
IQ 
Intangible Qualities at 3north

Every property has a story just waiting to be 
discovered. Sometimes it’s clearly visible, and 

sometimes it’s hiding in plain sight.





Envisioning and Storytelling. These words conjure up mythical goals: Vision. Mission. Consensus. Branding. Goals that 
merge time past and time future, idea and reality, memory and expectation. The old and the new.

3north’s IQ process demystifies the work of envisioning by streamlining the development of a storyline and 
merging it seamlessly into the first phases of planning and design. IQ, an abbreviation for Intangible Qualities 
refers to inherent or intrinsic characteristics of a site, complex, or building that combine over time to form its 
distinctive sense of place or genus loci. IQ ensures that design decisions are based on authentic characteristics 
that emanate from the property, with the objective of preserving and enhancing inherent value, and strengthening 
an overall brand image. The goal is to create cohesive design with genuine character, and to develop a consistent 
identity with a strong, compelling integrity.

The IQ process merges in-depth research, design exercises, and visualization tools in three phases: IQ Discovery, 
IQ Charrette, and IQ Themes. IQ Discovery provides the Historical Chronology, an illustrated time line that 
chronicles the history of the property. IQ Charrette gathers owners, key players, architects, and designers in a 
seminar setting to clarify project goals. IQ Themes present essential characteristics into an IQ narrative. Finally, 
the IQ Study, a pattern book specific to the property, includes illustration and narratives of the first three phases, 
as well as IQ Palettes that present various aspects of design: the details of architecture, landscape, interiors, 
graphics, artwork, and branding. IQ Dashboards provide an overall vision of IQ Design.

INTRODUCTION TO IQ





A property’s history and context creates the basis for the IQ process. A clear, correct, and detailed history is the 
first step in creating an authentic story that will resonate throughout planning, design, and construction phases. 
Historical and archival research is compiled in a Historical Chronology, an illustrated timeline of events, ownership, 
changes over time, personages, styles, and traditions specific to the property; the completed Chronology begins to 
reveal the property’s intangible qualities. The Historical Chronology serves as a basis, reference, and source of ideas 
for the subsequent development of storytelling, theming, conceptual design, and branding. The research phase 
discovers and compiles critical historic photographs, architectural and landscape drawings, primary source archival 
documents, and secondary sources, all of which will prove invaluable for future design and construction phases of 
the project, as well as for interpretation, exhibition, and artwork purposes.
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The owners’ mission, goals, and aspirations for development play an important part in the IQ process. The IQ 
Charrette, organized and facilitated by 3north, is typically a one or two-day, intensive, collaborative work session 
that harnesses the talents and energies of selected interested parties. Together owners, managers, operators, 
community leaders, and friends of the project work with designers and consultants to brainstorm, discover, and 
conceptualize the future of the project through a series of group, seminar-style activities. The Charrette is a 
critical phase in the IQ process; it serves to build group ownership, develop buy-in from disparate factions, extract 
nascent branding ideas, and begin the dissemination of the branding storyline.

*“Charrette” is a term used to describe an intense work effort expended by architects to meet a project deadline. This term 
originated at the École des Beaux Arts in Paris, where a “charrette,” French for “cart,” collected final drawings from students 
frantically putting finishing touches on their work.

PHASE II: IQ CHARRETTE*

OWNER

IQ 
CHARRETTE

STUDENT

MEMBER

SPEAKER

OPERATOR

NEIGHBOR

EXPERT

ADVISOR





IQ Themes provide an overall narrative tone and conceptual direction for the duration of the project in three 
intertwining storylines. Characteristics from the Historical Chronology (the past) are combined with ideas and 
aspirations expressed in the IQ Charrette (the present and the future) on a IQ Characteristics bubble chart, where 
they merge to reveal primary intangible qualities; these are developed into narratives that express the essence 
and key aspects of the property’s story. The development and naming of IQ Themes, a critical part of the IQ 
process, provides the project’s storyline, which is then applied to all disciplines and phases in the design process.

