Proposed Changes to the City
of Maricopa Branding
Guidelines



Purpose for Update

» Allow the user more flexibility in the design process;
* Rely on a set of design guides vs. rules; and

« Remove the ‘approval process’ step for minor design
change requests.



What has kept the same

« Positioning Statement
Brand Platform

* Tagline

Brand Promise

The City of Maricopa Brand is built upon
several kay elements, in addition o the
visual logo unt, font selection, and color

palettes. Key non-visual elements of the
brand include: Positioring Statement, Brand

Platform, Tagline, and Brand Promise.

Positioning Statemant
“This ststement i the basis for how the City
wil be directed, foctsed, and conveyed to all

audiences.

‘The City of Maricopa is community and
family-oriented, and dedicated 1o the well-
being of fs residents and workforce. City de-
cision-making is designed to foster 2 strong
family and business friendly atmesphere. The

community is committed to honoring is rich
history while embracing a prasperous future,

‘The Brand Placform for the City of
Maricopa is:
For residents, families and businesses
Who want to livein a place dedicated
10 their well-being
The City of Maricopa is 2 place with
heritage and progressive idesls

“That will create s prosperous future:

Unlike other communities less dedicated

to sustainsble growth and prosperity

Tagline
‘The Tagline is the phraseology which, over
time, will become synonymous with the
ideats of the communiy. These words slso
help "bridge” clements of the &

“The Brend Promise for the City of
Maricopa i:

“The City of Maricopa i a family-orientad,
vibrant community for residents and busi
nesses secking carefu growth, environmental
awereness, and 2 high quality of life

Although there s great value and impor-
tance to the non-visual elements of a brand,
perhaps the most recognized and identified
with elements are the visual ones. The City
of Maricopa Brand has 2 strang foundation
behind each visual clement.

“The ealligraphic "M in Maricopa adds 3

which might otherwise be polar oppasites.
Maricopds tagline embraces the wonderfil
historica] impast and value of the communi-

made p p

ty while identifying d

o building 2

personal touch to th ic style of the
rest of the logotype while also giving  subile
hint at the Sierra Estrella Mountain range

“The *M”can also be used ss a stand-alone
and act 2s the initial for the city, much like
individual i f 4

people, economy, and emvironment.

Brand Pla
“The platform for any brand should answer
ive key questions:

Wha i the targes audience?

What is the purpose / want / desire of
this target audience?

‘Wha/What is the “brand"

What does the brand hope to provide /

accomplish?

How is this brand different from any

others in 1 simifar marketplace?

the many prosp heal

‘The City of Maricopa tagline is:
Proun Hisror + Proserous Furrus

Brand Promise
A Brand Promise is truly a “promise”or com-

ment. This not oniy gives the “M” symbol 2
sense of importance and uthority, but slso of
something more humanistic and individual-
ized"The color palette i based on carth tones
representatie of the area and generates feel-
ings of warmth znd comfort. As detailed fater

mitment 10 each member of

whether it be residents, businesses, emplay-
exs, o1 any other stakeholdes. This promise is
what the brand will delive to each person,
through both tangible and intangible interac-

CITY OF

in this guidelines document,
color palette further enhances the warmth
and vibrancy of the City logotype and brand
applications.
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OBJECTIVE AND USE OF GUIDELINES

The City of Maricopa brand is built upon several key elements in addition to the visual logo unit, font selection and color palettes. Key non-
visual elements of the brand include: Positioning Statement, Brand Platform, Tagline and Brand Promise.

Positioning Statement
This statement is the basis for how the City will be directed, focused, and conveyed to all audiences.

The City of Maricopa is co ity- and family-oriented, and dedicated to the wellbeing of its residents and workforce. City deeision-making
is designed to foster a strong family and business friendly atmosphere. The community is committed to honoring its rich history while
embracing a prosperous futire, made possible through Maricopa’s dedication to building a sustainable community for its people, economy

and environment.

