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Summerfair Cincinnati is a nonprofit, 501(c)3 arts  
organization dedicated to supporting young artists,  
individual artists and small and mid-sized community-
based arts organizations through scholarships, awards 
and exhibitions.

Summerfair began in 1968 when a group of Mt. 
Adams residents met and decided to hold an 
arts festival to salute the opening of the new 
Playhouse in the Park. The festival included art, 
music, crafts and other festivities and was held 
on the streets of Mt. Adams and was enjoyed by 
the community as a whole. 
 
The fair returned the next summer and in 1970, 
Summerfair became a not for profit corporation 
that supported the Arts in Cincinnati. Summerfair 
moved upriver to Coney Island in 1977, where it 
remains today.  At this fair, artwork was judged 
for the first time by a jury of art experts and the 
first formal poster competition was held. Later, 
the fair expanded to include areas such as Per-
forming Arts and the Youth Arts. It is now one of 
the oldest continuous art fairs in the nation.

Today, Summerfair Cincinnati has expanded to 
6 year-round programs and over 100 members. 
With community support, Summerfair Cincinnati 
continues to look for new ways to support both 
the visual and performing arts in Cincinnati.

Summary & Mission 

Annual Summerfair
Emerging Artists
High School Scholarships
Summerfair Select
Aid to Arts Organizations
Aid to Individual Artists

MissionHistory

6 Programs

SFC is a year-round, nonprofit arts organization that is dedicated to supporting and 
promoting artists and the arts. SFC is comprised of a rich history, powerful mission  
and 6 programs. 
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Project Statement & Overview

The  
Project 

Throughout this process we conducted research to identify SFC’s desires, needs,  
and expectations. Based on these findings we then explored and developed a  
strategy, presented this to the client, and developed and designed solutions  
to fulfill Summerfair Cincinnati’s objectives and brand needs. 

For this inaugural course the major assignment will focus on brand 
identity, programmatic communication and the experience. Formed 
student teams will conduct discovery (research), concept/strategy 
development and propose design solutions that will further the organi-
zation’s brand and objectives. Concept and solutions proposed must 
be cohesive communication programs which utilize more than one 
media (information spaces). Teams’ recommendations and design 
solutions may help address apparent communication needs. 
Or, from the discovery phase) satisfy other realized opportunities.

Serving as the potential client, Sharon Strubbe, Executive Director, 
Summerfair Cincinnati, will visit the classroom to review and comment 
on the student teams’ concepts and recommendations. On her first 
visit, September 6, Ms. Strubbe will provide students an organization 
overview, mission and objectives. In addition, Jackie Roberto, co-found-
er/principal of the Madison Design Group, and designers behind the 
Summerfair Cincinnati brand identity will give a presentation on its 
development and guidelines.
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Jessa  
Strayer  
Print

The Basics

Stephanie 
Szarwark 
Print 

Annual  
Summerfair

Suzy 
Strachan 
Print 

Corporate  
Material,  
Print &  
Publication

Molly 
Garber 
Motion 

Guideline 
Video Intro 
Web &  
Social Media

Anna 
Hoop 
Interactive 

Web &  
Social Media 

The 
Halftones 

The 6 Members

Brittney  
Darfus 
Print 

Corporate  
Material,  
Print &  
Publication

The Halftones are an all-girl power group com-
prised of four print designers and two digital 
designers.  Throughout this project we were able 
to draw from the skills of each member of the 
group to create effective design solutions.  

When we began this project, we set a number 
of group goals: 

•	 Respect other’s work ethics and schedules
•	 Ask questions if you need help
•	 Learn from each other
•	 Be a good team player 
•	 Have fun!  



Brand Research
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Group Meetings & Organization

Brand 
Research 

Aside from class time, we often had group meet-
ings in the evenings and on weekends. We tried 
to meet at places like Panera or Starbucks to 
make working on this project a little more fun 
and engaging. This project brought us all togeth-
er as a design team, but along the way, we all 
became really good friends. 

The group binder is where we organized all of 
our notes, examples, inspiration, and other ma-
terials. This was a great way for us to keep every-
thing organized in one place.

Every time we met with professors during class 
time, we took notes and filed them in the binder 
for future reference. Staying organized really 
helped us to work effectively and to document 
our process.
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Research, Analysis, & Brainstorming

Brand 
Research 

In order to learn all that we could about SFC, 
their mission & objectives, the public perception, 
brand attributes, stakeholders, audience & users, 
and communication avenues, we had to do a 
great deal of research, analysis, and brainstorm-
ing. We collected and documented relevant 
data to effectively visualize our thinking.

SFC Web
The SFC web was our initial idea dump. This is 
where we put to paper everything that came 
to mind.

What is Summerfair? 
This exercise helped us to clarify what SFC is 
really about. We analyzed the who, what, when, 
and how, and narrowed our focus down to 5 key 
words: Passionate, Connected, Inspiring, Support-
ive, and One-of-a-kind.

AEIOU 
This exercise was a way to investigate activities, 
environments, interactions, objects, and users. 
This put our group in a different mind-set and 
allowed us to see the importance of all of SFC’s 
interactions with patrons, sponsors, the commu-
nity, and more.

Problem Breakdown 
By breaking down all of the problems we dis-
covered through our research, analysis, & brain-
storming, we were able to evaluate where to 
focus our efforts. We looked at internal, commu-
nication, and fair-specific issues.
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Persona Chart

Brand 
Research 

As a group we decided that rather than going in-depth about each 
of our personas (Patron, Artist, Donor, and Volunteer) that it would be 
more beneficial to explore each of their interactions with Summerfair 
Cincinnati’s organization and annual fair. We asked questions to dis-
cover how each persona felt about SFC. 
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Comparative Audit

Brand 
Research 

We chose 4 arts organizations or fairs that were 
similar to SFC to create this comparative audit 
chart. We used this chart to get inspired by the 
things that others were doing well.

