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Introduction

 ArtCity Eugene is a collaborative, multi-disciplinary arts organization 
which was founded in Eugene, OR in 2016. It is dedicated to providing a 
support system for community artists, creating opportunity to explore their 
craft in a manner which is financially and creatively sustainable. ArtCity Eu-
gene hopes to cultivate a greater appreciation for artists, allowing the city to 
grow into an arts hub which is desirable to both artists and their surrounding 
communities members. 
 In articulating the need for this organization, it’s founders asserted that 
artists in Eugene require a stronger path to success through entrepreneurship. 
While ArtCity prioritizes the payment of it’s participating artists, it ultimately 
hopes to attract artists in residence who are focused on exploring their craft. 
The founders of ArtCity Eugene intend to turn the organization into a for-
profit entity, and to eventually extend the “ArtCity” model to other cities be-
yond Eugene. 
 When asking about the desired look for the ArtCity logo, the descrip-
tors I received included: “active,” “urban,” “fresh,” “clean,” and the phrase 
“human sustainability.” These acted as inspiration as I worked to create my 
brand. 
 



4

Glossary

escutcheon a shield or shieldlike surface on which a     
   coat of arms is depicted.

opacity   the condition of lacking transparency or     
   translucence. 

focal point the center of interest or activity.

minimalistic using simple elements with little embellishment. 

CMYK  a subtractive color model used as a language for de  
   scribing color in the printing process. The letters refer   
   to the four ink colors: cyan, magenta, yellow, and key   
   (black).  

collateral  additional but subordinate; secondary. In design,    
   collateral refers to promotional items which support the  
   marketing of a brand.

orientation the relative physical position or direction of something.

cohesion  the action or fact of forming a united whole. 

typography the style and appearance of printed matter.
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Logo & Logotype
 
 My logo design for ArtCity Eugene is meant to resemble a combination of a 
mosaic and a map. Mosaics require the mixing of individual fragments to create a 
new collective whole, which can be taken to symbolize creative collaboration and 
community. The resemblance of a map represents ArtCity Eugene’s new presence as 
a desirable arts hub on the west coast. 
 I chose an escutcheon style logo to create a strong representative image for 
the organization which can still have a clear assosiation with ArtCity without the text. 
The central, colored shapes represent city blocks on a map, but also resemble an “A” 
and “C,” referring back to the name of the organization.
 The logotype is the Google Font “Poiret One.” I chose this for the combination 
of it’s sharpness, it’s roundness, and the diagonal line of the “e,” which matches the 
intersecting lines of my grid pattern. The sharp lines give a sense of networking and 
conectedness, while the circular shapes indicate movement, balance, and harmony. 

Poiret One 
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLM-
NOPQRSTUVWXYZ

1234567890

ArtCity
eugene
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 The ArtCity Eugene logo sits at least 0.25 inches away from all edges and 
other surrounding shapes. This provides space for the image and text to stand out 
amongst other visual elements. The width of the logo and the width of the logotype 
are the same, and the heighth of the logo in relation to the logotype below should 
always remain at a 2:1 ratio. 

Use of Space

0.25”

ArtCity
eugene

0.25”(2:1 ratio) 

4”

2”

(both logo & logotype)

4”
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 The colors for my ArtCity Eugene brand utilize three main colors: green, teal, 
and charcoal. I wanted a palette which felt vibrant and modern, while still maintain-
ing an earthy look. For my collateral designs, I used the same shades of all three 
colors but with a lowered opacity. I made this choice in an attempt to add depth to 
the overall look, and to provide emphasis for the logo itself. 

C = 40%
M = 0%
Y = 80%
K = 0%

Color

C = 50%
M = 0%
Y = 50%
K = 0%
Opacity = 25%

C = 40%
M = 0%
Y = 80%
K = 0%
Opacity = 25%

C = 0%
M = 0%
Y = 0%
K = 80%

C = 50%
M = 0%
Y = 50%
K = 0%

C = 0%
M = 0%
Y = 0%
K = 80%
Opacity = 70%

Logo Colors Collateral Colors
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 My brand design uses the same font for both the logotype and all other ty-
pography: “Poiret One.” I made this decision with the aim of creating a consistent 
look, and because I thought the font maintained it’s aesthetic appeal in both large 
and small sizes. Since this font paired so nicely with my logo design, all additional 
fonts I attempted to add felt out of place- so I opted to stick with just the one. 

