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Section One: Introduction

Marketing & Editorial Guide

This guide will provide guidance and clarity on how to use the American Canyon
Arts Foundation logo, as well as the approved templates for communication to be
used by the Foundation. The goal is to create a cohesive, consistent, and
professional image. The guide applies to internal and external uses. A consistent
identity will help build and maintain the Foundation’s reputation and strengthen
the way our target audiences see the Foundation.

This guide is meant to grow and evolve with the Foundation. Changes and additions
are welcome and should be added to this document as appropriate. Indeed, this is
an updated version of the original 2015 Marketing Guidelines.

In this first section you will find the Foundation’s Mission and Vision Statements, as
well as an additional section entitled Objectives. It is crucial that the Foundation
have a Mission Statement that is brief and memorable. For that reason, you will find
that recommended change outlined here.

Mission Statement

The American Canyon Arts Foundation strives to maintain, enhance, and support
the role of the arts in our community.

Vision Statement

The Vision of the American Canyon Arts Foundation is to become a vibrant, thriving art center
that is self-sustaining, financially rewarding for artists and a cultural asset for the community.

Objectives

1. To familiarize the public with the recreational, cultural, and economic significance of
the arts.

2. To encourage and promote local artists.

3. To provide financial and other assistance to our public schools’ Visual & Performing
Arts programs.
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Section Two: Logo and Brand Management

New Logo

The Foundation has used a similar logo since its inception: a palette with crossed
paintbrushes. This has served the Foundation well over the years, as it was primarily focused
on painting and the visual arts. |In recent years, however, the Foundation has expanded its role
into two additional areas: Performing Arts and Cultural Arts. As aresult, a new logo is
warranted, to symbolize this shift.

For purposes of the grant that funded this revised plan, there was not enough time to work out
all the details for the new logo. As a result, we are still using the same logo and color scheme
for now. We will continue to refine the design process and once a new logo is agreed upon by
the Board, we will update this plan.

The current logo is presented below.

American Canyon

»>~ Arts

P

& Foundatior

Alternate Logo

Sometimes there will be space restrictions, or other considerations, in which the
Foundation will only want to use the text and not the rest of the Logo. This is the same
as the Text Only logo adopted from the 2015 study and is shown on the next page.
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Canyon

Arts

Foundation

Color Palette Standards

A complimentary color palette of colors should be used when designing brochures,
covers, reports, one-color printing, and two-color printing. The color logo should
primarily be used on a white background — never use a colored logo on a colored
background. A gray-scale alternative is also available for use.

Keep it simple! White space is your friend. Use no more than 3 fonts on marketing
collateral and ensure that each are complementary to each other. Also, keep colors to a
minimum. Less is more!

When it comes to using colors for different marketing pieces, consider using no more
than 2. The colors in this palette are quite strong. Using more than 2 can overwhelm the
piece you are creating and can make it look more juvenile than professional. Dark blue
should be primary.

The exception to this rule is the use of grey. Grey is a great compliment to each of the
5 main colors in the ACAF palette. Oftentimes grey will be less harsh than using black.

PMS 7687 PM5 TE2T PMS TT2E PIVI5 7663 PM5 425

100/92/7/0 21/95/100/12 BE/34/93/27 70/89/10/1 66/55/53/28

41/58/143 179/45/36 15/103/59 107/63/139 B4/B8/00

293baf b22c23 0f673b 6b3fb 54585a

Final 2024 Marketing Plan Page 5 6/9/2024



Font Palette Standards

The following fonts are approved for use in all written applications. In most cases, you will use
Optima for the headers and titles, and Calibri for the main text.