We specifically chose these fairs and organiza-
tions because they we each similar to SFC in 
different ways. This allowed us to make compari-
sons with fewer variables.

Our comparisons were based on:
•	 fair
•	 year-round
•	 non-profit
•	 budget
•	 size/location
•	 audience
•	 website usability
•	 social media
•	 voice and story
•	 brand identity
•	 type of art
•	 other activities
•	 money in
•	 money out
•	 mission
•	 history
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Brand Guideline & Website Analysis

Brand 
Research 

Brand Guidelines 
By analyzing the current brand guidelines, we 
were able to pinpoint areas that were and were 
not working. We made notes and asked ques-
tions in order to evaluate how SFC was actually 
matching up with their claims.

Website 
We also evaluated the current website and its 
function. We were critical of elements of the site 
that were not working well. 



Strategy Development
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3 Strategies 

Strategy
Development 

After we concluded our research, we brain-
stormed 3 different strategic approaches to 
creating a solution for this project. 

These three initial strategies were developed 
based on the problems we discovered in our 
problem breakdown.

Communication 
Strategy

Fundraising  
Strategy

Internal  
Strategy
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Internal Strategy

Strategy 
Development

A summary of our ideating session developing 
the Internal Strategy: 

•	 photos of events
•	 capturing the spirit
•	 defining their story
•	 clarifying current communication
•	 definie corporate
•	 working with name
•	 identity of organization vs. fair
•	 website navigation
•	 board members need to get pumped!
•	 clarify voice 
•	 what does “year-round” mean?  

This strategy focused on the internal issues of the 
organization and the way SFC was functioning.
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Communication Strategy

Strategy 
Development

A summary of our ideating session developing 
the Communication Strategy: 

•	 community engagement & awareness
•	 younger demographic
•	 expanding not changing
•	 focus on outward brand interactions
•	 connect with students
•	 brand visibility
•	 marketing strategies 

This strategy focused on SFC’s interactions with 
the community, and how their claims and cur-
rent brand were being perceived.
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Fundraising Strategy

Strategy 
Development

A summary of our ideating session developing 
the Fundraising Strategy: 

•	 where does the money go?
•	 increase budget
•	 connect with other arts organizations
•	 kickstarter
•	 how to get more donors
•	 profile recipients 
•	 infographic to show where money goes
•	 better communication about donating
•	 website emphasis on donation 

This strategy focused on one of SFC’s biggest is-
sues, money! The fundraising strategy was devel-
oped to think of ways to generate more revenue.
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The Core Strategy

Strategy 
Development

Venn Diagram 
After plotting our 3 potential strategies onto a 
Venn diagram, we noticed a pattern. Most of the 
issues we found were overlapping in the cen-
ter and most of the other problems were in the 
internal category. Because of this, we recognized 
where to focus our efforts.

Umbrella 
We discovered that by focusing our energy on 
fixing internal issues, it would in turn provide a 
stronger foundation that would later protect and 
grow the marketing and fundraising aspects of 
the brand.
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The Core Strategy

Strategy 
Development

Core Strategy

What is the core? 
 
The core is the heart and soul of Summerfair 
Cincinnati. It is where passion meets produc-
tivity—the foundation of the organization.

What?

What is the Core Strategy?  

The Core Strategy is to clarify and visually 
expand the Summerfair Brand Identity from 
the inside out. 

Why?

Why choose the Core Strategy? 

By beginning at the core and creating a 
solid foundation SFC can become a sustain-
able organization that continues to engage 
and inspire the arts community year-round. 

How?

How do we implement the Core Strategy? 

By clarifying and expanding SFC’s Brand 
guidelines, we will supply Sharon and her 
team with the tools needed to easily main-
tain and grow Summerfair Cincinnati. 



Presentation
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Preparation 

The 
Presentation

As a group we sat down together to talk about 
and plan our first presentation to Sharon and 
Jackie. Before moving to the computer we really 
nailed down the pacing of our presentation.   
We decided to focus on positive words that Sha-
ron used to describe SFC to present our  
research and lead up to our strategy reveal. 
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In our presentation we broke down simply what 
brand needs are as well as “the core” of SFC. We 
explained how the people, programs, and inspir-
ing words all surrounded and encompassed the 
core of the brand. 

Promise

Expectations

Core

What are brand needs?

Sharon
Strubbe

Aid to
Individual

Artists

Supportive1 of a Kind

Summerfair

Summerfair
Select

High School
Scholarships

Awards

Emerging
Artists

Board
MembersVolunteers

ConnectedPassionate

Inspiring

Delivery

The 
Presentation
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Our Vision

The 
Presentation

•	 Voice
•	 Graphic Elements
•	 Typography
•	 Logo Usage

•	 Social Media (Facebook, twitter, 
Youtube)

•	 Website
•	 Marketing Materials
•	 Fair Specific Materials
•	 Wayfinding (map)
•	 Poster Submission Guide
•	 Photography
•	 Internal Presentation Guide

Our vision included the following deliverables:



Design Phase



26

The 6 Parts

Design
Phase

Developing the 6 Parts 
We looked at multiple different guidelines be-
fore deciding how to organize our own. We also 
talked to past co-op employers and gathered 
examples for organizational inspiration. After 
this initial research, we made a list of things to 
keep in mind specifically for Summerfair. We 
decided on an easy-to-use, 6-part (5 book) 
system. We then decided what material each 
book should cover in order to effectively grow 
and maintain Summerfair Cincinnati.

