
Halmyre Thinking: 
Ontario Society of Professional Engineers

Building a better  
brand to engage 
members

“ The integrated team at Halmyre helped us restructure our 
membership brand. The team at OSPE is now connected to  
our members’ wants and needs better than ever.” 

Baijul Shukla, Director, Member Services and Strategic Partners, Ontario Society of Professional Engineers

The Ontario Society of 
Professional Engineers  
serves the entire Ontario 
engineering community.  
In 2018 OSPE’s membership 
engagement team sensed it 
wasn’t getting a good return 
on its investments of time 
and money. The brand 
strategy has now shifted to 
enable OSPE to listen more 
actively to the wants and 
needs of its members.

THE CHALLENGE

The Ontario Society of Professional 
Engineers is an advocacy organization 
representing over 15,000 members of 
Ontario’s engineering community.

Its goal was to reset the foundation of 
membership engagement through brand 
analysis, value proposition enhancement 
and persona development to better 
support corporate strategies and engage 
more members with targeted services.

THE SOLUTION

OSPE partnered with Halmyre as an 
expert in marketing and communications 
for associations and membership 
organizations. 

The solution integrated a complete 
brand-building toolkit:

• Value proposition development and 
road-mapping

• Persona development with quantitative 
and qualitative insights

• Data intelligence audit and roadmap

•	 Features	and	benefits	roadmap

• Brand strategy

• Customer experience strategy
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SEPTEMBER 2019 ONTARIO SOCIETY OF PROFESSIONAL ENGINEERS

Logo

Quick Reference Guide

Logo Colour Variations

Logo Incorrect Usage

ONTARIO
SOCIETY OF
PROFESSIONAL
ENGINEERS

Our logo conveys simplicity, modern thinking, and confidence while at 
the same time retains a friendly energy through the abstract-shaped 
symbol and rounded typography. The symbol should always be set in 
two colour.

Logo Digital
108 pixels (w) 
minimum

Logo Print
1.5 inches (w) 
minimum

Symbol
20% minimum

Minimum Size: To ensure our logo is visible and legibile at a smaller 
scale, a minimum size has been established to work throughout 
various platforms.

The two colour logo is the ideal version to use on either white, OSPE Grey Tint or OSPE Blue 
Tint background. Other acceptable versions are shown below and are typically for a specific use.

Do not alter the logo. As a general rule of thumb, do not combine with busy backgrounds  
or create brand confusion. Ensure the logo is set on a brand-coloured background.

[L to R] DO NOT use on patterns or gradients / DO NOT use on textural backgrounds / DO NOT use on complex or busy images / DO NOT use 
colours outside the OSPE palette / DO NOT distort the logo / DO NOT alter the proportions / DO NOT alter the colours / DO NOT rotate the logo /  
DO NOT add any visual effects / DO NOT change the typeface / DO NOT add any visual effects / DO NOT change the typeface / DO NOT use 
with other elements / DO NOT use unsharp versions.

SEPTEMBER 2019 ONTARIO SOCIETY OF PROFESSIONAL ENGINEERS

OSPE BLUE

HEX: 005F85
RGB: 0, 95, 133 
CMYK: 94, 59, 29, 9

OSPE  
LIGHT GREY TINT

HEX: F2F2F3
RGB: 242, 242, 243
CMYK: 4, 3, 2, 0

OSPE RED

HEX: E81D25
RGB: 232, 29, 37
CMYK: 3, 99, 97, 0

OSPE  
LIGHT BLUE TINT

HEX: E8F4FD
RGB: 232, 244, 253
CMYK: 7, 1, 0, 0

WHITE

HEX: FFFFFF
RGB: 255, 255, 255
CMYK: 0, 0, 0, 0

BRIGHT TEAL

HEX: 19A3AC
RGB: 25, 163, 172
CMYK: 77, 15, 33, 0

NAVY BLUE

HEX: 1D386A
RGB: 29, 56, 106
CMYK: 100, 87, 31, 18

SOFT BLUE

HEX: 5EA8DC
RGB: 94, 168, 220
CMYK: 60, 21, 0, 0

COOL GREY

HEX: A3A7A9
RGB: 163, 167, 169
CMYK: 38, 29, 29, 0

BRIGHT PURPLE

HEX: 782580
RGB: 120, 37, 128
CMYK: 65, 100, 13, 2

BRIGHT YELLOW

HEX: FEBB12
RGB: 254, 187, 18
CMYK: 0, 29, 99, 0

BRIGHT ORANGE

HEX: FF9731
RGB: 255, 151, 49
CMYK: 0, 49, 88, 0

PRIMARY COLOURS – ALWAYS USE AT 100% BACKGROUND TINTS COMBINED WITH TEXT – ALWAYS USE AT 100%

SECONDARY COLOURS / ACCENTS – USE AT 100%, TINTS USE AT 10%, 30%, 50%

Proxima Soft is our 
primary typeface.

