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The Sustainable Cities Institute (SCI) 

is an applied think tank focusing on 

sustainability and cities through applied 

research, teaching, and community 

partnerships. We work across disciplines 

that match the complexity of cities to 

address sustainability challenges, from 

regional planning to building design 

and from enhancing engagement of 

diverse communities to understanding 

the impacts on municipal budgets from 

disruptive technologies and many issues 

in between.

SCI focuses on sustainability-based 

research and teaching opportunities 

through two primary eff orts:

1. Our Sustainable City Year Program 

(SCYP), a massively scaled university-

community partnership program that 

matches the resources of the University 

with one Oregon community each year 

to help advance that community’s 

sustainability goals; and

2. Our Urbanism Next Center, which 

focuses on how autonomous vehicles, 

e-commerce, and the sharing economy 

will impact the form and function of cities.

In all cases, we share our expertise and 

experiences with scholars, policymakers, 

community leaders, and project partners. 

We further extend our impact via an 

annual Expert-in-Residence Program, SCI 

China visiting scholars program, study 

abroad course on redesigning cities for 

people on bicycle, and through our co-

leadership of the Educational Partnerships 

for Innovation in Communities Network 

(EPIC-N), which is transferring SCYP to 

universities and communities across the 

globe. Our work connects student passion, 

faculty experience, and community needs 

to produce innovative, tangible solutions 

for the creation of a sustainable society.

The Sustainable City Year Program (SCYP) 

is a yearlong partnership between SCI and 

a partner in Oregon, in which students 

and faculty in courses from across the 

university collaborate with a public 

entity on sustainability and livability 

projects. SCYP faculty and students 

work in collaboration with staff  from the 

partner agency through a variety of studio 

projects and service- learning courses to 

provide students with real-world projects 

to investigate. Students bring energy, 

enthusiasm, and innovative approaches 

to diff icult, persistent problems. SCYP’s 

primary value derives from collaborations 

that result in on-the-ground impact and 

expanded conversations for a community 

ready to transition to a more sustainable 

and livable future.

About SCI

About SCYP



The City of Salem is Oregon’s second largest city (182,396; 2022) and the State’s capital. 

A diverse community, Salem has well-established neighborhoods, a family-friendly 

ambiance, and a small town feel, with easy access to the Willamette riverfront and 

nearby outdoor recreation, and a variety of cultural opportunities. 

The City is known for having one of 

Oregon’s healthiest historic downtowns, 

hosts an airport with passenger air 

service, and is centrally located in the 

heart of the Willamette Valley, 47 miles 

south of Portland and an hour from the 

Cascade Mountains to the east and the 

ocean beaches to the west.

State government is Salem’s largest 

employer, followed by the Salem-Keizer 

School District and Salem Health. The 

City also serves as a hub for area farming 

communities and is a major agricultural 

food processing center. A plethora of 

higher education institutions are located 

in Salem, ranging from public Western 

Oregon University, private Willamette 

and Corban universities, and Chemeketa 

Community College. 

Salem is in the midst of sustained, steady 

growth. As a “full-service” city, it provides 

residents with services such as police 

and fire protection, emergency services, 

sewage collection and treatment, garbage 

collection, and safe drinking water. Salem 

also provides planning and permitting to 

help manage growth, as well as economic 

development to support job creation and 

downtown development. The City also 

provides 2,338 acres of parks, libraries and 

educational programs, housing and social 

services, public spaces, streetscaping, and 

public art.  

Salem’s vision is a safe, livable, and 

sustainable capital city, with a thriving 

economy and a vibrant community that 

is welcoming to all. The City’s mission is 

to provide fiscally sustainable and quality 

FIG. 1 

Riverfront Park
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services to enrich the lives of present and 

future residents, protect and enhance 

the quality of the environment and 

neighborhoods, and support the vitality 

of the economy. The City is in the midst 

of a variety of planning eff orts that will 

shape its future, ranging from climate 

action planning and implementation, a 

transportation system plan update, as 

well as parks master planning.