PHASE III: IQ THEMES
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The deliverable product of the IQ process is the IQ Study, a pattern book of images and elements unique to the 
property. In the IQ Study, Phases I through III – Historical Chronology, Charrette findings, and Theme narratives 
– are interpreted in IQ Palettes that provide an overview of specific design selections. IQ Palettes are created 
by designers, who translate conceptual IQ Themes into visual design forms, elements, and details. Arranged 
according to IQ Themes, the IQ Palettes typically include images of architectural fabric and forms, landscape 
design and materials, exterior and interior environments, exterior and interior colors, finish patterns, furnishings, 
fixtures, graphic motifs, type fonts, and artwork sources.
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IQ Dashboards, which illustrate the project’s overall design image, are organized graphically according to venue 
or space. The dashboards include slivers of images from each of the IQ Palettes, thus pulling the aesthetic of 
a particular space or venue into one holistic image. Each IQ Dashboard reveals, at a glance, proposed colors, 
architectural style, landscape, interior environments, interior furnishing and fixtures, artwork sources, and 
graphics. Taken together, the dashboards convey a conceptual image of the project’s IQ design: visual continuity, 
brand expression, and design details that resonate with an authentic sense of beauty.

Included in the IQ Study is a “Naming the Experience” chart, which provides quotes and tag lines that suggest IQ 
copywriting tone for branding, marketing, and promotional purposes. Similarly, the “Naming the Venues” chart 
provides venue names based on IQ findings, including an explanation of name origin, history, and meaning.

IQ DASHBOARDS & NAMING CHARTS

DASHBOARD
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P R O O F  P O I N T S

GARDEN LIFESTYLE GROW WITH THE GARDEN LIBRARY BOOKS GARDEN TROLLEYNATURE JOURNALS BOTANICAL ART COLLECTION

Create a “Garden Lifestyle” or 
“Lewis Ginter Lifestyle” brand that 
emphasizes healthy living. These 
elements would incorporate natural/
garden-focused practices/items 
for healthy eating, active lifestyles, 
connecting with nature, creating 
more sustainable neighborhoods 
and communities, and sustainable 
gardening practices. Items used 
within this brand could be locally 
sourced or made at the Garden. 

Mark heights of visitors as they 
return year after year (tie in with 
analogy of growing plants). Create 
photo collection of return visitors, 
year after year.  Offer professional 
photography of families with their 
grow charts. 

Make library more visible 
and accessible to visitors and 
researchers. Expand library use 
to have connected bookstore and 
coffee shop.  Showcase books and 
library collections as Garden asset 
and a community resource.

Create a trolley/transit connection 
between the Garden and key 
locations in the city on busy days 
(summer/weekends). Develop a 
package/tour with other RVA sites 
(SMV, VMFA, Maymont, etc) with 
each site being a stop on the Trolley 
route. The Trolley could possibly be 
related to VA Garden Trail. 

Create LGBG journaling program 
involving artists and writers. Provide 
instructions and classes on how to 
nature journal. Make LGBG branded 
journal available for visitors to use 
while at the Garden. Compile various 
pages into a coffeetable book. 

Expand on existing botanical print 
collection and make more public. 
Showcase special pieces through 
the website or other social media 
and through displays and art shows. 
Make prints of the art collection 
available for purchase by Garden 
visitors.  
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F G

SWINGS IN THE GARDEN

Create a swing-focused installation, 
bringing swings of all varieties 
into the Garden. Local artists and 
craftsmen could create site-speci c 
swings that bring whimsy and joy to 
the Garden, and take advantage of 
beautifully framed views. 
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AN ENTRY WITHOUT BARRIERS GARDEN OUTREACH BOTANICAL BOOST MULTI-TIERED PRICING STRUCTURE

Create a garden gateway void of barriers. 
Remove the fences, walls, and gate at the 
entry—this will give the Garden a much 
more welcoming front door experience. 
Visual barriers, such as berms and 
vegetation, should be addressed so that 
clear views exist between the entrance/road 
and the Visitor Center. 

