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It's not a logo. It's an identity.

A promise of performance
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The Toledo brand was not created in a
vacuum. Over 500 in-depth, personal
interviews with Toledo residents and visitors,
months of research and testing of the brand
led to its unique positioning and visual identity.

Far from a short-lived advertising campaign,
this branding initiative stands as the most
comprehensive effort to define and
differentiate Toledo to date. It is a formal
definition of what the area represents,
communicated in a lasting, compelling

voice by those who know Toledo best.

Only through the collective efforts of the
Greater Toledo Convention & Visitors Bureau,
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entertainment venues, development agencies,
local government and Toledoans alike can we
begin to create a positive perception for the
Toledo area and make known its advantages
over other destinations. By championing the
Toledo brand and speaking with a unified
voice, this perception becomes more widely
known and strongly linked with the region,
growing its ability to:

« Increase tourist travel and duration of stay.

= Encourage business development and
investment.

« Attract and retain high-quality talent.

And while these benefits extend to all
members of the Toledo community, individual
stakeholders also benefit from the reduced
costs associated with a more collaborative
marketing effort.
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Creating or changing perceptions developed
through past experience isn't achieved
overnight. It requires a concise, accurate
message delivered repeatedly over time.

Ensuring that the region’s many stakeholders
describe the Toledo experience in a similar
manner, and that its core marketing
proposition is communicated consistently,
requires a benchmark, provided in the form
of this simple standards manual.

With implications for our success and the
region’s economic development, the Toledo
brand is outlined on the following pages,
together with the guidelines for its proper
application both visually and verbally.
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What messages are most effective in
attracting talent, visitors and business to
our region?

Positioning Toledo (or any brand, for that
matter) requires the development of
messages that are relevant and meaningful
to our target audience. Quite simply, no
matter how consistently we communicate,
we must still address the primary needs and
wants of our audiences.
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Through extensive market research with With this in mind, it's obvious Toledo is
tourists, tour operators and meeting planners, uniquely suited to fulfill these needs — and
we learned these needs and wants our region’s communications should speak
primarily include: to these elements for greater impact.

= Sightseeing opportunities.

e Theaters and shows.

= A central location.

= Recreational opportunities.

e Competitive pricing.

« Sufficient facilities for hosting conventions
and trade shows.
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What makes the
Toledo brand unique?

Thanks to the area’s geographic location,
the unique combination of Lake Erie and
the Maumee River provide a wealth of
water-based recreational opportunities.
Whether dining on the riverfront, fishing
in the bay or walking on the lakeshore, the
Toledo area’s inherent connection with
water offers relaxation and entertainment
not available in many major cities.

Entertainment is hardly limited to the river
or lakefront, and a compelling variety of
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family activities makes Toledo a great
destination for travelers and residents
of all ages.

Maumee Bay, Cedar Point, the Zoo and Fifth
Third Field all help make the Toledo region
a more inclusive, welcoming environment,
with activities tailored specifically to children
and adults alike.

Easy travel among all Toledo destinations
and the region’s relatively low cost support
the inviting, easy nature of the city and
surrounding areas. Inexpensive parking, the
area’s location at the intersection of 1-80/90
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and I-75, the proximity of attractions
and Toledo Express Airport all promote
the accessibility and affordability of the area.

Finally, the region’s remarkable selection

of culturally enriching activities — from the
Toledo Museum of Art and Stranahan
Theatre to ethnic festivals and dining —
present opportunities to learn, unwind and
connect with the Toledo area. Together with
Toledo's other strengths, these activities
provide a compelling argument for doing
a weekend trip with family, a bus trip with
friends or a convention with associates

in business or industry.
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Brand personality combination of Midwestern ideals, distinct ~ ment, ease and discovery with each return
heritage and culturally enriching opportunities visit. And for those seeking water-based

New York, San Francisco and New Orleans create a comforting, welcoming atmosphere, experiences and family entertainment, the

each offer a distinct personality reflective of while waterfront development, Fifth Third Toledo area is one of the Midwest's

the city’s history, people and culture. For Field and continued economic growth provide destinations of choice.

