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WHAT WE WILL COVER

1. WHAT A BRAND IS AND HOW TO BUILD A
GOOD BRAND

2. MAKING GOOD GOALS AND TRACKING
THEM

3. CLAIMING YOUR BUSINESS AND MAKING
IT KNOWN
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BRAND IDENTITY
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WHAT IS A BRAND?
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MORE THAN A LOGO
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BUILDING BRANDS
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BRANDS ARE BUILT OVER TIME

REPETITION REPETITION REPETITION REPETITION REPETITION
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BRANDS ARE BUILT OVER TIME

iPhone X(®
All-screen design. Longest battery life ever in an iPhone.
Fastest performance. Studio-quality photos.

Leammore > Buy >

%&@ + |5 Lawrencesschiier



BRANDS ARE BUILT OVER TIME

. . $139 [N

& ‘Sue J wrote a review Oct 2018 Follow
o sconsin + 7 coniributons + 2 helpfl votes

“We are always satisfied with our stay here. Location is excellent. Food from room service is delicious. We
needed to check into our room several hours early and the staff made sure we had a room when we |
arrived. | can't say enough about the friendly and helpful staff at this. e G

Read more ~

Awesome place to stay

Reviow collctod in partnership with Loaws Hatels and Resorts

Date of stay: October 2018

Helptul " Repost 4 Share !

Home.
Reviews
Photos.
Locations.
Posts.
Videos
Events
About
Community
Info and Ads.

e

A tavra

tblike 3 Follow A Share

Recommendations and Reviews

€ Recommended by 1343 people

This particular restaurant at 2025 N Main St, Hazard, KY, has by far
Some of the best customer servL.. See Mor

NEVER EVER, NEVER NEVER EVER EVER AGAIN WILL WE PATRON T
HIS ESTABLISHMENT. NEVER. UNPROFESSIONAL. IN... See More

23 vorch2

2018 -
i e ank you for your compliments, Sue! Your feedback highights what we strive to do for each and every
st and 1 ook forward to sharing your review with my team. We are happy 1o have had you as our guest
3ain and look forward o your nex! stay wih us! Best. Geneya Sauro

‘esponse from Geneya S, General Manager at Loews Minneapolis Hotel

srktravelerforife v

e oo Joss&Main

®
cation. Great sta

in town for a Timberwolves game, and this hotel was a best option for closeness! Itis a beautiful

4.2 out of § - Based on the opinion of
636,694 people.

Community see s

Invite your friends to ko this Page

53,205,689 people ke this

53,100,277 people follow this

=

Lyn Chat (63)
this

CONNECTIONS
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WHAT’S YOUR IDENTITY?
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DO A BRAND EXERCISE

WHAT SETS YOU
APART?

WHAT DO THEY
NEED?

COMPETITORS CUSTOMERS

BRAND
POSITIONING

WHAT ARE YOU CAPABILITIES
GOOD AT?
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STAY TRUE TO
YOUR BRAND
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DON’T SWITCH THINGS UP

< B e
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DON’T SWITCH THINGS UP

W E + @ LAWRENCE & SCHILLER



BRAND STANDARDS 2018

L0608

Two South Dakota logos can be used in marketing materials: the South
Dakota script and the Faces logo. We strongly encourage partners
to use one of these logos on all marketing materials promoting a
destination and/or attraction.

TAGLINE

The tagline for South Dakota is “Great Faces. Great Places.” This tagline
should always be used with the Faces logo and should be large enough
for readers/visitors to see. The tagline may or may not be used with
the script, depending on the size and scale of the logo.

The tagline should always appear within quotation marks or in bold
whenever it is used in body copy. For the sake of clarity, replacing
the periods with a comma is acceptable when using the tagline in a
sentence. The periods can also be dropped when using “Great Faces,
Great Places” in a graphic lockup. See page 25.

GREAT FACES. GREAT PLACES.

GREAT FACES. GREAT PLACES.