This SCYP and City of Salem partnership is 

possible in part due to support from U.S. 

Senators Ron Wyden and Jeff  Merkley, 

as well as former Congressman Peter 

DeFazio, who secured federal funding for 

SCYP through Congressionally Directed 

Spending. With additional funding from 

the city, the partnership will allow UO 

students and faculty to study and make 

recommendations on city-identified 

projects and issues.

Course Participants & Description

Graduate Students

Parker Aguinaga

Quinn Hauth

Alexia Johnson

Mariah Lopez

Sian Dim Lun

Research Methods (PPPM 620) surveys 

research skills in planning and public 

administration and applies research 

skills to applied projects in Nonprofit 

Consultancy.

Nonprofi t Consultancy (PPPM 688) 
is a capstone course in which student 

teams complete projects for nonprofit 

organizations, assessing organizational 

needs and capacity, evaluating alternative 

strategies, and recommending solutions 

for organizational success.
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INTRODUCTION

Welcome to the Brand Recommendations Guide for Salem Parks Foundation. In today’s digital
age, a cohesive brand presence is essential for effective community outreach and engagement.
Recognizing the need for consistent modernization, this guide aims to revitalize Salem Parks
Foundation’s branding and social media strategies to better connect with Salem’s community
and beyond.

Why This Guide Matters:

Parks are more than just green spaces; they are the heart of the community, places where
families gather, children play, and nature thrives. To ensure that Salem Parks Foundation’s
mission reaches a broader audience, we recommend the foundation presents a unified and
updated brand through a consistent online presence. This guide will help the foundation achieve
this recommendation by providing clear pointers on updating various elements of Salem Parks
Foundation’s brand identity.

The Importance of Marketing in Community
Outreach :

Effective marketing goes beyond promotion, it is about building community relationships and
cultivating a sense of community. By implementing these recommended changes, Salem Parks
Foundation has the opportunity to create a more engaged community, encouraging more people
to enjoy and support Salem’s parks.

Thank you for joining our team on this journey towards a more
connected future for Salem Parks Foundation. Let’s get started!

SPRING 2024 | 1



RECOMMENDATIONS

What’s Inside:

To ensure expanded community outreach for Salem Parks Foundation, our team has developed
the following recommendations for a cohesive brand presence based on insights gathered during
our assessment of the foundation. The assessment report, including data from the SWOC
analysis, led our team to the various recommendations we will make in this guide.

 Updated Brand Colors and Fonts
Consistency is the key to a strong brand. This section outlines a simplified color palette and new
font suggestions, chosen to reflect the inviting nature of Salem Parks Foundation. These updates
will ensure all materials, from print materials to online posts, are instantly recognizable.

 Print Materials
From flyers to annual reports, print materials need to capture the community’s attention and
convey the foundation’s mission effectively. This section provides design tips to ensure all
printed communications are engaging and consistent.

 Website Design
The foundation’s website is often the first point of contact for many community members. This
section of the brand guide includes the best practices for a user-friendly and visually appealing
website that reflects uniform branding.

 Social Media Posts
Social media is a powerful tool for community outreach. Our team has developed specific
guidelines for creating cohesive Facebook, Instagram, and other types of online platforms,
including design grids to maintain brand consistency within the foundation’s posts.

 Resource Guide
Our team has compiled a list of exemplary websites and social media profiles from similar parks
foundations across Oregon, Washington, California, and Idaho. These resources provide valuable
insights and inspiration that can help the foundation continually enhance its marketing efforts.

SPRING 2024 | 2



BRAND
RECOMMENDATIONS
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R: 29 G: 71 B: 41
C: 59 M: 0 Y: 42 K: 72

HEX: #1d4729

R: 203 G: 219 B: 154
C: 7 M: 0 Y: 30 K: 14

HEX: #cbdb9a

R: 89 G: 59 B: 46
C: 0 M: 31 Y: 46 K: 67

HEX: #553b2e

Font: Times New Roman

Reduce Colors

Font: Arial

Diversify Font Choice
Serif fonts are great for formal
documents

Sans Serif fonts are more
approachable and generally more
legible

Logo Suggestions

Simplified - BW
Great for print materials that
already have your
organization’s name, such as
a flyer or brochure.

