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1. STRATEGY

This brand guide defines Pacific Wild’s brand
identity in order to maintain a consistent voice
throughout the organizations work.

The guide includes a logo that is bold and
memorable, resembling Pacific Wild’s mission
to defend wildlife in the Great Bear Rainforest
and Sea. Other visual elements such as the color
palette and typography were chosen carefully
to reflect the organizations personality and to
function effectively across all applications.

With this brand guide, we have a visual system
that makes us cohesive and recognizable which
differentiates us from other organizations.



1.1 TAGLINE / MISSION STATEMENT

Pacific Wild supports the
protection of ecosystems that can
sustain biodiversity throughout
the Great Bear Rainforest & the

northwest Pacific region.

Pacific Wild is a leading voice for Wildlife Conservation in the Great Bear
Rainforest and beyond. Pacific Wild supports innovative research, public
education, community outreach and raising conservation awareness to
achieve the goal of lasting environmental protections for the lands and
waters of the Great Bear Rainforest and throughout the Pacific Northwest.



1.2 VISION / HOW WE WORK

VISION

Large-tract wildlife conservation areas like the Great Bear
Rainforest become part of a much larger matrix of Indigenous
Protected Areas (IPAs), Marine Protected Areas (MPAs), and
otherwise designated parks and conservancies, which also serve
as nature-based solutions to climate change, are all permanently
established by legislation, co-managed by Indigenous Nations
and governments and robustly monitored with world class
environmental regulations that are strictly enforced and legally
upheld, to both Indigenous and Crown laws.

HOW WE WORK

Using our powerful, authentic, visual storytelling (film,
photography, books), evidence-based reporting, wildlife
monitoring, legal action and community-led initiatives, Pacific
Wild leverages its many partnerships to influence public opinion,
policy, and legislative change to protect ecosystems and sustain
biodiversity throughout the Pacific Northwest.

Our evolving work seeks to uplift Indigenous voices and
perspectives on conservation and stewardship issues in the
areas we work. Throughout 2021 and beyond, we are committed
to deepening our understanding of Indigenous stewardship
and relations with the natural world and working towards
decolonizing our approach to conservation.



1.3 BRAND VALUES

WILDLIFE CONSERVATION

STORY TELLING

PACIFICWILD apvocacy

RESEARCH + EDUCATION

PUBLIC ENGAGEMENT/EDUCATION
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1.4 BRAND PERSONALITY

INFORMED + KNOWLEDGEABLE

PASSIONATE

PACIFICWILD

ON THE GROUND

2022 Pacific Wild Brand Guide 1. Strategy 7



1.5 FOLLOWING THE RULES

When consistently applied, this visual
identity system plays a strong role in
increasing the brand recognition and
strengthening our relationship with
those who value our work. Therefore,
it is essential that these guidelines are

followed closely and with care.



2.LOGO

The Pacific Wild Logo is the most
important element to our visual

identity.

Its bold and simple appearance is memorable
and embodies the interconnectedness of the
Great Bear Rainforest and Sea. It retains certain
elements of the organizations old logo such as
the salmon and the bear, while putting forward
a more contemporary look. The logo’s lettering
uses the typeface Alegreya Sans, a sans serif that
combines traditional humanist type with a clean
and geometric modernist style.

PACIFICWILD

PACIFICWILD




2.1 TAG LOGO

The Pacific Wild tag logo is our alternate logo
which is used for a few special purposes. Itis
typically used in applications where it acts as
an introduction to the content. The tag logo is

bold but more humble then the standard logo,

therefore it should be used for greeting cards
and other applications where a more subtle
mark is appropriate.

PACIFICWILD




2.2 APPLICATION

Although the standard logo and tag logo can
function across all applications, they tend to
work best in certain applications:

STANDARD LOGO APPLICATIONS
websites
newsletters
apparel
applications created by other organizations

TAG LOGO APPLICATIONS
letterheads
brochures
video/photo watermarks
postcards

PACIFICWILD

PACIFICWILD



2.3 CLEARANCE SPACE

The Pacific Wild logo follows some simple
rules to allow its integrity to be respected in
all situations.

