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Global Dialogue Inc. (GDI), established in 2009, is a leading-
edge network that works with local and global clients to 
design collaborative processes, whether to resolve conflict, 
build capacity, or catalyze development. Their services are 
invaluable in bringing competing or even conflicting parties 
together, to creatively respond to their differences and 
generate new opportunities and projects. 

Adapting process to context, GDI keeps parties focused on 
their vision, and structures positively-centered activities 
to move forward: ensuring cultural appropriateness, 
adapting to needs through analysis and strategic planning, 
and capacity building to generate results, and bridging 
differences through mediation. 

Building relations for 
sustainable results.

Mission
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Global Dialogue’s success is built on commitment to 
delivering creative and effective services, drawing on 
diverse areas of expertise, offering a multidisciplinary team 
of professionals and innovative approaches to theory and 
practice. 

As a strategic objective, Global Dialogue structures 
collaboration to create value, facilitates social economy 
and business intelligence initiatives that build capacity and  
catalyze development. 

That is Toponyma, a city brand project to promote sustainable 
tourism and urban culture of tolerance and business 
intelligence.  The vision is to structure a well-documented, 
adaptable, and replicable branding project to educate and 
build business networks by using the meaning and history of 
toponyms.

Vision

Capacity building for 
sustainable results.
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A new brand, a new experience to 
explore the city
Unlike cities like Los Angeles, Miami or Calgary, where 

automobiles reign, in Montreal people walk and bike. Even with 

the proliferation of cars, Montrealers and visitors walk and 

ride bikes even more due to the coronavirus pandemic which 

has pushed us outside. Pedestrian movements follow a roughly 

established network. What is it? Walking and biking patterns 

create recognizable practices through which meanings are created, 

distributed, shifted and maintained across the spatial scales of a 

city. How do people create these patterns? What are their paces 

and rhythms? What do they watch while walking? What do they 

share about their experience? And how do they interact socially? 

How do they use digital media and electronic devices, virtual 

information, augmented reality to make sense of these practices? 

The answers to these questions lead us to wonder how could 

we re-signify the city, its places and its toponym, the history and 

meaning attributed to those street names, through digital media 

and information technology? 

In 2005, la Ville de Montreal decided to increase the use of female 

names to designate Montreal’s toponyms. Consequentially, 

Montreal is one of the cities in North America with the highest 

percentage of female toponyms. Considering that inclusion of 

female perspectives has become ever more relevant in the last 

decade, there is an excellent opportunity to create a new way 

to explore the city, and its history, from the point of view of the 

women’s participation. Montreal may be branded as a city of women.

Sustainable tourism: products and 
services to integrate and increase 
business intelligence
Building sustainable tourism in urban destinations requires 

innovative, digital, and storytelling marketing, on one hand, and 

community participation, on the other, to connect, collaborate, 

integrate, and entertain. One out of two tourist trips  start on the 

smartphone, so developing content and seductive stories seems 

to be as crucial as finding new ways to promote urban destinations 

through sustainable tourism, based on local cultural experience as 

well as on environmentally sound practices like walking and biking. 

It is also an opportunity to structure collaboration between 

women in business networks to develop services and products, 

globally and locally designed but locally manufactured and 

delivered, inspired by toponyms and Montreal as a city of women.

Problem statement
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• Women’ s equality and female participation is a 
strategic force within mainstream culture.

• Montreal holds the most important percentage of 
female toponyms in Canada

• Boosting both local business intelligence and local 
tourism is the dominant trend until global tourism 
resumes and grows again.

• The shift in globalization:  harness local and global 
talent to manufacture locally.

• Virtual media and digital tools are dominant  tools 
to do business.

• Sustainability is no optional anymore, it is essential. 

• Coronavirus  pandemic (first and second wave): 
social distancing, confinement, etc.   

• Economic recession and decrease in demand for 
goods and services.

• Reduce workforce.

• Border closure and travel restrictions.

• Unique value and selling proposition: we highlight 
Montreal’ s authenticity with a project  aims to  
promote the city to integrate by connecting female 
entrepreneurs, entertain, and develop network based 
on female toponyms.

• Local and global strategy. Glocal has been redefined 
to adapt to current circumstances.

• The project is innovative, creative, and appealing.

