RESOLUTION NO. 08-07

A RESOLUTION OF THE MAYOR AND CITY
COUNCIL OF THE CITY OF MARICOPA, ARIZONA,
APPROVING AND ADOPTING A NEW OFFICIAL
CITY LOGO AND BRAND STANDARDS MANUAL.

WHEREAS, the City of Maricopa. Arizona (the “City”), began a branding initiative in
2007 for the purposes of creating and establishing a recognizable City brand to assist in
economic development efforts, and

WHEREAS, through the competitive bidding process the City hired the Pat Davis
Design Group to execute the branding initiative to include the design of a new City logo and
brand standards guidelines, and

WHEREAS, the new City logo and brand standards manual as depicted in Exhibit A are
a result of a community-wide survey, and advisory committee, focus group, Council and staff
input over a seven-month period, and

WHEREAS, it is in the best interests of the City to establish the criteria for the
authorization, the standards for the specitications and the procedure for the use of the City logo.

NOW, THEREFORE, BE IT RESOLVED by the Maricopa City Council that the
revised City logo as depicted in the brand standards manual attached as Exhibit A is hereby
approved as the oftficial City logo for the City of Maricopa.

BE IT FURTHER RESOLVED by the Maricopa City Coungcil that the new City logo be
applied and incorporated into the design of all applicable mediums in accordance with the brand
standards manual attached as Exhibit A.

PASSED AND ADOPTED BY THE Mayor and Council of the City of Maricopa,
Arizona, this 5™ day of February, 2008.

APPROVE

Kelly Anderson

Mayor
ATTEST: APPROVED AS TO FORM:

\ i, Bers YU Yol
Vanessa Bueras, CMC Denis.Eitzgibbons f

City Clerk City Attorney
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Branding Process Synopsis

Pat Davis Design Group, Inc. (PDDG) What are the common steps to

was retained in Apzil 2007 after an ex-
tensive RFP process to develop the City

of Maricopa’s new brand and marketing
strategies. In order o develop the best
representarion of the City and its residents,
PDDG created and executed an exhaustive
discovery process. The following outlines
this process.

What is a brand?

A brapd Is much more than a logo ora
slogan — it is a trustmark and a promise.
Ie is what people think abour when they
see your logo or hear your name. Successful
branding is why you think of qualicy sporcs
equipment when you see che very simple
Nike Swoosh. Branding Maricopa requires
identifying the community’s discincrive
qualities and then developing scrategies
and substantive services to close any gaps
and deliver those ideas. When all is said
and done, the brand statement will identify
who and what the Ciry of Maricopa stands
for and will distinguish ir from other ciries
in a unique way.

Why Brand the City of Maricopa?

A successful branding campaign for the
City of Maricopa benefits planning and
decision making in response to communiry
nieeds and desires, and advances economic
growth by inspiring individuals and busi-
nesses to invest in the community. Having
an effective brand will reinforce the reasons
why people have decided to call Maricopa
home. Creating loyalty through the com-
munication of a strong brand will allow
Maricopa to hold onto its historic roots
while evolving into a theiving competitor
in the global economy.

building a brand?

L
A

Stakeholder input {data collecrion)
Analysis of preliminary data and key
observations

Advisory sessions, focus groups or
other public comment sessions

. Formal organization of data and recom-

mendations for implementation

Development of core brand principles
(brand accributes, brand promise, etc.)

. Refinement/alignment of vision, mis-

sion, values

Creative development of logo/identity
elements

Application of new identity throughou
organizarion -

Development of brand managemenc
plan

10. Implementation of marketing, commu-

nications, and public refadons plans

11. Ongoing support and reinforcement of

new brand building activiries

We are cuerendy at scep 7 of chis process.
The following outlines whar we have done
to reach this poinc.
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Steps Accomplished

1. City of Maricopa Resident
Questiannaire

In order to gain insight into residents’
feelings and desires for their city, PDDG
creared a Resident Questionnaire, which
was administered during July 2007, How-
ever, before distribution of the question-
naire could begin, it was imperative that
the Maricopa community be made aware
not only of the survey irself but also of ics
importance. Informational ourreach re-
garding the questionnaire included creation
and distribution of radio public service an-
nouncements, press releases, print advertis-
ing, internet advertising, and posters that
were dispersed throughout the City.

2. Resident Questionnaire Analysis
and Gbservations

At closing, direct mailing experienced a
response rate of 26% with 3,580 question-
naires completed, Telephone polling was
administered reaching 502 residents who
met the criteria to complere the question-
naire. A total of 882 residents completed
the oaline questionnaire. Each completed
gquestionnaire was carefully tabulated and
reviewed. Based on residents’ responses,
PDDG was able ta make numerous
abservations about Maricopa and create

a Preliminary Communicy Profile, which
included all of the tabulaced daca. This
questionnaire not only collected valuable
information on resident perceptions and
desires, but also collected valuable demo-
graphic information that is requested by
prospective businesses and developers on a

nearly daily basis.

3. Advisory Sessions

During the week of August 20th, 2007,
five advisory sessions were held ar Global
Water Maricopa Cenrer. These sessions
were designed to gain further feedback and
insight from diverse groups of Maricopa
community members. Not only did these
sessions delve into the questionnaire
results, members were also asked to provide
recommtendations on methods for improv-
ing the City for the benefit of all residents.
55 individuals were asked to parricipate

in the sessions and 32 of those individu-
als decided to become part of the advisory
sessions. Some of the buzzwords chat
participants came up with included:

Friendly

Retaining history

Old-town values

Energy, strength and promise

Sustainability- being a self-sustaining
community and also environmentally
sustainable

Community

Neighbors

Helping

Family oriented
Communiry with a heant
Helping each other
Community is key

New, growing, but still with history




In addition to the community advisory
sessions, one session was also held on
September 3, 2007, char consisted of four
members of the Grearer Phoenix Eco-
nomic Council (GPEC). This session was
designed to gain an ousside perspective

of Maricopa and its current and fueure
economic development opportunities for
growth and sustainability. The members

of GPEC were greatly impressed with the
high response rate and the level of care
taken by each and every respondent. The
GPEC members provided contributions for
what Maricopa could gain by positioning
itself better, most of which were touched
upon in the community scssions, including
a hospiral, a hotel, an airport and higher
education. among others. Parricipants of
the GPEC session also supplied PDDG
with buzzwords including:

Agricultural base

Traditional, American, hardworking
values

Casual paced
Family, small town, communicy oriented

Fast growth

4. QOutcomes

Based on the questionnaire and the advi-
sory sessions, PDDG and City staff were
able 1o create some steps that che City of
Maricopa could take to remedy some of the
tssues that came up wich the questionnaire
through the development and implemen-
tation of the appropriate brand position.
Recommendarions are outlined in detail
in the City of Maricopa Final Communiry
Profile and include educating residents
abour services and amenities currently
available oz those that will be provided in
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the future, as well as increasing current
community involvement. This finalized
profile was made avatlable to the public for
review in late Seprember 2007 chrough 2
dedicated website (www.maricopamarters.
com) where all branding information was
posted for communiry review.