Calibri

REGULAR
abcdefghijklmnopgrstuvwxyz
ABCDEFGHUJKLMNOPQRSTUVWXYZ

REGULAR ITALIC
abcdefghijklmnopgrstuv

wxyz
ABCDEFGHIJKLMINOPQRSTUVWXYZ

LIGHT
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

LIGHT ITALIC
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKLMINOPQRSTUVWXYZ

BOLD
abcdefghijklmnopqrstuvwxyz
ABCDEFGHUUKLMNOPQRSTUVWXYZ

BOLD ITALIC

abcdefghijkimnopgqrstuvwxyz
ABCDEFGHIJKLMINOPQRSTUVWXYZ
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Optima

REGULAR
abcdefghijklmnopgrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

REGULAR ITALIC
abcdetghijklmnopqrstuvwxyz
ABCDEFGHIIKLMNOPQRSTUVWXYZ

BOLD
abcdefghijkimnopqrstuvwxyz
ABCDEFGHIJKLMNOPQRSTUVWXYZ

BOLD ITALIC
abcdefghijklmnopqrstuvwxyz
ABCDEFGHIJKIMNOPQRSTUVWXYZ
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Section Three: Marketing Materials

This section provides a listing of materials, from letterheads and business cards to Table Covers
and banners. These items are in contrast with digital assets, discussed in the next section.

1. Letterhead and Block Signature: The existing letterhead should continue to be
used but updated with the new logo. See Exhibit 1. In addition, an expanded signature
block should be consistently used whenever written correspondence is involved. This
should include the writer’s name, title, phone number and email address. In addition, a
tagline highlighting the Foundation’s latest event should be included, such as “Join Us
for this Year’s Art Extravaganza at the Boys & Girls Club on April 11-12.” The implication
is that this signature block will need to be updated regularly.

2. Media Alerts: This template should be used to announce any upcoming event or
activity. It provides the basic “Who, What, Where, When and Why,” as well as a contact
person. It can also be used as a template for traditional Press Releases, when
appropriate. See the template in Exhibit 2.

3. Envelopes: There will still be a great deal of written correspondence and personalized
envelopes are a must. For regular #10 envelopes, the preprinted logo and mailing
address improves ACAF’s image. There should also be an investment in self-addressed
return envelopes, which can improve response rates for show entries, membership
renewals, etc.

4. Business Cards: Printed business cards have dropped in cost to the point that it is
economical to provide Board members with their own card. It is less than $20 to print

100 business cards, based on one online print T
. . . <

service. T.h.e generic format ?hould include the ~>~ Arts
Logo, mailing address, website, and Facebook. /f\!? Foundation
In addition, the member’s name is highlighted AW AR CA T R e
(both in terms of font and print color), along Mark Joseph

i i AmCanArts@gmail.com www.amcanart.org
with email and phone number. A sample b  hacioon At

format is shown here.

5. Tri-fold Brochure: Having a useful brochure that highlights the organization, its
history and current focus is a great marketing tool. There should also be an area to
encourage joining ACAF, or to make donations. A sample brochure is included as
Exhibit 3. Bear in mind this brochure will need to be updated at least annually, so the
guantities should be kept reasonable, despite the economy of scale of larger print runs.
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6. Banners: These banners will come in many shapes and sizes. Although there should
be at least one generic banner (with the new logo only), most of the banners will be
used for specific events. They should be designed in a manner that allows updating of
the specific dates/times/locations, since they will change over time. More discussion of
banners will be included in the Event Promotions section below.

7. A-Frames: These are freestanding signs that can be used in a variety of situations.
They are designed to use a removable sign insert. As such, only a limited number needs
to be purchased, and ACAF currently owns enough. For each event, a new insert needs
to be purchased.

8. Table cover(s): With a new logo, we will need a new table cover. If the logo is
printed on a white background, it will require more frequent cleaning. There are a
variety of formats that can be used, and the Board should decide which format they
prefer.

9. Pop up Tent with Logo: A 10x10 pop-up tent is needed for most outdoor events,
and even some indoor ones, too. Cheap tents can be purchased, but it may be prudent
to invest in a sturdier frame as well as to purchase a customized tent canopy—that is,
one with the new logo on each of the four sides. At least one good tent should be
purchased; other, less expensive, tents may also be useful, depending upon the number
and types of events.