SOUVONVLS ONVAE

TRADITIONAL FONTS
INTERSTATE BOLD COMPRESSED // HEADLINE FONT

ABCDEFGHIJKLMNOPORSTUYWXYZ
abcdefghijkimnopgrstuvwxyz

3

INTERSTATE REGULAR COMPRESSED f BODY COPY FONT - CONTALT INFORMATION

ABCDEFGHIJKLNNOPORSTUVWXYZ
abedefghijkimnopgrstuvwryz

INTERSTATE LIGHT COMPRESSED /f LIGHT BODY COPY FONT
ABCDEFGHIJKLMNOPORSTUVWXYZ
abcdefghijkimnopgrstuvwayz

ACCEPTED VARIATIONS oty scipt and scriptsogan conbinations are accepted inwhite miﬁl‘;u ;:‘;’s“yﬁ:‘u
RGBO 1279 RGB 753947
HEX HO0G64F HEX BAFZEE

GREAT FACES. GREAT PLACES. GREAT FACES. G REAT PLACES.

S S Sl

(rang variation used forhunfingmateials ly

SOUVONYLS ONVEE =2

fssed, roboto condensed, arial, sans-serif}

NOT ACCEPTABLE
serif}
i SO OTA Pantone* 805 ¢
2 GRS b, CHYK 5968022
RGBTTS 3947
HEX Fzr2e o, serif}
0o ot aler tagie placement Do not alterscrenage Do ot spit up ogo st Do ot ater logoscipt ¥

% cmw[&%ﬁs.vsnﬁém[s. é?’%ﬁwmm = 950%““

g
g BLACK DARK BROWN n
§ antone* Cool Gray 2 ¢ Pantone® 419 C Pantone* Black 4 ¢
Donat ke or it logo Dot alter original proporions Darot crowd oroverlap ogo — "mﬁ",‘ ;Z;g;’;“” %‘;ﬁ,’;ﬂnw
EX #00DOCE HEX 8212322 HEX 312610

Pantone' U3 C
CMYK 160984
RGB 22013451

HEX #068633

Pantone® 3302 C
CMYK 90216569
RGBOT669

HEX #004C45

TERTIARY COLORS
Pantone? 5135 C Pantone?513C Pantone® 465 C Pantone* 469 ¢
CMYK 36681031 CMYK 539900 CMYK 9296624 CMYK 47910073
RGB 12684117 RGB M7 50142 RGB 18515191 RGB 1056335
HEX HTESATS HEX #93328E HEX 4899758 HEX #693F23
Pantone* 1805 Pantone? 1797 ¢ Pantone* 7494 C Pantone* 7495 C
CMYK 598022 CMYK 297857 CMYK 55214 CMYK 25929
RGB 1753947 RGB 2035159 RGB 156 175136 RGB M3153 62
HEX #AFZI2F HEX #083338 HEX H9CAF8S HEX HBFI93E

Pantone* 295 ¢
CMYK 10056526
RGB 0120100
HEX #0784

0100

BRAND STANDARDS

South Dakota Department of Tourism
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Butterfly
House &
Aquarium

Style Guide

2019

Voice

To help keep the voice of the Butterfly House &
Agquarium, every aspect of the organization must be
consistent. In order to do so, you have to remember
representation. This guide will help keep the consistency
of the Butterfly House & Aquarium through proper

representation of graphics and attention to detail Use
this guide as a reference when extending our brand

handouts, and all other facets of the organization.
*All print and digital materials for public viewing must

be reviewed and approved by the Marketing &
Development Coordinator before distribution and use.

Logo

“Legos are a critical aspect of business marketing. As the
company's major graphical representation, a logo
anchors a company's brand and becomes the single
most visible manifestation of the company within the
target market. For this reason, a well-designed logo is an
essential part of any company's overall marketing
strategy.”

- Jason Gillikin
The lego is to be on all print materials that will be used
outside of the facility. All pictures used on Social Media
need to have either the full logo or the Butterfly & Fish
Emblem watermarked on the image, a white outer glow
is to be used. Blend: Screen, Opacity: 100%. Noise 0%,
Technique: Softer, Spread: 10%, Size: 16px. Quality: linear,
Range: 40%, Jitter: 0%,
Legos can be found on the server. Datas/Loges

Logo

Signage Templates
Interpretive Exhibit Signage for Cove, Butterfly House,

Conservation Alley & Discovery Den

* Use Semitransparent photo scene of the exhibit for
background. Marketing Coordinator will provide ex-
hibit specific backgrounds

* White font will be used for the Cove, Conservation
Alley & Discovery Den

+ Black font will be used for the Butterfly House

* For photographs. use transparent background for
images of animals, butterflies or logos.