The Basics

Annual Summerfair

Corporate Material

Print & Publication

Web & Social Medial

Digital Copies 
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Design
Phase

Jessa Strayer  
The Basics

System Development 
When developing the system, we thought about  
how to organize the book in a way that design-
ers, and Summerfair volunteers, could both easily 
understand. We explored multiple ways to design 
the covers and introduction pages so they felt 
different from the work inside, but were still on 
brand. We looked at various grid structures and 
different ways to call out specific parts of the ex-
amples. We also wanted to clearly show the do’s 
and don’ts in a fun, yet non-restrictive way.

One of our main goals was to keep the guide-
lines very simple and clear. We had to keep in 
mind that non-designers would be the primary 
users of these books. We wanted the guidelines 
to be logical and presented in a way that the 
user would enjoy, respect, and understand. 
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Design
Phase

Jessa Strayer  
The Basics

The Final Guideline System
The final guidelines are organized in a flexible 
system that has an intended editorial feel. We  
organized it this way in order to explain the 
brand by being on brand. This way, the examples 
and the guidelines themselves speak the same 
visual language.

We considered ways to make navigation 
through the guidelines easy. The table of con-
tents is clearly structured with main sections and 
sub-sections. At the top of each page, it states 
the section, and at the bottom, it states the book. 
Each book uses the same grid structure for con-
sistency Also, the rules/guides are always directly 
under or beside the visuals they’re referencing. 
Sometimes, line guides are utilized to show ex-
actly where on the example the specific rule is 
referring to. 

A GUIDE TO 
OUR BRAND

3
Summerfair
Basics

The
Basics

KEY IDENTITY ELEMENTS

THE LOGO 
Clear Space & Minimum Size 
Color Versions 
Do’s & Don’ts

PROGRAM MARKS 
Clear Space/Minimum Size/ Color Versions 
Do’s and Don’ts

COLORS

TYPOGRAPHY 
Print 
Web & Microsoft

PHOTOGRAPHY STYLE

KEY GRAPHIC ELEMENTS 
Making Patterns 
Do’s & Don’ts

VOICE 
Passionate 
Connected 
Supportive

4

6
7
8
8

20
11
12

13

14
14
15

16

18
19
20

22 
23
24 
25

Guidelines for the basic building  
blocks of the SFC identity.

Summerfair
Basics13

Corporate Colors

SFC  
has six 
corporate 
colors and 
each one 
relates to 
one of  the 
year-round 
programs. 

The primary corporate 
colors are the Sum-
merfair Blue, Orange, 
and Green. These colors 
should be used when 
talking about the whole 
Summerfair brand. 

The secondary corporate colors are the 
Summerfair Yellow, Purple, and Red. These 
should be primarily used when referencing  
one of  the six programs. For example, Purple 
is the Summerfair Select program color.

The SFC logo and program marks are most visible on white  
but when appropriate, feel free to place the marks on a 15% tint 
of  one of  the six corporate colors.

Summerfair Orange
C 0  M 50  Y 100  K 0

High School 
Scholarships Program

Summerfair Green
C 50  M 0  Y 100  K 0

Emerging 
Artists Program

Summerfair Blue
C 100  M 0  Y 0  K 0

Annual Summerfair
Program

Summerfair Yellow
C 5  M 20  Y 100  K 0

Aid to Arts  
Organizations Program

Summerfair Purple
C 25  M 80  Y 0  K 0

Summerfair
Select Program

Summerfair Red
C 0  M 85  Y 90  K 0

Aid to Individual
Artists Program

Colors

Summerfair
Basics12

Showcase the  
marks on white.

Don’t change 
the color of  
the program 

There’s no need 
to rearrange 
or re-size the 
logo.

Don’t stretch 
or compress the 
logo. Doesn’t it 
look silly?

Putting the 
mark on 
complex 
photography 
makes it hard 
to see. 

Do not outline 
the letters 
or place the 
program marks 
on black

If  you can’t keep  
the page white, 
feel free to place 
the logo on a 15% 
tint one of  the six 
corporate colors.

If  using a pho-
tograph, double 
check that the mark 
is in the white of  
the sky so it’s easy 
to read.

annual
summerfair

annual
summerfair

annual
summerfair

annual
summerfair

annual
summerfair

annual
summerfair

annual
summerfair

annual
summerfair

THE LOGO

Do’s & Don’ts

DO DON’T

16
Summerfair
Basics

Passionate Connected Supportive

Our photos should capture our personality. 
Capture smiles to show passion and positive 
energy. This encourages our audience to get 
excited about SFC!

To reflect connectivity, we can capture groups 
of  people. If  we can capture people of  all ages  
in our photography then we can better con-
nect with all of  the members of  our audience, 
no matter their age.

If  we capture Summerfair interacting with 
the community then it represents our support. 
Showing our volunteers, our staff, and their 
eagerness to contribute, we will reflect our 
commitment to our community.

PHOTOGRAPHY STYLE



29

Design
Phase

Jessa Strayer  
The Basics

Graphic Elements & Pattern
We further developed the current graphic  
elements used in the Summerfair brand. We  
felt that they should be used to communicate 
the lively spirit and energy of the brand. With the 
more corporate logo, the graphic elements are 
an opportunity to really show the passion and 
connectivity of SFC.  The single elements are 
used to call out information in fun shapes, and 
the pattern is used to give branded pieces the 
feeling of growth and Summer.
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Design
Phase

Jessa Strayer  
The Basics

The Logo
We did extensive logo explorations. Initially, we 
experimented with changing the letter shapes, 
using outlines, and even separating the let-
terforms. Our goal was to simply make the SFC 
more legible than it was initially. Because we 
didn’t want to give Summerfair a completely 
new logo or identity, we concluded that the best 
solution was to update the colors. 

We made the blue, green, and orange the bright 
Summefair corporate colors (the original logo is 
desaturated). We also refined the overlapping 
colors. The F in the SFC mark was getting lost, 
especially when downsized. We increased the 
green in the overlapping section just enough 
so that the F was more legible.

