
ART 321 | WINTER 08 | Chris North 

Creative Brief Brand Identity for “A Portland Public Market”

Submitted To Mr. Ron Paul / Project Consultant
                         2770 NW Upshur Drive
                         Portland, OR 97210
                         Phone: 503-407-8768
                         Email:  ron@ronpaul.com
                         Web:    portlandpublicmarket.com

Presented By The ART 321 Design Teams

Overview  
 A History of Public Markets in Portland excerpted from portlandpublicmarket.com
  Portland’s long history of public markets began in 1870 but the city now has been without a central market for two  
  generations.  The idea of locating a public marketplace in Portland is almost as old as the city itself. First evidence of  
  a space set aside for the purposes of municipal marketing comes from an 1854 map belonging to Edward Failing,  
  dated only a decade after the city’s founding and three years after its legal incorporation.

  Portland’s fi rst investment in a public market was a thoroughly private venture. Captain Alexander P. Ankeny, a 
  successful capitalist erected the Ankeny Block on the downtown land he owned on First between Ash and A (now 
  Ankeny). Ankeny’s New Market and Theater was, from its inception, a multi-purpose building mixing retail commerce  
  with entertainment and business concerns. The Central Market housed up to 28 food retailers ranging from elegant  
  grocers to seed merchants to a coffee and oyster refreshment saloon. The Central Market proved popular both 
  commercially and culturally, attracting a clientele more elegant than common. By 1885 Central Market ceased its  
  operations, due to a residential shift leaving most downtown retail houses without suffi cient business. What residents  
  remained could not sustain the public market’s elegant grocers and purveyors of fi sh and fowl. 

  Chronicles and public records indicate the presence of a number of public and farmer markets operating in Portland  
  overthe next three decades, including the Italian Ranchers and Gardeners Association, The Albina Public Market and  
  fi nally the Carroll Public Market on Yamhill Street. Eventually that market grew to encompass an area of six blocks  
  and 212 stalls where over 400 vendors operated daily.  In 1927 a city council study proclaimed the present Yamhill  
  Street confi guration no longer tenable, and gave the city fi ve years to fi nd the Carroll Market a new home, 
  recommending relocation along the waterfront. By 1937 the Portland Public Market advertised its yearly sales volume  
  at between fi ve and six million dollars with some fi fty to sixty thousand customers a week. While the Portland Public  
  Market may have come close enough to profi tability it never caught on as a local marketplace. It struggled in the late  
  1930s to keep steady customers and vendor occupants. By 1942 the PMC was forced to end its business operations.  
  In moving to the waterfront, the Portland Market did not simply modernize the Carroll Market and take it inside, but  
  altered what had been a successful, if problematic, formula for direct producer marketing at a time when such an  
  economics was equally political. It ignored the market’s populist politics – something that continually drove the Carroll  
  Market – in favor of a modern super market economics of scale. the Portland Market proved attractive to automobile  
  traffi c but had problems attracting pedestrian and suburban commuter customers. Without the expected redevelop- 
  ment of the area, which included a rail connection to suburban shoppers, the market could not be expected to 
  establish a dependable customer base. In addition, the growth of  suburban neighborhoods added to the public 
  market’s woes.

 Current Public Opinion of Public Markets
  Public Markets, with their locally grown, locally made and locally owned businesses, accentuate the qualities that  
  make a community special. They create dynamic places, stimulate economic opportunity and instill community  
  spirit and cultural exchange. Public Markets provide needed goods and services such as farm fresh fruits and  
  vegetables, ethic foods, crafts and personal services that are often unavailable at the same level of quality, variety  
  and price. 
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Overview   
  Within the U.S. and abroad, public markets have long shown themselves to be effective tools in efforts to 
  revitalize urban communities. Throughout the world, public markets are the main source of food distribution.  
  Europe boasts about 80,000 markets. Barcelona, Spain, with a population of more than two million, distributes  
  81 percent of its food through public markets. In Italy, it is 55 percent. The basic form and function of Public   
  Markets retain a striking continuity across both time and place. Markets provide a common ground to   
  mix, mingle, and enjoy the pleasures of socializing, people watching, and shopping in a special environment. 
  Public  markets are making a comeback across North America. This revival of interest in public markets 
  contradicts the theory that we are moving towards a landscape dominated by big box stores and fast 
  food chains.

  The city of Portland is a leader in the national trend towards eating healthy organically produced products   
  coupled with the desire to support local businesses and farmers. The number of farmers markets in the   
  Portland area has been growing steadily. There are now 28 markets in the Portland area. It is important to note  
  that a public market is not a farmers market, though they have many things in common; a farmers market is 
  seasonal, while a public market is permanent and year-round; both focus on fresh foods but a public market  
  may also offer a wider range of prepared local foods and restaurants; and a permanent public market can   
  showcase local agriculture for residents and tourists seven days a week. 

