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T A G L I N E L O C K- U P V I S I T O R F A C I N G L O C K- U P

P R I M A R Y L O G O

H O R I Z O N T A L L O G O A B B R E V I A T E D L O G O

The primary logo exists as a square lock-up and this version should be used whenever possible.

PRIMARY & ALTERNATIVE LOGOS
Depending on your needs, there have been several versions created of the Put-in-Bay logo. All these 
variations re�ect each other and stay within the logo’s general style. These lock-ups are �xed, so please 
do not tweak or recreate the logo. There are �ve variations, a primary, a horizontal, a tagline lock-up, a 
visitor facing lock-up and an abbreviated logo.

The tagline lock-up can be used as often as 
wanted in place of the primary logo.

The abbreviated logo should only be used 
in circumstances in which the viewer has 
already come in contact with the primary 
logo or used on merchandise.

The visitor facing lock-up should only be used 
on internal or legal documents/collateral.

When vertical height is a challenge, you can 
use the horizontal version of the logo. 
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LETTER      “ N ”  FOR   MEASUREMENT         
MINIMUM CLEAR SPACE 
WHEN USING ANY FORM 
OF THE LOGO
The clear space is the smallest 
distance allowed between the logo 
and any other graphic object; logo, 
physical or digital page edge, copy 
etc. Think of it as the logo’s comfort 
zone. The clear space should equal 
the width and height of the logo’s 
letter “N” at its �nal used size.
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0 . 7 5 I N C H E S

0 . 7 5 I N C H E S

0 . 7 5 I N C H E S

0 . 5 6 2 5 I N C H E S

0 . 5 6 2 5 I N C H E S 5 0 P I X E L S

5 0 P I X E L S

6 5 P I X E L S

6 5 P I X E L S

6 5 P I X E L STo preserve the integrity of our identity, we 
want to ensure that both the Put-in-Bay primary 
and alternative logos are always recognizable, 
legible and stand out against any competing 
design elements. The minimum size that the logo 
appears on different applications is important 
to ensure legibility. The minimum height for the 
primary logo and the tagline and visitor facing 
lock-ups is 0.75 inches for print and 65 pixels for 
any digital use. The horizontal and abbreviated 
logos have a minimum height of 0.5625 inches 
for print and 50 pixels for any digital use. This 
allows for consistency across all logos and makes 
it easier to read the tagline or visitor facing lock-
up supporting type.
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N E V E R P L A C E A T  A N  A N G L E N E V E R C H A N G E T H E R A Y S

N E V E R S C A L E P A R T S O F T H E L O G O N E V E R M A K E T H E L O G O I L L E G I B L E

N E V E R S K E W P R O P O R T I O N S N E V E R C H A N G E L O C K- U P

N E V E R A D D  A  S T R O K E N E V E R A D D  A D D I T I O N A L C O L O R S
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LOGO DON’TS
There are strict restrictions one should follow when using any Put-in-Bay logo variation. There is never 
a moment in which the following uses would be acceptable to the brand. The logo should never be 
skewed or scaled disproportionately, it should never have elements or typefaces changed in color, size 
or orientation and the logo should always be placed in a standard orientation that achieves the greatest 
amount of legibility. 
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U S E A S W H I T E O N  P H O T O SO N L Y  S U N S E T B A Y O N  S A N D C O L O R C A N  B E P L A C E D O N  B R A N D C O L O R S

C A N  B E P L A C E D O N  B R A N D C O L O R S

C A N  B E U S E D A S G O L D E N R A Y

C A N  B E U S E D O N  G O L D E N R A Y C A N  B E U S E D O N  T O P O F P A T T E R N SA L W A Y S S T A Y S O N E C O L O R
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LOGO DOS
It is just as important to follow the rules on what is appropriate. All iterations must stay as one color. 
Whenever using a logo on a Sand background, it must always be used as Sunset Bay. In circumstances 
where one uses a di�erent brand colored background, there are several variations that can be used 
so long as there is enough contrast and legibility between the colors. It is also acceptable to use on 
a photo so long as a white logo is used.
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LOOK & FEEL