5. Core Principles

All of the questionnaire results and session
feedback was broughc back to PDDG and
shared with staff and designers. Afrer care-
ful examinanion of all data and notes, each
designer at PDDG developed several brand
atrribures, posicion starements (taglines),
and brand concepes for internal review.
After careful consideration of each by
Parricia Davis, the firm's Principal and Cre-
ative Dircctor, che designers were asked to
refine their concepts. Though previously
contracted to deliver five inirial concepts,
PDDG presented nine initial concepts 1o
the Maricopa Branding Commictee.
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6. Recfinement

The Maricopa Branding Commitec con-
sists of seven members who were selected
our of the five City and one GPEC advi-
soty committees due to their high involve-
ment and constructive feedback. The first
round of concepts was sent out to cach of
the Branding Committee members elec-
wronically, Once the feedback from these
nine concepts was colleceed and evalu-
ared, the PDDG designess revisited their
concepts and refined them. Based on this
round of feedback, PDDG was to offer rwo
1o three concept revisions. In November
2007, PDDG came to Maricopa to present
four concept refinements, each wich several
variations, to the Branding Commirttee in
person,

Based on the Branding Commirtee session,
PDDG went back to their four conceprs
and refined them down 1o three for review
by the Maricopa community as a whole.
More than 800 emails were sent out to resi-
dents informing them of the epportunicy
to give their feedback and a press release
was sent out 1o all of the local media. The

thl’EE COHCCP(S were pos(ed on (he Internet
(www.maricopamatters.com) for a week in
December 2007, and feedback was invited
at that rime. Each of the concepts posted
were accompanied by individual brand
promises and descriptions as to how visuals
and taglines were chosen.

7. Final Loge Development

Community feedback was collected and
organized to evaluate what Maricopas
resident were looking for in their furture
brand. Based on the feedback received,
PDD( was able to make a final revision to
the preferred logo concept by merging the
visual elements and tagline of two of the
three conceprs. This action was based on
the majority of the communicy feedback.
This final logo can be found in the at-
tachments of your packet and is the result
of the Maricopa Resident Questionnaire
results and Advisory Session, Branding
Commirtee, and communiry feedback.

Three tefined conceprs were posted elec-
tronically for community input. Of the
three options, the final logo presented in
this packer was selected. However, mem-
bers of the community did provide inpur
on all chree options. Please sce below for
some of the comments received.

CONCEPT A (the sclected concept)
Received 56% of the vores.

¢ The M perfectly captures the Estrella
Mountains

» [ would be proud o display this logo
s Seems more fun with a flair for living

» 1 love the classic style of the M, casual
yer with a taste of formaliry




* The concept is clean, clear, and very
progtessive

* The ragline bridges the past and furure

* It conveys an exciting sense of
progressiveness, tempered with civic
responsibility

» I feel char it makes a positive stacement
that Maricopa is a unique place to five
and do business

* The stylized M is very effective, and

works very well as a stand alone item

CONCEPT B
Received 13% of the vortes.

* I like the colors because they are bold
and they fit into the desert environment

* It is majestic

* The M will stand alone very nicely and
will be noticed

CONCEPTC

Received 21% of the votes.

» It is a natural and timeless logo

* It is very eye-catching an original

* [ do feel that Maricopa is a place chat is
growing and evolving into a wonderful
community 10 live in so 1 like the tagline

* [ absolutely adore the mountains

10% of votes did not care for any of the
supplied logos.
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Next Steps (8-11)

At the February 5, 2008 Council meet-
ing, PDDG will be presencing the draft
City of Maricopa Brand Manual. This
manual is a living documenc char will be
regularly updated wich brand guidelines,
dos and don'ts, and different application
procedures. The manual will also outline
the standards and design of applications for
the new identity. This includes, but is not
limired to:

Seationery
Business Cards

Email Signature Guidelines {texc and

HTML)

General Forms

News Releases

Staff Reports

Fax Cover Sheet

Standard Memo

Name Tags

Service Pins

Standard 2-Pocket Folders
Basic PowerPoint Templates
Apparel

Sign Kiosks
Vehicles/Streer Signs
Publications

Web Design




8 * Branding Process Synopsis

Budget

As part of the Ciry of Maricopa branding
effort, mudtiple deliverables are necessary
for the successful implementation of the
new brand, Please see below for the break-
out of various tasks and their respective
budger percentages. Note: These tasks are
not all-inclusive of tasks for which eur frm
has been contracted. -

Analysis of Current Brand/Positioning =
3.6%

Survey Constituents/Audience
Research = 7.4%

Brand Promise (Commitment to
Community) = 5.9%

Brand Marketing & Communication
Plan = 7.2%

Brand Kentity (Creative Concepts) =
21.6%

Brand Standards Manual = 3.6%

Geodemographic Profile (Questionnaire
& Dara Analysis) = 14.3%

Ongoing Marketing Support (Develop
New City Materials) = 13.6%

Straregic Planning Statements (Vision,
Missien, Values) = 3.9%

Dara Collection Costs (Hard coses:
Postage, Printing, etc.} = 10,0%

All Other Tasks = 8.99

PDDG will also work closely wich Danielle
Casey and loanna Morfessis in Maricopas
economic development efforts. This brand
was not only created for the residencs of
Maricopa but also for employers and busi-
nesses in an effort to encourage them o
lecate in the community. PDDG sees this
final brand creation only as the beginning
of a long, successful relacionship wich the
City of Maricopa. PDDG will be there

to assist Maricopa in reaching its future
goals and developing into che city that ics
residents so clearly desire.

Amached for your review are the suppore-
ing documents referenced in this synopsis.

* Resident Questionnaire

» City of Maricopa 2007 Preliminary
Community Profile

* City of Maricopa 2007 Final
Communiry Profile

* Branding Committee Feedback Recap

* Final Recommended City of Maricopa
Logo and Color Palecte (as developed
through the input outlined above)

We welcome you to call or email our
branding team members with any addi-
tional questions you may have or we
would be happy to speak with you in per-
son on the aftetnoon prior o the Council
meeting.

