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PRIMARY & ALTERNATIVE LOGOS

Depending on your needs, there have been seversioves created of the Put-in-Bay logo. All these
variations re ect each other and stay within thgtds general style. These lock-ups are xed, sasple
do not tweak or recreate the logo. There are veigtions, a primary, a horizontal, a tagline Igzkau (P

visitor facing lock-up and an abbreviated logo. = -
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TAGLINELOCK-UP VISITORFACINGLOCK-UP
The tagline lock-up can be used as often as The visitor facing lock-up should only be used
wanted in place of the primary logo. on internal or legal documents/collateral.
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HORIZONTALLOGO ABBREVIATEDL OGO

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.

When vertical height is a challenge, you can
PRIMARYLOGO use the horizontal version of the logo.

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




CLEAR SPACE
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MINIMUM CLE
WHEN USING
OF THE LOGC

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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To 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_e@eﬁnpeti R
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appears on different applications Is imﬁortant
to ensure legibility. The minimum height for {h
%r faci j
(S for

design elements. The minimum size that thé logo

rimary logo and the tagline and vig)

ock-ups Is 0.75 Inches for print and 65 pIXels
any digital use. The horizontal and abbreviated
logos have a minimum height of 0.5625 inches
for print and 50 pixels for any digitadrtge. TRiISRA.
allows for consistency across all logos and makes
It easler to read the taglkye or visitor facing loc

up supporting type.
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LOGO DON'TS

There are strict restrictions one should follow whesing any Put-in-Bay logo variation. There isrnev
a moment in which the following uses would be a¢abfe to the brand. The logo should never be
skewed or scaled disproportionately, it should mevave elements or typefaces changed in color, size
or orientation and the logo should always be plated standard orientation that achieves the grstate

amount of legibility.
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NEVERSKEWPROPORTIONS

NEVERCHANGELOCK-UP

NEVERADD A STROKE

NEVERPLACEAT AN ANGLE

NEVERCHANGETHE RAYS

NEVERADD ADDITIONALCOLORS
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NEVERSCALEPARTSOF THE LOGO

NEVERMAKE THE LOGO ILLEGIBLE




LOGO DOS

It is just as important to follow the rules on whatappropriate. All iterations must stay as onerco
Whenever using a logo on a Sand background, it atwal/s be used as Sunset Bay. In circumstances
where one uses a di erent brand colored backgrouheéyre are several variations that can be used

so long as there is enough contrast and legithktyveen the colors. It is also acceptable to use on

a photo so long as a white logo is used.

ONLY SUNSETBAY ON SAND COLOR CAN BEPLACEDON BRANDCOLORS CAN BEUSEDAS GOLDENRAY

CAN BEUSEDON TOP OF PATTERNS

ALWAYS STAYSONE COLOR CAN BEPLACEDON BRANDCOLORS







BRAND COLOR PAL.

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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SUNSETBAY

PMS 9241
C=0
M=12
Y=16
K=0
R=254
G=226
B=208

HEX #FDE2CF

WHITE

<20
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HEX #539FD6
HEX #FFFFFF

PMS 2028

C=0

M=88

Y=100

K=0

R=252

G=67

B=11
HEX #FC430B

COOLTIDE TIDALWAVE
PMS 2240

C=90
M=0
Y=55
K=0

HEX #6DC7BO0

PMS 2131

C=87
M=59
Y=0
K=0

R=37
G=106
B=180

HEX #256AB4
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AN EVERYDAY ISLAND GETAWAY

ABCDEFGHIJKLMNOPQRSTUVWXAZCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXAMZCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXMZCDEFGHIJKLMNOPQRSTUVWXYZ
ABCDEFGHIJKLMNOPQRSTUVWXYZ

AN EVERYDAY ISLAND GETAWAY

ABCDEFGHIJKLMNOP@BSDE¥GEHNELMNOPQRST

ABCDEFGHIJKLMNOPARGSDBYBGHANKLMNOPQRST
ABCDEFGHIJKLMNOPARGDEBYBHANKLMNOPQRST
ABCDEFGHIJKLMNOPQRSTUVWXYZ

AN EVERYDAY ISLAND GETAWAY

ABCDEFGHIJK RHTLRMX!

ABCDEFGHIJK THHPHSSITIRAMXKT
ABCDEFGHIJK THHPHSSIT LR




CAMPAIGN TYPOGRAPHY

PAIRE

Agendafor Body Copy

20

21

st Asial

P

ation th ually it
a because this is the brand
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destination remains a fresh and exciting placadi.v

Our current campaign typeface is Humblest Clears. fipeface gives a subtle nod to hand drawn
type while also having automatic ligatures to ghestypeface character and look more custom.
When this font has been used for a long periodiofe please refresh to a more relevant typeface for
the current design trends.