C100  M0  Y0  K0

C70  M10  Y100  K0

C50  M0  Y100  K0

C40  M30  Y90  K15

C0  M50  Y100  K0

Old Logo

ExplorationsNew Logo

IDENTITY & BRAND  
STANDARDS GUIDE  
2.16.2009
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Design
Phase

Brittney Darfus, Suzy Strachan & Jessa Strayer 
The Basics

Colors & Sub Branding
One thing we noticed when reviewing the  
current Summerfair brand guidelines was that 
they were attempting to use their brand colors  
to color codify their year-round programs. The 
problem arose when we realized that some  
programs were missing their own color. In order 
to solve this, we added two new colors and up-
dated the purple to add fun and vibrancy to the 
current brand colors. 

Summerfair Blue
C 100  M 0  Y 0  K 0

Summerfair Orange
C 0  M 50  Y 100  K 0

Summerfair Yellow
C 5  M 20  Y 100  K 0

Summerfair Green
C 50  M 0  Y 100  K 0

Summerfair Purple
C 25  M 80  Y 0  K 0

Summerfair Red
C 0  M 85  Y 90  K 0

emerging
artists

annual
summerfair

high school
scholarships

summerfair
select

aid to arts
organizations

aid to
individual artists
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Design
Phase

Jessa Strayer  
The Basics

The Covers
The covers were designed to get people excited 
about the brand guidelines. We also wanted to 
find a way to use our new graphic pattern but 
still have the books be predominately one color. 
We found that using a white version of the pat-
tern to block out a space for the title allowed for 
the rest of the cover to be its specific part color. 
This way, the 6 parts are clearly separated from 
each other for quick identification.

Each of the 6 parts were considered in an or-
ganizational and navigational way. They were 
separated by how various users would be work-
ing on a specific project. If someone is working 
on marketing material, they would only need 
the Print & Publication book. Or if someone was 
working on the website, they would use the Web 
& Social Media book.
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Design
Phase

Stephanie Szarwark & Jessa Strayer 
Annual Summerfair 

Poster Sketches & Inspiration
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Design
Phase

Stephanie Szarwark & Jessa Strayer 
Annual Summerfair 

The Poster 
The main idea behind creating the poster was 
changing the poster contest rules in a way that 
benefited SFC. The posters they had received 
in the past didn’t always fit their needs exactly 
and they often had trouble integrating their 
logo and branding with the finished work. We 
solved this problem by creating a 4-inch white 
strip along the bottom of the poster that would 
always be controlled by SFC. This way the artists 
can do what they do best in the top section of 
the poster and not worry about the information 
hierarchy. SFC can control the bottom section 
and make sure the information is presented in 
line with their brand. 

Selected exhibits of Fine Arts and Crafts

What?
Get ready! It’s time 
for Summerfair 2013

Come rain or shine

Where?
Coney Island 
Cincinnati, Ohio 
Kellogg at 1-275

When? Thanks!
May 31, June 1, & June 2 We hope to see you there!

Fri:      2 PM – 8 PM
Sat:  10 AM – 8 PM
Sun: 10 AM – 5 PM
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Design
Phase

Stephanie Szarwark 
Annual Summerfair 

Summerfair Pamphlet: Inside Spread 
Making the pamphlet and the map relate 
helped to increase the clarity of important infor-
mation received by the visitors. The first step was 
making the pamphlet larger to use as much of 
the page as possible. The more information on 
each page helps Summerfair to cut costs. We 
cleaned up the information by making clear 
rules for when to use what fonts and what size 
to make titles and subtitles. We also utilized a 
color-coding system for easy navigation through 
the pamphlet and fair.

Lea Alboher
Jan Bowden
Sam Collins
Robert Cornell
Mary Curtin
Terri Eilermann
Barbra Espey
Julie Goddin
Ruth Jellema
Susan Kelleghan
Corie Kline
Barbra Lash 

Paula Benfer 
Gregg Billman 
J. Bird Cremeans
David Frohbieter 
Kari Gathany
Mike Guyot
Emily Howard
Suzy Jones

Andrea Anderson
Lisa Boesch
Janet Brim
Jennifer Couch
Sundaram Curtis
Sandy Duffy
Beth Erlundy
Ping Guo
Stuart Fabe & 
Maria Helton
Joseph Henderson
Michael Kensinger
Kathryn Laibson
Ira Lances
Susan Marling
Jan Mayer
Mary McFarland
BJ McHugh
Lucy Moorey

Mark Mowen
Becky Peretz
Jean Perkinson
Donna Picione
J.J. Reichert
Maureen Roberts
Sylvester Robinson
Barbara Rubright
Gina Sabo
Jeanne Scannell
Jeff Seemayer
Lynn Shore
Kelly Springer
Patricia Statzer
Jen Swearington
Rudy Tell
Gar Waltrous
Robert Zarcone 

Mark Mowen
Becky Peretz
Jean Perkinson
Donna Picione
J.J. Reichert
Maureen Roberts
Sylvester Robinson
Barbara Rubright
Gina Sabo
Jeanne Scannell
Jeff Seemayer
Lynn Shore
Kelly Springer
Patricia Statzer
Jen Swearington
Rudy Tell
Gar Waltrous
Robert Zarcone 

Anne Kindl
Kim McClelland
Marianna McDonald
Chris Plummer
Nancy Strailey
Joey Welsh
W. Michael Winston

Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30
Red 38
Red 27
Yellow 20
Blue 33

Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30

Deborah Martin
Joe Martino
Sarah Miller
Lisa Norris
Melissa Oesch
Nikolai Plavski
Ginger Reuling
Robert Sanford
David Scherer
Al Vinsant
Donna Wilson
R. Michael Wimmer 

