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Brand Strategy




From the Director

At the North Carolina Museum of Art, we believe in the power of art and how it can connect communities.

Our Museum is situated to provide North Carolina residents and visitors alike with experiences unique to
its campus in Raleigh—one of a handful of museums in the world with a renowned art collection and an
immense park housing art installations inspired by nature. But our work doesn't stop in the state's capital.
Through programs, partnerships, and education initiatives, we work to bring the People’s Collection to all
100 counties across North Carolina.

We know that many visitors first encounter the NCMA through these off-site experiences, online through
our website or a social media post, or through word of mouth by a friend or family member. To clearly and
concisely communicate our message and instill a sense of ownership in the People’s Collection, we have
created these branding guidelines, which are vital to this work. | hope you'll join us in our efforts to be a
cultural resource that reflects the communities we serve.

Valerie Hillings

Director, North Carolina Museum of Art



Purpose and Approach

In 2019, under Director Valerie Hillings, the Museum set forth an ambitious five-year strategic plan, with

a focus on reframing its free Museum collection and expanding the Museum Park’s art experiences.
Developed in concert with the strategic plan, this updated brand identity was released in 2022 after two
years of research by a cross-departmental committee of staff and six months of design conception by NCMA

graphic designers.

These resulting guidelines outline the Museum’s voice and visual identity to inform Museum communications
and design, work in concert with Museum exhibition and gallery installations, and support in-person
interactions with the public, partners, and potential visitors, signaling a sense of welcoming and belonging on
our campus.

Please contact the Marketing and Communications Department for more specific guidance on visual identity
and house style.



Mission and Vision

Mission

The North Carolina Museum of Art
stewards and shares the people's art
collection and inspires creativity by
connecting our diverse communities
to cultural and natural resources.

Vision
To be a vital cultural resource for the
entire state and a national leader in

creating a welcoming experience of
belonging and joy

Values

Integrity. We strive for excellence in all we do, holding ourselves
and each other accountable to our mission, vision, and the public
we serve.

Active listening. We listen actively to all voices in our community
and communicate with transparency and empathy.

Collaboration. We collaborate to share diverse narratives and
experiences that influence and inspire individuals and the
communities we serve.

Inclusion. We believe a welcoming and inclusive environment is
essential to achieving our mission and vision.

Joy. We seek to infuse delight and curiosity into the unique
experiences we offer so people can find their personal joy.

Creativity. We believe that being open to new ideas and
perspectives expands our creativity and problem solving.



Museum Voice

When developing content across programming, events, social media, presentations, and beyond, keep these
tenets in mind.

The North Carolina Museum of Art is

« Unexpected and unforgettable
» Local yet global
« Cool yet friendly
Our brand and voice:
« Acknowledge the Museum'’s main differentiating factor, its large and varied indoor/outdoor campus
experience
- Enable visitors to feel ownership, pride, and a sense of communal belonging
« Capitalize on the NCMA's standing as a state art museum with national and global connections
« Celebrate North Carolina and its creative community
« Embrace history while moving toward the future

« Overcome stereotypes of museums as exclusive, elite, and solely academic



Accessibility and Inclusion

The Museum works to be accessible to everyone, including in its visual design and written communications.
The new Museum brand was developed with this in mind, incorporating accessible typefaces and high-
contrast colors to be used across Museum communications, including the website, printed collateral, social
media posts, video and audio content, and email marketing.

Some of these efforts include:

Hyperlegible, high-contrast fonts and colors for easy readability
Alt text and descriptive captions for images on social media, email marketing, and the website
Captioned video and audio content

Accessibility icons on printed materials and web event listings to alert visitors to accessible areas and
resources on campus

Accessibility newsletter distributed monthly

Learn more about Museum-wide accessibility programs and resources at nhcartmuseum.org/accessibility.



Visual Identity
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Logo

The iconic rings of Gyre by Thomas Sayre visually encapsulate the Museum’s sweeping indoor and outdoor
collection and unique intersection of art, nature, and people. As a groundbreaking, seminal commission

in 1999 for the developing Museum Park, Gyre is by the hand of a North Carolina artist with international
recognition.

Inspired by Sayre’s gestural sketches created during the planning of his first public earthcasting sculpture,
this visual mark evokes volume, forward motion, and a distinct sense of place. The textured gestural mark
calls to mind the act of sketching or painting. These elements come together to represent experiences in
both the Park and galleries that extend across the state of North Carolina.

