


A NOTE FROM THE CEO

Thank you for taking the time to read this document, and for helping
to bring the ElectriCities brand to life. All of us have a responsibility
to create the organization we want to be part of—starting with how
we represent ourselves visually and verbally.

As we execute an ambitious strategic plan, speaking as one is more
important than ever. And your work, which elevates the communities
we proudly serve, is what drives our message. Our commitment to our
members has always been at the heart of who we are and why we exist,
but you help make it real.

Thank you for your continued dedication to living our brand and
telling our story.

Sincerely,

Roy L. Jones
CEO, ElectriCities




WHO IS THIS FOR?

This guide is a tool for all ElectriCities employees, or anyone
who is involved in promoting our brand, to ensure the
consistent application of the ElectriCities of North Carolina
identity. On the following pages you will find examples and
instructions for proper use of the tagline, logo, colors, brand
voice, collateral, and promotional items.

If you have questions about proper usage, please contact
Corporate Communications at communications@electricities.org.



PRONUNCIATION

| e-lek-tri-si-tees ]

ElectriCities is not pronounced as a plural of the word “electricity”
nor as “electric” + “cities.”
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BRAND OVERVIEW

The ElectriCities brand consists of the following key elements:

Our Tagline
Qur Logo
Typography
Colors
Tone + Voice
Photography

Brand Communications
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Questions? We can help!

Email us at communications@electricities.org

Primary: Use the black and red logo on white, or white-on-black logo whenever possible.
Secondary: Use the black logo only when the four-color or white-on-black versions aren’t an option.
Tertiary: Use for special applications or cases when our logo is confined to a very narrow space.
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Don’t intrude the clear area of at least twice the height of the ElectriCities diamond.

O
0’0

ELECTRICITIES

of NORTH CAROLINA, INC.

<

ELECTRiCITIES

of NORTH CAROLINA, INC.

O
L X4

ELECTRICITIES

of NORTH CAROLINA, INC.

logo without tagline

<

ELECTRICITIES

of NORTH CAROLINA, INC.

The energy behind public power

<3

ELECTRiCITIES

of NORTH CAROLINA, INC.

The energy behind public power

L X4

ELECTRiCITIES

of NORTH CAROLINA, INC.

The energy behind public power

stacked with tagline

R
L X4

ELECTRICITIES

of NORTH CAROLINA, INC.

The energy behind public power

g3
%

ELECTRICITIES The energy behind public power

of NORTH CAROLINA, INC.

K/
%

ELECTRICITIES

of NORTH CAROLINA, INC.

*

The energy behind public power

horizontal with tagline




Questions? We can help!

Email us at communications@electricities.org

Tertiary: Use for special applications or cases when our logo is confined to very limited space.

<+ ELECTRICITIES of NC

< ELECTRICITIES of NC
Don’t intrude the clear area of at least the

height of the ElectriCities diamond. ’:‘ ELECTRICITIES of NC

< ELECTRICITIES of NC

When space is limited, use the abbreviated version of the logo above.

«<* ELECTRICITIES

< ELECTRICITIES
Don’t intrude the clear area of at least the

height of the ElectriCities diamond. ‘:’ ELECTRICITIES

+* ELECTRICITIES

Use this version when space is extremely limited or when space is limited and the use is related to our members
outside of North Carolina. Please consult Corporate Communications before applying this version.
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Questions? We can help!

Email us at communications@electricities.org

Use this lock-up format when differentiating our business units

and community utilities from the larger brand.

S

ELECTRICITIES

of NORTH CAROLINA, INC.

S

LEXINGTON

NORTH CAROLINA

<

HUNTEﬁSVILLE
CORNELIUS

NORTH CAROLINA

Economic Development

Powered by ElectriCities

Powered by ElectriCities

Partner Lock-Ups: When creating co-branded work for a member—or when the
ElectriCities logo appears with other logos, always pair the marks as shown above.
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ELECTRICITIES

of NORTH CAROLINA, INC.