Red 76
Blue 46
Green 11
Yellow 18
Purple 20
Red 73
Red 87
Green 5
Purple 51
Purple 34
Yellow 41
Purple 59

Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30
Red 38
Red 27
Yellow 20
Blue 33
Red 76
Blue 46
Green 11
Yellow 18
Purple 20
Red 73
Red 87
Green 5
Purple 51

Find Your Art

2D & 3D Mixed Media Drawing & Printmaking

Fiber & Leather

Stan Baker
Lisa Barnum
Robert Blue
Joe Bower
Marianne Brown
Davin Butter�eld
Jack Charney
JJ Charney
Todd Feazell
David Fernandez
Trent Gibbs
Thomas Harris
Tonya Hedgeman
Lawrence Kearns
Jeremy Keller
Jim Kemp
James Klinger
Caroline Koons
Jeff Kuhns
Kate Lally
Clayton Macone

Purple 34
Yellow 41
Purple 59
Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30
Red 38
Red 27
Yellow 20
Blue 33
Red 76
Blue 46
Green 11
Yellow 18
Purple 20

Don McWhorter
Brian Moore
Greg Neal
Brian Moore
Jason Parsley
Russell Peters
Thomas Porter
Ralph Rankin
Debra Rust
J-D Schall
Tom Seelos
Kathy Sherman
Andy Smith
John Staropoli
Charles Stegall
Janet Tobler
Walter Weil
Fred Wiesener
Gustave Wolff
Glenn Woods

Ceramics

5

Red 38
Red 27
Yellow 20
Blue 33
Red 76
Blue 46
Green 11

Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30
Red 38

Yellow 20
Blue 33
Red 76
Blue 46
Green 11
Yellow 18
Purple 20
Red 73
Red 87

Green 5
Purple 34
Yellow 41
Purple 59
Red 66
Red 45
Green 39
Yellow 37
Yellow 14
Orange 8
Blue 35
Orange 30
Red 38
Red 27
Yellow 20
Blue 33
Red 76
Blue 46

6Art ist  in Action in Bold List  as of 5/8/13
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Design
Phase

Stephanie Szarwark 
Annual Summerfair 

Summerfair Pamphlet: Front & Back Cover 
The pamphlet also has clear rules for keeping 
the cover and back cover simple as well as how 
to integrate the winning Summerfair poster. The 
new design is simple, sophisticated, and keeps 
the pamphlet on brand.

46th Annual Art  Fair
Thank you for supporting Summerfair and helping to make it one 

of  the most successful Fine Arts and Craft shows in the country.
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Design
Phase

Stephanie Szarwark 
Annual Summerfair 

The Map: Iterations & Process
We began by actually going to Coney Island to 
get a feel for the signage and maps they al-
ready had in place. We felt that including iconic 
Coney Island landmarks was essential to help-
ing patrons navigate the fair effectively but still 
wanted to figure out a way to really brand the 
map as a part of SFC. The map went through 
many rounds of refinement before we arrived at 
the final. The tweaks we made allowed the back-
ground to really fade back so that the street 
colors pulled forward and became the real focal 
point. Texture was also eventually added to add 
another level of hierarchal differentiation. 

Ohio River

Legend
Parking Lot

Rides

Buildings

Park

Other

Street Section

Blue Section 

Green Section 

Red Section 

Purple Section 

Orange Section 

Yellow Section 

33

49

13

14

32
30

29
22

21
1

39

371

10

40

31

23

30

24

56

47

48

1

53

49

6

48
7

28 27

1

97
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The Map
Updating the map was a crucial part of the 
Summerfair brand guidelines book.  The current 
map was difficult to follow, especially for new visi-
tors. The most important part of the map was to 
make sure that the booths were easy to find. We 
developed a system based on the 6 summerfair 
colors and made the street and booth labels as 
easily recognizable as possible. Separating the 
booths into 6 color sections and then number-
ing all of the booths in each section helps the 
patron find the art they are looking for.  Add-
ing other landmarks and cleaner icons helps 
people orient themselves and find attractions 
quicker.  The key located at the top explains 
how the map works in a clear and concise way.
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Stephanie Szarwark 
Annual Summerfair 

Wayfinding & Signage 
Designing signage for the Summerfair event  
was about getting the visitors to the booths as 
easily as possible. The signs help label the sec-
tions as well as each artist’s booth. This helps 
give the visitors visual color cues as to which 
section they are in. The fact that the booth signs 
point out into the pathway lets you quickly read 
them as you walk past. Each of the signs was 
designed in a way that allows them to be made 
cheaply, with easy set-up and storage in mind. 
Having signage for the fair helps to extend the 
brand into a spatial experience and really show 
varied artists as one cohesive fair.

Volunteer
Gate

Susan Kelleghan

Drawing & Printmaking

44
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Business Card & Stationary 
For the business card, we explored a more typo-
graphic solution that really highlighted the SFC 
tagline, “Supporting and Promoting Artists and 
the Arts Year-Round.” 

We felt that literally underlining this statement 
alone on the back really gave importance to the 
fact that SFC is a year-round organization. 

On the letterhead we introduced the graphic 
pattern, adding fun and energy.  It also acts as 
a device to lead the reader’s eye through the 
content of the page.  This pattern utilizes all 6 of 
the brand colors to encompass the brand spirit.