Toledo, this personality is also a point of insight into the region’s promising future.
differentiation and a refreshing alternative )

to cities with similar resources. Our promise

Put simply, the Toledo area is an inviting Together, Toledo’s unique personality and
and developing metropolitan region. A platform ultimately promise visitors enjoy-
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Brand theme

The Toledo region’s strengths, personality
and general communications platform led to
the development of the new visual identity
with an integrated, supporting theme line.
Together, the messages communicate the
very essence of the Toledo brand.
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do Toledo

More than a simple play off of the last

two letters in Toledo, the do Toledo visual
identity offers a strong call to action and hints
at the breadth and strength of the region’s
cultural, water and family-based activities. It
implies that Toledo isn't a passive or short-
lived destination, but a region full of activities
that cannot be exhausted in a single trip.

L7 S
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Tied to the brand’s promise, the supporting
theme line points to the Toledo region’s
refreshingly easy travel — a sharp contrast to
other metropolitan areas offering similar
attractions, activities and facilities. It further
speaks to the inviting, relaxed nature of the
region and, of course, the lake and river
combination that makes both our
environment and activities so distinctive.
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Managing the brand verbally
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The Toledo brand can be interwoven Maumee or simply take in the view as you advertising and everyday communications

throughout verbal communication without enjoy the outdoors.” about Toledo:
changing your core messages. Note that .
. . E E
words frequently used in the past to describe  Brand language and synonyms Siﬁ;" city Rgf:(r)g;ntiigt
or promote Toledo may need to be avoided, Lei Diversi
as they do not support the new research ot all elements of the Toledo brand can eisure Iversion
and positioning of the region, be incorporated into all communications.  Flexibility Pleasure
However, as Toledo-area businesses, residents ~ Freedom Relaxation

Here’s an example before branding: and attractions join in “speaking the brand,” N

P % theToledo brand will become known for Discovery Inviting
“Each of the Metroparks offers ample picnic  {nase qualities. Exploration Welcoming
areas, playfields, trails for hiking and cross- Learning Intriguing
country skiing, interpretive information_and For example instead of “world-class”and ~ Encounter Enga-_ging
natural beal_Jty. Egch ailso offers something “progressive” try using terms like “inviting” ~ EXPposure Alluring
that makes it unique. “festive” and “culturally diverse.” _ _

Developing Refreshing

After branding: Note that brand-appropriate language Growing Invigorating
“We invite you to explore the natural beauty isn't limited to a select few words. Most Expanding Lively
of the Metroparks and discover the unique words chosen to describe the Toledo Advancing Rousing
experience offered by each of the nine brand hold multiple meanings and relate ~ Evolving Energizing

parks. Bring the family for a picnic, fish the

3.1

to the experiences the region provides.
Try integrating the following into speeches,
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Managing the brand visually Logo reproduction
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Identity mark and safe areas Identity mark and tagline Universal Tertiary Bold, however it has
been modified and therefore is not easily

No elements, such as typography, other The tagline (do what refreshes you.) always reproducible.

logos, graphics or photos may intrude upon appears in the designated area below the

the logo’s safe area. The safe area is to be  identity mark These two elements should ~ For details about typestyles to use in

2" all the way around the logo. never be separated. developing layouts, see page 6.3.

In addition, do not place the logo too close Typefaces Note: The logo should never appear boxed in a gray

to a folded, bound or cut edge in any design area. In the illustration below, the gray box is used only
application. Maintain at least %" from the Do not alter the identity mark typefaces. to show the required safe area.The safe areas should

fold, gutter or cut edge. This mark is based on Universal Tertiary and 2/ e free from any elements.

O I e —— Universal Tertiary (modified as graphic)
t “ ~ [ Universal Tertiary (modified)

what refreshes you.I

Safe area 1"

[
%

Y| Safe area —— Universal Tertiary Bold (modified)
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Identity mark design elements but you must get permission first, from following guidelines are provided to help
Carolyn Schermbeck: 1-800-243-4667.) ensure consistency and accuracy in its use.

The identity mark should never be separated
from the tagline. (Exceptions may arise, Although electronic files are readily available
such as when the application is very small, and the logo should never be recreated, the

o
wave should always maintain
-~ consistent size and position
“ — 4 in relationship to logotype
]

do what refreshes you. ~ - cap-height

all letters sit directly
on the baseline

space between baseline of mark
and tagline should be exactly
the cap-height of the tagline

the tagline should always be
flush left with the d in do in
the mark

4.2
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Color usage However, given that a directive for this For details about using the logo on different
campaign is to promote fun times, bold color backgrounds, see page 6.2.