• Experienced GDI management team as community-
based process designers, commercial and public 
facilitators, coaches and mediators. 

• Skilled project team to develop contents and IT tools 
to achieve the expected outcomes.

• 

• Develop a database, a website application  and 
a mobile app  to  pinpoint the female toponyms 
linked to a storytelling  and multimedia 
marketing.

• Turn Toponym (395 female women’s histories) 
into a marketing and branding campaign to 
highlight  woman’s participation and re-signify 
the history of the city

• Develop products and services  based on an 
relocalization strategy (global & local talent, local 
production). 

• Implementing  product and marketing strategies 
based on ESG metrics an practices.

• On-line marketing and WFH oriented 

• Develop an on-line store

• Prototyping as a standard and regular practice

• Capture local and global talent through an 
aggressive on-line networking campaign.

• Design and implement the city promenades 
(biking and walking) and  cultural interventions 
for local tourism. 

• Design and implement the city promenades 
and cultural interventions for visitors (when 
international travel resumes).

 

• By using the apps and marketing tools,  create a 
business  and talent network to develop a crowd-
sourcing business model in order to reduce 
production cost and increase profit margins. 

• Expand the market through on-line store

• Take advantage of low interest rates to take soft 
loans.

• Refine  and settle the project methodology as 
a branding project to develop it in other cities 
(Quebec, Toronto, Vancouver).
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Strategy Analysis • Small profit margins.

• Digital tools are difficult to monetize. 

• Small market to start up.

• Our credit capacity to obtain financing rests on the 
personal capacity of our members and  not on  the 
organization itself.

• Toponyma is an start-up project. 
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Using cutting edge process design, collaboration is built on 

history, knowledge, meaningful information to promote 

participation, inclusion and integration, to inspire businesses, 

to build relations wielding the most useful approach.

Strategize and Research to 
define the most useful approach

Design information to turning into appealing and seductive 

content (storytelling, photos, videos, illustrations, tunes, 

AR, art interventions). Developing digital tools to reach 

everybody, locally and globally,  to promote, educate, and 

crowd-source for business and social economy.

Sustainable tourism (walking and bicycle promenades, local 

food and entertainment, art appreciation)  and products 

(souvenirs, books, posters, postals cards, fashion line) globally 

and locally designed but locally manufactured to promote 

urban culture. Marketing and networking tools to crowd-

source our products and services. Toponyms as brands to 

promote our city. 

Contents and tools to 
promote the city and build 
business relations

Product and service 
development based on the 
city branding (Toponymas)

Full Stack

01

02

03
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Digital strategy

A place based on female toponyms
to promote Montreal. To inspire, integrate, 
entertain, and network.

• Develop a database, a website application  and a mobile app  

to  pinpoint the female toponyms of Montreal linked to a 

storytelling  and multimedia content.

• It will be a place for people to share photos, images and 

stories inspired by the history of the women who built 

Montreal (female toponyms).  A place to  tell the histories of 

their local communities, and the events going on over there.

• The applications would be aimed at getting this information 

from users: (1) who are they? (2) places to visit and what 

is going on in their communities?  (3) how their stories 

resemble our female characters? (4)  who  does inspire 

them? (5) how do they want to become part of this project? 

• Turn Toponym (395 female women’s histories) into a 

marketing and branding campaign to highlight  woman’s 

participation and re-signify the history of the city.

• Develop products and services  based on an relocalization 

strategy (global & local talent, local production). 

•  Implementing  product and marketing strategies based on 

ESG metrics an practices .
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Based on the female toponym of Montreal, Toponyma 
develops a digital service through web and mobile apps, 
digital contents, maps and visualizations, augmented 
reality, art interventions, events  and products to promote  
sustainable tourism, urban culture, and business intelligence.

Accordingly, Global Dialogue expect:

• Research and  build a database of female toponyms of 
Montreal to  define the most useful approach.   

• Design information to turning into appealing and 
seductive content (storytelling, photos, videos, 
illustrations, tunes, AR, art interventions) for marketing 
purposes. 

• Facilitate action-research into community and municipal 
needs and opportunities to build collaborative female 
business network platforms

• Develop digital tools to reach our defined targets, locally 
and globally,  to promote, educate, and crowd-source for 
business  and social economy. 

