


















Photo by Harrison Haines: https://www.pexels.com/photo/the-berczy-park-dog-fountain-at-night-12534258/



Creative Idea and Potential for Industry Impact 

The #FADINGCITY campaign is an immersive experience raising awareness about brain health 
and dementia prevention. By making iconic Toronto landmarks disappear, it highlights how small 
changes in daily life can be disorienting—mirroring the reality of dementia. 

Led by the Baycrest Foundation, the campaign turns disappearing landmarks into a call to 
action. To restore them, Torontonians take the Baycrest BrainGuard Assessment, gaining a 
personalized plan with simple steps to protect brain health. This shifts dementia from something 
inevitable to preventable. 

With the power to inspire global change, this movement encourages cities worldwide to take 
action. 

PR Strategy 

The campaign targets busy professionals aged 30+, who are often unaware of how daily habits 
influence brain health. They typically don’t think about dementia until symptoms appear, seeing 
it as a natural part of aging. The strategy is to change this mindset, showing that prevention 
starts with small, manageable actions. 

To reach this audience, the PR strategy combines earned media, social engagement, and direct 
interaction. Major Toronto outlets like CBC, BlogTO, and CP24 will provide initial coverage. 
Social platforms like TikTok, Reddit, and X will drive the mystery and discussion surrounding the 
disappearing landmarks, building buzz through organic reactions. 

The campaign takes the public on a journey—confusion sparks curiosity, curiosity builds 
empathy, and empathy drives action. Phase 1 creates intrigue by mysteriously removing 
landmarks overnight. Phase 2 reveals Baycrest’s meaningful role in the stunt, building empathy 
as Torontonians are encouraged to complete the Baycrest BrainGuard Assessment to restore 
the landmarks. Phase 3 culminates in the return of the landmarks, illuminated in blue to 
symbolize collective action and the power of preventative care. A final media push ensures wide 
coverage, emphasizing the importance of brain health. This integrated approach drives lasting 
conversation on dementia prevention, maximizing both visibility and emotional engagement. 

 
Execution  

The sixteen-day execution will take part in three phases, each with a defined timeline to 
maximize engagement. Phase 1 (Days 1-6) begins with the gradual disappearance of Toronto's 
landmarks, such as the iconic Toronto sign at Nathan Phillips Square. The removal of landmarks 
will spark public confusion and intrigue, particularly through social media. 

In Phase 2 (Days 7-11), Baycrest takes responsibility, revealing that the disappearing landmarks 
were part of a campaign to raise awareness about dementia. During this phase, media outlets 



like CBC and CP24 will be briefed to break the news, while social media platforms will be used 
to engage the public with the #FADINGCITY hashtag. 

Phase 3 (Days 12-16) culminates in the restoration of the landmarks, which will be lit up in blue 
to symbolize dementia awareness. The campaign’s success could lead to scalability across 
Canada, and even globally, creating a widespread movement for dementia awareness and 
prevention. 