Patricia Davis — 866.920.9025 x221
{coll free)
George Dimo — 866.920.9025 x223

Chloe Austin - 866.920.9025 x225

Pat Davis Design Group’s
Success Stories

Over the [ast 3{ years, PDDG has devel-
oped highly successful brands for hundreds
of private corporations and public agencies.
Some of most successful recent branding
engagements are described below,

1. California Public Uldilities
Commission

Under coneract with California’s four larg-
est investor-owned utilities, PDDG named
and branded the stare’s most successful
commercial energy efficiency and incen-




tive program: Savings By Design. Created
in 1999, the program provides energy
efficiency education, design assistance, and
incentives for commercial new construc-
tion and retrofic projects. PDD{’s creative
team developed the name, accompany-

ing graphics, and overall brand elements
for this statewide effort. Each year, for

the past six years, the program has seen a
steady increase in incentive redemptions,
artendance at educational workshops, and
overall awareness of the program and its
offerings. The brand was so successful, it
has been recognized with both local and
national marketing/advertising awards, and
has become the primary resource for the
American Institute of Architects.

SAVINGS {}
. C
L O

2. California Deparument of
Transportation (Caltrans)

Caltrans is the California public agency
responsible for mainraining all public
roadways in the State of California. With
thousands of miles of roadways, many of
which are constantly under repair, a high
number of highway workers are on the
roadsides ar any given time. Catirans was
seeing a spike in injuries and deaths of
their workers as a result of reckless drivers.
The agency recruited PDDG o develop a
statewide markering and public awareness
campaign to encourage drivers to drive
more cautiousiy around highway workers,
and to be aware of the dangers of road-
work zones. PDDG’s solurion included the
naming and branding of the “Give ‘Em A
Brake” campaign and, nine years later, is
sill highly recognizable. As a direct result

Branding Process Synopsis * ¢

of our campaign, within six months, Cal-
trans measured a 30% teduction in injuries
and fatalities among their highway workers.

£ Callfrtia Highway Workers

d = o . L
Give 'em a brake.”

O Ry T8 G + 4 P r A

3. Kurdistan Development
Corporation

PDDG was recruited co lead the brand-
ing team for an intcrnational economic
development, marketing, and public
relarions effort for the Kurdistan Develop-
ment Corporation. Kurdistan is a small
region in northern Iraq. PDDG is the
marketing component of a global ream
with partners in the United Kingdom and
the Middle East. Services included a full
branding campaign, cagline, multimedia,
and an ongoing print advercising campaign
in major newspapers across the country.
PFor the branding element, PDDG worked
closely with their counterpart in the United
Kingdom to research and develop appro-
priare visual themes and imagery, as well as
creative solutions for a powerful tagline and
messaging. The resulding identicy is now

in use around the world in a wide array of
media, including print and broadcast. B

O
KURBISTAN

ZIHE QTHER IRAQ_
TR




45145 W, Madison Ave.
P.O. Box 610
Maricopa, AZ 85239
{520) 5G8-9098

PAT DAVIS DESIGN GROLP, INC

¢realive solutions

442 Howe Avenus
Sacramento, CA 95825
{916) 920-9025
www.pddesign.com




City of Maricopa — Identity Development

Branding Committee Feedback:

Through both clectronic and in-person communications, Pat Davis Design Group, Inc. {PDDG?
was able to gacher in-depth information from each branding committes participant. Opinions,
preferences, and desires for the brand were coliccred and implemented through several rounds of
vevisions. The final brand being presented is the accumutation and majority preferences of brand-
ing committee members and community feedback. The Branding Commictee felt that it was

imperative to couvey the following feelings and attinudes through the Ciry of Maricopa Brand:
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a Fecling of tight-knit community
8 Economic stalahity

B Warm and inviting

This branding feedback mirrored the general feelings within the advisory sessions and was larer
integrated into the brand desenption and promise associated with cach brand presented to the

cotnmunity in the final revisien phase.

Branditig commirtee feedback tha lead to chis final brand also included majority preferences on:

8 The calligraphic M
B The font treatment

B The simplicity and “clean” look of the logo

Community feedback that lead o this final brand included majority preference on:

® The color paletre
® The tagline

B The stand-alone image and its application

e _E ) A
o] Yﬁ F:u‘ ?-.._ | f
PMS 491 FMS 139 FMS5 138
PMS 7495 IS 611 PMS 3025

www.pddesign.com

] PAE DAYIS 9E5I68 GROLP. THC
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RESOLUTION NO. 08-07

A RESOLUTION OF THE MAYOR AND CITY
COUNCIL OF THE CITY OF MARICOPA, ARIZONA,
APPROVING AND ADOPTING A NEW OFFICIAL
CITY LOGO AND BRAND STANDARDS MANUAL.

WHEREAS, the City of Maricopa, Arizona (the “City”), began a branding initiative in
2007 for the purposes of creating and establishing a recognizable City brand to assist in
economic development efforts, and

WHEREAS, through the competitive bidding process the City hired the Pat Davis
Design Group to execute the branding initiative to include the design of a new City logo and
brand standards guidelines, and

WHEREAS, the new City logo and brand standards manual as depicted in Exhibit A are
a result of a community-wide survey, and advisory committee, focus group, Council and staff
input over a seven-month period, and

WHEREAS, it is in the best interests of the City to establish the criteria for the
authorization, the standards for the specifications and the procedure for the use of the City logo.

NOW, THEREFORE, BE IT RESOLVED by the Maricopa City Council that the
revised City logo as depicted in the brand standards manual attached as Exhibit A is hereby
approved as the official City logo for the City of Maricopa.

BE IT FURTHER RESOLVED by the Maricopa City Council that the new City logo be
applied and incorporated into the design of all applicable mediums in accordance with the brand
standards manual attached as Exhibit A.

PASSED AND ADOPTED BY THE Mayor and Council of the City of Maricopa,
Arizona, this 5® day of February, 2008.

APPROVED:

Kelly Anderson

Mayor

ATTEST: APPROVED AS TO FORM:
Vanessa Bueras, CMC Denis Fitzgibbons

City Clerk City Attorney
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CITY OF MARICOPA IDENTITY GUIDELINES: User Manual

drafr version 2: February 2008



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

Platform, Tagline, and Brarnd Promise.

Positioning Statement
This statement s the basis for how the Ciry
will be directed, focused, and conveyed to all

audiences.

The City of Maricopa is community and
Ramily-uriented, und dedicared 1o the weli-
being of its residents and warkforce. City de-
cision-making is designed ro foster a strong
family and business friendly atmosphere. The
comunity i committed to honoring its rich
history while embracing a prosperous furure,
made possible through Maricopa’s dedicarion
to building a susrainable communiry for it

people, cconomy, and environment.

Brand Platfarm
The platform for any brand should answer
five key questions:
* Who is the target audience?
* What 3¢ the purpose / want / desire of this
target audience?
* Who/What is the "brand?”
= What does the brand hope to provide /
accomplish?
= How is this brand differcnt from any

others in a similar marketplace?