North Carolina Museum of Art
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Logo

Logo can be displayed in these three color themes.

North Carolina Museum of Art

North Carolina Museum of Art

North Carolina Museum of Art
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Logo

There are two sets of logos: regular and stacked.

REGULAR

North Carolina Museum of Art

QQ North Carolina Museum of Art

North Carolina Museum of Art

vertical

horizontal

wordmark

STACKED

North Carolina
Museum of Art

North Carolina
Museum of Art

North Carolina
Museum of Art
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Logo

LOGO CLEARSPACE

The logo clearspace is the height of the uppercase letters in the
logotype. Only the street address can violate the logo clearspace.

orth Carolina Museum of Ar

North Carolina

useum of Art

ADDRESS BLOCK

The logo clearspace may be encroached upon for the Museum
address block only.

North Carolina
Museum of Art

2110 Blue Ridge Road, Raleigh

North Carolina
Museum of Art

2110 Blue Ridge Road, Raleigh
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Logo

SUBBRAND LOGOS

NCMA “subbrands” are used to visually identify certain Museum programs as a subset of the main Museum brand. Development and deployment of these
subbrands must be done in conjunction with the Marketing and Communications Department.

Subbrand logos use NCMA in Case Text Light with the name of the program in Case Text Bold. Visually, subbrand logos are always all caps but should be
written out in running text as two words (e.g., NCMA Learn). The name of the subrand must be one word or an acronym.

No space

A Case Text Light N C I\/l A Leading (distance between
N C I\/l LEARN each line Oftext |s the
Case Text Bold L EA R N same as font size

Case Text Light Case Bold

NCMA
NCMAAIM AIM

NCMA
NCMAEXPLORE EXPLORE

NCMA
NCMARECOMMENDS RECOMMENDS
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Color Palette

COLORS

The color palette is inspired by the wide range of
art and nature on the NCMA campus.

Individual designs utilize analogous triads (three
colors next to each other on the color wheel) and
analogous pairs (two colors next to each other) with
a complementary color across the color wheel.

NCMA Rust
PMS 7526 C

NCMA Red Orange
PMS 7597 C

C11 M89 Y100 K2
R214 G65 B35
HEX #d64123

C29 M83 Y100 K29

R140 G59 B25
HEX #8c3b19

NCMA Violet
PMS 2592 C
C51 M89 YO KO
R158 G40 B181
HEX #9e28b5

NCMA Purple

PMS 267

C77 M97 YO KO
R96 G38 B158
HEX #60269e

analogous pair +
complementary

NCMA Orange
PMS 7579 C
C7 M79 Y97 K1
R224 G89 B42
HEX #e0592a

NCMA Dark Blue
PMS 2945C

C100 M73 Y20 K6
RO G74 B151

HEX #004a97

analogous triad

NCMA Light Green
PMS 7745 C

C38 M22 Y100 K1
R170 G172 B36
HEX #aaac24

NCMA Dark Green
PMS 357 C

C86 M40 Y91 K39
R26 G86 B50

HEX #1a5632

NCMA Blue

PMS 313 C

C100 M23 Y19 KO
RO G143 B190
HEX #008fbe
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Color Palette

NEUTRALS

In exhibition design the neutral palette serves as
a backdrop of colors in the galleries that enhance
the visitor experince without distracting from the
artwork.

In marketing materials the neutral palette is a subtle
complement to the brigher primary brand color,
NCMA Orange.

NCMA Warm Gray Dk
PMS Warm Grey 10 C
C50 M50 Y54 K17
R122 G110 B102

HEX #7a6e66

NCMA Warm Gray Lt
PMS Warm Gray 2 C
C20 M20 Y23 KO
R203 G195 B187
HEX #cbc3bb

NCMA Cool Gray Lt
PMS Cool Gray 2 C
C18 M14 Y15 KO
R208 G207 B205
HEX #dOcfcd

NCMA Cool Gray Dk
PMS Cool Gray 10
C62 M53 Y48 K19
R99 G101 B105
HEX #636569
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Color Palette

COLOR PAIRINGS

Analogous Triads

Analogous Pair + Complementary

NEUTRAL PAIRINGS

Neutral Triads

Neutral Pairs + NCMA Orange

O ®
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Typography

PRIMARY TYPEFACE

Case is a 21st-century typeface in three optical sizes, ideal for logos and
display text; the Text family is perfectly crafted for the printed page; and the
Micro family offers readability at small sizes. The latter two feature a higher
x height alongside more open shapes; for maximum readability Micro also
offers traits that make characters more easily distinguishable and enhanced
contrast at the joints of stems and bows.