(Qruaty |

ouse

)‘Aquarium

) )‘ﬁﬁ‘.g; m

through marketing, promotion, communications, signage.,

Butterfly (
) A “ghb,

BRAND STANDARDS
Butterfly House & Aquarium

Colors

BHA has 2 color palettes that compliment our branding
standards and facility. The primary color palette is to be
used for Signage (directional and events (non-education),
Advertising.

Primary Font Color is RGB 2-83-119

Primary Color Palette

RGB 283119 RGB 31115161 RGB 2104 111

CMYK 97 66 33 15 CMYK 8749181 CMYK 90 43 49 18
HSV 198 98 47 HSV 201 81 64 HSV 184 98 44

HEX #025377 HEX #1f73a1 HEX #02686f

RGB 9202 199 RGB 2195 154
CMYK 680290 CMYK 720540
HSV 1799679 HSV 167 99 76

HEX #09cac? HEX #02c39a

Education Colors

The education color palette is to be used for promoting,
Camps, Classes and Education Events as well as in the
Education Departments print materials for camps, clas-
ses and events.

Education Primary Font Color is RGB 1-61-123

Education Color Palette
RGB 161123 RGB 23161171 RGE 138 192 230

CMYK 100 85 25 10 CMYK 7816330 CMYK 431210
HSV 21099 45 HSV 184 87 67 HSV 205 40 90

HEX #013d7b HEX #17alab  HEX #Bacle6

RGB 99 169 55 RGB 2522051
CMYK 67 11 100 1 CMYK 2181000
HSV 97 67 66 HSV 49 100 99

HEX #632937 HEX #fced01
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‘Welcome to South Dakota: the land of Great Faces and Great Places.

At the South Dakota Department of Touriss T is clear:
maximize tourism's impact on South Dakota's economy by increasing
dornestic and international travel to our state.

Achieving this mission means telling the story of South Dakota. We
do it through marketing (traditional, digital, social, and out-of-home),
public relations, media blitzes, domes nd international conference
and trade show attendance, working one-on-one with group and travel
professionals, and by living our values each and every day.

We work hard to support the industry and consider it our privilege to
tell this stery. This Brand Standards booklet is a guideline to be used
when creating your own advertisements, promotions, or marketing
materials. By working together, and by sharing a cohesive brand
identity and story, we can continue reaching more visitors in more
places than ever before.

WHAT TO INCLUDE

BRAND OVERVIEW

BRAND STORY

Weare astate thatis home to world S,

landscapes, rich Native American culture and Western heritage, and
warm hospitality. We are a destination that inspires a heightened sense
of freedom and optimism. We can't wait to welcome visitors to discover
one of America’s most desired and meaningful vacation destinations.

LIVING THE BRAND

As representatives of South Dakota, it is our shared responsibil
live up to the standards detailed in this book's pages.

We are the Great Faces of South Daketa and we are the stewards of
the state’s Great Places. We know a wisitor's experience is o
great as the one we provide, so it is imperative that we put ou
foot forward. It is our responsibility to deliver on our reputation as a
warm, welcoming, and friendly state while continuing to provide the
kind of experiences that keep guests coming back for generations

=]

£
g

BRAND IDENTITY
TONE OF VOICE
LOGO USAGE
TYPE STYLE & FONTS
PHOTOGRAPHY / IMAGE STYLE
ICONS & ELEMENTS
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WHAT TO INCLUDE

TRADITIONAL COLORS

Pantone® 4515 C
CMYK 13196228
RGB 179 163 105
HEX #B3A369

Pantone* 336 C
CMYK 951170 44
RGBO 102 79
HEX #00664F

PRIMARY COLORS

Pantone® 7459 C
CMYKT29913
RGB 66 152161
HEX #429685

SECONDARY SUPPORTING COLORS

DARK BLUE TINT
Pantone* 5405 € Partone® CoolGray 2 €
CHYK 883517 40 CHYK5 3511
RGBT9I 139 RGB 208 208 206
HEX #4FTSHB HEX #D0D0CE
TERTIARY COLORS
Pantone! 5135 C Pantone? 513 C
CHYK 36681031 CHYK 5399 00
RGB 126 84117 RGB 17 50142
HEX HTESATS HEX #93328E
Pantone* 1805 ¢ Pantone? 1197 ¢
CMYK 59 8022 YK 297857
RGB 175 3947 RGB 2035159
HEX #AFZTZE HEX #3338