The Brand Platform for the Ciry of
Maricopa is:
* For residents, families and businesses
* Whe want ta live 1n a place dedicated to
their well-being
* The City of Maricopa is a place wich
heritage and progressive ideals
> That will creatc a prosperous feure
* Unlike other communities tess dedicated

to sustainable growth and prosperniry

Tagline

The Tagline is the phrascology which, over
rime, will become synonymous with the
ideals of the community. These wards also
help "bridge™ elements of the communiry
which might otherwise be polar opposires.
Marcopa's tagline embraces the wonderful
historical impact and value of the communi-
tv, while identifying with and acknowledging

the many prosperous oppoctunities ahead,

The City of Maricopa taghne is:
Prouvp History » Prosperous FuTure

Brand Promise

A Braad Promise is truly 2 "pramise” or
curnmitment to each member of the com-
munity, whether it be residents, businesses,
employers, or any other staleholder. This
promise s what the brand will deliver to vach
person, through both tangible and intangible

interachons.

CITY OF

The Brand Promise for the City of

Maricopa is:

The City of Maricopa is ¢ family-oriented,
vibrant communiy for residencs and busi-
nesses seeking careful growth, envirgmmental

awareness, and a high qualiry of Life.

Aldhough there is great valee and inpor-

tance to the non-visual elements of a brand,
perhaps the most rzcognized and identified
with clements are the visual anes. The City
of Maricopa Brand has a strong foundation

belind each visual element.

The calligraphic “M” in Maricopa adds a
personal touch to the more classic style of the
rest of the logotype while also giving 2 subtle
hint at the Sierra Estrella Mountain range.
The *M" can also be used as a stand-alone
and act as the inidal for the cigy, much like
an individual initialing an important docu-
ment. This not only gives the "M” symbol a
sense of importance and authorty, but also
of something more humanistic and individu-
atrzed. The coler palette is based on earth-
tones representative of the area and generates
fezlings of warinth and conifort. As detailed
later in this suidelines document, the
secondary color palette further enhanees the
warmtl and vibrancy of the Ciry logotype

and brand applications.

ARICOPA
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MARICOPA (DENTITY GUIDELINTS,

The correct nse of the Ciey of Maricopa logo
is essential ro maintaining a srong brand
identity and creanng a conststent message o
diverse audiences. The following pages of the
Ideurity Guidelines provide puidelines for
careful and consiscent use of the Ciry’s logo

and branding elements.
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the tagline reinforces the mission of the organization.

Tagline: as part of the City of Maricaps identity system,

MARIOGPATEEN T Y

Logo and Tagliné Unit

This 1s the City of Maricopa logo with the
tagline. The identity consists of elements that
can be used in several ways. The follow-

ing pages demunstrate the various ways the

logotype and tagline can be used.
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Clear Zone

The City of Maricopa logo unit shail
maintain an established "Clear Zone”. This
is intended e maintain the brand integriy
and to avoid visual distraction. Clear space
surrounding the logo unit should be at mini-
aam cqual 1o "A-height”. No type or artwork
should come within the clear zone. Allowing
additional clear space is always preterred.
The size of the A-height is proporticonal to
the size al the logo unit, meaning thae che
larger the size of the logo unit, the propor-
tionally larger space must be allocated for
the clear zone. Along those sume lines, the
A-height is proportionally smyalicr when the

toga unit 15 used at 4 smaller size.

f . |
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With and Without Tagline

The City of Maricopa logo can be used with
ot without the tagline. However, it is recom-
mended that the lngo with tagline {the logo

unig) remain tugecher whenever possible.

Ower rime, the City of Maricopa brand will
have developed brand recognition with sur-
rounding regions. Evennzally, the *Ciry Of”
text may be removed from the logo, However,
it is imperative that untl this recognition 13
developed, the City brand distinguish irself
as much as possible from the neighboring

Maricopa County.

The three logo units shown on this page ae

acceprable uses.
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Primary Calars

Colors help maintain the organization’s
identity. The City of Maricopa logo has twa
primary colors - Pantone 491 (burgundy) and
Pantone (39 {gold}, which are asually called
PMS (Pantone Matching System) 491 and
PMS 139,

Both PMS 491 and PMS 139 shall be uscd

at 100% whenever used in the logo unit.
Neither calor shall be tinced, screened back,
or otherwise altered. Maintaining the strength
and consistent use of the two primary colors

is essential to building brand integriy.

Please note: PMS colors will print ditferzndy
on coated paper than on uncoated paper. Be
sire o view uncoated PMS swatches when
printing on uncoated papers and ceared PMS

swatches when printing on coated papers.

CITY OF

L ARICOPA

P& 491 PMS 139
C10 M80 Y100 K350 Ca M40 Y100 X20



MAARICOEA W EMTE Y GUESELINTS-

Color Usage

When publishing the logo either for print or
for web, the primary colors should be used
whenever possible. For 4-color publications
there 15 2 CMYK version of the Togo that
replicates PMS colors in process inks. For
publications using 1 ink color, a 1 calor

version (black and white} 1s available.

When 1 ink color is needed, the logo unit
used should be the black and white version.
Converting the logo unir to all PMS 491 or

139 is tiof recornmended,

Please note: PMS colors will print differently
on coated paper than on uncoated paper. Be
sure to view uncoated PMS swatches when
printing on uncoared papers and coated PMS

swatches when priating on coated papers.

CITY OF

LARICOPA

Proup HisTory - Prosrerous FuTurg

CITY OF

{ARICOPA

Proup History - ProspErOUS FUTURE
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PMS 611
CaM1Y92 K11

PMS 3025
C100 M17 Y1 K51

PMS 138
0% Tine

PAIS 7495
S0% Tine

PMS 611
S0 Tine

50% Tiat

Secondary Color Palette

Swatches shown below indicate a color

paletre that can be used when creating signs,
newsletters, posters, ads, etc. Please use these
swatches only as an extznsion of the City of

Maricopa brand.

The four color swarches (PMS 138, PMS |
611, PMS 7495, and PMS 3023) are the
only recommended secondary colors to be
used. As these eolors comprise the second-
ary coler palerte, they may be screened back
between 109 and 50%. Dependiag upon
the use, it is recommended that outdoor
materials noe be screencd back, and that the
secondary color palette be used ar 163% to

avold dramatic calor shifts as the colors fade.