‘ ( f‘ASTONIAC
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X3
ELECTRICITIES
of NORTH CAROLINA, INC.

Don’t change the color.

7
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(LECTRICITIES

o NORTH CAROLINA, INC.

Don’t distort the logo.

o ES
‘_ECT R‘c\_\‘N‘E“NC
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Never rotate.

ELECTRiCIT%

of NORTH CAROLINA, INC.

Never add clip art to the logo.

ELECTRICITIES
’ of NORTH CAROLINA, INC.

) X4

Don’t rearrange the elements.

9
L X4

ELECTRICITIES
IS THE BEST

Don’t add text to the logo.

%
%

ELECTRICITIES

of NORTH CAROLI/INA, /NC

Don’t skew.

o
ELECTRICITIES

of NORTH CAROLINA, INC.

Never recreate elements of the logo.

Questions? We can help!
Email us at communications@electricities.org

Never use the logo over a busy image.

Never use on colors that make
the logo difficult to read.

Never make the logo transparent
where it becomes difficult to read.
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Questions? We can help!

Email us at communications@electricities.org

Our two brand typefaces are Gotham Bold and Archer Book. The combination
of these fonts gives us personality, visually expresses our warm and reliable
voice, and gives us flexibility in our written materials. These fonts are
available for use by all ElectriCities employees. Contact the ElectriCities IT
staff for help installing them on your devices.

Graphic Font:
Artistamp
medium

HEADLINES: GOTHAM BOLD

SUBHEADS: GOTHAM NARROW CAPS

We also use a graphic font
as a textural background
element. Never overuse this
font or let it dominate a

GOTHAM: Additional Styles and Weights layout. It should only be

used as a subtle design tool.

A variety of other weights and styles of Gotham are available for use.
Consult with Corporate Communications for more information.

SUBSTITUTE FONT:
Body Copy: Archer ARIAL

When working with our ElectriCities
branded materials, always use our
brand fonts, Gotham and Archer.

To ensure compatibility with external
members and partners, you may
use Arial in place of Gotham and
Archer for documents such as our
PowerPoint templates.
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TYPOGRAPHY: WHAT NOT TO DO

Never use unapproved typefaces.

There are so many opportunities to be creative in our
marketing—choosing new typefaces is not one of them.
Stick to the standard, and you can’t go wrong.

Never justify a whole paragraph.

Stick to left-justifying your text by default. When you
fully justify text, it creates unusual spacing that’s distracting
to read.

Never use typography in a color
other than a brand color.

We want both our voice and visual approach to be
consistent. Using colors that are not in our palette creates
an inconsistent brand experience.

Questions? We can help!

Email us at communications@electricities.org

Never leave “widows.”

When considering paragraph line breaks, never leave the last
line with a single word. It’s not visually appealing and makes
us look sloppy.

Never break URLSs.

If a URL is too long to fit on one line, avoid breaking the
URL in half. Instead, use a URL shortener like bit.ly.com.

Never create visually unappealing
line breaks.

When setting a block of text with left alignment, be sure to
keep the uneven side balanced without any glaring “holes”
or odd shapes. A bad rag can be unsettling and distracting
to the reader.
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Primary Color Palette

Use this combination for all
corporate branding needs.

PMS 200 C

RGB 186 /12 / 47
CMYK 3/100/70/12
HEX BAOC2F

PMS PROCESS BLACK C
RGB 39/ 37/ 31
CMYKO/0/0/100
HEX 27251F

Tertiary Color Palette

Questions? We can help!

Email us at communications@electricities.org

Secondary Color Palette

You may use these colors in combination with the Primary Color Palette
to enhance your materials and add variety to the design.