Poiret One
abcdefghijklmnopqrstuvwxyz

ABCDEFGHIJKLMNOPQRSTUVWXYZ
1234567890

Typography
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 The business cards incorporate the mosaic-map pattern in a vertical orientation 
to act as a frame around it’s edges. All colors outside of the logo have a lowered 
opacity, so that the logo itself receives emphasis. On the front side, the large text and 
central location is meant to make the name of the card-owner stand out. The back is 
meant to be simple and bold, with nothing but the logo in the center of the card. 

Business Cards

3.5”

ArtCity Founder | Board Chair | Artist
charly@artcityeugene.com

ArtCity
eugene

Charly Swing
ArtCity Founder | Board Chair | Artist

charly@artcityeugene.com

Charly Swing

ArtCity
eugene

ArtCity
eugene

2”

(front)

(back)

2”

0.25”

1.375”

0.5” 0.5”1.5”
2.5”

1.375”
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 The letterhead is for an 8.5”x 11” paper, and uses the mosaic-map pattern hori-
zantally along the bottom for decorative purposes. Along the left side of the page is 
a vertical green panel, at 25% opacity, to act as a backdrop to both the logo and 
the business address. 

Letterhead

ArtCity Eugene
1010 Eugene St.

Eugene, OR  97405
artcityeugene.com 

ArtCity
eugene

11”

8.5”

0.75”

0.25”0.25”

1.875”
0.5” 0.5”

0.5”



11

 My envelope design is simplistic on the front, and incorporates the detailed 
pattern on the back. The background colors are consistent with the other collateral 
in regards to the lowered opacity, using the green tone on the front, and the teal 
tone on the back. I liked the idea of creating two distincly different sides to create 
an interesting contrast. 

Envelope

1010 Eugene St.
Eugene, OR  97405
artcityeugene.com 

ArtCity
eugene

0.25” 0.5” 0.25”

0.5”

0.375”

1.5” 1.5”

9”

3.5”
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 The T-shirt design for ArtCity Eugene is the most minimalistic piece of collateral, 
and helps to illustrate the logos strength on it’s own, without any additional decoration.  
The central orientation gives the logo a boldness, and the simplicity will allow the shirt 
design to maintain a certain sharpness. T-shirts are often layered under other pieces of 
clothing, which was another justification for this basic design- this way, the logo is more 
likely to be visible from beneath those layers. 

T-Shirt

ArtCity
eugene 32”

6.75”

10.25”

3.75”
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 I created my poster for a fictional ArtCity Eugene “Poetry Jam” event. I includ-
ed the pattern from the other pieces of collateral, using repetition to help build rec-
ognition for the ArtCity brand. The design of this poster is meant to be funky, direct, 
and slightly silly. I used comic-style speech bubbles in order to quickly communicate 
the purpose of the event to those passing by. The poster information is intentionally 
sparse to peak the curiosity of interested onlookers, and to prompt them to seek out 
further information online. 

Poster

poetry

Jan. 14th, ‘17  7:30pm   $10

1010 Eugene St.
Eugene, OR  97405

Visit artcityeugene.com 
to learn more.

jam.

ArtCity
eugene

11”

17”

2”
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 The display ad uses almost identical designs from the “Poetry Jam” poster, ar-
ranged in a horizantal, 9.75”x3.25” panel to be used in a newspaper or magazine 
advertisement. In this version, the mosaic-map pattern is used vertically along the 
sides, framing the rest of the design like the business card does. Similar to the poster, 
the display ad is meant to be bold, easily read, and quickly associated with ArtCity 
Eugene. 

Display Ad

ArtCity
eugene

Jan. 14th ‘17 7:30pm $10

1010 Eugene St. 
Eugene, OR  97405

Visit artcityeugene.com to 
learn more. 

poetry

jam.

9.75”

3.25”

1.375” 1.25” 1”

0.25”

0.5”
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Alternative City Versions

ArtCity
 diegosan

ArtCity
eugene

 In creating my ArtCity Eugene brand, I wanted to make sure that the logo was 
flexible enough to translate to future ArtCity organizations, located in alternative cit-
ies- an idea which was articulated by the organization’s founders in early conversa-
tions. Below is an example of how the colors within the logo could be altered to cre-
ate a related yet unique look for an ArtCity organization based in another city. The 
only changes that should be made include the colors of the “A” and “C” blocks, as 
well as the city name in the logotype- which would remain all lower-cased for con-
sistency. The colors that are chosen for the blocks should be somehow representative 
of each city’s style and culture. 