Simplified - Color
Great for materials that
already have your
organization’s name, such as
social media or an extended
brochure.

Keep colors simple and
easy to follow. A dark
color and a light color
provide contrast, while
brown acts as a third
color when needed to
add depth to any design.

Original
Prioritize for legal documents, or print materials
The primary use of a full logo is for items that do
not otherwise of SPF’s information.



Tip: Printing materials can be expensive! Make sure all print materials can be
used again for maximum cost efficiency.

How: A flyer or brochure can be an excellent source of information. Adding a QR
code to a print material can also allow the material to be used for months, if not
years, while you can always update the website with time-sensitive information.

SPRING 2024 | 4

PRINT
MATERIALS

Simple and eye catching front
for a brochure

Translation on the flip of a
document is a great idea!

Excellent use of QR code

SPF’s logo should be a feature.
Make it bigger at the bottom
of the page to let people know
who receives the donation.

Try to limit yourself to SPF
colors, brown and green

Use one or two fonts in any
one item. Ideally this will be a
sans serif font like Arial, and
then a more “fun” accent font
for headers.

Enforce brand recognition by
using colors associated with
SPF’s logo

Variety of photos illustrate
exactly what SPF does



Contact Information
(Email, Phone, Social
Media)

RECOMMENDATION
Intrdocutory Brochure

Neighborhood
Park Grants

Who Are We?

Picture of
the board

Text about
who you are

Picture of Grants
in Action

Text about
Grants, including

expected amounts

Application
Deadline

QR

What Do We Do?

Picture of an
annual event

What activities
do you do?

Highlight walk in
the park, Pinot

Night, Eco-Earth
Globe

Why We Need You!

What is the call?
Suggest ways to
support parks,

donate to SPF for
specific causes,

join the board, or
engage in

volunteering

QR

Catchy Title



WEBSITE

SPRING 2024 | 6

As a Park Foundation, focus on
photos of the parks. Get people
excited to engage!

Cut down on text. People can
always click on links to learn
more, but a homepage needs to
be inviting to a casual visitor.

A QR code on a website forces
people to get out their phone to
donate. Websites only need to
showcase hyperlinks.

Make sure social media icons are
up to date, and only highlight
social media accounts that are
kept up to date.



Tip: The front page of an organization’s website should focus on highlighting the
most important, or attention-grabbing news.

How: Tabs can be a great way to allow interested parties to explore more,
without burdening a more casual visitor.

Examples to follow

Examples to avoid

Redmond Parks Foundation does not list the Board
of Directors, limiting organizational transparency.
Furthermore, without listing members, it makes it
difficult for community members to reach out to
individuals for more information, or for ways to
engage with the mission. 

Medford Parks Foundation does well to highlight
press release articles on their front page, however
all articles highlighted are 2-4 years old. Old
articles should be highlighted in a separate tab to
explain organizational activities, but the front page
should be for the most relevant information.

Ashland Parks Foundation has highlighted their
current campaign to restore their historic fountain
on their front page, along with a progress bar and a
link to donate to the specific project. This is a
useful visual tool to help donors see the progress
they’ve made, as well as encourage new donors to
be the one to finish funding the entire project!

Astoria Parks Foundation has highlighted all their
community partners at the bottom of their front
page. This is an easy way to give advertising to
these companies, show community support, and
encourage more local businesses to offer their
own support.



RECOMMENDATION
Website Homepage Mockup

It is common practice to have
contact information in the
bottom banner instead of the
top header.

Newsletter signup on home
page is a great way to
encourage people to learn
more about SPF!

Current high resolution icons
for other brands convince
viewers website is updated.