Brand Platform

The platform for any brand should answer these key questions:
Who is the target audience?

What is the purpose/want/desire of the target audience?

What does the brand hope to provide/accomplish?

What sets us apart from our competitors?

The Brand Platform for the City of Maricopa is:
he City of Maricopa is a place with heritage and progressive ideals that will create a prosperous future unlike other communities less
Hicated to sustainable growth and prosperity.

OBJECTIVE AND USE OF GUIDELINES

Tagline
The City of Maricopa’s tagline embraces the significant historical impact and value of the community, while identifying with and acknowledging
the many prosperous apportunities ahead.

The City of Maricopa Tagline is:
Proud History * Prosperous Future

Brand Promise
This promise is what the brand will deliver to each person, through both tangible and intangible interactions.

The Brand Promise for the City of Maricopa i:
The City of Maricopa is a family-oriented, vibrant community for vesidents and businesses seeking careful growth, environmental awareness,
and a high quality of life.

The calligraphic “M” in Maricopa adds a personal touch to the more classic style of the rest of the logotype while also giving a subtle hint at the
Sierra Estrella Mountain range. The “M” can also be used as a stand-alone and act as the initial for the city, much like an individual initialing an
important decument. This not only gives the “M” symbal a sense of importance and authority, but also of something more humanistic and
individualized. The color palette is based on earth tones representative of the area and generates feelings of warmth and comfort. As detailed
later in this guidelines document, the secondary color palette further enhances the warmth and vibrancy of the City logotype and brand
applications. Utilizing the design of this “M" with additional color palettes further cements the importance of this signature across every element
in the City of Maricopa.




What has been changed

» Table of Contents
 Reduced to 1 page instead of 3

Logo Usage
« Reduced to 1 page instead of 11

Color Usage
« Reduced to 2 pages instead of 14

Signs and Kiosks
« Reduced to 1/2 page instead of 2
« Updated color guide

Fonts
 Reduced to 1 page instead of 5

» Business Cards and Emaill
Signatures

 Reduced to 1 page instead of 2
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What has been added

Social Media Formatting
* Branding Considerations

« Additional Marketing an
Advertising Guidelines

* Hyperlinks to Pre-
constructed Branding
Templates and Press Kit

« TO be posted in Staff Info

Center/Website when
available

SociAL MEDIA FORMATTING GUIDES

@) Linkedf %  You{fTD

[ i

Photo Cover Phato Cover Phata nel Banner
851x310 px S050x 1584 x 396 px 1500 x 500 px ¥ 1440 px
1080 px
Event Photo Image Photo Image Photo Desktop Display
500 x 262 px Vertical 520x320 px. 1024 x 512 px 2560 X 423 px
Photo
1080
Image Photo 1350 px Link Phato Link Photo Mobile Display
1200 x 630 px 520x272 px 520% 254 px 1546 x 423px
Profile Horizontal profile profile
Photo i Photo Photo
1302280 1080 x 1350 px a0 00 30032005

BRANDING BEST PRACTICES

Integrate our brand into every aspect of our marketing
- Maricopa is a unique entity, unlike any other and should serve as the focal point
« Inoculation is the key to retention
Always save new logos in one of the following formats:
« PNG (w/transparent background)
» Vector (EPS or SVG)
= Al

Usage of the phrase “city of Maricopa”. When referring to Maricopa, the word “city” has specific rules for capitalization:
« If the word “city” precedes Maricopa, it is not capitalized (ex: ity of Maricopa)
s referenced as “City” or “the City”, city is capitalized (ex: the City invites you...)
Determine your target audience
= Each social media site caters to a specific demographie
+  Ensure all of your marketing materials are prepared with your audience in mind
Stay consistent with Brand messaging
= Apply all of the established guidelines and principles
- Do not confuse consistency with rigidity
= Focus on our message but be flexible when needed

BRANDING TEMPLATES

Letterhead

Fax Cover Sheet These templates have been pre-designed to follaw all of the current
branding guidelines. Users may capy these files and make any
changes that have been outlined within this document. Any changes
that oecur outside of these parameters must be submitted to
communications(@Maricopa-az.gov for approval.