Whenever possible, the identity mark should - images and bright colors, a secondary color _
be used in the 2-color form.The preferred palette has been developed for when the ~ NOte:PANTONE® is a trademark of Pantone, Inc.The

colors are black and PMS 2915 blue. If the - ) colors shown on this page and throughout this manual
application calls for a different color usage are not intended to match the PANTONE Color Standard.

logo must be used in one color, the do (e.g, if the background of the design is a Please refer to the PANTONE Color Matching Swatch
should be produced as 40% black. similar blue). This palette includes, yellow,  Book for accurate color representation,

red, orange and bright green and is shown

on page 4.4.

Preferred 2-color logo

@ PMS 2915 1-color option

C: 65 rI O When using the logo in one color,
L\(/' 8 < . J the do should be produced as
K: 0 do what refreshes you. 40% bIaCk

do what refreshes you.
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Secondary color palette For approval on replacing colors, contact ~ Note: PANTONE® is a trademark of Pantone, Inc.The

Carolyn Schermbeck: 1-800-243-4667 or colors shown on this page and throughout this manual

: are not intended to match the PANTONE Color Standard.
e-mai CSChermbECk@dOT()ledo'org' Please refer to the PANTONE Color Matching Swatch

Book for accurate color representation.

The secondary color palette gives the
option of replacing PMS 2915 blue with

another color if approved by the GTCVB
prior to usage.

PMS 116

‘& tole
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[ ] PMS 485

‘& toledo
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[ PMS 1495
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C: 94
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Web usage and sizing

For your convenience, digital files of the
logo mark are available for use in online
or electronic media applications. To
strengthen the brand identity and
eliminate any potential inconsistencies,

4.5
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the use of animation or special effects in the For high resolution EPS, TIFF or JPEG
identity mark are strongly discouraged. files of the logo mark, contact

Carolyn Schermbeck: 1-800-243-4667
When reducing the brand mark, do not or e-mail cschermbeck@doToledo.org.
size it smaller than %" minimum height
as shown below.

minimum size example

I toledo

do what refreshes you.



oducy. \ sta
’\(\“ CI/O¢ K\Q’a nO,Q’»

- : ‘
Z <
&

& ) S
%e brand® %/ stand® licatio®

The program
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do Card promotions To begin participating in the do Card A. window cling
program, contact us and ask for your B. window cling
A FREE set of do Card point-of-sale complementary materials. C. counter card
merchandising materials is available to D. ad
area merchants and visitor attractions. Call Carolyn Schermbeck: 1-800-243-4667

or e-mail cschermbeck@doToledo.org.

Grab your do Card and start doing more for less
at area venues, adventures and attractions. Jump online for
your free do Card and get on your way to discounts and fun.

800~243-4667 to I ‘

www.doToledo.org= do what refreshes you.

5.1
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Ads, brochures and mailers Overall, our goal is to present the region as Keep visuals bold and colorful with minimal
a fun, family-oriented destination. Rather copy, to allow white space for readability.
When developing advertising, brochures,  than showing places and buildings, we

direct mailers and other marketing encourage visuals that feature people As detailed on page 6.3, please use careful
communications, we encourage creativity,  enjoying the amenities the area has to offer. consideration when choosing typestyles that
within the guidelines and standards presented reflect the do Toledo brand.

in this manual.

wwwdaToledoorg=

800-243-4667
wwwdoToledoorg=

434661
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do should always
bleed off top edge

do should be %"
from trim edge
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toledo mark

should be 1"

[ ]

sdo

do what refreshes you.
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toledo mark should be
5" from trim edge

6.1

from trim edge

Layout guidelines

Follow the guidelines shown here when
developing original advertisements or
artwork featuring the do headline, body
copy and identity mark.

The headline should be only one or two
words inside the “O” of the do graphic.

Body copy should be only three or four
lines to allow for white space.

Inset photos may be used in small circles
to further illustrate your message.
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