High Quality Image(s) of
Salem Parks motivates
individuals to visit the parks.



INSTAGRAM

SPRING 2024 | 9

Creating a coherent
grid will help establish
SPF’s brand.

Link present to website in bio
promotes cross-platform
awareness, furthering SPF’s reach. 

Good use of Bio section by
incorporating SPF’s mission.

Tagged community
members creates great
opportunities for further
community engagement. 



COMPANY
NAME

Tip: Instagram is best used for visual content

How: Rather than make a lengthy post, or screenshot text, you can put a link in
your bio to a news article or event invitation. Instagram can capture audience
attention, but it is okay to send the audience elsewhere.

Portland Parks
Foundation has a very
cohesive brand
identity. All posts
reflect the same
color, style, and font.
The posts highlight
activities, people, and
grants, and reference
the linktree in the bio
should any followers
be interested in more
information.

Sonoma County Parks
Foundation has a list
of links to various
projects they
support, both to
donate and to find
out more information.
This is in addition to a
pinned story, as well
as options to
message and email
the Foundation
directly.

Oregon Parks Forever
does not have a
cohesive identity, and
some posts end up
looking unprofessional.
Not everything needs
to be a perfect graphic,
however stock images
can be an excellent
solution if you are
unsure of what to post. 

Whatcom Parks
Foundation has a
linked instagram
page, without any
posts. It is better to
have no social media
account, than to have
an empty social
media account
because it may
appear as spam.

Examples to follow

Examples to avoid



RECOMMENDATION
Eco-Globe Fundraiser

Features brand colors
Sans Serif used
Font size increased
Formatted to size of
Facebook posts
Reference to Eco- Earth
Globe with the continental
background
SPF Logo added

Unclear what the project
is from the graphic
Colors do not match SPF
branding
No logo to indicate
organization, should the
graphic be shared

As an example of an effective social media post, we took a previous image
created and updated it using Canva. While it retains the same ideas, the updated
version ensures it can be shared across other platforms, and people can
understand the purpose.



FACEBOOK
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Reviews are from spam bots.
Remove!

Many graphics are re-
posted flyers that
feature too much text
for social media. Focus
on copy, and attractive
photo or image, and then
link to a webpage if
needed.

Excellent use of intro section, to
feature the contact information
and website for SPF.

The banner does an excellent job of showcasing SPF’s largest
project. Make sure to change it for special events, however,
such as annual fundraisers.



COMPANY
NAME

Examples to follow

Examples to avoid

Eugene Parks Foundation features upcoming and
future events in the park, creating a helpful tool
for park-goers. These events are also different,
which allows a variety of people to engage in the
parks.

Panhandle Parks Foundation posts about the
summer event schedule in a fun and exciting
graphic. This post also tags another facebook page,
which allows visitors to explore organizations that
partner with the foundation, and builds a sense of
community.

Medford Parks Foundation has featured a check it
received 10 years ago as their Facebook header.
This discourages visitors to the page, who may
think that more recent donations have not
occurred.

Willamalane Parks Foundation does not post
frequently about activities. While organizations do
not need to post daily, followers should receive
frequent updates on their timeline to ensure that
they do not forget about the organization.

Tip: Cater social media content to the audience and style of the platform.
Facebook is great for creating groups and event pages, as well as tagging other
organizations and businesses for any collaboration.

How: Anytime you plan an event, or work with anyone outside of SPF, make sure
it’s highlighted on your Facebook page.



RECOMMENDATION
Facebook Page Mockup

Utilizing the featured
events section leads to
increased community
engagement in events.

Example of simplified
branded post for Eco-
Earth Fundraiser.

High Quality image of
Salem Parks as header
engages page visitor. 

Encourage community
members to share their
photos of Salem Parks
and tag SPF in their
parks-related posts!



OTHER
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Tip: Social Media exists for your ease, as well as the ease of any visitors.