Supporting and Promoting
Artists and the Ar ts Year-Round

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd
Cincinnati, OH 45230
sstrubbe@summerfair.org
www.summerfair.org

Supporting and Promoting
Artists and the Ar ts Year-Round

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd
Cincinnati, OH 45230
sstrubbe@summerfair.org
www.summerfair.org
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Supporting and Promoting
Artists and the Ar ts Year-Round

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd
Cincinnati, OH 45230
sstrubbe@summerfair.org
www.summerfair.org

November 7, 2012

Dear Brand Guideline User,

This template was designed to be used in conjuction with the Summerfair Cincinnati 
brand standards. Insert letterhead making rules here. Pleasre be sure to delete all 
dummy text before printing out a letter! 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec varius nisl nec urna 
convallis ut facilisis libero scelerisque. Phasellus commodo, odio vel porttitor semper, 
mauris nibh rutrum diam, non eleifend sem nunc ac ipsum. Sed rutrum luctus porta. 
Aliquam quis tortor felis. Pellentesque placerat nulla non arcu malesuada non venenatis 
eros pharetra. Praesent ultrices, velit ac viverra elementum, dolor purus consequat sem, 
in luctus erat purus non nunc. Aliquam eget lorem leo. Integer magna lorem, fringilla 
gravida blandit et, tristique quis nunc. Suspendisse id libero neque, sit amet consequat 
quam. Etiam iaculis, eros a vestibulum auctor, nisi dolor iaculis velit, at blandit risus 
lacus at elit. Morbi feugiat erat interdum diam tincidunt pretium.

Maecenas mollis imperdiet mollis. Maecenas nisi sapien, vulputate dictum rhoncus eu, 
ornare vel ipsum. Cras in turpis non lorem placerat molestie nec sed odio. Vivamus 
dictum venenatis tempor. Cras purus odio, sodales nec faucibus ac, lacinia iaculis purus. 
Donec scelerisque interdum interdum. Phasellus et velit eu dolor egestas vehicula eu 
eget nisi.

Sincerely,

The Design Team 

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd

Cincinnati, OH 45230
sstrubbe@summerfair.org

www.summerfair.org
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Powerpoint Presentation 
Creating an easy-to-use Powerpoint presentation 
was an essential part of our strategy. We really 
wanted to provide Sharon with tools she could 
easily use. 

This Powerpoint presentation template was built 
generally enough that it could be used to pres-
ent to her board, volunteers, or anyone else she 
would need to present to. This would also allow 
others to be able to create a branded presenta-
tion easily. Different types of pages such as differ-
ent title slide options, photo collage options, etc. 
should make creating, delivering, and receiving 
a presentation an enjoyable experience. 

Presentation  
Title Page

This is a full bleed picture slide! 
Here you can write something fun!

 
Introduction Slide

This is an introduction to a section of the presentation.  
Here you should give a brief summary of what to expect  
in this section. Higlight key words for emphasis. You may 
also use this slide for general body text, just try to keep it
short and sweet.

Key  
Presentation Points

•	Make brief, and memorable  
statements.  

•	You can highlight key words  
to create impact. 

•	Make a few more points if  
need be. 

•	Just remember to keep it short. 

•	Try to make only five points 
maxiumum per slide. 

 
Photo Collage

Thank You! 
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Brochure 
This is a general brochure that highlights SFC’s 
mission and various year-round programs. The 
front and back cover highlight the tagline as 
well as capture the essence of SFC with the col-
orful, graphic element pattern.

About our Mission

Suppporting and Promoting
Artists and the Arts Year-Round.
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Brochure
The interior of the brochure states SFC’s mission, 
lists the 6 year-round programs, and explains 
how Summerfair is funded. 

It also highlights the website and Facebook so 
viewers know where to find more information.
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Posters
We created one general SFC poster, as well 
as one program-specific poster. 

For the general SFC poster, we explain the 6 year-
round programs and use their corresponding 
program colors. The tagline and the body copy 
are always left-aligned and locked up. No pho-
tos are used for this poster. The logo and the ta-
gline are the highest levels of hierarchy because 
we are presenting information that represents 
SFC as a whole

The program-specific poster is more of a call to 
action. This poster predominantly uses the Aid to 
Individual Artists specific program color, Summer-
fair Red. The headline and the body copy are 
always left-aligned and locked up. This poster 
utilizes duotone images in the Summerfair Red, 
as well as one, full-color photograph capturing 
the essence of that particular program.

The posters shown here are just examples that 
follow the rules we outlined in the brand guide-
lines. There is much room for creativity when 
designing posters for this brand.

Supporting & Promoting
Artists & the Arts year-round!
 Annual Summerfair
The Cincinnati Summerfair Fine Arts 
and Crafts Festival is held at Coney 
Island each year in June. It is SFC’s 
primary funding vehicle.  

Emerging Artists 
Each year, junior and senior art majors 
from five local universities, representing 
the next generation of  artists to emerge 
on the local art scene, are nominated 
by their professors, juried by SFC, and 
are given the opportunity to exhibit 
their work. SFC presents one $1000 
purchase award. The chosen piece will 
hang permanently in the SFC Gallery.

High School Scholarships
Summerfair Cincinnati, has partnered 
with the Cincinnati Arts Association to 
sponsor The Overture Awards ($4000 
each year).  Summerfair Cincinnati’s 
goal is to expand the organization’s 
impact on the local arts community’s 
art education outreach.

Summerfair Select
Summerfair Select is a triennial event 
that brings together the four winners 
from each of  the past three years of  
Summerfair’s Aid to Individual Artists 
Awards Program.

Aid to Arts Organization 
Summerfair Cincinnati reviews and 
allocates special awards to assist local, 
small, and mid-sized arts organizations.  
These awards help to increase opportu-
nities for the members of  our commu-
nity to experience art.

Aid to Individual Artists
The Aid To Individual Artists award is 
an annual award of  $3,000 presented
to four juried, professional artists living 
within a 40-mile radius of  Cincinnati.

Visit summerfair.org for more info

aid to
individual artists

The Aid To Individual Artists
award is an annual award of
$3,000 presented to four juried, 
professional Cincinnati artists.