SAND  

WHITE   

O A KW E T  S A N D

P M S  9 2 4 1 

C = 0 
M = 1 2 
Y = 1 6 
K = 0

R = 2 5 4 
G = 2 2 6 
B = 2 0 8

H E X  # F D E 2 C F

P M S  2 0 2 8 

C = 0 
M = 8 8 
Y = 1 0 0 

K = 0

R = 2 5 2 
G = 6 7 

B = 1 1

H E X  # F C 4 3 0 B

C = 0 
M = 1 2 
Y = 1 6 
K = 7 7

H E X  # 5 E 5 4 4 E

C = 4 
M = 3 1 
Y = 3 4 

K = 0

H E X  # F 0 B 9 A 0

C = 0 
M = 0 
Y = 0 
K = 0

H E X  # F F F F F F

C = 6 5 
M = 2 5 

Y = 0 
K = 0

R = 8 3 
G = 1 5 9 
B = 2 1 4

H E X  # 5 3 9 F D 6

P M S  2 1 3 1 

C = 8 7 
M = 5 9 

Y = 0 
K = 0

R = 3 7 
G = 1 0 6 
B = 1 8 0

H E X  # 2 5 6 A B 4

C = 0 
M = 2 1 

Y = 1 0 0 
K = 0

R = 2 5 5 
G = 2 0 1 

B = 8

H E X  # F F C 9 0 8

SUNSET      BAY 

GOLDEN      RAY 

SKY   LAKE  

P M S  2 2 4 0 

C = 9 0 
M = 0 

Y = 5 5 
K = 0

H E X  # 6 D C 7 B 0

C = 4 3 
M = 0 

Y = 3 0 
K = 0

H E X  # 9 0 D 1 C 0

COOL    TIDE    TIDAL     WAVE  

BRAND COLOR PALETTE
A color palette provides depth to the brand. The 
colors re�ect the brand’s personality and what 
kind of consumers they want to attract. Put-in-
Bay is easy-going with a neighborly mentality, fun 
and rowdy but not disorderly, relaxed and has 
a sense of an intimate island culture and that is 
adventurous but not risky. This color palette has 
the best combination to hit all the various points 
of the personality.

Sunset Bay should be prominent in all 
communications. This is our primary brand color. 
Using this color brings a visual consistency to all 
applications. Our second primary brand color is 
Sand, this light color tone brings a softness to 
the brand contrasting bright Sunset Bay color.

The additional colors should be selected from 
our secondary brand palette, which supports 
our primary colors.

Black is not a color in our palette and should 
not be used when designing applications. Fonts 
and any other elements that may normally be 
displayed in black should always be Oak instead.
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AN EVERYDAY ISLAND GETAWAY
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

AGENDA     — 7  WEIGHTS     

AGENDA      EXTRA     CONDENSED        — 7  WEIGHTS     

AGENDA      ULTRA     CONDENSED        — 6  WEIGHTS     

AN EVERYDAY ISLAND GETAWAY

Aa
AN EVERYDAY ISLAND GETAWAY

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
ABCDEFGHIJKLMNOPQRSTUVWXYZ

AGENDA TYPEFACE
As a clean sans serif, Agenda is easy to read. This 
typeface was chosen due to its large number of 
weights and styles. Agenda has the ability to be 
corporate with a soft side because of its quirks such 
as the dot in the lowercase “i” and the chunkiness of 
the black weight. For headlines and most subheadlines, 
Agenda Extra and Ultra Condensed are used. Standard 
Agenda is always used for body copy and sometimes 
used for tiny call outs and tracked out subheadlines.
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CAMPAIGN TYPOGRAPHY
A campaign typeface is a font chosen to be more on trend with the anticipation that eventually it 
will be updated. The body copy and paired typeface will always be Agenda because this is the brand 
font. As a tourism and travel destination it is important to update parts of the brand so that your 
destination remains a fresh and exciting place to visit.

Our current campaign typeface is Humblest Clean. This typeface gives a subtle nod to hand drawn 
type while also having automatic ligatures to give the typeface character and look more custom. 
When this font has been used for a long period of time please refresh to a more relevant typeface for 
the current design trends.

20
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abcdefghijklmn 
opqrstuvwxyz

�P�A�I�R�E�D���W�I�•
Agenda for Body Copy

typeface
�H�U�M�B�‘�S�T



R A N D O M I Z E D P A T T E R N F O R T O N E- O N - T O N ET E X T U R E P A T T E R NS U N P A T T E R N

PATTERNS
Patterns play a vital role in brand recognition, bring life to simple logos and help create strong, 
memorable brand expressions. You can use pattern to help keep the consistency of your brand with 
stationery, print and digital collateral and environmental applications. The Put-in-Bay brand has three 
patterns. The sun pattern is used as an element on pieces where the intent is to really push brand 
recognition. The texture and randomized pattern are used to add a level of interest and depth to 
collateral pieces. The texture pattern can be used as one color on another color or used as a tone-on-
tone to give a more subtle look and feel. The randomized pattern is always used as a tone-on-tone.
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SHAPES
A set of shapes have been created for the brand that are loosely based on shapes, land masses and inlets 
found around the island. These shapes are meant to be mixed together to make balanced compositions 
and then placed behind text or imagery. These shapes can be used as any color and can be used with or 
without patterns and textures. Utilizing shapes gives the brand a sense of motion and depth. These can 
also be used to direct a viewer’s eye to certain elements or pieces of imagery or collateral.

