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Intfroduction

Objectives

Within health care, the priority focus for service providers is on Our objective in designing the
those who require services. However, there is value in creating a Foundry brand house was to
strong organizational brand, as it facilitates alignment across all create a foundational document
those involved. Establishing and creating consistency, having supporting decision making by
everyone starting off on the same foot and having everyone working offering a framework to steer
towards the same goals results in everyone knowing why you do strategy development,

what you do. For Foundry — an Integrated Youth Services communications campaigns,
organization serving youth ages 12-24 in British Columbia (BC), service offerings and so much
Canada — having a strong brand means that youth and their more.

families/caregivers know what to expect when they visit Foundry.

A cross-functional team was established at Foundry central office, This process led to a rich understanding of the incredibly diverse
the leadership and standards team of 80 staff with diverse needs of those we serve and culminated in the development of a
experience and expertise, to undertake a robust engagement -oundry ‘brand house’, which articulates Foundry’s brand

process alongside branding agency TAXI to better understand who nositioning statement, mission, values, personality traits, audience
we are and the unique and emerging needs of BC youth, their and context.

families/caregivers and the staff across our network.

‘'FOUNDRY:

Brand House

BRAND POSITIONING

Lifecare for youth
MISSION
CATEGORY AUDIENCE
Existing models of youth health To support yo"".h n IIVIng d g°°d Ilfe We're navigating life in a world of
services mean treatment occurs inequality, polarization, and
at times of crisis to restore impossible expectations from
someone back to health. But media, friends and family, and even
people don't see themselves as BENEFIT higher ones we put on ourselves.
just ‘healthy’ or ‘unhealthy’, and Functional: Emotional: Despite these pressures affecting

they don't need a crisis to be the A t i e o T th t every aspect of our lives, we know
reason they speak to someone Sesmlpele o s e i ieiels, ot s = it’s completely natural to shift

about how they feel. And with and resources to help YOUTh. focus on themselves. between feeling good or feeling a

traditional health services having bit off at any time. With technology
a reputation for being dated, at our fingertips, we can learn
slow, and expensive, few are everything and do anything.
choosing to go to the people VALUES Ultimately, we see each moment as

and places who might be Learn and evolve Share the load an opportunity to focus on living a
it e le e Appreciate individuality Committed to youth Sl ;
Celebrate community Embrace nuance

PERSONALITY

Brave Relentless Intuitive Inquisitive

A brand is not a logo, an identity, a product or a service. In this work, we have learned a brand serves as a way to communicate who we are and
how we are different. Everyone involved represents the brand through the connections we make, with each other and young people in BC. And
this is what really differentiates us from others and guides everything we do.

We recognize and respect Coast Salish Peoples as traditional stewards of the Foundry is hosted by Providence Health Care and
stolen, occupied, and ancestral lands of the x¥mabBkwayam (Musgueam),

selfiwitulh (Tsleil-waututh), Skwxwi7mesh (Squamish), S'6lh Téméxw (Sté:16), supported by the Province of BC and donors to St.

Stzuminus Nations and the Hul'qumi'num Treaty Group that the Foundry Paul's Foundation.
central office is located on.

foundrybc.ca/iaymh2022