Bring the feeling of the Garden all the way 
to the entrance and parking. Incorporate 
banners and hanging baskets (other plants) 
into the streetscape outside of the Garden. 
Expand the Garden through new plantings 
on the opposite side of Lakeside Drive. 
Partner with neighbors to beautify the 
shorelines of Lakeside Lake. 

Retool the Garden’s marketing/community 
connection/social media efforts, moving 
them beyond just member outreach. 
Reaching out to broad and diverse 
communities requires embracing a wide 
range of marketing and outreach strategies. 
Make online Garden tours available with 
imagery.

Increase the botanical theme throughout 
the interiors of buildings. This could 
be done with artwork, living plant 
displays, wallpapers and print fabrics, 
etc.  Particularly important in rooms 
without views to the Garden (classrooms, 
restrooms, etc.).  The rotunda area in the 
Visitor’s Center particularly could use some 
botanical impact. Use outdoor building 
materials in indoor spaces (i.e. wooden 
cladding, indoor/outdoor paving, garden 
furniture). New buildings to be designed 
with clear indoor/outdoor connections and 
focus on viewing the Garden.

Discounted prices for students, families, 
city residents, etc. would help bring more 
people to the Garden who may currently 
be unable to afford entry. Use EBT as a 
checkpoint for free access.

Expand the number of ticket free days for 
the public. One weekday/week and/or one 
weekend-day/month would provide greater 
accessibility to the Richmond community, 
opening the Garden to users who may be 
unable to afford it under the current pricing 
structure. 

Give Back Days: offer admission for visitors 
who bring a requested item that bene ts a 
local non-pro t.

P R O O F  P O I N T S

T O P  T E N

H I J

Q R S T U V
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STICKMANSEASONAL/SOLSTICE EVENTS NEIGHBORHOOD GARDEN 
PARTY

ART IN THE GARDEN SEED PRESERVATION

Expand on existing ‘Where is 
Stickman’ program.  Continue hiding 
Stickman in the Garden and posting 
clues and photos online and around 
the Garden. Offer prizes around the 
activity of  nding Stickman. Make 
duplicate Stickmen available for 
visitors to take home and travel with 
to send pictures back to the Garden.

Host large community events tied to 
natural events/the natural calendar. 
Celebrate community, Richmond’s 
changing seasons, and the seasonal 
landscape while exploring the 
cultural components of these 
seasonal transitions. For example, 
full moon nights would allow visitors 
to experience night blooming 
plants and active insects. Nighttime 
programming would be attractive 
to many visitors. In addition to the 
natural and seasonal elements 
these events could have elements of 
festivals and garden parties, such as 
lawn games, food trucks, music, etc. 

Host events inviting the surrounding 
neighborhoods to the Garden. This 
should focus on the neighborhoods 
in the immediate vicinity of Lewis 
Ginter.  These events would be free 
to neighbors and would begin to give 
them a real feeling of belonging and 
ownership.  Encourage neighbors 
to bring friends and consider the 
Garden as a location for hosting 
special events like birthdays, 
weddings, or even community 
association meetings.

Create partnerships with the VMFA 
and VCU Arts (and other arts 
focused organizations) to explore 
ways to better integrate art into the 
Garden. Create an artist in residency 
program. Temporal exhibits/courses 
could be done by VCU Arts students 
and faculty—this would be a method 
of getting a wider range of visitors in 
the door. 

Begin an effort to preserve seeds of 
Virginia’s native species as well as 
heirloom species. Focus on butter y 
related seeds to start program. 
Open a seed library to the public 
(look to Chicago Botanical Garden’s 
Seed Library for guidance).

P R O O F  P O I N T S

GRACE ARENTS STORY

Spread Grace’s message out to 
the community.  Tell the story of 
Grace and her uncle, and their 
collective impact on the City. Use 
multiple methods of outreach and 
communication—tell stories that 
allow multiple communities to 
feel a connection to the Garden 
(speci c neighborhoods, bicycle 
community, LGBT community, 
medical, educational, etc.). Make 
clear that LGBG is the “People’s 
Garden of Richmond”—connect 
with the socially-driven community 
messages that are embodied in the 
story of Grace Arents. 