S U N R A Y S

P E B B L E W A V E S

S U N W E A T H E R E D

TEXTURES
Part of the Put-in-Bay brand are four textures, Sun Rays, Sun Weathered, Pebble and Waves. These 
textures along with the patterns can be used in shapes or solid �elds to help give the brand depth. Sun 
Rays texture can be used as Golden Ray on Sunset Bay, Sunset Bay on Sand, Wet Sand on Sand, Cool 
Tide on Tidal Wave or Lake on Sky. Sun Weathered texture can be used as Wet Sand on Sand, Cool Tide 
on Tidal Wave or Lake on Sky. Waves texture can be used as Wet Sand on Sand, Cool Tide on Tidal Wave 
or Lake on Sky. Pebbles texture can be used as Golden Ray, Sunset Bay or Lake overtop of colors, shapes 
and images to provide another layer of depth.
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Photography is an important part of your brand. 
It is what truly sells the destination as a fun 
travel location. The style we are shooting for is 
one that follows:
• � CANDID, NOT LOOKING 
DIRECTLY AT THE CAMERA

• LIVELY, ENERGETIC PEOPLE
• � SHOWS OFF THE ENTIRE 
SPACE BEING PORTRAYED

• WARMER TONED

• CAPTURES A MOMENT
• GOOD CONTRAST
• � CRISP FOCUS WITH DEPTH 
OF FIELD

• � AREAS OF REST SO HEADLINES 
& COPY CAN BE USED
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OUTLINING PHOTOGRAPHY
Outlining images helps make images with di�erent 
backgrounds, colors or styles cohesive and gives 
them a uniform look. By removing parts of the photo 
it draws more of a focus on the subject and what is 
being conveyed instead of a viewer focusing on the 
environment they are in. Removing backgrounds helps 
tourism destinations that may not have all the photos 
taken in an ideal location and helps allow them to 
use stock photography without the public knowing it 
wasn’t taken at that destination.
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O U T L I N E D O N  S O L I D/ P A T T E R N/ T E X T U R ES H A P E S I N C O R P O R A T E D I N T O  P H O T OS H A P E S P L A C E D B E H I N D O U T L I N E D P H O T OS H A P E S O V E R T O P O F P H O T O

INCORPORATING GRAPHIC ELEMENTS WITH PHOTOGRAPHY
After having an understanding of all the graphic elements, it is important to understand the ways 
they can be used together. The elements can be used overtop a photo, behind an outlined photo or 
incorporated into the photo.

Shapes utilized behind outlined photos give 
a focus on the brand as well as the subject 
matter. This usage is ideal in advertisements and 
collateral. This method is also ideal for instances 
in which the environment isn’t from the island or 
doesn’t look the best.

When placing shapes overtop of photography 
it is intended for the photo to have the primary 
focus. In this circumstance, there would be 
shapes, patterns and textures used along the 
outside edges to frame the imagery. 

In this method, shapes are creating movement 
and bringing attention to certain areas of the 
photo. When incorporating shapes into a photo, 
it is crucial that the photo is showing o� the 
island and making it look active.

Outlined on a solid, pattern or textured 
background is another method that is ideal for 
instances in which the environment that the 
photo isn’t from the island or doesn’t look the 
best. This is done best on vibrant colors like 
Sunset Bay and Golden Ray.
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S T E P O N E :  C H O O S E P H O T O G R A P H S T E P T W O  :  O U T L I N E P H O T O G R A P H S T E P T H R E E :  A D D  G R A P H I C E L E M E N T S

As an example, below you will find the three key steps on how to bring everything together.
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Summer goes fast in the Midwest. 
Families, empty-nesters, and party-
goers want to pack more moments 
and memories into those days. They’re 
looking for great experiences that 
capitalize on what the area has to offer 
without a long trip and big budget.

VALUE PROPOSITION
We’re a short drive away, but we take 
people far away from the ordinary. 
We’re an island adventure that begins 
the moment you depart from the rest of 
the world, o�ering various and distinct 
experiences at one location to create an 
unforgettable day—your way.