Pantone? 7413 C
CMYK 160984
RGB 220134 51

HEX #DC8633

Pantone*1805 C
CMYK 5968022
RGB 17539 47
HEX RAF2T2F

Pantone*1805 C
CMYK 59680 22
RGBS 3947
HEX #AF2ZT2F

RGB 117120123
HEX #ST8TB

Pantone? 465 C
CMYK 9296624
RGB 18515191
HEX 1#B99758

Pantone* 7494 C
CMYK 3554214
RGB 16 175 136
HEX #ICAFE8

Pantone®3302 C
CMYK 90216569
RGB 07669

HEX #004C45

Pantone” Black 4 ¢
CMYK 4157 72 90

Pantone* 469 C
CMYK 247910073
RGB 105 63 35
HEX #693F23

Pantone* 495 C
CMYK 425929
RGB 143153 62
HEX HBF993E

Pantone* 3295 C
CMYK 1005 65 26
RGB 0120100
HEX #007864

SOUVONYLS ONVAE =2

0100

COLORS:
PRIMARY AND SECONDARY

WHAT’S ACCEPTABLE:
LOGO USAGE, COLORS, ETC.

EXAMPLES OF USAGE:

BUSINESS CARDS,
LETTERHEAD, ETC.
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WHAT MAKES A
GOOD GOAL?
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ASK YOUR STAKEHOLDERS

BOARD CEO / GENERAL
MANAGER
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BE SPECIFIC




MAKE IT MEASURABLE

POINT B
e
SUB-GOAL__-~" YOUR GOAL
SUB-GOAL _ .- @
POINT A Y o
®

YOU ARE HERE



WHAT ARE YOUR GOALS?
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EXAMPLES

il ==

SALES TAX ADMISSIONS TICKET SALES ROOM NIGHTS



WAYS TO TRACK GOALS
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REVIEW THEM REGULARLY




SURVEYS

]

v I—

=0

o

v Google Surveys CUSTOMER SURVEYS
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GOOGLE ANALYTICS

. \

- —

— B eCOMMERCE

TOP MARKETS

Product Category (Enhanced Ecommerce)  Product Brand

Q| advanced [E @ |Z | T 8
. CUSTOM DASHBOARD
es Performance Shopping Behavior
Product Revenue Pyl iy —y avo.arY P:“d:::-rund caRr:rDmll an;:m-nmn
INQUIRIES /| GUIDE
asoan | e I el G O D00 (0 0% DOWNLOADS
$900.00 (12.41%) 1 B4 1 34%) $900.00 1.00 | $0.00 (000w 0.00% 0.00%
$730.05 (10.07%) 22 (18.49 22 (18.49%) $33.18 1.00 $0.00 10%) 0.00% 0.00% L EAD G E N E RATI o N
$720.00 (9.93%) 1 B4 1 34%) $720.00 1.00 | $0.00 (0.00%) 0.00% 0.00%
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FOUNDATION
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CLAIM YOUR BUSINESS
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GOOGLE (GOOGLE MY BUSINESS)

. \

Google My Business SIGN IN m

Home How it Works FAQs & Support Success Stories

Google My Business launched a new mobile app to make it easier to engage with your customers. Learn more

Attract new
customers with
your free
Business Profile.

Your Business Profile appears right when people
are searching for your business or businesses
like yours on Google Search and Maps. Google
My Business makes it easy to create and update
your Business Profile—so you can stand out, and
brina customers in.

GOOGLE.COM/BUSINESS OR 1-844-491-9665

ADD PHOTOS / LOGO

ADD BUSINESS HOURS &
DESCRIPTION

RESPOND TO REVIEWS

POST OFFERS,
PROMOTIONS, UPDATES

UNDERSTAND HOW USERS
FIND YOUR BUSINESS

W&E + @ LAWRENCE & SCHILLER



TRIP ADVISOR

| . 0© advisor . T: mbo.x OPTIMIZE YOUR LISTING
Find and Claim Your TripAdvisor Listing ADD PHOTOS & DESCRIPTION

HIGHLIGHT AMENITIES

MANAGE REVIEWS AND
GENERATE FEEDBACK

Your business already appears on TripAdvisor — now put the world's largest travel site to
work for you. Claim your listing for free access to powerful business-building tools.