For printed collateral, publications, and other
hard copy materials, it 1s acceprable thar any
of these four secondary palerte colors be used
singularly or in a consolidaced fashion. For
example, when designing a suite of collateral,
individual pieces need nor use al four colors.
Perhups, one piece uses rwo colors in concert
with the primary paletre, while a secand
picee uses two different approved colors in

concert wich the prmary palerte,

It is adviszble that tull color {4-color}
collateral use both the primary color palerte,
and no less than two of the secondary paletre
colors, For eleerronic {web and presentation)
applications, Is it not advisable that all four
eolors from the secandary palette be ased, as
ir may create a visual disteaction with vveruse

ot colorn

Please note: This Idenrity Guidelines docu-
ment will be updated with specific design
guidelines for each standard-use applica-
tion {collateral, publication, web, etz.). At
the time of design for cach piece, further
guidelines may be added to those presented

on this page.



Ower white or very light colors
- jul

Logo Usage Over Color

It is strongly recommended that the logo
ugit should appear over a whinl: background.
20% of either of the logo unit colors, PMS
491 (burgandy) or PMS§ 139 [gold}, are the
only other acceprable backgrounds. The loge
unit should be revarsed to white when ovér a
ddark wolor or black to maincain legibility.

It1 turm, the logoe unit should be printed in all
black when it appears nver a light to

medium color.

F i
CITY OF

ARICOPA |

Proup History - Prosprrous Furture

Over dark colors

ARICOPA

Prouoe History - Proseerous FuTure

CITY OF

Over light ro medium colos

Special cases / black

il ‘QW":.:.
*roup I
©oerad s

T
STORY
e .;,-i;f 4

CITY OF

ARICOPA

Proun History - Prosrerous FuTure




Over dark colors

Logo Usage Over Photographs

1t is not recommendad that the logo unit

be used over 4 photograph. If it must be
placed aver a fuli-color, dark photograph, it
should be reversed to white. When the image
is light, logo unit should print in black to
maintain visibility/readability. Logo unit may
aot be used over an area with sharp conrrast

or busy details,

Over white or very Light eolors

. -01_’113_{}__0'15 o
ARICOPA -
Provt Hx..c"m'k'\,' '.}:’izlésﬁg?}xggsf lf']'tURI-l

¢




DO NOT streteh, condense, skew or otherwise distort che logo or symbol

1Y GUIDELINES:

Unacceptable Logo Usage
The correct applicadon of the logo unir 15
essential o prescrve the integrity of your

identity system. This page illustrates some

common misinterprerations of dee kego unit.

Most misuses can be avoided by simply
using approved arpvork and electronic files
in a straightforward mannes, with no

modifications.

11



MARICOPAIDENTITY GUIDELINES:

Typography: Adobe Caslon Family
Typography is essential in communicating
the orgamzation’s identity.

Adobe Caslon Regilar

ABCDEFGHIJ KLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

Adobe Caslon Italic

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopgrstuvwayz

Adobe Caslon Bold

ABCDEFGHIKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Adobe Caslon Bold Italic

ABCDEFGHIJKIMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

12 .



MARICOPA IDENTITY GUIDELINES:

Typography: Avenir Family
Typography is essential in communicating

the organization’s jdentity,

Avenir Book

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Avenir Baok Oblique

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Avenir Book Heavy

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz

Avenir Heavy Oblique

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
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1.25" Teft margin

top rargin

1" aght maggin

1" hottom margin

Letterhead - Official City Version

The City of Maricopa Lerterhead is produced
o be used by City employees for external
distribution. All correspondence originat-
ing trom the City of Maricopa shouid be
produced only o original letterhead. The
Letrerhead can be used for communications
aone or as a cover letter for geneml forms,

sraffrcperrs, or news releases.

Font and Format
When using letter-size paper with letzerhead,

be sure to sct up the margins as noted below.

Lerter copy should be aligned left.

Avenir Book, 11 points with a leading (line

spacing) of 15 points.

T
CITY OF
ARICOPA
Piors Hisrors - Proskisics FE ey 2.23" margin

J
— —

MName

I

Company
‘Strc-et Address
City, State, Zip

Dear Namie,

-‘Lorem ipsum dolor sit amet,

wuismad tncidunt ut.
|

;ﬂ“qu ex ea commmado consequat,

Singerely,

|
;Safutannn

B
|

margin

snsédctetuer adipiscing elit, sed diam nonummy nibh euismod

tncicunt ot laorest dolore magna aliquam arat volutpar. Ut wisi enim 24 minun veniam,

iqu'ws AQstrud exerdi tation ulfamcorper SusCipit lokeets nisf ur aliguip ex ea cemmado

fonsaguat Duis autern vel eumn iiure dolor in hendrent in vulpusate velit esse molestie

f—————cansequat, vel illum Solors eu feugiat nulls Facilisis at vero eros et accumsan at iusto odio |

1.25" margin dignissim qui blandit praesent luptatum 2zl delenit sugue duis dotore te faugait nulla I
facilisi. Lorem ipsum dotor sit amet, consectetuer adipiscing elit, sed diam nonummy aibh i

Puis autem vel eum iriure dolor in hendrerit in vulputate velit esse molestis consequat. vel |
illurn dolors eu feugtat nulta faclisis 5t verc eros et accumsan et iusta odio dignissim qui
Standit praesent lugtatum zzril delenit augue duis dolore te feugait nulla facilisi. Mam liber |
wempar curn soluta nobis eleflend option cangue ninil impardiat deming id quod mazim
placerat facer possim aszumn. Loram ipsum dolor sit amet, cansactstuer adipiscing elit. sed,
"diam nonumry nibh euistiod tincidunt ut laoreet dolors magna aliquam eral velutpat. Ut
s anim ad minim veniam, quis nastrud exercl tation Lllameorper suscipit lobort's nist ut

———— =

43143 3V Vbl Ay
A

5,

(ll'd[gln

|
I
!
|

|

]




2.25” wop margin
1.23" left margin
17 right imargin

1" bortom margin

Letterhead ~ Departmental Version
In addition to the “Official City Version” of
letterhead, an acceprable variation is the use
of customized departmental versions. This
varjation allows individual departments to
uniguely identty themselves, while sl

maintaning the overall brand consisrency.

Font and Format

When using letter-size paper with [errechead,
be sure to set up the margins as noted below.
Letter copy should be aligned left.

Avenir Book, 11 points with » leading (line
spacing) of 15 points. Department Names

can be added in Avenir Heavy, 14 poine,

fluzh right and in alt caps.