Light Regular Medium Bold
Typography

Photography & Illustrations

PRIMARY TYPEFACE – PRINT AND DIGITAL

BODY TEXT / 
SECONDARY 
HEADERS / 
QUOTES

MAIN BODY TEXT /  
SECONDARY 
HEADERS / QUOTES

MAIN HEADERS / 
TITLES

SECTION HEADERS / 
LABELS / BUTTONS / 
CAPTIONS

Colours

Quick Reference Guide

Secondary colours – navy blue, soft blue, cool grey, bright teal, bright 
purple, bright yellow, and bright orange – will support the two primary 
colours as highlighted accents. Text is not to be placed on these colours.

Primary colours of OSPE is blue and red. OSPE Blue is the leading 
colour in all communication pieces. OSPE Red is to be used 
sparingly as an additional accent colour.

OPSE Light Grey, Light Blue Tints and White are the only three 
background tints that can be used with OSPE Blue and OSPE Red  
text. White text can also be used and is compliant with all primary  
and secondary colours. 

The photos should visually communicate and develop an authentic connection to the engineering 
industry. The icons are visual indicators and provides engagement, usability and context. 

PRIMARY TREATMENT

LINE ART, NO COLOUR FILL

LINE ART, COLOUR FILL
SECONDARY COLOURS USE AT 30%

SECONDARY TREATMENT

Our logo conveys simplicity, modern thinking, and confidence while at 
the same time retains a friendly energy through the abstract-shaped 
symbol and rounded typography. The symbol should always be set in 
two colour.

Results: 
All key success factors were realized in this 
strategic project and the membership 
engagement team has increased its capacity 
to better manage OSPE’s membership 
engagement in the future.

Strategic Approach:

• Newly focused organizational value 
proposition

• Defined personas for member-led 
marketing

• New brand positioning and brand strategy

• Board buy-in and support

Management Toolkit:

• Harmonized Google Analytics with social 
media integration

• Improved member management reporting 
dashboard for ongoing insights

• Detailed planning roadmap to deliver on 
new value proposition
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We created the following event tags in Google Tag Manager including:  

• Twitter Pixel 
• LinkedIn Pixel 
• Facebook Pixel 
• Contact Us forms  
• More about OSPE CTA 
• Newsletter Submission 
• More About OSPE 
• Why Does OSPE matter 
• Become a Member OSPE 
• Become a Partner OSPE 
• Join Now OSPE 
• Policy Work OSPE 
• Sign In OSPE 
• Top left Logo 
• Outbound Links 
• Page Views 
• PDF download 
• Scroll Depth  

Overview 

 

Since the events and goals have been implemented, the Google Analytics readings are now providing more depth 
and breadth than just tracking sessions, page views, duration and bounce. 

Before we couldn’t tell how far down the page a user scrolled (a key engagement indicator) and now we can. We 
couldn’t tell how many downloads were occurring (on the blog we can identify 12 PDF downloads for March – to date 
and for the same time period there have been 200 PDF downloads on the main site). 

Analytics Tracking 
On initial review, it was evident that Google Analytics was not implemented effectively to be maximized for gathering 
insights on what website visitors, potential members and existing members are doing on the site and if the website is 

Arthur

Arthur is 40 years old, married,

and has children. He is from

Belleville. He feels that he is

lucky to have a good life and

that he chose a good career by

becoming a mechanical

engineer. He is a bit time-

strapped, between a busy work

life, career, and his family. He

wants to provide the best he

can for his family and feels that

is best done by climbing the

corporate ladder within his

organization.

 

He loves doing puzzles. He

works on a lot of crosswords,

enjoys reading, and is

constantly playing trivia games

in his spare time. 

 

As a mechanical engineer,

Arthur is confident – he knows

his role and how to do his job

and meet expectations. He

takes his role very seriously and

works hard to stay up to date

with the constant changes in

technology so he is always

putting his best solutions

forward.

 

Arthur has a path for his career

aspirations within his company,

and he has been content with

that; however, recently he has

been thinking about moving to

more of a consultancy role. He

feels that as the engineering

role is becoming more

commoditized, he may have an

opportunity to make more

money, and make a larger

contribution, for his skillset and

knowledge. Although

confident in his current role, he

is less confident entertaining

the concept of moving to a

consultancy gig. He is not sure

he has enough experience and

confidence in himself and

worries about whether there is

enough demand and whether

he has the leadership skills to

make it on his own. He lacks

confidence in himself and his

abilities outside of his current

organization.

AWARE JOIN USE DEVELOP LEAVE

Website Newsletter Newletter Signup Learning Program Signup

Arthur wants to be a good OSPE

member, but sometimes finds it

challenging. There are lots of

other demands on his time, but

he still tries to focus and be a

good member. 

