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The name game
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7 Quick North Shore sale Civil tongue, civic tongue The summer table
Multiple offers meant a two-bed, | Columnist Bob Ransford heard Looking for a good reason to
two-bath North Vancouver a lot more than a profanity stay at home on the August
apartment was on the market passing the lips of the mayor of long weekend? Have a look,
for a mere seven days. Vancouver. then, at our outdoor tables.

west side. architectural excellence. panoramic views.
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The latest signature address by the developer of
Living Shangri-La, Fairmont Pacifie Rim and Woodward's
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THE BUSINESS

Why a ‘James’ might be in your future

| BREAKING NEWS: VANCOUVERSUN.COM
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Builders and their brokers put a lot of thought into the names of their buildings

BY FELICITY STONME

ew Canadian homes have names,
F{}fﬁdnl.m' government, residences

like Rideau Hall in Ottawa, are
one exception. Multi-residence build-
ings are another. Some of their names
are straightforward: Water's Edge,
Parkview Towers. Others, not so.

On a recent locally produced CBC
radio show, a reporter challenged the
host to guess which of the following
is not the name of a new-home proj-
ect in the Fraser Valley: Oliva, Green
Meadows, Ethical Gardens, Tama-
rind, Suede and Sahara Living. Green
Meadows was the right answer.

People's names are one source of
new-home-project names, The Erick-
son is named after the late Arthur
Erickson, the world-renowned Van-
couver architect who designed it. The
Beasley honours a retired city planner,
Larry Beasley; Alda, Alda Pereira, who
designed its interiors; The Rolston,
B.C. politician Tilly Rolston and the
street, Rolston Crescent, above which
the Yaletown development will rise.

But James? Why not William or Jane
for the Cressey development in South-
east False Creek? Why James?

James, it turns out, was inspired
by James 8. Doherty, who owned a
company on the property and sup-
plied deck equipment to the Canadian
navy and merchant marine, Cameron
MeNeill of Mac Marketing Solutions
explains that all involved in the devel-
opment wanted to honour the proper-
ty’s industrial heritage without going
too deeply into the history.

Using Doherty's first name is more
personal, in keeping with the proj-
ect's boutique nature, he says. Plus:
*We wanted something more grand
and sophisticated, but not overly
marketing-ish.”

Diana McMeekin's Artemis Market-
ing Group has helped name scores of
Vancouver real estate projects.

Although developments are named
to assist marketing and sales cam-
paigns, says McMeekin, it is important
that the name have a level of authen-
ticity that can be substantiated.

It could reflect the architecture or
general design (Mondrian, Lumi-
ere, Jacobsen, Alda); the location
(Arbutus Walk, Bedford Landing,
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Cressey Development's James new-home project in False Creek is named after an early Vancouver industrialist, James Doherty.

Distriet Crossing, Highland Park);
or something distinetive about the
building or neighbourhood (Uno,
Camera, Pintura, Vista Place, Anso-
nia, Metroliving).

Ultimately, though, the name must
appeal to the target market. “We often
get tied up looking for something
unigue and special,” says McMeekin.
“After all, vou ean come up with a
greal name, but if it does not resonale

with the target market, it is a complete
dud.”

Ideally, it should continue to reso-
nate after the project is sold and the
sales agents have moved on. It's a sign
of success when resale realtors use the
project’s name rather than simply the
address, savs McMeekin.

Looking back, McMeekin likes
names people think of as always
having been there, though from a
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TOWER 1 90% SOLD. TOWER 2 NOW SELLING.

Find your Affinity in Morth Burnaby's Brentwood
nelghbourhood, minutes from shopping. transit,
schools and parks. With Tower 1 well ahead of
schedule, sales for Tower 2 have started early.
Visit today for your opportunity to be a part of

Bosa's latest towering success.

Priced from the mid $200,000's

Sales Centre located at 5695 Lougheed Highway (at Holdom)
04-453

Open dally noon - 5pm (except Fridays) &6

Prices subject to change without notihcation. E.&O.E
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love where you live.

marketing perspective her favourite
is Uno. At the time, the project was
a bit of a pioneer and not for every-
one. The show home was themed
around a then-new line of furniture
called Oni One designed by Ceconni
Simone, and advertising reinforced
the concept with slogans like “It's the
one you've been waiting for.” On the
sales centre’s opening day, McMeekin
opened the show home fridge and was
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delighted to find it filled with bottles
of branded water labelled *Unao, the
refreshing one.”

Cameron McNeill agrees that names
are key to marketing. Naming devel-
opments makes them more memora-
ble to the public and provides a sense
of what the community is all about, he
S4YS.

Olive, for example, reflects the
Capers grocery store on the ground
floor and the extra-large kitchens in
the flats. Flatiron echoes the shape of
the famous New York Flatiron build-
ing. Park 360 is on the edge of a park
and has 360-degree views.

One of McNeill's pet peeves is names
that misrepresent a development or
miss the mark. A name and brand
should capture the essence of a proj-
ect, he says. Over time, through mar-
keting, the name takes on a persona.
If done well, the name lives on, espe-
cially when it is included in the sig-
nage of the finished community. The
name of a high-profile building like
Woodward's will also tend to endure,
partly because of the large W on the
roof, but also because of its historical
profile in the city.
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Save 50™ on heating costs with

replacement windows & furnace.