As a general rule, the height of the standard logo (a) is the
minimum protection area allowed on each side of the logo. It is
completely acceptable to use a greater amount of space, leaving
the logo as the dominant element.

a @PACIFICWILD



The width of the Pacific Wild tag logo (x) is the minimum
protection area allowed on each lateral side of the tag logo.

Like the standard logo, it is perfectly acceptable to use a greater
amount of space on either side, leaving the tag logo as the
dominant element.

The tag logo should always be placed along the top edge of a
given application. There should never be a gap between the top
of the tag logo and the edge of the media.

PACIFICWILD

X



2.4 MINIMUM SIZE

The standard logo should never be smaller than1.75
inches /128 pixels in length. The tag logo should never
be smaller than 0.75 inches / 54 pixels in length.

@PACIFICWILD

1.75inches / 128 pixels

PACIFICWILD

0.75inches / 54 pixels



2.5 USE AND MISUSE

In any applications, the Pacific
Wild logo should always

be legible, dominant and
unobstructed.

When using the standard logo on a background
with competing elements (eg. similar colors,
busy textures etc.) use the alternative version of
the logo with the dark background container to
allow it to be easily read.

PACIFICWILD

Standard logo with dark background container applied.



Maintaining the consistency
and integrity of the logo is
essential to strengthening the
Pacific Wild brand.

Always use the original artwork created by
Pacific Wild. Do not modify or distort the
logo in anyway, including:

Outline edges

Stretch

Detach the text from the image
Rotate

Recreate

Use a different typeface
Change the color of container,
illustration, typography
Setinto text

Add elements

Use a low resolution version
Round corners of Tag logo or
Standard logo container

v @PACIFICWILD
X @PACIFICWILD
X @PACIFICWILD
X @ PACIFICWILD

X PACIFIC

2. Logo

@PACIFICWILD

@ PACIFICWILD is awesome!

@PACIFICWILD

@PACIFICWILD

PACIFICWILD



2.6 SPECIAL USE

While it is crucial to maintain
the integrity of all elements
of the visual identity system,
their adaptation to specific
applications will occur from
time to time.

TRANSPARENT USE

Forvideo and photo watermarks, an opacity
may be applied to the logo as long as the
background container, logo illustration and
“Pacific Wild” letters are legible.

MODIFICATION AND SMALL USE

For the website favicon, the logo may be
reduced to the circle containing the bear and
salmon and shrunk to the 16 pixel by 16 pixel
favicon dimensions.



3. HOUSE STYLE

The Pacific Wild House Style
includes all of the visual elements
that help to communicate

our brand identity including
typography and color.

The visual system was designed to balance
consistency and flexibility. The flexibility of the
system requires careful use and attention towards
all graphic elements. The use of these guidelines
will help strengthen the Pacific Wild brand.



3.1 APPLICATION

When applying the Pacific Wild house style,
consider the following visual characteristics
which embody the brand values and personality:

Contemporary
Sharp

Flat

Spacious

Bold
Transparent

Organic



3.2 ELEMENTS The amalgamation of the graphic
elements in this section will
contribute to the strength and
recognition of our brand.

The Pacific Wild house style elements include
typography, color, and the watermark. The
consistent use of these elements increases the
recognizability and authenticity of the brand.



3.2.1TYPOGRAPHY Pacific Wild’s main font family is
Alegreya which includes Alegreya
Sans, Alegreya Sans SC (small
caps) and Alegreya (serif).

These typefaces come in a variety of weights and
styles, offering flexibility of use.

Alegreya Sans
ALEGREYA SANS SC
Alegreya



3.2.1.1 ALEGREYA SANS

Alegreya Sans is a humanist sans serif font
family that marries humanist proportions and
principles with clean and geometric style of
modernist type. This combination of style allows
Alegreya Sans to appear contemporary and fresh
while retaining its integrity and tradition. The
font family is very versatile with 14 different
weights and styles plus an additional 14 styles in
small caps.