 Goals of  “A Portland Public Market”
  • To promote unique and high quality fresh and prepared foods from the Northwest “foodshed” to buyers 
     regionally, nationally, and internationally
  • To celebrate the region’s bounty and those who labor to produce it
  • To offer a full array of nutritious foods at fair prices for all income levels in both retail/wholesale transactions
  • To educate the region’s buyers about healthy foods, their sources, and how to prepare them for their highest  
     nutritional and fl avor value
  • To grow the Northwest economy by supporting regionally owned food-related businesses
  • To reconnect Portland to its rich history of public markets that date from the city’s founding
  • To create an iconic Market building with an energetic, adjacent outdoor public space
  • To sustain the Market’s ecological systems that leave a light footprint from farm to fork
  • To build a fi nancially successful Market free of ongoing public subsidy

 Proposed Location: 511 NW Broadway Building, Portland Oregon.

  The building constructed in 1915 was once Portland’s main Post Offi ce. Marble fl oors and walls sit beneath  
  ceilings that measure over 19’ tall. The loading docks and confi guration of the building elegantly provide the   
  form and functions that the Market will require. 20,000 sf on the ground fl oor will be reserved for the   
  market,while housing will be provided on upper levels. The brand for the Market will be the dominant brand for  
  the building. Individual booths will be rented in 10 X 10 blocks, The vision is to have 25-30 vendors. There will  
  be public artwork internally and externally throughout.  There will be regular venues of live music and perfor- 
  mance art. The market will have natural lighting and interact with the outdoors. Some additional parking will  
  be available adjacent to the site and there is easy access to Trimet and Max. Melvin Mark is the developer and  
  SERA Architects is providing planning and design services for the LEED certifi ed renovation of the building.   

 Naming of the Market
  The Portland Public Market has strong ties to the James Beard Foundation and has the opportunity to   
  rename the Portland Public Market to the James Beard Public Market. Honoring James Beard provides   
  the market new opportunities with regard to fund raising and national awareness.

  [from Wikipedia] James Beard was a central fi gure in the story of the establishment of an American food identity.  
  Many consider him the father of American style cooking. His legacy lives on in his twenty books, numerous writings, his  
  own foundation, and his foundation’s annual Beard awards in various culinary genres. James Beard was born in   
  Portland, OR in 1903 and spent his childhood summers at the coastal town of Gearhart, OR. Beard died in 1983.
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Assessment   
 Trends/Observations
  Excerpted article from the website New Schools and Better Neighborhoods, Tuesday March 21, 2006
  Public Markets Promote Economic, Social, and Health Benefi ts - And Should Be Encouraged
  “Steve Davies and Dr. Neal Kaufman contend that farmers’ markets are  far from quaint trappings of gentrifi cation  
  --their health and social benefi ts should be available to all communities. Urban design is not just about form, and  
  health is not just about  brown rice and broccoli. Rather, Dr. Neal Kaufman, co-director of UCLA’s Center   
  for Healthier Children Families & Communities and Steve Davies, Sr. VP of the Project for Public Spaces, contend  
  that health and city design are inextricably linked, especially by public markets.” 

 Key Stakeholders
  People who are 
   passionate about food--eating well--freshness and quality are paramount.
    passionate about cooking and the culinary arts.
   interested in or passionate about sustainable and environmental practices

  Regional Farmers and Local Businesses in the food industry
  The City of Portland
  Tourists

 Concerns
  Recognition within the community
   There is some confusion with regard to the name of the market. People already mistake the Portland  
   Farmers  Market with the Portland Saturday Market. Renaming it to The James Beard Public Market might  
   help avoid confusion however it might also be contrary to a true Portland feel due to the strong 
   connection of Beard to NYC. In addition there might be a generation gap of young professionals or 
   everyday food lovers who are not familiar with Beard. The design process will overcome these concerns 
   by exploring a variety of options that will address the name, heritage and experience of the market.
  
Brand Attributes 
 Defi ning Vision
  Equity
   - A market for all of Portland. Serve all communities regardless of income
   - Support the region’s farmers and local businesses (a cross-section of merchants that refl ect the 
     true Portland)
   - Create a global experience
  Access
   - Provide the highest quality of fresh and prepared food
   - Daily routine: open year-round, seven days a week
   - Accessible by all forms of transit and pedestrian friendly 
  Education
   - Demonstrations, school programs
   - Global exchange of sister cities

 Heritage
  The Northwest’s geography has fed the culinary history of the area. The brand will attempt to recognize the  
  history of Portland, the proposed 511 Building, James Beard’s contributions to American cuisine but it will also be  
  driven by the “market experience”. When the market opens people should think “wow, this is an institution that’s  
  always been here—it’s authentic.”  The look should also be relevent 50 years from now. 
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Brand Strategy 
 Positioning Platform
  The Portland Public Market will promote high quality fresh and prepared foods from the Northwest   
  “foodshed” to buyers through local food suppliers, house artisans, chefs and niche vendors in a year round,   
  indoor environment. 

 Universal Message
  The Portland Public Market is the pantry and kitchen of Portland.

Design Goals 

 • Express a passion for quality food

 • Create an experience that is culturally signifi cant to Portland  

 • Be true to the heritage of the gastronomical region and the Portland Public Market 

 • To be relevant as the market evolves

 • To convey value in all aspects

Brand 
Expressions Brand Identity
 Stationery system
 Tri-fold informational brochure
 …more suggestions to come