CITY OF

ARICOPA

Preco s cgin - Prasen aaes e ves 2.237 maruin

: l

Tt T T T T Y o= — DEPARTMENT NAME T T

Mame l
Lompany

Street Address |
Ciry, Stata, Fip

fI.Cvrr‘.'m ipsumn dolor st amet, consectetuarn adipiscing eht, sed diam nonuminy nibh euismod
tincidunt ut lagreat doiore magna gliquam erat vollipat. Lt wisi 2im ad minim veniam,
Quis nostrud exerci tabion ullamcorper suscipit lobortis nisl ut aliquin ox ea commodo
o —————kansequar. Duis sutem w6l sum iriure dolar in hendrarit in wiputate velt asse molestic
1257 iargin  Sonsequat, val tlum dolore 2y feugiat nulla facibisis ar varc ercs et accumssn et lusto odic ' 1" TLargsin
ignissim qui Hlandit praesent luptatunt zzril delzniz sugue duis dolors te feugaii nulla l
facilisi. Lorer ipsum dofer sit amer, consectetuer adipiscing it, s2d dism aonurmmy mibh |
eutsinad tincidunt ut.

Fear Name, r
l

L ~
7

Duis autern vel eum iriure dolor in handrerit in wulputate velit esse molzstie cansequat, vel
l‘]'um deiore eu feugiat null facilisis at vero eras et accumsan =t iusto odic dignissim qui I
lanchit prazsant kutaum zant delenit augue duis dolore te feugait nulla facilisi, Nam liber

tempor cum soluta nokis slzifend optien congue nihil impwsrdiet doming id quad mazim
placerst facar possim assum, Lorem ipsum dolor st amet, consectsluer acligisiing elit, -;edl
diarm ngnommy nibh euismod tincidunt ut lacreet dolore magna sfiquant grat valutpat. Lt
¥Isi enim ad mirim veniam, quis nostrud sxerci Tation ullameorper suscigit loborns nisl ut l
aliquip @x ea commada cansequat.

Sincarely, ‘

| f

Salutation

—— == = = ==

, 1" margin ]




PARICDPADINTTY GUIDFLNES,

Envelope - Official City Version
When using the #10 envelope prepriated
with Ingo and address, be sure to st up the

margins as noted below.

Font and Format
Avenir Book, 14 points with a leading
(line spacing]) of 18 potnts.

L7587 top tprgin
4" lefr mangin

LCITY OF

ARICOPA

Pauta Pheagios Pansereon sl e

|

1.75" marpin

|
I

Narme

ampany !

S+ nargn

,rStre et Address
]City, State, Zip




MARICORES PRER N7y G INES,

Envelope — Departmental Version

In addizion to the "Gificial Ciry Version” of
#10 envelopes, an acceprable variation is the
use of customized departmental versions,
Thiis variation allows individual depariments
to uniquely identify themselves, while sl

maintzining the overall brand consistency.

Font and Format
Avenir Baok, 14 points with a leading

{line spacing) af 18 poiats.

L757 1op margin

+ Lleft margin

CITY OF $5E25 W Madiar Ave
ARICOPA |ft,
Mancopa, AZ 2]
Proms Lhs s -Pasrswes s £ 00 Wi gitpalnuepa ne: 175" muwgin
N A
Name
c
ompan
— 5 oomReny

lStreet Address
4City, State, Zip
f

|
i

A" argin




CITY QF

ARICOPA

Provn Fistory - Prosvrrous FuToRE

A543 W Madisor Awve.
PO Box i

Maricopa, AL 85239
Ph: 320.508.9098

Fx 520368.9120

enual&cinvo oo et

Employee Name
Foplgyee Tit%

www cirvolindricopa aet

SAMRICORA [DES

Business Card — Officjial City Version
The City of Maricopa business cards have
been designed o reinforce the Clty's new
brand while also maintaining consistency
with all uther collateral being distributed by
Ciry seaff. Ciry directors and elected officials
can provide additional support tor the new
brand, while also standing out, with a twe
sided business card. Both the one-sided and
two-sided cards have been destzned 1o follow
the overall design style of the Cigy's distribu-
tion matcrials, With name aud positon of
the employee placed on the left of the card
and contact information placed on the right,
each business card gives the Ciry of Maricopa
logo prominence aligned lefr in the upper

portion of the card.

18



CITY OF

ARICOPA

Prove Fhistory - Prosperoys FurTurg

Department Nume
A3145 W Madisan Ave.
PLY Box 6l

Empluyee Nume i
Ph: 520 3649098 1i Naricopa, AZ
i

Etl(ﬂ:'qree Title

239
waew.cirvo fmaricop.net

Fo 32680120
emsd@irvoRaricopLoet

=S

Business Card - Departmental Version
In addition ro the “Official Ciry Version” of
husiness cards, an acceptable variation is the
use of customized deparmmental versions.
This variation allows (ndividual deparunents
to uniquely identify themselves, while 0l

muintaining the overall brand consistency.

Individual departments may elect to use the

onc-sided or rwo-sided business card option,

However, it advisable that all rwo-sided

business cards have rhe same back side.



ARICOPA

Proin Hisrory - Prosrzrocs Firrire

CITY OF

453143 W Madison e

PO Box 610
Maricopa, AL 85239
www.elivofmaricopanet

I

|

A

Na_me
Company

IStre et Address
l(:ity, State, Zip

Jan
125" mrgin

—— = = =]

=
T

SARICOPADEN

Mail Label - Official City Version

To print in-house, use provided Microsoft
Word template for Avery #5164 label. When
using the label templare, only the recipient’s
address can be changed. No change can be
made to any other elements of the template,

such as size, scale, and position of ths logo.

Font and Format {Recipient's Address)
Avenir Beok, 14 points with a leading

{fine spacing) of 18 points.

20



MARICOPADRENTI Y GUIDE IMES:

Mail Label - Departmental Version

To print in-house, use provided Microsoft
Word template for Avery #5164 label. When
using the label template, only dhe recipient’s
address can be changed. No change can be
made o any other clements of the templace,

such as sive, scale, and position of the logo.

Inn addiricn to the “Ofhcial City Version”
of mail labels, an acceprable variation is the
use of customized departmenzal versions,
This variation aflows individual departments

to uniquely identify themselves, while skl

mirtaining the overall brand consistency,

CITY OF 45143 W Madison Ave,
ARICOPA |Ih
- 1 Maricopa, AZ 85239 Font and Format (Recipient’s Address}
Provo Hisyony - Proseerors Ferune WO rCapa.eT Avenir Book, 14 point with a leading

{lirie spacing) of 18 points.

DEPARTMENT NAME

i A7 argin
Cormpany

treet Address
City, State, Zip

I

/I
|

e
L33 maryin




2,757 rop margin
1.25" feft margin
17 right margin

1" bottom margin

General Forms

Whether internal or external, general forms
should follow the standards outhned. Any
forms that do not have the Ciry nf Maricopa

logo shuuld be revised.