• Position Toponyma as a branding city project.

Business goals

Contents and tools to promote the 
city and build business relations
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• To capture 150.000 visits to our web-app and mobile app 
within the first year. 

• An estimated customer loyalty of 5%.

• A growing rate of our visitors of 128% within the next 3 
years, and increase of customer loyalty to 8%. 

In regard to the financial plan (see annex Excel file), our 
financial indicators are:

• For product development, an increase of our turnover 
from 130.000 CAD to 320.000 CAD on the three coming 
years (2021-2023)

• Internal Rate of Return (IRR) of 48.60 % and a Net 
Present Value (NPV) of 89% for product development and 
marketing.

• For product and service development, we consider to 
request  a loan of CAD 90,000 that has been estimated  at 
an interest rate of 8% for the purposes of risk assessment.

• The exchange rate is the one published on  the Central 
Bank of Canada website. 

Capacity building, 
business intelligence and 
cross-cultural mediations
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Competitive strategy

• Unique value and selling proposition: highlight Montreal’s 
authenticity with a branding project based on female toponyms  
aims to  promote tourism and urban culture to integrate, 
entertain, and connect. 

• In Montreal, there are some private non-profit organizations 
developing contents, apps and services to promote Montreal 
as an urban destination globally recognized as a safety and 
open city with a true human scale. Cité Mémoire, for example. 
Instead of dealing with those organizations as competitors, we 
would like to carry out a partnership and strategic alliance.

• Quality content marketing campaign.

• Sustainable and high-quality products.

• Talent and manufacture crowd-sourcing.

• Globally designed, locally manufactured.

• Market segmentation: 

• Women and men from 18 to  45  interested in urban style 
and sustainability, art, culture, and entertainment. 

• Families interested en cultural heritage and art.

Quality and sustainable. Globally 
designed, locally manufactured
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Our digital foundations

Marcas das Ciencias e das tecnicas pelas 
ruas de Lisboa
It was a project directed by Ana Luisa Janeira, one of our project 
advisors. Marcas das Ciencias was aimed to develop products 
based on historical and current information regarding the 
streets of downtown Lisbon  to  promote public engagement 
with scientific and technical culture for the role it plays in the 
urban fabric. Thus,  it took as its first guidance the collection 
of data on toponyms, statuary and buildings linked to scientific 
and technical areas prepared within the disciplines of History of 
Science, Sociology of Science Philosophy of Science and Ethics 
of Science and Techniques, taught at the Faculty of Sciences of 
the University of Lisbon, from 1993 to 2000.

Ciencia y Tecnologia en la Trama Urbana
This project  was directed by Eugenia Este and it aimed to 
develop a database with historical and current information on 
the city of Caracas  to engage their communities with public 
knowledge of science and technology related to the toponyms 
to improve the social fabric; (2) design a tourism course; (3) 
implement techno-scientific urban promenades. 
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• Goals and Mission
• Analysis
• Business definition
• Brand Identity
• Road map
• Financial plan

• Proposal
• Research

• Talent 
recruitment 

• Talent 
management

• Review & edit.

• Planning
• Social profile
• Talent 

recruitment
• Implementation
• Evaluation
• Phase 2

• Design
• Talent 

recruitment
• Implementation
• Evaluation

• Proposal
• Negotiation
• Design
• Implementation
• Evaluation

• Design
• Supply chain 

management
• Manufacture
• Distribution
• Evaluation

• Planning
• Design
• Development
• Testing
• Adjustment
• Launch

STRATEGIC 
PLANNING

RESEARCH

CONTENT

DEVELOPMENT

MARKETING

PRODUCT 
DEVELOPMENT

SERVICE 
DEVELOPMENT

CITY BRANDING

Strategy
Mission statement
SWOT Analysis
Business Model & Canvas
Logo and look & feel guide
Timeline
Financial plan