PATTERNS

Patterns play a vital role in brand recognitiomdpiife to simple logos and help create strong,
memorable brand expressions. You can use patteheljp keep the consistency of your brand with

stationery, print and digital collateral and enmiteental applications. The Put-in-Bay brand ha®thre

patterns. The sun pattern is used as an elemepienes where the intent is to really push brand
recognition. The texture and randomized pattern ased to add a level of interest and depth to

collateral pieces. The texture pattern can be usgdne color on another color or used as a tone-on-

tone to give a more subtle look and feel. The randmed pattern is always used as a tone-on-tone.
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SUN PATTERN

TEXTUREPATTERN

RANDOMIZEDPATTERNFOR  TONE-ON-TONE




TEXTURES

Part of the Put-in-Bay brand are four textures, Rays, Sun Weathered, Pebble and Waves. These
textures along with the patterns can be used irpsiseor solid elds to help give the brand depthnSu
Rays texture can be used as Golden Ray on Suns&Beset Bay on Sand, Wet Sand on Sand, Cool
Tide on Tidal Wave or Lake on Sky. Sun Weathexédréecan be used as Wet Sand on Sand, Cool Tide
on Tidal Wave or Lake on Sky. Waves texture cars®eé as Wet Sand on Sand, Cool Tide on Tidal Wave
or Lake on Sky. Pebbles texture can be used ae®8&ldy, Sunset Bay or Lake overtop of colors, shape
and images to provide another layer of depth.

SUN RAYS SUN WEATHERED

PEBBLE

SHAPES

A set of shapes have been created for the brand @ne loosely based on shapes, land masses atsl inle
found around the island. These shapes are medm mixed together to make balanced compositions
and then placed behind text or imagery. These shapa be used as any color and can be used with or
without patterns and textures. Utilizing shapeggithe brand a sense of motion and depth. These can
also be used to direct a viewer’s eye to certaamants or pieces of imagery or collateral.




Photography Is an importa Sl
It Is what truly sells the deJ,
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OUTLINING PHOTO

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 pist
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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INCORPORATING GRAPHIC ELEMENTS WITH PHOTOGRAPHY

After having an understanding of all the grapheenents, it is important to understand the ways
they can be used together. The elements can be osedop a photo, behind an outlined photo or

incorporated into the photo.

SHAPESOVERTOPOF PHOTO

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.

SHAPESPLACEDBEHINDOUTLINEDPHOTO

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.

BECAUSE THE
)" WEEKEND
t JUSTiSN'T
ENOUGH.

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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STEPONE | CHOOSEPHOTOGRAPH STEPTWO : OUTLINEPHOTOGRAPH STEPTHREE. ADD GRAPHICELEMENTS
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Co-branding shows a partnership and represent
an exchange of credibility beﬁg'erm}'s'*'ﬁg CO-ERANDING

Put-in-Bay Tourism Bureau and-anotherbrand:====xx.
Each brand constitutes a set of prorises -and

care must be taken to ensure that there IS no
confusion to the market or erfeREASIGrAOMINANT

Use co-branded logos where both brands have equakoship, like a collaborative whitepaper or
ip. With tidisection, both brandg have an equal ownership, so

Unless you're co-branding coitiiCatiof-aiieh - mw-

r

marketing material for equal \? aﬁ\[ggg,ﬂ%n
partner should have a clear vistal lead. 1. @ﬁ eeeeee

executions, typically using th&ir:rand:idertity ="

system in a dominant manner.
o _ ~"PARTNER DOMINANT

Establishing branding dominange-is-the:first-gte ..

toward S a CO - b ran d I n g effO rt . display the Put-in-Bay logSee page XX for directions)




Equally Dominant Co-Branding

When equal ownership on marketing or communicatiaterial is desired, used one of the 4 logo 1 _BAY®

lockups to the right. Various lockups have beeateidto accommodate di erent needs and formats of o (Pm'. |
partner logos. "‘]-"BAY® |
With this direction, both brands have an equal omhe, so neither brands visual system should o

be used in the marketing or presentation matetialess agreed upon by both parties. In the
example below, neither Put-in-Bay’s brand or Boaltds/brand visually dominate or are represented
disproportional. Neutral photos, colors, and grapilements are used in this instance.

HORIZONTALSTACKEDLOCK-UP VERTICALLOCK-UP

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

HORIZONTALLOCK-UP ICON LOCKUP

EQUALLYDOMINANT CO-BRANDINGPRESENTATIONXAMPLE

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




Put-in-Bay dominant co-branding means that theifiBay Chamber of Commerce and Tourism Bureau
brand drives the customer experience and desighfi@avily rely on the established Put-in-Bay Visua CO R R E CT & I N CO R R E CT LAYO L

system for look and feel.

Roughly 70% or more of the layout and design ohemenmunication piece should be the visual
identity system of Put-in-Bay. The remaining 30%ssrcan be used for the partner brand. This will
keep the ownership and dominant brand clear asriRrBay. The 70/30 rule is recommended to be
done with a subjective visual assessment and doteserd to be perfectly mathematical. However, if
necessary, you can divide the size of the layowddtermine appropriate ratio.

Creating brand dominance is simple and can be aviid by:
1.Using the dominant brand’s visual identity systenofer 70% of the given layout. 80(y
o PUT-IN-BA

2.Keeping the dominant brand’s visual identity systethe upper left portion of the layout.