PMS 7502 C

RGB 197 /174 / 124
CMYK 24 /28 /58 /1
HEX C5AE7C

Use this color palette when producing graphics for our
NCEMPA (PMS 3298) and NCMPA1 (PMS 7693) members.
Avoid using the corporate red (PMS 200) when using these
tertiary colors—particularly when using the green.

40%

PMS 3298 C

RGB 0 /106 / 82
CMYK 99 /1 /72/35
HEX O06A52

PMS 7693 C
RGBO/73/M8

HEX 004976

CMYK 100 /57 /9/ 47

PMS 7502 C

RGB 197 /174 / 124
CMYK 24 /28/58/1
HEX C5AE7C

PMS 7485 C

RGB 206 / 224 /186
CMYK20/2/32/0

HEX CEEOBA

PMS 663 C
RGB 225/ 225/ 225
CMYK10/8/8/0
HEX E1EIE1

PMS 296 C
RGB 13 /24 /44

CMYK 91/81/52/67
HEX 0D182C

For Digital Presentations

WHITE
RGB 255 / 255 / 255
CMYKO/0/0/0
HEX FFFFFF

When using our colors in PowerPoint or other
digital presentations, use the following color
formulas. These alterations ensure the colors are
more accurate to the Pantone color on-screen.

PMS 3298 (MODIFIED)
RGBO /12 /84

CMYK 89 /33/76/20
HEX 007054

PMS 7693 (MODIFIED)
RGBO/73/118

CMYK 100 /57 /9 / 47
HEX 004976

PMS 200 (MODIFIED)
RGB 191/ 26 / 64
CMYK 12 /100 /70 /12
HEX BF1A40
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TONE + VOICE

Following are examples of our brand executed the right way.

Come back to these pages for inspiration. Look for the human story
in each of these examples, and ask yourself what story you can tell.

16
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PEOPLE + PLACES

We put people at the heart of everything we say.
We shine a light on the places we serve.

We share stories. Not about what we do, but about what people
can do with the energy of public power behind them—celebrating
their rich histories and their hopes for the future.

The warmth of our personality shows our genuine love for these
places—the small town main street, friendly faces at the corner
cafe, the barber shop that’s been family-owned for generations.




ElectriCities

PERSONALITY TRAITS

Warm

We tell stories of real people,
their communities, and the
incredible things they make
possible with public power.

We're empathetic, inclusive,
welcoming, and human.

We treat our readers

like family.

Relatable

We shine a light on the
communities we serve.
We're never self-centered
or patronizing.

We invite our members into
the conversation and speak
to them in language they use
every day: responsive,
engaging, and accessible.

Knowledgeable

We teach through information
that’s timely, relevant, and
useful. We know our stuff.

We’re thought leaders and
advocates. And we'’re uniquely
qualified to serve our members
because we know their world
and the challenges they face.

Confident

We’re unapologetically
enthusiastic about the value
of public power.

We believe in our work.

We stand behind our words.
We'’ve earned the trust of
our members and nurture
our relationships with them
every day.

19



Warm

- Create a sense of time and
place—use evocative, sensory
words and phrases

.« Tell stories, not facts alone
«Use “we” and “our” .

'« = Use contractions and
. “+ colloquial phrases

» Picture your reader as
- you write e

Relatable

. Y v ion—Ii

Have a conversation—like
you're speaking to one
person at a time

- Avoid industry jargon or
highly technical words
and ideas

. Share small-town details
that,show you understand
their world

+ Use humor in moderation

- Break rules, but make sure

~readers know it’s.on purpose

.«

Knowledgeable
+ Organize your ideas to create
clear content structure

- Supplement content with
supporting data, examples,
links, or testimonials

- Focus on education,
not promotion

- Vary sentence structure
and rhythm

~ and sentences

Confident = -«

&,

- Use short words

- Be honest and direct

~+ Avoid unnecessary. =

language—stay on topic,

be brief

- Be consistent in quality,
tone, and delivery

- Use active voice and bold
but simple statements

20



Writing in
THE ELECTRICITIES VOICE

Guidelines for writing in-the voice of Homegrown Reliability

Shine a light on what’s right. Tell our story
through our members’ successes. Their stories

are even more persuasive than ours.

