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By JULIAN BELTRAME |

OTTAWA - Canadians are in
| a US. shopping state of mind
this summer thanks to chan-
ges in regulations that allow
them to buy more without
paying duty, & new survey sug-

L5,
The Canadian Press-Harris
| Decima pall on relaxed cross-
| border shopping limits that
went into effect June 1 found &
large majority in favour of the
| changes — and 54% of those
planning a trip stateside said |
they intended to spend more.
Additionally, four in 10 said
they were likely to purchase
| more duty-free goods, |
The telephone survey of
| 1000 was conducted between
June 14 and 18 and is consid- |

|
| ered accurate plus or minus

| 3.3 percentage points, 19 times

| outof20,

| As outlined in the March |
| budget, the duty-free thresh-
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| -rowdsourcing design is CHEAP
| ;O0D for your brand?  TimHortons
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DESIGN
DEBATE

By JuLia Jousson

n online design contest to
create a logo for Canadian
website TimesSquare.com
that has §10,000 on the line

for the top submissions, has garnered
close 10 3,000 possible designs.

For Lorenzo Tartamella, chief exec-
utive of TimesSquare.com, crowd-
sourcing its new logo has provided a
wast range of art options. “It'%s incred-
ible ... An ad agency would have never
‘been able to give us the diversity and
the choice that we've been given the
way we have with this contest,” he said.

For lean startups looking for cheap
and fast logo designs, the crowd may
provide access to affordable art. But
some design experts say the savings
aren't worth the expense of not having
along-term brand strategy.

Mr. Tartamnella’s contest ks running on
DesignCrowd.ca, which launched this
month and is the latest crowdsourcing
platform to hit Canada since the online
process for obtaining freelanced graphic
work took off three years ago,

“DesignCrowd.caand crowdsourcing

help fix a number of problems with
the traditional design process, which
is slow, expensive and risky,” said Alec
Lynch of Design Crowd, the Australian
Parent company.

The platform allows small busi-
nesses to host contests, in which free-
lance designers compete by submitting
designs for logos, websites and mobile
apps. Once a contest is opened with a
deseription of the business's needs, de-
signers around the world can submit a
creation in hopes of getting selected.

Mr, Lynch said his service is “essen-
tially outsourcing on steroids.” since
it gives customers a vast amount of
speedy responses, on thedr set budget,
with no cost risk if they aren’t satisfied
with the results.

However, some marketers see the
one-off process as counterproductive
to building a lasting brand.

A decade into its existence as a pre-
mium pet-food company, Petcurean
Pet Nutrition recognized the need for a
long-term branding strategy so it hired
Vancouver-based Subplot Design Inc.
in 2010, which resulted in the launch of

See BRAND on Page FP4
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| Roy White, left, and Matthew Clark, principals at Subplot Design, gave Petcurean a long-term branding strategy.
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tasters
sip coffee
foraliving

75,000 CUPS AYEAR

By Davip FRiEND

ANCASTER, ONT. « Coffee
Towers are all too familiar with
that satisfving moment — the
first sip of a freshly brewed
eup — but for the lead eoffee
taster at Tim Hortons, that
borderline euphoric sensation
has become a lifestyle.

Kevin West leads a team
responsible for maintaining
the trademark flavour of Tim
Hortons' coffee, a process en-
gineered from the company’s
facility on the outskirts of
Hamilton,

Every day he pours a seem-
ingly endless stream of coffee
made with beans from around
the world. The goal is to en-
sure that the quality of each
is up to expectations, and all
together he estimates that he
tastes about 75,000 cups each
year,

At first, Mr. West's estimate
soumnds ke a huge exaggera-
tion, but he's quick to follow
itup.

“When we ficst built the
facility, we cupped so much
in one day that I went home
calling my brother thinking |
was having a heart attack.” Mr.
West says. “I had about 600
cups of coffee and my heart
was racing.”

Tim Hortons wants Canad-
ians to know that, like its cof-
fee tasters, it's critically ser-
ious about coffee.

The country’s biggest res-
taurant chain is in the midst
of an intense battle for the
lucrative coffee products mir-
ket, facing competition from
both low-priced and higher-
end rivals,

But unlike a majority of
businesses vying for the same
market, the Canadian main-
stay has built its reputation
almost solely on coffee and
doughnuts gince 1964.