10. Retractable Banner Stand: A single stand was purchased and is still in good shape.
The actual banner can be replaced as needed, and it provides a professional look.
Currently, the banner stand presents our Sponsors, and it should be updated at least
annually.

11. Promotional Items/Swag: Pins, pens, T-Shirts, Caps and other items are a great
way to remind people about ACAF, and they can also be used as giveaways or low-cost
raffle items. They can also be used to identify ACAF members at events, particularly T-
Shirts.

12.0ther Outdoor Media: There are many other types of outdoor advertising, and the

Board should consider them, to augment our current inventory.
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Section Four: Digital Assets

Website

The agency’s website is the key digital asset, because it provides a 24/7 opportunity to establish
and reinforce the brand, as well as to facilitate promoting ACAF events and programs.

Websites should be rebuilt periodically and updated regularly. As part of this overall marketing
plan update, ACAF received grant funds from Napa County to rebuild the current website.

Based on the consultant’s recommendations, the new website will use WordPress
programming language. WordPress is a widespread platform and offers tens of thousands of
“plugins” which allow us to improve our fund raising, social media and marketing efforts,
among other things. It is also relatively inexpensive: for $300-500/year, WordPress will host
our site along with 50GB of storage, provide us with over 50,000 free “plug ins,” and offers a
high degree of security with little site downtime.

The new website has five primary pages: Home, About, Get Involved, News & Events, and
Members. The Home page provides a good summary of who we are, what we do and our
current programs and events. The About page provides a brief history and description of ACAF
and highlights our Board of Directors. It also gives access to archival documents, such as prior
Board minutes, Annual Reports and Governance documents. A Contact page is an option under
the About page. Get Involved encourages individuals and artists to join ACAF, and for businesses
and individuals to donate and sponsor our programs. The News & Events page is a compilation
of posts that are developed over time, announcing our events, breaking news and so forth.
They are listed in chronological order but can be searched by keywords. The Members page is a
listing of our membership, including a link to their website, social media or contact info. A
subset of Members is the actual online membership application form.

As we expand the website’s offerings, we may include an online calendar of events and
secondary pages that allow us to provide everything you need for specific ACAF events.

Much of the updating will be done via program and news postings—basically, one or more
photos, along with a brief narrative and links to other pages or sites. It is simple to create these
blogposts, and that in turn will keep the website current. These posts also allow us to upload
any number of related photos or videos. Regular website maintenance should be updating
photos and minor text changes. To encourage more people to our website, it will be necessary
to utilize Search Engine Optimization (SEQ) programs and analytics. ACAF should also budget
funds for Facebook and Google Ads to promote the website.

Screenshots below show the look and feel of the new website: www.amcanart.org
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http://www.amcanart.org/

>.:; Arts Home  About  Getlnvolved  News & Events  Contect [ K I3

American Canyen Arts Foundation

Formed in 1992, the missice yon At Foudatior re. enfance
andt support the Arts in A a the publc on the social, cutural,

anct ocoromic benefits o I g and supprting our local artiss.

The American Canyvon Arts Foundation is a non-profit organization that serves local artists and
provides scholarships and financial support to art-related programs in our public schools. To
donate or become a member, volunteer, or sponsor, please visit our “Get Involved" link.

What We Do

Figure 1- Home Page

% Arts Home About Getinvoved News s tvents Conoct [ I

Established in 1992

American Canyon Arts Foundation

Board Of Directors

d of Directors, inchudig both artists and community
. The Board meets monthly, on the second Tuesday.

Figure 2- About Us Page
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>,~.'; A‘ns Home About Getinvoived News & Events Contact [ K IED

Get Involved

Join The Foundation

Our marmbership levels arm very atfordable, whethe y

Artists

As an artist. we provide a mears of showsasing your art throush communit

Residents b ...

Figure 3 - Get Involved Page

>3'; Arts Home About Getlnvoived News & Events Consct [ [ IED
»

Contact Us

Have A Question?