Use the warm language of community.
Have a conversation. Show the humanity in
every story. Stay warm and engaged, never cold
or detached.

Write how the locals speak. Use the words
they use. Break the rules to sound more human

and approachable.

Speak to people as people. Use “we” and
“our” Invite people in. Show that we'’re all in

this together.

Shorten sentences to sound confident
yet relatable. Simpler words. Fewer syllables.
Shorter paragraphs.

Imagine a conversation with a trusted
partner. It’s built on mutual respect, keeping

each other’s best interests in mind.
Be strong with ideals, but open to ideas.
Methods change but our commitment to our

members never does.

ElectriCities has many voices, but we all
speak as one. Together we are a chorus.

21



Know your audience

Who are you speaking to? A utility
customer who’s worried about paying
her bills, or a town mayor who's looking
for resources to help him save money?
Knowing exactly who you’re talking to
will help you tailor your message for

the greatest impact.

Break the rules

Don’t be afraid to bend the rules.
Write as you would naturally speak.
Incomplete sentences. Fragments.
Em dashes. It’s OK to start sentences
with “because” or “but” or “and.”
But check that your piece is clean,
professional, and free of errors,

so readers know you’re bending

rules on purpose.

Vi

Writing + Style

STANDARDS

Elevate our members
Does your piece sound like it was
created for marketing and promotional
purposes? Or does it help sell ElectriCities
by telling the stories of our member

communities? Make it about them.

Celebrate their histories and successes.

Use real-life examples. Inspire a

sense of awe.

L., P VAN oMY VAU e

Less is more

Most readers are skimmers,
particularly on digital platforms.
Less is always more. Try to keep your
words, sentences, paragraphs, and
pieces of content short and easily
digestible. Ask yourself whether each
word on the page serves a purpose,

and cut the ones that don’t.

Speak the language

Use the simplest language possible.
Ask yourself whether someone with
no knowledge of ElectriCities or
public power would understand what
you're saying. Put yourself in their
shoes. Write the way they would

speak to each other.

AP Style
In general, follow AP Style.

Capitalization
Always use the following
capitalization with the
below terms:

+ Power Agency

- non-Power Agency

Terminology

Don’t refer to the communities we
serve as “NC Public Power.” Instead
use the phrase “public power
communities of North Carolina.”

Commas

Use the serial comma: “Item 1, item 2, and
item 3.” This is one exception to AP Style.

We use the serial comma to help readers
understand sentences easier and faster.

Quotations

Place punctuation inside quotation marks:

“There are very few instances where the
punctuation is not placed inside the
quotation marks,” she said.

In general, use double quotation marks.

Use single quotation marks when quotation

marks are needed inside a quotation:
“Did you watch ‘Jeopardy’ last night?”

Numbers

Write out numbers between one and nine.
For 10 and above, use numerals. “4kW” and

“4 million” are fine too.

Spacing

Use only one space between sentences.

Headers

Keep headers as simple as possible.
Short, single lines are preferred. If more
text is needed, keep punctuation

(like commas and em dashes) minimal.
And never use periods at the end of
headers or subheads unless the header
comprises two or more sentences.

22
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BRAND COMMUNICATIONS

Following are examples of our brand executed the right way.

27



Questions? We can help!