Individuals who are permanently 
residing within a 40-mile radius
of  the city of  Cincinnati and are
at least 18 years of  age may apply.

An announcement of  the 2012 
award recipients will be made 
Monday, October 15.

Calling all
Cincinnati Artists!

Visit the Summerfair website
for more information!
www.summerfair.org
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Program Cards
Program cards would be sent out in the mail 
to promote and inform people about a specific 
SFC event. Each card is program specific and 
predominantly uses that program’s color. 

The photo on the front of a program card should 
capture the essence of that particular event or 
program and should follow the SFC photography 
guidelines outlined in the basics book.

The typography on the back of the card should 
utilize the specific program color to highlight 
important information.
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Summerfair Kits  
We wanted to demonstrate what kind of materi-
als could go together to effectively present our 
cause to volunteers, sponsors, and donors.

Fact Sheets  
Fact sheets give important information at a 
glance. They should be included in various infor-
mative kits to serve as a brief to the kit’s recipient.

November 7, 2012

Dear Brand Guideline
 User,

This template was designed to b
e used in conjuction w

ith the Summerfair Cincinnati 

brand standards. Inser
t letterhead making rules here. Pleas

re be sure to delete all
 

dummy text before printing o
ut a letter! 

Lorem ipsum dolor sit amet, consectetur adipisc
ing elit. Donec varius nisl nec ur

na 

convallis ut facilisis lib
ero scelerisque. Phasel

lus commodo, odio vel porttitor
 semper, 

mauris nibh rutrum diam, non eleifend sem nunc ac ipsum. Sed rutrum luctus porta. 

Aliquam quis tortor felis. Pellen
tesque placerat nulla n

on arcu malesuada non venenati
s 

eros pharetra. Praesen
t ultrices, velit ac viver

ra elementum, dolor purus consequa
t sem, 

in luctus erat purus no
n nunc. Aliquam eget lorem leo. Integer magna lorem, fringilla 

gravida blandit et, tris
tique quis nunc. Suspe

ndisse id libero neque,
 sit amet consequat 

quam. Etiam iaculis, eros a vestibul
um auctor, nisi dolor iacu

lis velit, at blandit risu
s 

lacus at elit. Morbi feugiat erat interd
um diam tincidunt pretium.

Maecenas mollis imperdiet mollis. Maecenas nisi sapien, vu
lputate dictum rhoncus eu, 

ornare vel ipsum. Cras in turpis non lo
rem placerat molestie nec sed odio. V

ivamus 

dictum venenatis tempor. Cras purus odio, s
odales nec faucibus ac

, lacinia iaculis purus. 

Donec scelerisque interd
um interdum. Phasellus et velit eu d

olor egestas vehicula e
u 

eget nisi.

Sincerely,

The Design Team 

Sharon Strubbe

Executive Director

(513) 531-0050

7850 Five Mile Rd

Cincinnati, OH 45230

sstrubbe@summerfair.org

www.summerfair.org

Sharon Strubbe

(513) 531-0050

7850 Five Mile Rd

Cincinnati, OH 45230

sstrubbe@summerfair.org

www.summerfair.org

November 7, 2012

Dear Brand Guideline User,

This template was designed to be used in conjuction with the Summerfair Cincinnati 
brand standards. Insert letterhead making rules here. Pleasre be sure to delete all 
dummy text before printing out a letter! 

Lorem ipsum dolor sit amet, consectetur adipiscing elit. Donec varius nisl nec urna 
convallis ut facilisis libero scelerisque. Phasellus commodo, odio vel porttitor semper, 
mauris nibh rutrum diam, non eleifend sem nunc ac ipsum. Sed rutrum luctus porta. 
Aliquam quis tortor felis. Pellentesque placerat nulla non arcu malesuada non venenatis 
eros pharetra. Praesent ultrices, velit ac viverra elementum, dolor purus consequat sem, 
in luctus erat purus non nunc. Aliquam eget lorem leo. Integer magna lorem, fringilla 
gravida blandit et, tristique quis nunc. Suspendisse id libero neque, sit amet consequat 
quam. Etiam iaculis, eros a vestibulum auctor, nisi dolor iaculis velit, at blandit risus 
lacus at elit. Morbi feugiat erat interdum diam tincidunt pretium.

Maecenas mollis imperdiet mollis. Maecenas nisi sapien, vulputate dictum rhoncus eu, 
ornare vel ipsum. Cras in turpis non lorem placerat molestie nec sed odio. Vivamus 
dictum venenatis tempor. Cras purus odio, sodales nec faucibus ac, lacinia iaculis purus. 
Donec scelerisque interdum interdum. Phasellus et velit eu dolor egestas vehicula eu 
eget nisi.

Sincerely,

The Design Team 

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd

Cincinnati, OH 45230
sstrubbe@summerfair.org

www.summerfair.org

Job Information Volunteer Positions

How to Volunteer

Admission Gate:
Welcome visitors to the annual Summerfair! Tear tickets in half, hand 
out programs, and/or stamp hands for return to the fair. This is an ideal 
area to work with a group of  friends.

Poster/T-shirt Sales:
Sell collectible Summerfair posters, t-shirts, and souvenirs. There
is a responsibility with collecting cash and making change. You will
be working with Summerfair members as well as other volunteers.
Each shift is limited to 2 to 3 volunteers.

Hospitality:
Make the exhibitors welcome by serving light snacks and soft drink 
beverages along with a Summerfair member. This area will be in a 
sheltered location. Each shift is limited to 2 volunteers.

Youth Arts:
Help inspire children with pre-planned art activities. The Youth Arts 
area is in a sheltered area. Feel free to wear “play” clothes as you will
be working with the children.