The letter forms of Case were used in the development of the
wordmark:

North Carolina Museum of Art

Case should be used as the typeface for Museum publications in most
instances, unless context or need for variety require a serif font, in which
instance the secondary typeface may be utilized.

Primary System Font

Arial is the primary system font. It should be used in place of Case when a sans
serif font is preferred and brand fonts are unavailable, such as in PowerPoint and
Microsoft Word.

Case
ABCDEFGHIJUKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
123456789

Case Text
ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
123456789

Case Micro
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz

123456789

Case Styles

extra light extra light italic
light light italic
regular regular italic
medium medium italic
bold bold italic

heavy heavy italic



19

Typography

SECONDARY TYPEFACE

Flecha is a sharp and strcamlined old-style typeface made for editorial design and
text. On the whole Flecha has a sturdy and mechanized appearance with its rigid
letter forms, squarce terminals, and gcometrically simplified strokes. Nevertheless,
Flecha still manages to be delicate and reminiscent of the broad nib pen.

The typeface Flecha should be used whenever a need for a serif face arises as well
as for contrast with the primary typeface. Flecha is excellent as a header face for
program promotions such as food scrvice, membership, and cducation.

Flecha was chosen for its strong display qualitics as well as its satisfyving letter form

relationship with the primary typeface, Casc.

Secondary System Font

Times New Roman is the secondary system font. It should be used in place of
Flecha when a serif font is preferred and brand fonts are unavailable, such as in
PowerPoint and Microsoft Word.

Flechal
ABCDEFGHIJKEMNOPQRSTUVWXYZ.
abcdefghijklmnopgrstuvwxyz
123456789

Flecha M
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
123456789

Flecha S
ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqrstuvwxyz

123456789

Flecha Styles

extra light extra light italic
light light italic
regular regular italic
medium medium italic
bold bold italic

black black italic



Implementation
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Design Elements

LOGOMARK AS GRAPHIC ELEMENT

The logomark may be used as a graphic element. It may be rotated
or reflected. It may overlap with text and images. The wordmark
should not be used as a graphic element.

GYRE TEXTURE BRUSHES

A set of Adobe lllustrator brushes were created to mimic the logo and
the texture of Thomas Sayre's Gyre. These brushes may be used to
create textural elements such as edges of a color field or in erasing
an area. They should not be used to write text or draw illustrations.

North Carolina Museum of Art
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Design Elements

PHOTOGRAPHY FRAMING
Photography can be combined with design elements such as A white frame around both print and digital materials can be
the Gyre texture brushes to create unique branded images. used as a design element. Two frame styles are available.

DOCENT LECTURE ENDOWMENT presents

Alison Saar

(OEekre HA
North Carolina Museum of Art
Sunday, November 13, 2022
SECU Auditorium Nlcmbcr ”
Monday East Building EASTCAFE
10 AM-7 PM East Building, Level C
Not a member? Ewll@
Join our membership L rd ﬂ Serving Lunch

community today. l.:@ H g
visit.ncartmuseum.org/membership E = b Wednesday-Sunday Bk L
11 AM-4 PM @ rh@l

nemafood.com




23

Print Materials

STATIONERY

North Carolina Museum of Art

Allison Maslow
Director of Graphic Design

TEL 919) 664-6793
EMAIL allison.maslow@ncder.gov
WEB ncartmuseum.org

STREET 2110 Blue Ridge Road,
Raleigh, NC 27607

MAIL 4630 Mail Service Center,
Raleigh, NC 27699-4630

@

North Carolina Museum of Art

STREET 2110 Blue Ridge Road, Raleigh, NC 27607

MAIL 4630 Mail Service Center, Raleigh, NC 27699-4630

TEL (919) 839-6262 FAX (919) 733-8034 | WEB ncartmuseum.org

North Carolina Museum of Art
4630 Mail Service Center, Raleigh, NC 27699-4630

DIRECTOR Valerie Hillings | GOVERNOR Roy Cooper | SECRETARY, DEPARTMENT OF NATURAL AND CULTURAL RESOURCES D. Reid Wilson
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Print Materia

BRANDED RETAIL ITEMS




Print Materials

UNPARALLELED ELEGANCE. EXQUISITE CUISINE. ARTFUL AMBIANCE
: b T

North Carolina
Museum of Art

Learn more and request information at ncartmuseum

PHOTO, TOP: KIVUS & CAMERA | PHOTOS, LEFT TO RIGHT: AJ DUNLAP PHOTOGRAPHY, KIVUS & CAME

European Masterworks

MODER
VISION

TICKETS ncartmuseum.org/modernvision
OCTOBER 8, 2022-JANUARY 22, 2023

from The Phillips Collection

'Degas, van Gagh, Monet, and more!