Email Signature
Business Card DO NOT make any changes to the original documents.

PowerPoint Presentation



Added Page Detalil

Current (19 pages)

The Ciry of Maricopa Lets

Letterhead - Official City Version

to be used by City employees for external
distril
ing from the City of Maricopa shos

bution. All correspondence o

produced only on original letterhead. The

Lenterhead can be used for communications

alone or 3 3 cover letter For general forms,

waf reports, ar news releases.

bliguip ex ca cxermnada cansequat.
e .

at Dlnts Disig Group, Inc

i aliquarm orat vob
ullsmerpar ispn kaborts i ut

Font and Format

When using letter-size paper with lotterhead,
be sure to set up the margins as noted below.
Lester copy should be atipned left.

For the bady copy, use Averirl TStd Roman,

ine spacing) of
points. If AvenirI TStd Roman is not avail-

able, use Georgia Regular as e substitute.

An elecrronic template in Microsoft Word

available. nstructions on how &

Contact numbers for the City should always

be used in the same form: Ph:,
and

between number segments.

: for ruamber delineation and periods

May 2009 = 19

Revised (1 page)

BRANDING TEMPLATES

Letterhead

Fax Cover Sheet
Email Signature
Business Card

PowerPoint Presentation

These templates have been designed to follow current branding
guidelines. Users may copy these files and make any changes that
have been outlined within this document. Any changes that occur
outside of these parameters must be submitted to
communications@Maricopa-az.gov for approval.

DO NOT make any changes to the original documents.



What has been removed

« Letternead and template
guides (23 pages)

* Promotional items guides (5

pages)

* Logo placement on vehicles
(2 pages)

 Web Banner, Reports, and
Guidebook (6 pages)

« Economic Development
Materials (13 pages)

« Residential/ComSeryv
Materials (18 pages)

* Fire Depariment and
Maricopa Xpress (? pages)




Removed Page Detalil

Current (3 pages)

Typography — when using both PC and Mac platforms
Adobe Caslon Pro Family When producing official City materi-

aks where fonts can be ax

Caslon Pro and/or AvenirlTS

able fonts. In cases where customized fonts

cannot be used, such as in some desktop

LTStd— the OPEN TYPE format. Open  publishing applications, Ceorgia is an sccept-

type fonts are highly recommended especially  able universal font substitute.

Adobe Caslon Pro Regular

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopgrstuvwxyz

Adobe Casion Pro Tafic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijkimnopgrstuvwxyz

Adobe Caslon Pro Bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopqrstuvwxyz

Adobe Casion Pro Boid Ttalic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abedefghijklmnopgrstuvixyz
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CITY OF

ARICOPA

Adobe Caslon Pro Regular

AvenirLTStd 65 Medium
Georgia

Century Gothic
Trebuchet MS

Revised (1 page)

APPROVED FONTS

/7/\5KY [ library

MULTIGENERATIONAL CENTER

Fanl’uﬁ Montserrat

Adobe Caslon Pro Regular Adobe Caslon Pro Regular = Adobe Caslon Pro Regular | Adobe Caslon Pro Regular

Georgia Georgia Georgia

AvenirLTStd 65 Mediurm | AvenirLTStd 65 Medium | AvenirlLTStd 65 Medium | AvenirLTStd 65 Medium
Georgia

The fonts listed above are pre-approved for use in any official document. Additional fonts may be considered and reviewed on a case-
by-case basis depending on event and intended use. Ensure that any intended font considered is royalty-free and does not require a
license to use. Submit requests to communications@Maricopa-az.gov.




Moving Forward

* Respond with the same
swiftness as our growth

« Stay In touch with our roofts
« Evolve with new trends
* Improvise and adapt