VISION STATEMENT
To be the most loved, memorable and 
distinct island experience for all visitors.

MISSION STATEMENT
Provide a range of experiences and 
activities in safe and fun environments, 
that allow visitors—no matter the day 
or their demographic—to create a 
perfect island getaway.
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BRAND ESSENCE

An Everyday 
Island 
Getaway.

REASONS TO BELIEVE
• � WE STRIVE TO OFFER A WIDE 
CHOICE OF EXPERIENCES FOR 
ALL TYPES OF VISITORS

• � WE HAVE BEEN A PREFERRED 
SUMMER DESTINATION FOR 
OVER A CENTURY

• � OUR BUSINESS OWNERS ARE 
ALSO LONG-TIME RESIDENTS, 
SOME EVEN 2ND OR 3RD 
GENERATION, SO WE HAVE A 
TRADITION OF HOSPITALITY 
AND ISLAND KINDNESS

• � OUR ISLAND IS ALWAYS 
OPEN FOR BUSINESS AND 
EXPERIENCES ARE WEEK-LONG

PERSONALITY
Easy-going and 
neighborly mentality

Fun and rowdy but 
not disorderly

Relaxed and intimate 
island culture

Adventurous but not risky

38
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This weekday’s forecast 
calls for fun with a high 
chance of memories.

MESSAGING & TONE
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Co-branding shows a partnership and represents 
an exchange of credibility between  
Put-in-Bay Tourism Bureau and another brand. 
Each brand constitutes a set of promises and 
care must be taken to ensure that there is no 
confusion to the market or end customer.
Unless you’re co-branding communication and 
marketing material for equal ownership, one 
partner should have a clear visual lead in design 
executions, typically using their brand identity 
system in a dominant manner. 
Establishing branding dominance is the first step 
towards a co-branding effort.

EQUALLY DOMINANT
Use co-branded logos where both brands have equal ownership, like a collaborative whitepaper or 
presentation related to the partnership. With this direction, both brands have an equal ownership, so 
neither brands visual system should be used in the marketing or presentation materials unless agreed 
upon by both parties. (See page 46 for directions)

ESTABLISHING CO-BRANDING DOMINANCE
Brand dominance is determined during partnership negotiations and is in�uenced by factors such as 
�nancial and/or resource contribution, which partner is granting access to customers and maintaining 
that relationship, or which partner will host the experience. Once brand dominance has been negotiated 
or determined, the following three solutions have been supplied.

PUT-IN-BAY DOMINANT
Put-in-Bay dominant communications means that the Put-in-Bay Chamber of Commerce and Tourism 
Bureau brand drives the customer experience and designs will heavily rely on the established Put-in-Bay 
visual system for look and feel. (See page 48 for directions)

PARTNER DOMINANT
When a partner brand drives the communication experience, their brand will be featured more and 
designs will rely on their visual system. At the same time, it’s still critical to protect and appropriately 
display the Put-in-Bay logo. (See page XX for directions)
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H O R I Z O N T A L S T A C K E D L O C K- U P

H O R I Z O N T A L L O C K- U P

V E R T I C A L L O C K- U P

I C O N  L O C K U P

For use with a partner icon. Place the Put-in-Bay 
abbreviated logo beside a partner logo. Use a 
hairline rule to divide the two logos.

PARTNER  
ICONWELCOME!

E Q U A L L Y D O M I N A N T C O - B R A N D I N G P R E S E N T A T I O N E X A M P L E

For use with a horizontal partner logo. Place the 
Put-in-Bay tagline logo above a partner logo. 
Use a hairline rule to divide the two logos.

For use with a horizontal partner logo. Place the 
Put-in-Bay horizontal logo beside a partner logo. 
Use a hairline rule to divide the two logos.

For use with a square partner logo. Place the 
Put-in-Bay logo to the left of a partner logo. Use 
a hairline rule to divide the two logos.

Equally Dominant Co-Branding
When equal ownership on marketing or communication material is desired, used one of the 4 logo 
lockups to the right. Various lockups have been created to accommodate di�erent needs and formats of 
partner logos.

With this direction, both brands have an equal ownership, so neither brands visual system should 
be used in the marketing or presentation materials unless agreed upon by both parties. In the 
example below, neither Put-in-Bay’s brand or Boardwalk’s brand visually dominate or are represented 
disproportional. Neutral photos, colors, and graphic elements are used in this instance.