A B C D E
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BRANDED LEWIS GINTER 
FOOD AND BEVERAGE

TAKE THE GARDEN WITH YOUGARDEN BASKETS SENSORIUM A FOOT IN THE GARDEN

These items would be both on and off site. 
Food and beverages on site at the Garden 
could be crafted from plants grown at the 
Garden. Signature items (honey, Ginter Ale, 
sumac lemonade) could be sold on and off 
site, and the Garden could partner with 
outside companies to create other signature 
items (beer, cider, preserves, lotions, 
beauty products, etc.). Opportunities for 
celebration and launch events to capture 
broader audience.

Themed baskets would provide the tools and 
materials for different Garden experiences. 
Baskets could vary, from picnics to birding, 
painting, astronomy, plant identi cation, 
lawn games, date night, surprise basket, 
etc. 

Provide a tangible piece of Lewis Ginter for 
visitors to take with them when they leave. 
A seed ticket that could be planted (either 
outside of the Garden or in a plot at the 
Garden), a bulb (Iris is the of cial  ower of 
the City of Richmond), a seed packet, etc. 
would allow the Garden to spread out into 
the community. Display information about 
gardening that can be taken home. 

Host tours that explore the Garden 
through human senses. Touch, taste, and 
smell plant life throughout the garden 
(including blindfolded plant exploration and 
identi cation). “Sensing Stations” around 
the Garden could encourage visitors to pay 
greater attention to how they sense the 
landscape. Expand on existing tactile map. 
Use process to create empathy for people 
with various challenges. Change scales 
of places in the Garden to show different 
perspectives.

Begin hosting more community events that 
are not speci cally garden or horticulture-
related, bringing Richmonders to the 
Garden that may otherwise never come. 
Emulate the VMFA’s “foot in the door” 
policy to help these visitors value and 
learn about the Garden and its mission. 
Concerts, socials, art exhibitions, and other 
community events could act in this capacity. 

P R O O F  P O I N T S

T O P  T E N

K L M N O P
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DEMONSTRATION KITCHEN LEWIS GINTER BOOTS NO RULES CAMPAIGN A VIRGINIA GARDEN COMMUNITY CONNECTIONS

Create a demonstration kitchen 
that could be used for education 
as well as hosting large culinary 
events. Chefs (both local and 
national/international) could host 
workshops or garden dinners/
events. Educational opportunities 
related to branded F&B items. 

Mud boots would be provided free of 
charge for children (and even adults) 
visiting the Garden to encourage 
exploration and getting dirty. These 
could also be purchased to be worn 
outside of the Garden.  Could expand 
to other all-weather items used for 
experiencing the garden. 

Create signs or messaging 
that encourage exploration and 
interaction (i.e. Please DO Walk 
on the Grass signs). Break the 
stereotype that botanical gardens 
are places to stay on the paths 
and observe from a safe distance. 
Change the tone of the overall 
messaging to be less critical – 
don’t touch this – changes to 

– I’m delicate be careful. More 
information on the ‘why’ of the 
rules. Identify places to break rules, 
let people be ‘in the know’ about 
how to behave in the Garden.

Create a garden that celebrates 
and interprets the region/state’s 
plant heritage. This could change 
seasonally and explore topics from 
both a social and horticultural 
lens. Topics could include local 
agriculture, Native American 
plant use, plants and the slavery/
plantation system, medicinal usage, 
native plants, etc. 

Continue to build connections with 
local and regional communities 
through established community 
organizations. Continue to grow 
Beautiful RVA and leverage it as 
a strong community asset. Treat 
the community as collaborators 
instead of guests. Create a presence 
in neighborhoods with signage 
campaign celebrating projects 
of collaborators. ‘Beautiful RVA 
Loves This!’  Ginter Urban Gardener 
program. 

P R O O F  P O I N T S

ACTIVE ZONES

Create spaces within the Garden 
where visitors (both children and 
adults) can actively engage with 
the Garden: digging in the soil, 
composting, stack rocks, dam a 
stream, create ephemeral land art, 
make a leaf rubbing, etc). These 
could be self-guided and located in 
many areas throughout the overall 
Garden that correspond to the 
different gardens. 