Full Name

Emal

IMopa nctn R % "
e e o $ Q
Call Us
oy 9 poi, 4 =
: 0 Nopa unch on 645884
Email Us

Figure 4- Contact Us Page
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Social Media

Social Media is the key method of communicating what ACAF is doing and how we manage our
brand. Additional tools will be used for specific event marketing, but social media will still be
an essential partner. There are many different platforms, but given our demographics and
objectives, we will highlight only four.

1. Facebook: This is our major communication tool. We can create and promote events,
post pictures and video from recent events, and connect to other organizations and
individuals. Building up followers is a key element in building our page, and consistent
and creative posts are the way to make that happen. Our Facebook page is
www.facebook.com/amcanart.

2. Instagram: ACAF’s Instagram page should be better promoted. This is important
because Instagram attracts a younger audience than Facebook, and ACAF should be
looking towards the next generation. Instagram has a different feel than Facebook and
is better for posting pictures and videos. Since both platforms are owned by Meta,
information should be configured to post to both sites. Our Instagram page is
www.instagram.com/amcanarts

3. X: Formerly Twitter, this account is good for posting announcements, since the news
media monitors X for content. X should be a key resource for getting the word out
about ACAF events. Our X account is www.x.com/amcanarts.

4. YouTube: ACAF recently added a YouTube Channel, to provide easy access to our
videos and potentially other products, such as podcasts and tutorials. Currently, we are
uploading visual content and sorting it via the channel section/playlist feature (all
content associated with the Art Extravaganza, for example, or any Cultural Events, etc.).
In some cases, photos can be assembled into short videos, and they can be uploaded as
well. We should use our channel as a visual archive of all the things the Foundation’s
events and programs. Those videos can then be used as a link to other social media.
Our YouTube Channel is www.youtube.com/@americancanyonartsfoundation.

Newsletters

A regular online newsletter is important to keep ACAF members and the general public
informed about what the Foundation is doing. It should be developed and distributed on a
consistent basis, at least monthly. Generally, one or two pages, it should give a quick summary
of the topic and then provide a link to the full item on the website or other location. As with
basic journalism, always include the who, what, where, when and why and any costs associated
with the events being promoted. If regular blogposts are generated and added to our website,
those posts could either be the basis for a monthly newsletter, or at least used as a link to more
information.
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Customer Relationship Management (CRM)

CRM is the process of managing current and prospective customers to promote your business
and increase sales and/or engagement (in the form of attending ACAF events or joining the
Foundation). As a software tool, it refers to programs that can add contact information and
then allow you to sort, classify and segment that database for targeted emails and contact.

A CRM or contact database is used primarily for sending newsletters, but also for sponsorship
and membership drives, and to promote Foundation events and activities. ACAF can target key
demographics, such as whether the customer is an artist or patron, has donated or attended
ACAF events in the past, and possible demographics such as age, gender and ethnicity.

The biggest challenge with developing a viable CRM is managing the multiple databases that
exist. For example, there is one set of followers for each of the various social media used;
another set of Google contacts of ACAF members; another set of vendors and customers stored
in our accounting software and lastly, contacts within the CRM software itself. This problem
can be mitigated to some extent by exporting and importing contact information, but that is a
time-consuming process and only a limited number of datapoints can be reasonably
transferred.

As a result, it is important to select a CRM program that integrates with some or all of the other
programs used by ACAF. Alternatively, we could migrate to a software package that is—or can
be- a more integrated system.

Currently, ACAF is using Givebutter as both a fund-raising platform and a limited CRM program.
Its contact database is designed to encourage giving, which is not the only reason to contact
our customers. There is enough flexibility to allow us to segment our contacts. Because there
is no cost to this service, it may be necessary for the short term.

Eventually, ACAF needs to explore alternatives, with the focus on flexibility, cost, and ability to
link to other programs used by the Foundation. Ultimately, this may require an ongoing paid
subscription service, but given the importance of managing contact information, this would be
well worth the cost.
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Section Five: Promoting Events

The main thing ACAF does is host events, from the monthly Open Mic program to the Art
Extravaganza and Cultural programs. As such, some detail on how to improve marketing and
promoting events is warranted.