Volunteer Pool:
If  you don’t have a job preference, would like to try something new, or 
just like surprises, this position is for you. Your assignment will be made 
at check-in and determined by the needs at that time. 

Positions will be filled on a first come, first served basis. Volunteers 
under 18 must be accompanied by an adult. Visit summerfair.org for 
volunteer forms.

When Summerfair 2013, Cincinnati’s 
annual fine arts and crafts fair, opens its 
gates for its 46th year on Friday, May 31, 
thousands of  patrons will enjoy three 
days of  great art, music and food thanks 
to a large contingent of  local volunteers.

Since its beginnings in Eden Park in 
1968, Summerfair has been an event 
planned and overseen by volunteers and 
this year, more than 400 volunteers will 
be needed to work during Summerfair 
2013, on May 31, June 1 & 2, at 
Coney Island.

Volunteer positions average a two hour 
time commitment and include working 
admission gates, in the Youth Arts area, 
in poster and t-shirt sales and hospitality. 
All volunteers will receive free admission 
to the fair, free parking, and bottled water 
during their shift.

“Summerfair wouldn’t be possible
  without our dedicated volunteers!”

Anne Poppe, Fair Chair

About our Mission

Suppporting and Promoting
Artists and the Arts Year-Round.

Sharon Strubbe
Executive Director

(513) 531-0050
7850 Five Mile Rd
Cincinnati, OH 45230
sstrubbe@summerfair.org
www.summerfair.org
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Website Navigation
Our first approach was to use blocks for rollovers 
and to have a drop-down.   

After exploring this option, we decided it was too 
bold and took away from the rest of the website 
and the content.

Our goal for the navigation was to simplify and 
make it as clear as possible. This included simpli-
fying the rollovers to make them clean and easy 
to read while maintaining a clear hierarchy. We 
also simplified the sections of navigation by con-
solidating content so the links were concise and 
so there would only be two levels of navigation.

Mission Statement          History          Board of Trustees         Newsletter

HOME          ABOUT SFC         THE FAIR          EVENTS           SPONSORS          GET INVOLVED          
MEMBERS
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Website Banner
The banner is a large focal point on the web-
site. We wanted to emphasize this and make it a 
great area to showcase artwork. We envision the 
banner as a space to show information about 
upcoming events as well as exciting things hap-
pening with SFC.

The previous layout took away from the artwork 
so we minimized the type and the slider naviga-
tion to let the artwork shine. 



49

Design
Phase

Anna Hoop 
Web & Social Media

Guidelines Section of Website 
The brand guidelines website is an expansion of 
our brand books. We wanted to create a space 
online where people can easily access the 
guidelines and assets at any given time. 
Throughout the process of building the guide-
lines website, we kept in mind the elements that 
are currently being used by SFC. We wanted to 
use their shapes and rounded edges to make it 
feel unified with our extended brand guidelines. 

After some exploration, we chose to display our 
book layouts on the website. We kept the same 
rounded corners throughout and matched the 
individual book colors to each tab in the web-
page. The layout makes it easy to access each 
book and browse its contents.
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Facebook Guidelines 
Social media is a powerful tool and it is key  
for any organization to know how to utilize it. 
We researched other organizations that have 
successful social media websites and found 
that keeping your posts short and sweet, being 
friendly, and using responsive language is im-
portant. We provided written guidelines for the 

“voice” that the organization should use as well 
as ground rules for post length, image sizes, inter-
action with users, and photography.
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Scripting & Storyboarding 
The initial concept for the motion graphic piece 
was creating a video about the history of Sum-
merfair and how they have inspired the art com-
munity in Cincinnati. We started writing a script, 
made story boards, and planned on having the 
animation be primarily graphics with voice over. 

Summerfair Cincinnati Brand guidelines:
Where passion meets productivity 

Brands are a promise you make to your customer. 

The Summerfair Cincinnati brand is our relationship 
between Cincinnati, artist, volunteer and our 
sponsors. 

Our brand represents what we stand for, conveys our 
beliefs and the mission upon which we operate.

SummerFair brand guidelines provide guidance 
with clear visual and verbal examples and helpful 
information.

Within our guideline kit these are the six unique tools 
you’ll find:

The Basics (said) : Guidelines for the basic building 
blocks of the SFC Identity (shown)

Corporate Material (said) : Guidelines for stationary, 
presentations, and other material.(shown)

Annual Summerfair (said): Guidelines for our largest 
event, the annual Summerfair. (shown)

Print And Publication (said): Guidelines for possible 
marketing materials through print. (shown)

Web And Social Media (said): Guidelines for our 
website and using social media. (shown)

Digital Copy(said) :Digital copy of brand guidelines 
and production files. (shown)

Please join us in creating an even stronger arts 
community in Cincinnati, and enjoy exploring our 
brand.
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Final Guideline Intro Video  
Our final concept for the video was to make an 
intro for the brand guidelines. The purpose of the 
video is to inspire anyone that might be working 
with the brand. The importance of following a 
brand is explained in the video, as well as insight 
to where the user might find certain information. 
The video gives a brief outline of what is in each 
separate book of the guidelines.

The visual language remained consistent with 
the brand we already developed for SFC. This 
was the reason the graphic elements were cho-
sen to be the main elements in the piece.



In Conclusion
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Concluding Statement

In  
Conclusion

Throughout this process we were able to identify opportunities for growth in  
the core of Summerfair Cincinnati. As a team, we felt passionate about finding  
realistic and appropriate solutions. Because of this, we created extended brand 
guidelines with 6, easy-to-use parts. By considering SFC’s needs as a non-profit 
organization we had to approach this project with Sharon and her team’s capa-
bilities in mind. We treated this as an opportunity to make Sharon’s job as easy  
as possible. We designed the tools that Sharon and her team need to maintain 
and grow Summerfair Cincinnati. 