Proof Points are key action items that build upon the project’s IQ Themes. Each Proof Point is an independent idea 
for a tangible project that is expressed and presented with a short accompanying narrative and precedent image 
in the final IQ Study. Proof Points are a direct reflection of specific ideas expressed by stakeholders throughout 
the IQ process that will enhance the project and serve as a tangible reflection of its intangible themes. Often the 
most meaningful Proof Points come from interesting discoveries made during the Historical Chronology phase of 
the IQ Study that are reimagined for the project’s future. Proof Points represent a broad array of actionable ideas, 
ranging from experiences and programs to saleable and branded product lines. The commonality is that each 
Proof Point is a physical embodiment of the IQ Themes that are unique, tangible and easily understood by visitors. 

PROOF POINTS



CORPORATE & CULTURAL

Bedford Springs Resort Partners
Berry Hill Plantation Resort Partners

Country Club of Virginia
Lewis Ginter Botanical Garden

Mango Salon
Martin Agency

Morey’s Piers & Resort
Newland Communities

Science Museum of Virginia
Tuckahoe Creek Construction

HOSPITALITY

Bedford Springs
Belfield House & Gardens

Berry Hill Plantation Resort
Boar’s Head & Birdwood

Boone Tavern
The Carolina Inn

Gibson Island Clubhouse 
James River Club House
Morey’s Piers & Resort

Quirk Hotel
Wintergreen Resort

UNIVERSITIES & SCHOOLS

Berea College
Sabot at Stony Point
UNC at Chapel Hill

University of Richmond
University of Virginia

Washington & Lee University

RESIDENTIAL DEVELOPMENT

Countryside Glen
Ladysmith, Virginia
Stony Point Green



IQ merges the storyline of the history and context of a property with the owners’ mission, goals, and aspirations 
for development. The IQ process and product ensures that all future planning and design decisions will be carried 
out with a meaningful, consistent design vision. 

3north’s IQ process serves as the basis for additional services, from branding to marketing collateral, and from 
signs and way-finding to artwork. A brand, essentially an intangible entity, combines concept and idea, words 
and letters, images and icons, fonts and color. Because branding represents the essence of a property, 3north’s 
IQ approach is branding at the highest, most authentic level. Corresponding marketing collateral flows naturally 
from the IQ process. 3north’s IQ team has extensive expertise in graphic design and copywriting of marketing 
materials. IQ research and theming provides the basis for interpretive artwork, which serves to enhance the guest 
and user experience by reinforcing the property’s story. Similarly, IQ-based sign and way-finding systems provide 
a key opportunity to build brand identity and convey storyline. 

Time and again, IQ has served to entice owner interest, heighten guest and user experience, and differentiate a 
property as distinctive and unique within the marketplace.

IQ RESULTS & CLIENTS



www.3north.com

The IQ charrette process yielded far more than we thought possible, and impressed even those participants with broad 
experience in national-level planning initiatives. We are delighted with the visionary and creative methods the team 
has used to help us imagine the Garden as a community hub, a regional treasure and a national attraction. I am not the 
least bit surprised that this top-caliber firm is being sought nationally and internationally for its vision and execution.

Shane Tippett Executive Director, Lewis Ginter Botanical Garden

The IQ Process is unlike anything I have experienced in my thirty years as an architect working for universities. We 
asked 3north to help us envision the best use for a recently acquired historic estate on the edge of campus. We began 
with the IQ Process, which proved to be not only thought provoking and stimulating, but a very practical way of getting 
a diverse group to focus on a design problem. Our project, now a guesthouse and event center, has been a tremendous 
success. I credit 3north and the IQ Process with getting us to this point.

Tom Contos, AIA University Architect, Washington and Lee University

We are very pleased with The Carolina Inn renovation. We received rave reviews from alumni and returning guests. 
They love the enhancement of the connection to the University in particular. We have achieved our goals of having 
a product that is much more sustainable and reflects the history of the University. The IQ process was integral to 
achieving these goals.

Carolyn Elfland Associate Vice Chancellor, The University of North Carolina at Chapel Hill