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

80/20 HORIZONTALLAYOUT

/0% OR
DOMINANT

0% PUT-IN
90% PUT-I

70/30 PUT-IN-BAY DOMINANT CO-BRANDING 60/40 SQUARELAYOUT 90/10 STANDARDLAYOUT




Put-in-Bay Dominant Co-Branding Examples

WE SEE YOUR
< WEEKEND
= A ANDRAISE
R YOUOUR
' WEEKDAY.

FAMILY{EUNICENTER:

-

(DST- | TREASURED MEMORIES
iNRAY. | CAN BE FOUND EVERY
ALJC | DAY OF THE WEEK.
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Partner Dominant Co-Branding
CORRECT & INCORRECT LAYOL

Partner dominant co-branding means that the Put-in-Bay Chamber of Coenamel Tourism Bureau
brand drives the customer experience and designs will heavily rely ostaiished Put-in-Bay visual
system for look and feel.

Roughly 70% or more of the layout and design of each communication piece sholédvisual identity
system of the partner brand. The remaining 30% or less can be used for the RuiranBaT his will
keep the ownership and dominant brand clear as the partner brand. The 76/B0recommended to
be done with a subjective visual assessment and does not need to be perfabtynaigcal. However, if
necessary, you can divide the size of the layout to determine appropatade r

Creating brand dominance is simple and can be aviid by:
1Using the dominant brand’s visual identity systenofer 70% of the given layout.
2.Keeping the dominant brand’s visual identity systethe upper left portion of the layout.

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

/0% OR
PARTNER

70/30 PUT-IN-BAY DOMINANT CO-BRANDING

-

/0%
PARTNE

90% PART

90/10 SQUARELAYOUT

70/30 VERTICALLAYOUT

60/40 STANDARDLAYOUT




Partner Dominant Co-Branding Examples

FAMILY/EUN(CENTER

FAMILY/{FUN|CENTER!

Get Close to the Exit of

For aMaze’'n

ONLINE AD EXAMPLE(ORGANICSHAPELOGO)

/ Get Up Close & Persanal with

Butterflies ,,

FACEBOOKPOSTEXAMPLE(WHITEOVERLAYLOGO) BILLBOARDEXAMPLE(CORNERLOGO)




Chamber of Commerce Member’'s Website

For all Chamber of Commerce Members and Partners of Put-in-Bay Chambanur€e 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 cialugsm bureau”.

Please make sure to follow the clear space rules when placing the logo intéresémbion (see page 6)
Also, please make sure to use a logo with proper contrast. (see page 12)

More Information > DaﬂDEE"S SﬂaCk ShaCkl

Viore Information =

© 2020 Perry's Cave Family Fun Center Visit Us Follow Us
979 CATAWBA AVE, PUT-IN-BAY OH 43456 2
(419) 285-CAVE | (419) 285-2283 < f u i

Employment Privacy Policy

Ofhicial
Tourism
Bureau

WEBSITE(FOOTERLOGDO)
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BRAND EXAMPLES

SFFICIAL CHAMBER BUSINESS |

ormeist — FROSTY BAR

Tourism  Jes Dalaw
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419 285 3178

FROSTYS.COM

STOP BY, (ALL OR VISIT
FOR ISLAND GUIDE % INFO

Chamber of Commerce
4B Delaware Ava,
Fut-in-Bay, Ohlc 43456

419 185 1831
VISITPUTINBAY.COM
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OFFICIAL CnA

Sociis natoque penatibus
et magnis dis parturient. ¢

OWMER OF FROSTY BAR
Kim®frostys.cam
417 373 5795 A TOD

VISITPUTINBAY.COM

arturient montes,

*
tur ridiculus mus. Lorern ipsum dolor sit amet, consectetur Y Ient
L]

ng elit. Fusce s, tellus ac cursus commodao, Tortor
cum nibh, ut fermentum massa justo sit amet ri
amef non mags  rienl montes,

Official
Tourism
Bureau

Etjam porta sem malesuada magna mollis eulsmed. Curabi®
tempus porttitor, Cum sociis natogue penaﬁbus ot m

parturient mo
amet non magna:

Etiam porta ) . .
i parta od, Curabitur blandit

nen miparta |

augue, Vestibulum id ligula porta felis et magnis dis

‘mus. Donec sed odio dui.

Denec sed odia dui, Nullam id dol
elie. Donec sed odio dui, Nu
Donec id elit nos 0

mollis interdurm, Etiam

mollis euismod. Donec id elit
it libero. a pharetra

2 felis evismod semper.

wdolor id nibh ult vehi utid
Ja vitae elit libero, a pharetra augue.
gravida at eget metus. Maecenas faucibus

srta sem malesuada magna mellis euismod.
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~~_BRAND EXAMPLES
























PLEASE CONTACT PIBCCAMBAIR ABDER QIERSAI

Keeping in line with these guidelines are an ingminpart of keeping a high bar
of excellence, inadvertently and subtly positiongognpetitors as second rate.