How: If it is difficult for you to keep a page updated, it is better to delete the
account than to have it inactive. Likewise, if you don’t see much engagement on
an account, it may not be the best fit for your audience.

X, formerly known as Twitter, can be a great space
to post short form updates, however it’s only useful
when used properly.

Some organizations organize a blog to discuss their
activities and fundraising goals, to provide more
information to website visitors.

Eugene Parks Foundation has entered into the
space of podcasts on Spotify.

YouTube is a great place to host videos and
underscore the brand identity of the organization.



RECOMMENDATION
Tools and Resources

To utilize what we have reviewed in this, we recommend using Canva. This
online tool makes design easier with thousands of pre-made social media,
brochure, and flyer templates. It also has the benefit of having a free Canva
Premium Accounts to qualified nonprofits.

Step 1: Learn How to Use It
To learn how to use Canva, please review the following website:
https://www.canva.com/learn/how-to-canva-beginners-guide/
This website contains the following videos:

Opening Canva
How to Create a Team, so that multiple people can collaborate
Using and customizing templates
Using and editing elements

Elements are items such as text boxes, shapes, graphs, and icons
Uploading and using media, such as photos
Saving and Organizing Documents

Step 2: Apply for “Canva for Nonprofits”
This account will give you access to all of Canva’s premium templates,
which will not require as much design experience. To review eligibility and
apply, please visits: https://www.canva.com/canva-for-nonprofits/

We have reviewed the requirements, and we believe SPF is eligible. All
that is needed is a primary account, such as
info@salemparksfoundation.org

Step 3: Review other accounts
You will see that many organizations use Canva templates to make
designing easy and accesible. When you get a good idea for industry
standards, you can feel comfortable making your own posts.



TO DO LIST
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Review website

Is the front page easy to read?

Is all information updated? Is any information missing?

Is it easy for visitors to donate? Request information?
Join the Board?

Review Social Media

Who are you following? Who could you be following?

Are you posting at least once a month? Could you post
more?

What posts are the most popular? Could you post more?

Do you have any links back to your website?

Should anything else be reviewed?

Do you have a cohesive brand identity?

Review print materials

Do they feature SPF contact information?

What is the goal of the product? Can it be re-used?



RESOURCE PAGE
Oregon Park Foundations
Tip! Click on each icon to go to the foundations’ website,
Facebook, or Instagram account!

Astoria

Tualatin Hills

Portland
Redmond

Bend

Oregon Parks Forever!

Ashland
Medford

Willamalane

Eugene

Salem
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RESOURCE PAGE
Other Park Foundations
Tip! Click on each icon to go to the foundations’s website,
Facebook, or Instagram account!

Whatcom County

Seattle

Tacoma
Clark County

Thurston County

Bainbridge

Washington State Park

Panhandle

Redding

Sonoma

Sacramento

CalParks

Spokane
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JUNE 4, 2024

ROOTED IN THE PAST.
PROVIDING FOR THE FUTURE.

BOARD MEMBERS:
Carol Snyder
Alan Alexander
Dan Saucy
Linda Bierly
Ron Kelemen
Gary Pederson
Pat Norman
Sunny Summers

PRESENTERS:
Parker Aguinaga
Quinne Hauth
Alexia Johnson
Mariah Lopez
Sian Dim Lun

SPECIAL THANKS TO:
Elena Fracchia
Dyana Mason
Salem Neighborhoods
Bend Parks
Eugene Parks
Oregon Parks Forever
City of Salem



LIST OF RESOURCES
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Oregon
Ashland

https://ashlandparksfoundation.org/
FB: https://www.facebook.com/AshlandParksFoundation/

Medford
https://www.medfordparksfoundation.org/
FB: https://www.facebook.com/profile.php?
id=100064666900354

Eugene
https://www.eugeneparksfoundation.org/
FB: https://www.facebook.com/EugParksFound/

Willamalane
https://www.willamalane.org/participate/donate
FB : https://www.facebook.com/willamalanefoundation 

