
BLUE FROG CASE DOCUMENT  
 
Scenario Overview and Challenges Faced 
With a new brand – including name and identity in place – East Port Properties, the leading 
development company for workplace real estate in Atlantic Canada, wanted to make its new 
business campus stand out in a sea of sameness. There are many business campuses and 
parks located in the Halifax Regional Municipality (HRM) – all of which can be described as 
concrete, artificial jungles.  
 
At Bluefrog Business Campus, nature is the point of difference. Bluefrog is full of innovation 
and life. Unlike the concrete sea of typical business parks, Bluefrog inspires creativity, 
collaboration, ideas, and imagination.  
 
The challenge was to bring these points of difference to life, and make the Bluefrog Business 
Campus stand out.   
 
Target Audience 
The target audience of Bluefrog is comprised of two key groups: 1) Business Decision 
Makers – i.e., key executives, board members, and managers looking for workplace real 
estate; and 2) the community as a whole.   
 
Objectives 
The overall objective was to create awareness of the new Bluefrog Business Campus by 
differentiating it from other business parks. Do something memorable. Something with 
impact.   
 
Solution 
The solution? The creation of an iconic landmark. More specifically, a 10ft bronze blue frog 
statue.  
 
This is something that couldn’t be ignored.  
 
During the day, the frog sits proudly on the corner of the Campus, facing the 111 
Circumferential Highway – the most travelled highway in Atlantic Canada, with more than 
50,000 cars passing by each day. At night, the LED lighting creates a mystical blue glow. 
 
In just a few short months, the frog has garnered a great deal of attention, and has 
people talking. It’s already become a landmark on the Highway, and has differentiated 
Bluefrog Business Campus as a place where companies and employees can grow in 
leaps and bounds.  
 