The Oakville, Ont.-head-
quartered company is just a
short drive from its $§30-mil-
lion facility in Ancaster, Ont.,
which opened nearly three
YEArS AF0.

The 74,000 square-foot
building is tucked in the cor-
ner of an industrial park and
operates under the guise of
Maidstone Coffee, a company
owned by Tim Hortons, Inside
the building, a sequence of
machines process beans fresh
off the truck into the finished
ground product.

At several points in the pro-
48, Mr. West steps in with his
taste buds at the ready, look-
ing for any brews that don't fit
the profile.

Sew TASTERS on Page FP'2
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Petcurean credits its rela-
tionship with Subplot princi-
pals Matthew Clark and Roy
‘White for the company’s image
makeover. “They are our part-
ners. We would never have got-
ten where we are today without
their expertise, absolutely,” said
Jaimie Turkington, Petcurean’s
marketing manager. “It’s a crit-
ical relationship.”

She said it was vital to get
real data on market research
and an evaluation of the
company’s identity. “A crowd-
sourced logo will likely have
none of those things, and it
might look beautiful on paper,
but it’s just that”

Subplot helped Petcurean
build a comprehensive brand
strategy, Ms. Turkington said,
by establishing a “brand bible”
that the company can use if it
wants to outsource future de-
sign work.

The other downside to
crowdsourcing, from Petcur-
ean’s perspective, would be
having to reveal brand strategy
secrets to the crowd. “Now that
we have our brand standards
manual, could we work within
different applications to get
people to contribute creative
thinking? Sure. But I don’t
know if ecrowdsourcing would
be the way to go because then 1
would have to reveal, in a pub-
lic way, the strategy behind the
brand,” Ms. Turkington said.

The graphic design industry

is not thrilled with the use of
crowdsourcing either, which
results in designers producing
work “on speculation” that
their efforts might be selected
and paid for.

“Crowdsourcing in general
is a lose-lose proposition all
around,’ said Adrian Jean, pres-
ident of the Society of Graphic
Designers of Canada. “The cli-
ents lose because they don’t get
the best value out of the process
because they didn’t engage
a designer in any proper in-
depth consultation or research.
Crowdsourcing participants

Designers
who compete
worldwide
see the value

waste valuable time and resour-
ces developing designs that they
may or may not be paid for”

Producing work on spec is
against the society’s policy and
code of ethics because it erodes
the industry by devaluing de-
signers’ work, Mr. Jean said.

Some designers who com-
pete worldwide, however, see
the value in the flexibility and
access to clients provided by
crowdsourcing.

For the Canadian designer
known online as Buck Tornado,
DesignCrowd.ca is a platform
that allowed him to rebuild a
career in design after getting

laid off from his full-time gig at
Yellow Pages in 2009. .

An industry veteran of 20
years, he now works part-time
in a traditional industry job
for a firm that does health-care
company logos and stationary.
He said crowdsourcing has al-
lowed him to successfully free-
lance on the side in a highly
competitive field. “For the past
year, it really started to snow-
ball. A lot of these contests are
startups so they don't have a lot
of money,” he said.

Since 2010, he said he has
sold more than 100 designs on
DesignCrowd, earning more
than US$22,000.

The designer said after win-
ning logo contests, he has been
hired back by some of the com-
panies to design their business
cards and stationary.

Mr. Tornado said he agrees
with the society that the crowd
process can undervalue design
work, but has accepted it as a
modern reality of the competi-
tive market. “I agree with them.
But as Bob Dylan once sang, the
‘winds of change are blowin’
and you do what you have to do
to adapt,” he said.

After trying several other
platforms, he said he is sticking
with DesignCrowd because it
is set up to be “blind” — mean-
ing other designers can't see his
work and steal ideas.

Working with small busi-
nesses, he said he also sees the
value of the crowdsourcing
process from his clients’ per-
spectives. “Its such a dog-
eat-dog world now for star-
tups and it gives them a huge
chance to start out positively
because they don’t have to in-
ject this huge amount of cap-
ital,” he said.
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