Before any specific event planning is done, create an annual Event Calendar. Key events and
programs need to be identified and scheduled. This is important not only to help promote
them, but to ensure we schedule events evenly over time—a small volunteer community
organization does not have the bandwidth to tackle multiply projects at the same time.

1. Develop a budget and schedule. The first step is developing a budget and
identifying key milestones and when those milestones need to be accomplished. Event
planning should start at least three months out, and preferably six. Even if an event has
been held regularly, it is important to start planning early. For example, securing judges,
entertainment and even the venue needs to be done well in advance. Budgeting is
critical to ensure there is a realistic path to pay for the event and hopefully, generate
net revenues that can be used for general purposes.

2. Design one or more Flyers. Once the budget and schedule have been completed,
develop at least one flyer. Sometimes, a “Save the Date” is appropriate, since all the
details may not be completed. Or a “Call for Art” may require one flyer, while
promoting the event to the public will use a different flyer. Use Canva or other software
to ensure flyers are well designed and attractive. The flyer needs to be informative but
also do something to attract your attention and make you want to attend.

3. Update the website. Along with flyers, update the website. There should be at
least one comprehensive blogpost that provides as much information as possible. This
will be the post that is referred to as the event is promoted. That is, subsequent posts
may only highlight the latest update; and provide a link to the original post for more
information.

4. Announce on Social Media. Most platforms allow you to create an event that can
then be used to encourage customers to sign up. The following resources are available
at little or no cost:

City’s Community Calendar
ACAF Facebook page

“AmCan Happenings” Facebook page
NextDoor

P oo oo

The Chamber of Commerce’s regular emails highlighting community events.
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5. Produce/Distribute Banners: Having 3 or more professionally produced banners
will help inform the community about an event. These banners can be reused, with
updated dates. Banners should be hung up in key spots in the community. For
example, by James Road and American Canyon; by the Walmart entrance, at Wetlands
Edge Park, or along Newell Drive. Get the owner’s permission first—it may save the
banner from being thrown away.

6. Distribute Flyers. Banners are expensive, so only a limited number will be used.
Printed flyers, on the other hand, are relatively inexpensive, and most shop owners are
willing to let you post them on a bulletin board or front window, especially if the event
is for a good cause. This is an important step, not only to get the word out but
potentially getting businesses to donate money or items for a potential silent auction.
Key locations include the two Starbucks in town, the UPS Store, restaurants and
shopping centers.

7. Email Campaigns/Press. Although sending updates via X is a great way to connect
to the local press, having contact info that you can use for an email or phone campaign
is better. Constantly expand and update press contacts and art agency contacts—it’s
better to send an email to a specific person rather than to info@whatever.com! But

people move on, so keep in touch with the people you are reaching out to. Exhibit 4
provides a current listing of local news organizations and art-related organizations.

8. Email Campaigns/Customers. The second key demographic are members and
customers—the people that attended your events need to be contacted. Send an
announcement early on, when the key dates/times and locations are confirmed. Then
send at least one every two weeks and one a day or two before the event. This
schedule is for major events; for smaller events, sending an email out 2-3 weeks before
the date and another one a day or two before should be sufficient.

9. Buy Ads. The event budget should include funds for paid advertising, such as Google
Ads and Facebook “Boosts.” It may be appropriate to purchase printed ads in local
newspapers as well. Crafting the target audience is important. Too specific and it may
not be accepted; too broad and people in Mississippi may contact you for tickets!
Online advertising also provides a wealth of analytical data, so you can assess which ads
worked and which did not.

10.Use a photographer. Getting photos and videos of your event is essential to
promoting your event next year. It is also critical for letting people know what they
missed. It’s possible that someone in the organization will agree to be the official
photographer; if not, find someone who will do it for a modest fee. Not having to worry
about taking pictures allows the people in charge to focus on the event.
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