THE JOURNEY TO IRREVERENCE

This has been a whirlwind year for the Aspen
Historical Society — and it is gratifying to look back
at what has been accomplished. However, in the
spirit of progress we are focusing on the future of
our past and that is what we hope to communicate
with our new look and attitude.

We entered into a strategic planning process just
a year ago. Both the Board of Trustees and the Staff
put hours of discussion and research into a plan
that will help us keep pace in this new century. We
are amassing the tools we need to be leaders in the
telling of our community story as well as to meet
the standards and expectations of the professional
museum community.

One of the key points in our new vision was to
shed the baggage left from a long struggle to
keep the Society solvent and to adopt a bright
new “brand” to accompany our optimistic attitude.
Some felt strongly that branding is only for big
private corporations and felt it was not appropriate
for a small non-profit. However, the concept of
developing a new public face prevailed because
those of us who were most intimately involved
recognized that WE needed a fresh start, even if
our constituency did not. We had been bogged
down in the bunkers of a difficult financial struggle
for so long that we yearned to explode into the
daylight with a statement of celebration.

JOIN US FOR A
COMMUNITY PARTY!

Coates Reid and Waldron /
ResortQuest present:

"“Archive the Good Old Days”
A nostalgic journey into the fifties

honoring CRW founders
Kay and Roy Reid

Sunday, July 1<, 2007

Wheeler/Stallard Museum Grounds
620 West Bleeker Street
1:00 to 4:00 p.m.

Finding the Spirit.

What a process — we started with a day-
long retreat - the goal to synthesize our
previously stated vision into a statement
of purpose which could identify the

way we want to be perceived in the
community. So many history museums
are viewed as stuffy and dusty and
boring and we knew we are none of
those things. We wanted to break the
stereotype and try to get to the kernel of
what makes our town (and therefore our
mission) different.

After much brainstorming and discussion, we
selected the key characteristics that best define
our culture. These are brand drivers are: Informal,
Irreverent, Individuality, Characters, Provocative,
and Adventurous.

Implicit in these words is a whimsy...a sense
of humor that separates our Aspen from any
other mining town. It is amazing to see how our
attachment to these words is reflected in the
direction we take when planning programs and
events. It is actually downright fun, not to mention
rewarding to see all of the fractured pieces of this
project finally come together as we present, to
you, our new look and our new programs and
our scheduled events for the summer season
and beyond.

Steering us through this journey with calm
expertise and an uncanny insight to help us get
where we wanted to be has been Tim Braun,
principal of local marketing communications
company b2. inc. and graphic artist Cindy Noel of
Noelhouse Creative. They deserve immeasurable
kudos for their efforts, patience, and the
conceptual manifestation of our ideas. We cannot
find enough superlatives to express our respect
and our gratitude for their leadership.

Our New Look.
Grapbhically, our new image began with some
traditional style suggestions, but didn't really

The Aspen
Historical Society
is introducing

a bright new
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accompany
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attitude.

reflect the hodgepodge of traits that we had

come to use to define our “"Aspen.” Cindy went
back to the drawing board. We expected her to
return with slight variations on a similar predictable
theme. Instead, she and Tim came back with the
capricious, stylish, somewhat quirky logo you see
throughout this newsletter.

It was love at first sight. With the usual Aspen
penchant for opinions, there were plenty of
suggestions for tweaks, but what you see is very
close to what was originally presented. It is as
unruly as our community, don't you think? We
couldn’t be more delighted.

We love our new logo and the “brand strip”
too. The strip is an informal timeline - rather than
trying to be too literal we just wanted to remind
everyone of the eras we talk about as we “hike off
into the future”. We had lots of fun finding “real”
local photos to use instead of canned art. The
characters in the silhouette are an integral part of
our character. Recognize anyone?

We are launching our new look this month —
we can't wait until it is ubiquitous and immediately
recognized as a whole or in “pieces and parts.”
We are exceedingly enthusiastic about the results.

B2 inc. is a Carbondale-based marketing communications
company. Contact Tim Braun at tbraun@bZ2inc.net. Noelhouse
Creative is a graphic design agency also based in Carbondale.
Contact Cindy Noel at cindy@noelhousecreative.com.