 

Arthur decides to sign up for the

newsletter to stay more

informed about upcoming

initiatives

He wants the relevant

information delivered to him so

he can review and absorb

without having to go searching

for when something new is

available,

Arthur is a bit time-strapped so

he comes frustrated and

disillusioned when he feels that

he is asked to do something that

should be simply already taken

care of - like the additional

details in the newsletter signup

step#2.

Arthur is looking for programs

and courses that will help him

broaden his skill set with

management and leadership.

Arthur likes to plan ahead, so it

is very important that he can

identify opportunities and plan

his schedule around them. If the

details are not provided, he will

move on and look to other

associations to help him achieve

his goals.

Laptop

Google

Website

Website

Webform

Webform

Website

Website

As a member, Arthur believes

that OSPE supports all engineers

- on all levels of their careers.

 

 

Arthur navigates to OSPE.on.ca

and explores the homepage. He

sees the simple newsletter sign-

up and proceeds.

After he inputs is first name and

email he submits, and then he is

redirected to a next level of form

questions. 

After re-inputting all the

information that they already

have, he navigates back to the

homepage and decides to

explore the Learning section.

Quite a few of the courses are

not yet available - especially in

the Management and

Leadership Development

program which is of interest.

Arthur sometimes wishes that

there was some summary or

quick options to keep up-to-date

with the OSPE on-goings and

profession updates (advocacy

topics, volunteer, events and/or

training opportunities).

Something delivered to him so

he doesn't have to source it

himself.

The newsletter signup is at the

bottom of the page and only

14% of the traffic on the

homepage scroll down and

navigate 100% of the way to the

bottom of the page. 

He immediately thinks, do you

really need this to sign me up to

a newsletter? Wouldn't this be

better suited to a preference

area? And don't you already

have this information on file - I

am a member!

To execute the newsletter

distribution, the only required

fields are the FName and Email.

By requiring the additional

information (that OSPE already

has for members), the risk of

user frustration rises

exponentially.

Having three levels of programs

that have no date or location,

weakens the confidence of the

more senior engineers who are

looking for this level of support

and reinforces that OSPE is

catering their services to just the

entry level engineers.

joy trust

annoyance

acceptance

annoyance

Create a newsletter type

publication with the "Top 5 Picks"

related to the engineering

profession.

Elevate the newsletter signup

widget to a higher position on

the homepage, above the 50%

scroll line would be ideal.

On the OSPE website, it is

recommended to restructure the

newsletter sign-up with just the

required first name and email.

Arthur is trying to be an

engaged member. He needs

features and benefits that

appeal to members who are

more established in their

careers. Such as leading local

chapter or better digital

engagement  targeted at

regional inclusion, perhaps local

speaker's nights (virtual or in

person), online discussion forums

 and increased personalization

of messages and

communications.

On the OSPE website, it is

recommended to structure so

the training events are

consistent with the information

so that the experience isn't

flawed.

User goals

Process and

channels

Process

Problems

Experience

Ideas /

Opportunities
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Arthur, career focused
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• He feels that he is lucky to have a good life and 
that he chose a good career by becoming a 
mechanical engineer. 

• Arthur is confident – he knows his role and how 
to do his job and meet expectations. 

• He takes his role very seriously and works hard 
to stay up to date with the constant changes in 
technology so he is always putting his best 
solutions forward. 

Arthur has a path for his career aspirations within his company, and 
he has been content with that; however, recently he has been 
thinking about moving to more of a consultancy role. He feels that as 
the engineering role is becoming more commoditized, he may have 
an opportunity to make more money, and make a larger contribution, 
for his skillset and knowledge. 

GOALS 

Key success factors for this project:

• A membership team with strategies 
aligned to OSPE’s corporate strategy

• Clear, member-centric brand

• Internal behaviour now focused on 
actively listening to members’ wants  
and needs

Key performance indicators for 
membership engagement:

• Simplify communication touch points

• Clarify and agree upon target audiences

• Increase visual brand alignment and 
refresh brand as required

• Improve measurement and management 
capabilities

PROCESS

Halmyre conducted an integrated brand 
strategy and planning engagement.  
This included both internal, quantitative 
membership and performance data 
analysis and an external situation analysis 
with customized qualitative and 
quantitative research.

OSPE’s brand strategy emerged from  
a disciplined analysis of its unique  
value proposition, the personas of its 
members	–	to	reflect	their	wants	and	
needs – and Halmyre’s facilitated  
branding workshop.

In partnership with OSPE, Halmyre’s 
integrated marketing strategy team

• Conducted a management reporting 
dashboard review and clean-up

• Amalgamated 7 Google Analytics 
accounts into one for more cohesive 
analysis

• Documented a thorough situation 
analysis, including competitive  
landscape review

• Facilitated 2 internal workshops on 
brand, value proposition and members’ 
wants and needs

• Completed a detailed content audit and 
member journey mapping exercise to 
plan future customer experiences

• Developed a new brand position  
and visual brand refresh to support 
brand strategy

• Led the strategic merging of 12+ 
websites into one shared platform
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