow

n O
shaw

a Visual Identity
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Dow
ntow

n O
shaw

a Visual Identity

A
d

d
itio

nal C
o

ncep
ts

The follow
ing slides share tw

o additional visual 
identities conceptualized during the branding process. 
W

hile w
e believe these directions have m

erit, it is our 
recom

m
endation to m

ove forw
ard w

ith the concept 
presented in the m

ain section of this docum
ent. 



Prepared by Aubs & M
ugg Inc. for the C

ity of O
shaw

a

Dow
ntow

n O
shaw

a Visual Identity

D
irection B

L
ayers of im

p
act

D
ow

ntow
n O

shaw
a is not new

. It’s conspicuous lack of 
sparkle is not from

 disregard – rather a legacy of industry, 
entrepreneruship, artistry, and com

m
unity has built up a 

richness to the area.

These layers create the energy and personality of a place 
filled w

ith character, creativity, and opportunity.
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a Visual Identity
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C
lassic w

ordm
ark designed to find its place.
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D
irection C

T
h

e sh
ap

e of D
ow

ntow
n

The boundaries of D
ow

ntow
n O

shaw
a not only define 

a geography – they fram
e the stories of entrepreneurs, 

residents, visitors, creators, and com
m

unity leaders.

These physical boundaries are elevated to becom
e an icon 

and a beacon for all that D
ow

ntow
n O

shaw
a has to offer. 
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