Salem
https://salemparksfoundation.org/
FB: https://www.facebook.com/salemparksfoundation/?
fref=ts
Insta: https://www.instagram.com/salemparksfound/

Bend
https://www.bendparksandrec.org/about/foundation/
FB:
https://www.facebook.com/BendParkandRecreationDistri
ct/
Insta: https://www.instagram.com/bendparks/?hl=en

Redmond
https://redmondparksfoundation.org/

Portland
https://www.portlandpf.org/
FB: https://www.facebook.com/PortlandParksFoundation/
Insta: https://www.instagram.com/pdxparksfoundation/

Astoria
https://astoriaparksfoundation.com/
FB: https://www.facebook.com/AstoriaParkandRec/

Tualatin Hills Park Foundation
https://www.thpf.org/

Oregon Parks Forever
https://www.orparksforever.org/
FB: https://www.facebook.com/oregonparksforever/
Insta: https://www.instagram.com/oregonparksforever/?
hl=en

California
Redding

https://www.reddingparksfoundation.org/
FB : https://www.facebook.com/reddingparksfoundation
Insta: https://www.instagram.com/reddingparksntrails/

CalParks Foundation
https://www.parks.ca.gov/?page_id=25433
FB: https://www.facebook.com/calparks/
Insta: https://www.instagram.com/calparks/?hl=en

Sacramento
https://www.sacparksfoundation.org/

Sonoma County
https://www.sonomacountyparksfoundation.org/
FB :
https://www.facebook.com/SonomaCountyParksFoundatio
n
Insta:
https://www.instagram.com/SonomaCountyParksFoundatio
n/

Idaho
Panhandle Parks Foundation

https://panhandleparks.org/
FB :
https://www.facebook.com/PanhandleParksFoundation
Insta:
https://www.instagram.com/PanhandleParksFoundation/



LIST OF RESOURCES
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Washington
Spokane

https://spokaneparksfoundation.org/
FB: https://www.facebook.com/SpokaneParksFdn/

Tacoma
https://tacomaparksfoundation.org/
FB:
https://www.facebook.com/greatermetroparksfoundation

Seattle
https://www.seattleparksfoundation.org/
FB: https://www.facebook.com/SeattleParksFoundation/
Insta:
https://www.instagram.com/seattleparksfoundation/

Bainbridge
https://biparksfoundation.org/
FB:
https://www.facebook.com/BainbridgeIslandParksFoundat
ion/
Insta: https://www.instagram.com/biparkstrailsfoundation/

Whatcom
https://www.wprfoundation.org/
FB : https://www.facebook.com/wprfoundation
Insta: https://www.instagram.com/wprfoundation/?hl=en

Washington State Park Foundation
https://waparks.org/
FB : https://www.facebook.com/WashingtonStateParks
Insta: https://www.instagram.com/parks_wa/?hl=en

Thurston County
https://www.parcfoundation.org/
FB:
https://www.facebook.com/PARCFoundationThurstonCou
nty/

Clark County
https://parksforclark.org/
FB: https://www.facebook.com/ParksforClark/
Insta: https://www.instagram.com/parksforclark/















Appendix 5: Breakdown of Salem Neighborhood Associations by Median Home Value, Population, 
Minority Population (red highlights survey responses)



Appendix 6: Geographic Breakdown of Salem Neighborhood Associations by survey response



Appendix 7: Geographic Breakdown of Salem Neighborhood Associations by SPF member 

presence (highlighted in green)



Appendix 8: Example Board Position Descriptions









Appendix 9: Interview Questions, SPF Members



Appendix 10: Interview Questions, Other Organizations



Appendix 11: Interview Questions, City of Salem



Appendix 12: Survey Questions, Salem Neighborhood Associations





Appendix 13: Bend Parks and Recreation Fundraising Plan





Appendix 14: Board Meeting Agenda Template





Appendix 15: City of Salem and Urban Renewal Agency FY 2025 Budget Committee Meeting
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