C o L LAT E R A L Email us at communications@electricities.org

The standards for various types of collateral—letterhead, business cards,
envelopes, and note cards—vary depending on the application. When in

doubt, ask the Corporate Communications staff.
<
ELECTRICITIES

of NORTH CAROLINA, INC

LEc o
Y T TRICT g g
ELECTRICITIES | 427 Meide)’%’g:d Blvd P

oliNa. Inc Raleigh, NC 27

The energy behind public power

919.760.6000
1427 Meadow Wood Blvd.
Raleigh, NC 27604

The energy behind public power www.electricities.com

‘2' John Doe
Lead Systems Coordinator
NCMPAI/NCEMPA Energy Mgmt Systems

e 'IZ;eenergy ElectriCities of North Carolina, Inc.
ehind public power 1427 Meadow Wood Blvd. L. . . . .
ek For business card orders, visit our corporate website and follow the instructions to submit your request:
3167608227 Ratmah O www.electricities.com/services/corporate-communications/business-card-order-form/
jdoe@electricities.org
www.electricities.com

28



Questions? We can help!
E M A I L S I G N AT U R E Email us at communications@electricities.org

For email signatures, use 10-point Arial for the contact information, in the
format shown below. Never use unapproved fonts, additional taglines, slogans,
inspirational quotes, or clip art, as this creates inconsistency.

Your Name

Your Job Title

Main: 000.000.0000

Cell OR Fax: 000.000.0000

7
%

ELECTRICITIES The energy behind public power

of NORTH CAROLINA, INC.

1427 Meadow Wood Blvd
Raleigh, NC 27604
www.electricities.com
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P OW E R P o I N T T E M P L AT E grz:iﬁﬂggts:orn,;:;:ags:lz!@ybelectricities.org

ElectriCities Corporate PowerPoint Template: When creating PowerPoint presentations for widescreen
(when presenting on-screen to a large audience where no handouts are required) or letter size (when 8.5x11
letter-size handouts are required), always use the approved templates. Do not use unapproved clip art—it makes
us look unprofessional and inconsistent. When in doubt, ask the Corporate Communications staff.

® & Sample Header Goes Here
ELECTRICITIES
e ko L Sample header sentence goes here
And here is what subheads look like: ’
+ And bullet points if you need them look like this $59’200
« And bullet points if you need them look like this ?“"Eey Taised
o « And the longer bullet points when you need more description J or Lorem ipsum
TITLE OF PRESENTATION e e

GOES H E RE : % Sample 2™ header sentence goes here L]

And here is what subheads look like:

+ And bullet points if you need them look like this
+And the longer bullet points when you need more description
look like this.

Subtitle of Presentation Goes Here

If you need a different image in your introductory We can also help you create a clean chart or graph.
slide background, just ask!

Sample Header Goes Here

3
ELECTRICITIES
Sample header sentence goes here or HORTH. CAROLINA, NG,
® g The energy behind public power
And here is what subheads look like:
+ And bullet points if you need them look like this f
« And bullet points if you need them look like this . www.electricities.com
+And the longer bullet points when you need more description
look like this. STAY CONNECTED

@ElectriCitiesNC

Sample 2" header sentence goes here
And here is what subheads look like:
+ And bullet points if you need them look like this
+ And the longer bullet points when you need more description

look like this. @ companylelectricitiesnc
@ NC Public Power Channel
Imagery should never overwhelm the topic. Closing slide includes logo, website, and social media.

30



Questions? We can help!

POWERPOINT TEMPLATE Ermelus ot communietiony@electciiesrg

NCEMPA and NCMPA1 PowerPoint Templates: When creating PowerPoint
presentations for either widescreen or letter size, always use the approved
templates. Do not use unapproved clip art—it makes us look unprofessional
and inconsistent. When in doubt, ask the Corporate Communications staff.

HEADLINE GOES (== HEADLINE GOES
IN THIS SPACE i IN THIS SPACE

February 2022 February 2022
V| S

NCMPA1

AT
s
— N

If you need a different image in your introductory slide background, just ask!

Example Headline Here Example Headline Here

o a
ELECERICINIES ‘ T

ELECTRICITIES

&t

We can also help you create a clean chart or graph.
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Questions? We can help!