Ideation
Database

Stories
Contracts

Pictures 
Illustrations

Videos
Map visualizations

Front end
Report

Back-office
Infrastructure

Mobile app
Test report
Beta
On-line store

Contracts

Marketing plan
Profiles

Ads & campaign
Report

Suppliers
Designs

Report

Stock
Prototypes

On-line store

Designs
Contracts

Report
On-line store

Project proposal

Designs
Report

Campaign

Done

2019

2021

In Progress

In Progress

Schedule

Schedule

Proposal

Proposal

Sep,2019 
Jan, 2020

May, 2019 
Sep, 2020

May, 2019 
Sep, 2020

Aug, 2020 
Dic, 2021

Sep, 2020 
Jan, 2021

Nov, 2020 
Jun, 2021

Nov, 2020 
Jun, 2021

Strategic action plan

• OBJECTIVES
• TASKS
• DELIVERABLES
• DATES
• STATUS

Promenades
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• Andrea Morrison (Mediator and Project Manager)  
Founder and Director

• Sylvie Nuria Noguer (Engineer) Associate Mediator 
and Facilitator

• Scott Sears (Organizational developer) Associate 
Strategic Planner

• Jean Marois (Lawyer and Mediator) Associate 
Facilitator

• Eugenia Este (Sociologist  and Graphic designer) 
Associate Project Manager

Our people

A multidisciplinary team 
of professionals, and innovative 
blend of theory and practice.
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• Andrea Morrison (Mediator and Project Manager)  Founder 

and Director

She is a lawyer and one of the co-founders of Global Dialogue Inc. Andrea has acted as 
a professional in conflict prevention and resolution since 1990. She has experience in a 
wide variety of situations ranging from mediating neighborhood disputes to designing 
conflict management systems in international organizations. She has a special interest 
in bridging cultural differences, and lectures on cross-cultural mediation at several 
universities

• Eugenia Este (Project and Graphic designer)  Project Manager

She is a creative mind and an entrepreneur. She holds a master’s degree in Social 
Communication and studies in Social Science. As a project manager, she has experience 
in social innovation and corporate social responsibility. In Montreal, she studied 
graphic design. She was a collaborator working on the project Marcas das Ciências e 
das Técnicas nas Telecomunicações e nas Ruas de Lisboa which she then replicated in 
Venezuela as Ciencia y Tecnica en la Trama Urbana de Caracas.

• Alexis Pirela (Historian architect) Adviser

She is a seasoned Professor of University. Doctor Architect for ETSAM, Spain. She has a 
long experience in History, Theory, and Poetics of Architecture, field where she has been 
a researcher leader and a writer. Critical thinker, well versed in coaching and mentoring 
technicals, she has lead several projects both in History and Heritage studies. She  loves 
studying Philosophy and Psychology.

• Augustina Isidori (Photographer and Video artist) 

Collaborator and adviser

She is an Argentina-Italian a visual artist and researcher based in Montreal. With a 
background in film studies and new media, Isidori approaches each new project through 
a research-creation methodology. Her interdisciplinary work engages in a constant 
dialogue looking at how to engage with difficult knowledge, post conflict contexts, 
systematic violence, such as genocide and feminicide and painful collective memory

The project team

Committed, avant-garde, creative, bold people. 

• Ana Luisa Janeira (Philosopher of Science & Technology) 

Adviser

Associate Professor with Aggregation in Philosophy of Science, Autonomous Section 
of History and Philosophy of Science, having a doctorate in Contemporary Philosophy 
from the Université de Paris I. Co-founder, Coordinator and currently Researcher 
Interdisciplinary Center for Science, Technology and Society of the University of Lisbon 
(CICTSUL). Project coordinator and director of Marcas das Ciências e das Técnicas nas 
Telecomunicações e nas Ruas de Lisboa that was a reference for the knowledge of the 
city and its cultural tourist potential.

• Felipe Vargas  (Engineer) Back-end developer 

He is a full stack developer and freelance IT consulting highly skilled at databases, 
Oracle, MySQL, Postgresol, programing, Javascript, Nodejs, Angular, HTML5, CCS3, 
PHP, Laravel, Bootstrap, and Fundations.  

• Zoe Rochat (Writer and copywriter)  Collaborator

She was born in Switzerland while already speaking three tongues. She unveils an 
interest in writing and steals away to study at McGill University. Four years later she 
settles in Zürich, learns German and becomes a writer.

• Maria Teresa Vera (Data-entry specialist) Volunteer

She is as good at the PC keyboard as she is at the piano. She holds a  Bachelor in 
Chemistry but her true profession and great passion is music and piano. When she is 
not doing our data entry, she is teaching piano.