Optimize Your Listing Manage Your Reviews Track Your Performance

O eOD & ANALYZE HOW YOU’RE
ENGAGING WITH TRAVELERS

TRIPADVISOR.COM/OWNERS SR + |G wmecssonsss



YELP & APPLE MAPS

[ Maps Connect

Apple Maps Connect
Add or up;'léte’;ldur busir;'e‘ssfl';A -

Sign |

A

Flyover of Central Park, New Yark City

formation in Apple.Maps to help customers find you.
~afai < . «

MAPSCONNECT.APPLE.COM

CREATE AN APPLE ID
CLAIM YOUR PLACE
UPDATE CATEGORY AND INFO

REVIEWS ARE MANAGED ON
YELP

W&E + @ LAWRENCE & SCHILLER



YELP & APPLE MAPS

Getting Started
Why Yelp?

Claiming your Business

Case Studies

Mobile App

Products & Services

Free Tools

Self Service Ads

m]y% for Business Owners Login  SignUp

Claiming your Business & Call (877) 767-9357

The best way to manage your business on Yelp is by claiming your Yelp Business Page and
creating a business login. It’s a great, free way to engage the Yelp community.

After claiming your business
page, you’ll be able to:

= Respond to reviews with a direct message or
a public comment

= Track the User Views and Customer Leads

/ I I I \ Yelp is generating for your business

CRRR Nl = Add photos and a link to your website
— 1 = Update important information such as your
L [ business hours and phone number

More on how to claim
To begin the claim process, click the “Claim your business” button. Follow the easy steps to find your business
and create your business user account.

To verify that you are the owner of your business, Yelp may call the number listed on your business page and
prompt you to enter a verification code. Please ensure you are at your place of business to answer this phone
call. Learn more.

biz.yelp.com/support/claiming OR 877-767-9357

RESPOND TO REVIEWS - SHOWN
ON YELP AND APPLE MAPS

MANAGE BUSINESS INFORMATION
ADD PHOTOS
TRACK USER VIEWS AND

CUSTOMER LEADS YELP IS
GENERATING

W&E + @ LAWRENCE & SCHILLER



MAKE YOUR BUSINESS
KNOWN
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W FREVACATIONGUIDE | eNewsletter Signup

ADD YOUR BUSINESS

ThingsTods /

Wore Atrations

DPLORE  THINGSTODO  PLACESTOSTAY  BEFORE YOU 6O @'@8 Q

SEARCH RESULTS: FAMILY FUN

ALLREGIONS

Showing 1 - 12 of 90 items found

ALCITES

1880 Train

il i

Aberdeen Aquatic Center

TravelSouthDakota.com

TRAVELSOUTHDAKOTA.COM
VISITOR GUIDE
REGIONAL ASSOCIATION
COMMUNITY / CHAMBER / CVB

W&E + @ LAWRENCE & SCHILLER



PUBLICATION PROGRAM FOR
WELCOME CENTERS




KEY TAKEAWAYS

W__éz_@ + lg LAWRENCE & SCHILLER



KEY TAKEAWAYS

1. CREATE YOUR BRAND AND STICK WITH IT
2. DEFINE YOUR GOALS AND TRACK THEM

3. CLAIM YOUR BUSINESS AND TAKE
ADVANTAGE OF STATE AND LOCAL PROGRAMS

%&E + @ LAWRENCE & SCHILLER



QUESTIONS?
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WRAPPING UP
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ADDITIONAL
RESOURCES

COMING TO YOUR INBOX




SHARE YOUR
THOUGHTS

WEBINAR SURVEY




KEEP IN TOUCH WITH
THE DEPARTMENT

JACEY JESSOP

INDUSTRY OUTREACH &
DEVELOPMENT REPRESENTATIVE

Jacey.Jessop@TravelSouthDakota.com




WEBINAR SERIES
W&@ + |G wrencesscse

WEDNESDAY, APRIL 3RD
10:00 AM CT

MARKETING ON A BUDGET
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