W E B S I I E Email us at communications@electricities.org

A great deal of testing and care has gone into the design, voice, and organization
of the content on our website. Our website is often the first place people search to
learn more about who we are and what we do. This is why we must maintain the
integrity of the design and minimize clutter to ensure it doesn’t become difficult
to navigate.

ElectriCities Partal [T <. ]

&
ELECTRICITIES —
ABOUTUS~ PUBLIC POWER~ SERVICES~¥ RESOURCES~ NEWS & EVENTS v

THE VALUE OF PUBLIC POWER

1.3 million. That's the number of people whose homes
and workplaces are illuminated by NC Public Power.
> -

Public power helps communities thrive.

There is tremendous value in public power, and it's so much bigger than
just energy. It's the lifeblood that emables growth within communities,
driving them towards progress, while helping them celebrate their rich
histories.

It provides local control that allows them to prioritize local needs when
making important decisions. It also connects them to the network of
public power communities across the country, giving them a broad
support system and access to greater resources than they would
otherwise have on their own.

With access to these resources, public power communities pride
themselves on delivering the exceptional reliability and superior service
that their customers expect.

There is tremendous value in public power, and the best way to see
that value is through the success stories of public power communities.

WATCH THE EDUCATIOMAL PUBLIC POWER 101 VIDEO B

]
HURRICANE MATTHEW
RELIEF EFFORT

When Hurricane Matthew made landfall in North
Carolina, it left extreme flooding, cutages, and
destruction in its wake. Public power utility
waorkers from across the state banded together
to support the affected communities and restore
power as quickly as possible.

PLAY VIDEO B
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Questions? We can help!

Email us at communications@electricities.org

BROCHURES + HANDOUTS

We have a great story to tell about our organization and the people we serve.

From brochures and handouts, to flyers and annual reports, we must ensure the
ElectriCities brand is easily recognizable and has a consistent look. If you are
developing a custom piece, ask the Corporate Communications staff for assistance.

ELECTRicI_TIEs | e

UNDERSTANDING
ELECTRICITIES

AF ople, Not Profit

ELECTRICITIES |

R AGENCIES:
mEC?WUENrclPAL POWER AGENCY NUMBER 1

HE POWER AGENCIES:
TN.C. EASTERN MU

e - are served primarily by nuclear energy—an
's Renewable Energy Portfolio

)y certificates

The 19 cities and towns in NCMPAT
emissions-free generation source. As part of the stat

The castern Power Agency has a full-requirements contra + with Duke Energy Progress,
ll-requir tract wi
" cy has a
caning that with some small excaptions, NCEMPA'S esource mix is a representative
mear

slice of Duke Energy Progress’ resource mix-

carbon emissions by nearly 50% since 2005

Progress has reduced
oo {1-fuel use for electricity is almost 60%, NCEMPA

\While the national average for foss!

as well.

NCMPAT communit
national average for fossil-fuel use
nities that make up NCMPAT use only about 1%

ies’ power supply is more than 97% nuclear e
or electricity is almost 60%,

nergy. While the
public power commu-

members use about 47%.

o,
5 o% N‘%"ﬁ RESOURCE MIX ~1 A’

The eastern Power Agency’s B 6

Ree
=¥  RESOURCEMIX Members of NCMPAT are proud to
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1.56% Jectricity from only about
i A ® M e A 6 M o
37% % Z%QTHER carbon evv\lssmnsZ :: :early NUCLEAR ATURAL G oRo B oTHES
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NUCLEAR NATURAL N ONOWABLES
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i ncy Number 1 (NCMPA1) =
ocmeng i Caml[linta M“m‘t:z?t‘a:;vol:: aAl?: wgstern North Carolina
: e 1 19 cities and towns |
North Carolina Eastern Munic

itil ern North Carolina
32 cities and towns in east: 7

STRATEGIC PLAN FOR PUBLIC POWER

PUBLIC POWER'S
To be and be recognized as the leader in providing superior service and innovative
energy solutions to communities and customers in our region.