House Smart Window

Home Improvements

Rebate
Program

%
&= up to $2000

==

Receive up 1o 1200 Ak Miles. Call lor details.
B.C. Provincial Government Grants “* ™ $5000*
(For Windows, Furnaces & Heat Pumps)
SPECIAL - JULY DNLY

Save 7% Off HST Now

Free In-Home Consultation, (604) 585-2020

www.HouseSmartHomelmprovements.com
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Honouring the classics ensures buildings’ names will stand the test of t

Sometimes, a name will come early
on in the process of creating the sales
and marketing campaign, Sometimes,
hundreds of names can be reviewed
and discarded. It's also important to
note that the name becomes far more
than just the letters, says McNeill.

“Names that we sometimes are luke-
warm about early on, once attached to
colour, style, design, icons, ete., take
on a new light and we end up loving
them. Once you have the imagery to
go along with it, vou can’t imagine it
being any other name,”

Marketing plays no part in names
chosen by developer James Schouw,
who feels they ean't be rushed.

“For my projects, they happen when
they happen,” he says,

He has three new developments on
board now, but only one has a name:
Artemisia, a “habitable art installa-
tion”™ honouring an Italian painter,
Artemisia Gentileschi,

In addition to housing luxury resi-
dences, Artemisia will showease a

BREAKING NEWS: VANCOUVERSUNCOM |

permanent collection of local and in-
ternational works of art,

*My feeling is that it's better have
no name than the wrong name,” says
Schouw,

The right name ought to be not just
memorable, but have a significant sto-
rv behind it. Some names seem to be
chosen by committee or focus group,
he says. Although they sound pleas-
ing, their significance is not appar-
ent. When names are chosen as part
of a marketing identity to create a sal-
able image, long-term appeal could be
secondary.

[t's potentially analogous to proj-
ects that include amenities like swim-
ming pools that appeal to prospective
purchasers, but are seldom used by
residents.

Schouw would rather identify a
building by the address than choose
a name that’s simply a placeholder.
Iliad, for example, wasn’t named un-
til after the building was completed.
To Schouw, Iliad is the perfect name

The Beasley, from the Amacon development company, will rise 34 storeys
above the northeast corner of Homer and Smithe in downtown Vancouver.

because it is memorable and fits its lo-
cation on Homer Street. Schouw, then
an lliad resident, also thought it im-
portant that the people who lived in
the building approve of the name.

Initially one of the residents dis-
agreed, so he waited until the lone dis-
senter moved out to put the finishing
touch on what he had built to be his
tdream home.

Schouw's favourite project name is
Grace. The site was formerly oceupied
by a nightclub called Graceland.

Although the building was nonde-
seript, Schouw says it broke his heart
to tear it down as he can’t stand de-
stroying things and would have pre-
ferred to use it — plus, it was part of
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Vancouver's history. He didn't care for
the name Graceland because of its as-
sociation with Elvis, so he went with
Grace.

The name is fundamentally pretty
and also evokes the Three Graces in
the Hiad. “To me, it's a wonderful tie-
in with fliad and the site as well,” savs
Schouw.

The classical references extend to
the building's three-level penthouse,
named Elysium, the Greek paradise
for those favoured by the gods. As for
whether his names will stand the test
of time, what could be more enduring
than the classics?
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4 show homes

at The Foothills in Coquitlam

BURKE MTH HEIGHTS
PHASE 2

BY FOXRIDGE
Single-family
Homes from the mid
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GARDEMIA NOUR OF THE BIRCHWOQD

BY EAST VILLAGE FOOTHILLS ESTATES
DEVELOPMENTS BY MOURA BY WALLMARK

Single-family Single-family Estate
Homes from Homes from Residences from

$874,900 $1,009,900

It’s a new Coquitlam
and you’ll want to be here.

Laoking for a place that grows with your family or fits
with where you want to be? We've gol just the show
homes you'll want to see. Situated within stunning
natural surroundings, with easy city access, and a
short five-minute drive to Coguitlam Centre.

Find out more about The Foothills by dropping by our
information centre, open Saturday through Thursday
12-6pm and by exploring our four show homes.

THEFOOTHILLSATBURKE.COM
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TRIUM AT THE PIER

The Northshore’s Only Waterfront Community

w * * W W Liveinthe lap of luxury at The Atrium. Enjoy access to maid service, personal trainer, flower delivery, spa service and
membership privileges at the Pinnacle Hotel and Lobby Restaurant. Your home at the Atrium features panoramic views of the water and
city, plus air conditioning and shared amenities with the Pier Residences at the Pinnacle Hotel, including a swimming pool and gym. You'll
also be within steps of the freshest produce and seafood at Lonsdale Quay Market, all of North Vancouver’s finest dining and, of course, the
Seabus. Be downtown in only 12 minutes ... if you can tear yourself away.

SALES CENTRE & 4 DISPLAY SUITES
162 VICTORY SHIP WAY, NORTH VANCOUVER

OPEN DAILY, NOON-5PM

604.983.9065 - WWW.THEPIER.INFO
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