Most all City correspondence, including
General Forms, News Releases, Staff Repors,
etc. should be consistent with the City let-
terhead version used. For example, Ciey staff
who choose to use the “Official Cicy Version”

of the lecterhead, should then consistently use

the corresponding version/layout for all theid
City correspondence. Likewise, City staff
wishing to use the customized “Department
Version” of letterhead, should thea consts-
tently use the correspoading customized
versions of City correspondence forms. In
either case, specific design guidelines should

be caretully followed.

Letter Copy Font
Avenir Book, 11 peints with a leading

(line spacing) of 13 points.

CITY QF

ARICOPA

Proon Flrvrory - Prosvorot s Feyoaz

273" argin

REQUEST FOR A PRE-APPLICATION CONFERENCE

[ RS PR o
BT 1

] ! oy 121
WY o E

(.

T[SECTIONT, APPLICANT & PRIMARY COXTACT INFORMATION

=
Applicant Name-

ABfitiauon witk the Project:

Mailine Address:

Pherpe

Primary Contact Name:

Affliquca vith project:

Fhone:

Tmanl:

“
7

Fa

125" margm [ GFCTON T PROPERTY INFORMATION

P marzin

Nane of Propergy Owner:

Maling Address:

Phone:

.,,
2

Address of Subjret Propery:

General Location and Assessar's Parcel Number:

Esisooe Foniag:

Descrptics of praposal oz proposed land use

22



News Release

News Release will be placed in the follow-
ing formae. To mainrain both internal wnd
cxternal brand consistency, News Releases

will have vy a single formar,

Letter Copy Font

Aveair Book, 11 points with 1 leading
(line spacing} of 15 points for bady copy.
Aventr Heavy, 14 points with a leading of

13 points for title text.

2.757 top margin ~

1.25" Tefr margin
CITY GF

17 right margin !ARI COPA

1" bartem margin
i Frorn Hhsrory «Praveerors TUiree

1
I
F s arin s apait ‘

NEWS RELEASE )
[ I

275 inugin

_ e — e e e — | — — —

L —_ — ——
Mews Release Title

Loem ipsum dolor st amet, consectetver adipiscing elit, sed dizm ponummy nibh emsmod!
tincidunt ut lacreat defors magna aliquam arat volutpat. bt wiss enim ad minim veniam,
buits nostrud exerd tation ullamearper suscipir lobortis nisl ut aliquip 2x ea commado i .
tansequat. Duis autem vel eum iriyra dolor m hendrent in vulputate vaiit ssse molestie

consequa, vel illum dolore su feugizt nulls facilisis at vers eros et accumsan et iusto odio +
ignissim qui Blandit pragsent luptatum zznl delenit augue duis dolare t2 feuyait aulla E

facilisi. Lorsm ipsum doler sit 2met, consectatuer adipiscing elit, sed diarm nonunwmy nibh

:éuismod tincidunt ut.

uis autam vel eum idure dolor in hendrerit in wilpusate valit esse molestie consequat, vel 1 -
Hum delors eu feugiat nulla Fcilisis 3t vero sros =t secumsan et sty odio dignissim qui
plandit prazsentluptatum zzrit delesa augue duis doiore 16 feugait nulla facifisi. Nam ficer P2 ;
tempor cum sohuta notis eleifend option congue nihit impardiet doming id guod mazim | . i
placerat facer possim assum. Lorem ipsum dedor sit amst, consectetuer adipiscing slit, sed 1" margin
tam nantunmy nibh euistmod tincidunt ut lacre2t dolure magna shquam erat volutpat. Ut
weish 20im ad minkm vanizm, quis noswud axerci tation ulamcorper suscipit loboriis aisl ut
f.\hquip ex ea rommodo Consequat

1.257 muary;

Duis autem vel eum inure dolor in hendrerit in wulputate vels esse molestia carisequat, vel
flurm dolors eu feugiat nulls facilisis 3t verc eros st accumsan et iusta odio dignissim qui {
. blandit praesent luptatum zaril delarit augue duis dolare te feugait nwila facifisi. Mam fibar
empor cum soluta nebis elaifend oplion congue mhit imperdiet doming id guod mazim '
olacerat facer possim assum. Lorem ipsum dobar sit amet, consedieter adipiscing elit, sed
diam nonummy nibh euismod tincidunt ut Iaareet dolore magna aliquam erat volutgat Ut
Wiz enim ad minim veniam, quis nostrud exerci tation uflemcorper suscipit lakortis nist uz l
fi\quip ax ea commodo consequat |

| I
i I '

1" margin
| " |

- Lo . , X



2.757 top margin
1.25" left margin
» .

1* right margin

1" boctom margin

5taff Reports
Staff reports will be placed in the follow-
ing format. To maictuin both internal 2nd

external brand consistency, statf repores will

Letter Copy Font

Avenir Book, 11 points with a leading
{linc spacing) of 15 points for budy copy.

Avenir Heavy, 14 points with a leading of

have only a single format. If additjional ficlds 15 points for tele texe.
are needed within the reporr, they can
be added following the design guidelines

outlined.

Peavo thsien < Prosegross Fuiem.

CITY QF

ARICOPA e 1

i
275" marmu

STAFF REPORTS

" .
i
nt lr:][n

TTo: T Attention Name{s;

1
| I

J

____.__;___..._u__ﬁ__(g.__

'Frum: Employee Names

Date: Date }
RE:  Subjectline

AEQUEST l

Larem ipsum dafor sit amet, consactetuer adipisting elit, sed diam noaummy nibh syismod

finodunt ut lacreet dolore magra aliquam erat volutpst, Ut wisi enim ad minim veniam,

s nostrud axerci tation ullamcorper sustipr lobortis nisl ut aliquip ax ea commodo

fonsequat Duis autem vel eum irture dolor in hendrent in wiiputate velit asse molestia l

Qs qui blandit prassent luotatum zzel delemt augue duis dolore te —
rugat nulla facilisi, | 1" marsin

RECOMMENDATICN

Duis autemn vel eum irure dolor in hendrerit in vulputate velit 2sse malestie conseaust, vel I
illurn dolore eu feusiat nulla facilisis at vera eros 61 2ccumsan et iusto odio dignissim rui
Plandlt praesent luptaturn zanil delenit augue duis dolore te feugait nulla facilisi. Nam fiber .
tampor cum sohuta nobsis elsifend option congue

|
COUNCIL PRIORITIES AND/OR THEMES ADDRESSED [

Duis autem vef eum addressed: Larest ipsurn delar sit ame
; uis sitem val evn addressed: Loremm ipsten dofor s sma l
BACKGROUND

Dis autem vel aum irure dolor in hendrerit in vulputate valit esse molestie conseqyat, val
llumn dolore eu feugiat nulla fazilisis at vero eros et accuinsan et iusto odio dignissim gui
;ﬁandrr praesent luptattan izl delenit augue duis delere te feugart nuila facilisi, Nam libar ’
tempaor cur soluta nobis eleifend option cangue

torem ipsurn dolor sit amet, consactetuer adipiscing elit, sed diam nonummy nbh eufsch

incidunt ut laoraet delare magna aliquarn erat volutpat. Ut wisi enim ad minim erjan,

Luls nostrd exerci tation ullamcorper suscipit lobortis nisl ut ahguip ex ea commade I

consequal. o | _—

i 1" maurgin \

24
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1"k

" tap margin
"lefr margin
" right margin

OLIOm mATgin

L T

MARICOPA N LENTITy SUDELINES

Fax Caver Sheet

The design of the Fax Cover Sheet is similay
to the Lerterhead but has been designed
specifically for fax rransmission. Itis
designed in black and whire in order co

maximize legibility.