Featuing more than 50 palnings o coic aists nctucing E6gs Do,
Vincont i Gogn, Ecouard Manet,Clud Mone, Falo 355, and ot
Cezanns rom e worlsfenonned Pl Colection. Osring longside
one enetaltion o the NOWA® collecion, Hoder Uion honcatse
Waks by ans o mpressioni.postmoressonkn, xpresionm, and
Cubien, carfuty colectod oy founde Duncan S

North Carolina
Museum of Art

DHIILLIPS

A members are a diverse community of art lovi
4e much-needed funding for educational prog
itions, and more.

member, you can enjoy—and help others enjo;
er. Member benefits include unlimited access
itions, engaging educational programs for adu
Jiscounts on tickets for almost every activity at
pporting the NCMA, members help sustain o
) Carolina's greatest treasures, the People's C

Monster
Drawing

NCMA to Go acrviry it

Stain, Splash, Spread )

MATERIALS
included in kit

= atorcolorpansmPaperDropper
 Foar brush m Tisue paper

ot incuded in kit
Papertows, placomat, o lrge paper
Cw avister o Spoon

INSTRUCTIONS
1 Protect your pinting surface.
Placo  papor tows, placemat, o large ece o paper 0nyour art
station, This il absor the pants that bleed hroughyour paper a5
youwork
2.Optionak play music while you work!
S Gl s inspied by Jzz;put on your favorte s whi
vou pait.
3. Exporiment it pants.
There s 0 wrong way o creatsyourabstact paintig. Ty hese.
options with your peints o croat lowing and oxressive areas
ofcolo:
+Createa gt vash wit luid waterclors.
il cup with  small amount (sbout % cup o 2 ounces) of
ot watr Drop  watercolor pan i the cup an et dissolve
fora few minutes. You can 2o st the ater with a spoon
speer it up. Use the dropper o place the llud watercolr on
the paper. Wetch how difrentiquid watrcolos biend and
creste washes o coloracross th surface.
«Paint vith the foam brush.
Wi the foam brush and i into watrcoloroans, then make
in arthick s ordotsof coor on the paper. Flick paint
toward the paper o creato splashes and spattrs
«Ply ith muted and bright colors.
Ti: tho weteryour ait he faintr the colorwil ok on he
papar.For bode colors use e wateron yourbrush or
Jos wato when making luid watarclos. I our paper s vory
wet. et t oy before ading more pint.

4. Experiment with paper.

This paining was create by Sam Gilla, He becarme famous as

croatod, oot th paint ry and then unfold the paper o 500

big washes ofcolor. At th tm art and the wider word was chang.

watercolor cups.

howpaintlooked when t moved. Ho pourad pant onto the suface

Vinen your pape is wat, It from your work suface and bold
10 in 3 now Girect

T s g, s Gllam e
NORTH Registration Dy Victoria Bouloubasis Bar
COURTYARD Artist check-in (from Mamis & the Papis) Boer,wine, and nonalconolic beverages.
Art wall and checkout @mamisandihepapis Check out the special NCMA Fulsteam

Poetry Fox _ @thepoetryfox

“Reimagine" Hazy 1PA with original art
by David Eichenberger

SATURDAY, OCTOBER 8, 2022, 1-5 PM

semro

pumroE e e n

FEATURED ARTISTS

Second Round

2-3PM

Aty Madhur @artoymahuri

Baro Cherry @thenarbart

BeBoggs @ilustatedbe

Becky Joye hyioyeart

Cartos Manuel Burgos  @los burgos:

s Piey plley

David Echenverger  @troubleberger

Fabrizo Bianchi @fanzarzy

Freddie Bel @fartworks.