<& ELECTRICITIES °f NC
2021 ANNUAL REPORT

PUBLIC POWER'S
PURPOSE

Deliver value to our communities and customers through collective strength,
nowledge, and action while promoting a successful future.

Fayetteville Public Works Commission - FAYETTEVILLE, NORTH CAROLINA

Working all the Angles to
Keep Costs Down

apactor banks hve nsbled

PUBLIC POWER'S

VALUES
« safety * Locally-focused  Collaboration Works
+ Reliability + Affordability + Innovation
technal 0 and Gls
appi
PUBLIC POWER'S angies o hold down thir wholesale  the process” Rynne sad
wer costsfor the beneft o thir is also using a ml
STRATEGIC PRIORITIES e vouime penett of th PWC s also using a multipoint. PWC has been

e progressively lining
up the drivers of retail
rates and wholesale
power supply costs,
reducing both.

Commsity Reltons O

Commisson,
representative of our customers,
makes the decisons that ensble us

air conditioners,
using Wi-El-connected devices, ke
smart thermostats,

FUTURE-FOCUSED

Develop a future-focused mindset

the
utity—the wholesal pover cost—

Inludng optons concident pe
to the benefit of everybody,” said Fioo R

ratesfor arger customers, Rynne said
PWC has been progressvely ining up
the rivers o retail rates and wholesale

e sid a0ding capacitor banks on  power supply costs,reducing both

Build public and political support for public power

@ STRENGTHEN PUBLIC POWER

past
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Questions? We can help!

A P P A R E L s P R O M OT I O N A L I T E M S Email us at communications@electricities.org

The goal of our apparel is to ensure our employees can be easily identified as part of ElectriCities, whether they’re
at an event or walking down the streets of our communities. When ordering apparel, please contact the Communi-
cations department for guidance in determining the best logo version, color, and size for your item.

When selecting products on which to apply the ElectriCities logo, ensure the product is of good quality.
This reinforces the value of our brand. From cups and note pads, to umbrellas and ink pens, the ElectriCities
logo, brand colors, and diamond mark should be used tastefully and follow our brand standards at all times.

Contact the Communications department before ordering apparel and promotional items to ensure your items
meet the ElectriCities brand standards prior to printing and production.

Polos & Hat X
ELECTRICITIES

Y NORTH CAROLINA, INC

The energy behind public power
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Promotional Items
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Questions? We can help!
S I G N AG E Email us at communications@electricities.org

Signage comes in many different forms. Here are some examples of how we can maintain a
consistent brand image across a variety of formats. Contact Corporate Communications for
help with your signage request.

2000 Samuel W. Noble, Jr.,, Tarboro 2005 Barry C. Hayes, Granite Falls
2001 John T. Walser, Jr., Lexington 2006 Richard N. Hicks, Farmville
2002 R.L.Willoughby, Washington 2007 Walter W. “Dub” Dickson, Gastonia

2003 J.William McGuinn, Jr,, High Point 2008 Samuel W. Noble, Jr., Tarboro

TRAI N I N G F I R E D o o R 2004 gtaihcgi?(in?;:;g]reenville 2009 Strib P. Boynton, High Point
2004 Frederick E. Turnage, Rocky Mount
ROOM Please Keep Closed

35



CONTACT

Building a strong ElectriCities brand is everyone’s business.
Before embarking on your next project, we encourage you to reach
out with questions about anything in this guide. We'can help.

Thank you!

Questions? We can help!

communications@electricities.org
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LEGAL

Copyright and Trademark law protects all ElectriCities images, fonts,
music, videos, and other creative works.

All fonts and images that appear in our work have been licensed for their
specific purposes. We cannot provide free copies of copyrighted fonts or
images for others to use when creating their own materials.

Finally, please remember to secure proper licenses before you use images
from the internet in your materials.

If you have questions about copyrighted materials, contact
Corporate Communications at communications@electricities.org.
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