5 I

CITY OF

ARJICOPA

I'rovo Misrory- Paesrerors Futune

275 marein

L

123" nitgin

Ma: — Attention Name(s)

EFl‘cm'r. Ermployee Marme i
Date: Date

Pages: Number of Pages |
RE: Subject Line !
! |
| |

1" margin

1" margin I

|
|
|
|
|
t
|
k
e — — -
|
|

25



PTIY GUIDERINE S

Standard Folder - Official City Version
The Cizy of Maricopa shall use pre-princed
pocket folder as « multipurpose piece for
easily providing hard copy documents to
members of the comtuunity, media, contrac-
tors, ete. The Official City Version of the
pocker folder should be used for all general
Cirywide distribution or outreach effores. A
customized Departmental Version is avail-

able an the next page.

Crry o

ARICOPA

Prorplheron Prosercov: 1y sy




ARICOPA

Prorn Eirszory Prosrerors Fricer

AARICTE A DENTITY GUIDEUINES.

Standard Folder -

Departmental Version

1 addition to the “Official Ciry Version” of
pocket folders, an acceptable variation 15 the
use of custonuzed dcpartmcnm! versions, This
vanation allows individual departments to
uniquely identify themselves, while sall main-

raining the overalt brand consistency.

Although specific design guidelines are not
provided here for every possible department,
a general ideline is outlined for each

department to imptement.

27



CITY OF

ARICOPA

Prour Thviory s Proseraoes Fricee

Employee Name
Employee Job Title

CITY HE
ARICOPA

Pauscs Hrs iy Yrosprpoes U core

Employee Name
Employee Job Title

MARICOPA RIENMTITY GUINEUINES

Name Tags

City of Maricopa name rags are designed
primarily for City staff to use at numerous
events, However, name tags may be produced
for additonal individuals attending or

participating wn City events or meeeings.

It s recommended that City Name Tags be
fabricated no farger than rwo inches rall by
thres inches wide. The top one-thitd of the
name tag should be dedicated to the logo
unit. A dividing line {as shown) shall always
be used to break che space berween the logo
unit and the name/title. The employee name
shall be typed in Avenir Heavy, 13 points
and title shall be gped tn Avenir Heavy
Chlique, 14 points.

Narne Tags may also be customized for

individuai department use, When custom-
ized, the department name shall be placed
in the lower 23% of the g, and should be

centered in a feld of culer, as shown,

28



Employee Name
Title

Department Name

City of Maricopa
45145 W. Madison Avenue
PO. Box 610

Maricopa, AZ 85239

p: 520/568.9098

f: 520/568.9120
email@cityofmaricopa.net
www.cityofmaricopa.net

Employee Name
Title
Department Name

City of Maricopa

45745 W, Madison Avenue

P.O. Box 610
Maricopa, AZ 85239
p: 520/568.9098

f: 520/568.9120

email@cityofmaricopa.net

www.cityofmaricopa.net

MAATRICOEA JOEMNITY GUIDELINES.

Email Signature — Text

Maintaining consistency in electronic
communications in just as vital as hard copy.
Therefore, the City of Maricopa shauld .
ensure continuity o the smallest deeail,
including email signarites. All emails being
sent by Clity employees, either internally

or externally, should adhere to the follow-

ing guidelines.

Not alt computers will be equipped to trans-
mit emals using the Adobe Caslon font
outlined. Therefore, itis crucial to maintain
consistency through the hierarchy of the
signarure and have each required line of

text prescnt.

Email Signature'— Electronic Image (gif)
If available on the employee's computer, it
is highly recommended that aq embedded
imayge be used for cmail signamces to add a
more non-traditional feel. When using the
electranic image, or GIF file, the file should
be saved into rhe “signamure” function of the
email software. The image should enly be
altered 1s necessary to personalize for each
staff member's name and information, No
alteration should be made to the stylizad

“M" element, or the use of color.
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PowerPoint
This PowerPoint template can be used for

both external and internal presentations.

= Preseciabion i

CITY OF

ARICOPA

Proup Hisrory - Prosperous Futrure

o lorem ipsum dolor sit amet
» consectetuer adipiscing

o elit sed diam nonummy nibh
s euismod tincidunt ut laoreet
o dolore magna aliquam erat
o Ut wisi enim ad minim ven'
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PANRICU P I DEREDTY GUIDELIMES.

Service Pin

The City of Maricopa Service Pin is
designed for City staff and communmiry
members. It signifies the pride that each
Maricopa resident and City emplovee feels
for their City and its braud. The City of
Maricopa Szrvice Pin can be designed using
the stand-alone “M" for 2 smaller, rounded
piece or use the full City of Maricopa logo
tor a more pronounced, squared look. Service
Pins are aot to be individualized with any

additional type or inage,

Tt is also acceptable thar Service Pins may be
fabricated withour the ragline, but it is advis-
able they be printed as shown for souie tine

to allow braud recogniton.
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FAATENTITY GLIDE JMES

sAARLCE

Polo Shirt
The Ciry of Mancopa may elect to purchase
: collared polo shirts for Cicy seadf. If produced,
the shirts shall bear the City logo unit (as
shown) above where 2 standard lefe breasr
pocketwould be. For customization, shirts
may be purchased m complimentary fabric
colors. For deparmmental cuscomization,
the departirent name may be embroidered
onto the sleeve. Depending upon the vendor
sclected for producton, the logo unit and
department name may need to be sized 1o fir

the vendor’s unique specifications.
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MARICOPAGENTITY CUilE

Street Sign

Street signs are to be produced utilizing the
Ciry of Maricopu stand alone "M®. Street
signs will need to follow Ciry rules and

regulations.
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RMARICOPA T IEM T Y U S INE

-

Vehicles

Ciry vehicles are to have the City of
Maricopa logo and cai also be individualized
by department. Design elements may be al-
tered if currently elements can not be properly

placed on newer or ditferent vehicles.
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