PARTNER LOGO

PARTNER LOGO

PARTNER  
LOGO

46
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7 0 / 3 0  P U T- I N - B A Y D O M I N A N T C O - B R A N D I N G

Put-in-Bay Dominant Co-Branding
Put-in-Bay dominant co-branding means that the Put-in-Bay Chamber of Commerce and Tourism Bureau 
brand drives the customer experience and designs will heavily rely on the established Put-in-Bay visual 
system for look and feel. 

Roughly 70% or more of the layout and design of each communication piece should be the visual 
identity system of Put-in-Bay. The remaining 30% or less can be used for the partner brand. This will 
keep the ownership and dominant brand clear as Put-in-Bay. The 70/30 rule is recommended to be 
done with a subjective visual assessment and does not need to be perfectly mathematical. However, if 
necessary, you can divide the size of the layout to determine appropriate ratio.

Creating brand dominance is simple and can be achieved by:

1. �Using the dominant brand’s visual identity system for over 70% of the given layout.

2. �Keeping the dominant brand’s visual identity system in the upper left portion of the layout.

2. �Keeping the non-dominant brand’s visual identity system to a minimum or using the logo only.

70% OR MORE  
DOMINANT BRAND

30% OR LESS 
PARTNER BRAND

8 0 / 2 0  H O R I Z O N T A L L A Y O U T

80% PUT-IN-BAY 20% 
PARTNER

9 0 / 1 0  S T A N D A R D L A Y O U T6 0 / 4 0  S Q U A R E L A Y O U T

10% 
PARTNER

90% PUT-IN-BAY

40% PARTNER

60% PUT-IN-BAY

CORRECT & INCORRECT LAYOUT EXAMPLES
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F A C E B O O K P O S T E X A M P L E

Put-in-Bay Dominant Co-Branding Examples

B I L L L B O A R D E X A M P L E

O N L I N E A D  E X A M P L E

50
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7 0 / 3 0  P U T- I N - B A Y D O M I N A N T C O - B R A N D I N G

Partner Dominant Co-Branding
Partner dominant co-branding means that the Put-in-Bay Chamber of Commerce and Tourism Bureau 
brand drives the customer experience and designs will heavily rely on the established Put-in-Bay visual 
system for look and feel. 

Roughly 70% or more of the layout and design of each communication piece should be the visual identity 
system of the partner brand. The remaining 30% or less can be used for the Put-in-Bay brand. This will 
keep the ownership and dominant brand clear as the partner brand. The 70/30 rule is recommended to 
be done with a subjective visual assessment and does not need to be perfectly mathematical. However, if 
necessary, you can divide the size of the layout to determine appropriate ratio.

Creating brand dominance is simple and can be achieved by:

1. �Using the dominant brand’s visual identity system for over 70% of the given layout.

2. �Keeping the dominant brand’s visual identity system in the upper left portion of the layout.

2. �Keeping the non-dominant brand’s visual identity system to a minimum or using the logo only.

70% OR MORE  
PARTNER BRAND

30% OR LESS 
PUT-IN-BAY BRAND

7 0 / 3 0  V E R T I C A L L A Y O U T

9 0 / 1 0  S Q U A R E L A Y O U T

70%  
PARTNER

30% 
PUT-IN-BAY

10% PIB

90% PARTNER

6 0 / 4 0  S T A N D A R D L A Y O U T

40% 
PIB

60%  
PARTNER

CORRECT & INCORRECT LAYOUT EXAMPLES
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F A C E B O O K P O S T E X A M P L E (W H I T E O V E R L A Y L O G O)

Partner Dominant Co-Branding Examples

B I L L B O A R D E X A M P L E (C O R N E R L O G O)

O N L I N E A D  E X A M P L E (O R G A N I C S H A P E L O G O)
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W E B S I T E (F O O T E R L O G O)

Chamber of Commerce Member’s Website
For all Chamber of Commerce Members and Partners of Put-in-Bay Chamber of Commerce and Tourism 
Bureau, the o�cial logo can be added to the footer section of your website.

The correct logo to use is the Visitor Facing Lockup version with the “o�cial tourism bureau”.

Please make sure to follow the clear space rules when placing the logo in the footer section (see page 6) 
Also, please make sure to use a logo with proper contrast. (see page 12)
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AN EVERYDAY ISLAND GETAWAYWHY WAIT FOR THE WEEKEND?
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PLEASE CONTACT PIBCCAMBASSADOR@GMAIL.COM, IF YOU HAVE FURTHER QUESTIONS.
Keeping in line with these guidelines are an important part of keeping a high bar 
of excellence, inadvertently and subtly positioning competitors as second rate. 