ana Wiloevic Beck  @hanambeck

Jacob Trump @jacob sketchesart

Jason Whitman @asaurting

et Bell @iefreyroell

John Haw sketchbookprojectcom/
brary/ss446701

Jorren Thoraton @minauzz

Kuttz ekikatzenvorks

Kathryn Patel @kgpatet

Keith Norval @keithnonal

K Farsh okiirarsn

Kwame Hawking Kwamehavikins.com

W rackerbarre surralist

Wiriam ximit @xioximil

Pepe Cauailo pet

Ronald R_irons. ironss3wisite.com/
watercalors

Roxanne Lorch @ronorinearts

BEPUBLEAALEBRYSRERBERBREYR

First Round 1-2 PM
Youth Hour

Third Round
3-4PM Fourth Round
4-5PM
Ay Haney @atycatias
Amare @amaboo 51, AlaELBemant @atipsinter
Antonio lanis @amonioainisan 52 AlsonColeman  @alisoncoleman.an
BiKoen obitkoen 52, Ancraw wunro
cameron boby @camerondobyartst 54, Amapours @annapouis
CarrieAter @cerrater 55 bamervoodats  @hamenvoodans
Crvitopherwoodard  elesuniverse 56 ritFiood I
Constance Pappaiardo  @constancepappalarcoart . cmismusto @chis musto.an
Eric Knistey oericiaisiey sa. ericcabbell canbatie
Gabriele rant Feeman @gabbyee 50, Greg Balain @ostvearstuios
Giawoocs @giawoodsart 60 JasonDuperis  eicparaws
sason Lora @eannc o1 veremyDoroy Gartteday
2P Jormaine powell Ojpyourtia 62, Krstinowaley @mudayonatey
se0 Canoun kiwicanoun 63 Larak.aus taura davs omeial.
istin itsoy @ontatsauid B4 LeoBarneimess  @ieobarnelmessart
ke Rosado, @ekimosasor 65 Lonsaylorbrewer  @oichrocog
pete sack o 66 RachelCampbel  @campvetpains
pote arin opetermarinworis o R Gtteznatimesatr
Saran ity os 69 ReveccaR Hwang  @right kares
ScottEagle @eyre studios 69 Revetan Evans -
.

rccee Guyomegeeart 71 Sioane sophan onamasteoner
VoronicaMariey  Gectequiant 72, steven secnar steven becnar
vinta ain t— 73, Tony Rector @onyrectonat
zacnstorm @.zacnstorm. 74, T Kenow pt——
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Digital Assets

WEBSITE SOCIAL MEDIA

@um,mm seiisel i @ wom @ s

WISIT COLLECTION EVENTS AND EXHIBITIONS EDUCATION SUPPORT BLOG ABOUT

Piaasa note: the gallanas will be clased tor the Thanksgiving holiday on Thurstay, Hovember 24, and spen
dunng ragular hours. 190 am to.5 pm. on Friday, Novembor 25,

HER TUESDAY

smber 15,

ARLLHIES N 17

elebrate the new People’s Collection

TedwwHmrs  GALLERIES

FAHR: BAWN T0 DOSK

@ REGISTER

R

INTERNATICNAL MISELM BTORE

15 KIAIMRA COMMUNITY TRENS SKFTCH THF GALLFRIES

SUNDAY
;‘:J;rr.‘u':u ar I:.ll‘: re-o-a‘:-!l 1. CORRITT It Evvrite come together to create a

peaceful and inspirational
experience. Bring a yoga mat
“and dress comtortably to be
‘outside.
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Digital Assets

EMAIL VIDEO

YOU'RE INVITED

Lower third

At the North Carolina Museum of Art, we believe in the transformative power of art.
Through the People's Collection, the state art collection that belongs to the citizens
of North Carolina, and our 164-acre Park, we strive 1o create a sense of welcome
and belonging

. : North Carolina Museum of Art
Our collection galleries span more than 5,000 years, from antiquity to the present,

and provide countless cultural experiences for the people of our state and beyond
The Museum Park showcases the connection between art and nature through site-

specific works of art and notable programming. Both are free to visit

We also offer changing special exhibitions, classes, lectures, family activities, films,

dance pmiom'names, and concerts

Qutro
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Credits

Karlie Marlowe Former Director of Marketing and Communications

Dave Rainey Former Director of Graphic Design

Allison Maslow Director of Graphic Design

Christin Hardy Senior Graphic Designer

Kat Harding Former Assistant Director of Marketing and Communications
Karen Kelly Senior Editor

Laura Napolitano Editor

Dan Ruccia Graphic Designer

Jim Shanholtzer Creative Traffic Coordinator