If Alegreya Sans is not available, use PT Sans, and
if PT Sans is not available, use a generic sans serif
like Helvetica or Arial.
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Alegreya Sans Thin

Alegreya Sans Thin Italic
Alegreya Sans Light
Alegreya Sans Light Italic
Alegreya Sans Regular
Alegreya Sans Italic
Alegreya Sans Medium
Alegreya Sans Medium Italic
Alegreya Sans Bold
Alegreya Sans Bold Italic
Alegreya Sans Extra Bold
Alegreya Sans Extra Bold Italic
Alegreya Sans Black
Alegreya Sans Black Italic
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ALECREYA SANS SC THIN
ALEGREYA SANS SC THIN TALIC
ALEGREYA SANS SC LIGHT
ALEGREYA SANS SC LIGHT ITALIC
ALEGREYA SANS SC REGULAR
ALEGREYA SANS SCITALIC
ALEGREYA SANS SC MEDIUM
ALEGREYA SANS SCMEDIUM ITALIC
ALEGREYA SANS SCBOLD
ALEGREYA SANS SCBOLD ITALIC
ALEGREYA SANS SC EXTRA BOLD

ALEGREYA SANS SCEXTRA BOLD ITALIC

ALEGREYA SANS SCBLACK
ALEGREYA SANS SCBLACKITALIC
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3.2.1.2 ALEGREYA (SERIF)

Alegreya is the serif version of Alegreya Sans.
Its human feel makes it a great font to use for
subheadings, quotes and captions, especially
with the italic styling.

If Alegreya is not available, use PT Serif and if PT
Serifis not available, use Georgia.
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Alegreya Regular
Alegreya Italic
Alegreya Bold
Alegreya Bold Italic
Alegreya Black
Alegreya Blach Italic

ALEGREYA SC REGULAR
ALEGREYA SC ITALIC
ALEGREYA SC BOLD
ALEGREYA SC BOLD ITALIC
ALEGREYA SC BLACK
ALEGREYA SC BLACK ITALIC



3.2.1.3 SUGGESTED FONT STYLES H1 (OPTION 1)

Alegreya Sans SC ExtraBold PAC I F I c w I L D
Font Size: 50pt, Tracking: 50

H1 (OPTION 2)

tsemmmangs PACIFIC WILD
Font Size: s0pt, Tracking: 50

H2 (OPTION 1)
Alegreya Sans SC ExtraBold

Font Size: 30pt, Tracking: 50 PAC I FI C W I I- D

H2 (OPTION 2)

Alegreya Sans Light Italic . .
Font Size: 30pt Pﬂ Cl ﬁC WI ld

H3

Alegreya Sans SC ExtraBold
Font Size: 20pt, Tracking: 50 PACIFIC WILD

H4
Alegreya Sans SC ExtraBold
Font Size: 12pt, Tracking: 50 PACIFIC WILD IS A NON-PROFIT ORGANIZATION



3.2.1.3 SUGGESTED FONT STYLES

BODY 1

Alegreya Sans Regular
Font Size: 12pt
Leading:18pt

The Great Bear region is one of the last places on Earth where an
ancient forest meets a pristine ocean. Yet this globally important

ecosystem is under threat.

BODY 2
Alegreya Regular
Font Size: 12pt
Leading:18pt

The Great Bear region is one of the last places on Earth
where an ancient forest meets a pristine ocean. Yet this

globally important ecosystem is under threat.

CAPTION (OPTION 1)
Alegreya Sans SC Bold
Font Size: 10pt

Leading: 1.3em, Tracking: 10

THE GREAT BEAR REGION IS ONE OF THE LAST PLACES ON EARTH WHERE AN
ANCIENT FOREST MEETS A PRISTINE OCEAN. YET THIS GLOBALLY IMPORTANT
ECOSYSTEM IS UNDER THREAT. PACIFIC WILD IS PIONEERING A NUMBER OF
PROJECTS TO CONSERVE IT.

CAPTION (OPTION 2)
Alegreya Medium Italic
Font Size: 10pt

Leading: 1.3em, Tracking: 10

The Great Bear region is one of the last places on Earth where an ancient forest
meets a pristine ocean. Yet this globally important ecosystem is under threat.
Pacific Wild is pioneering a number of projects to conserve it.

QUOTE
Alegreya Bold Italic
Font Size: 20pt

Pacific Wild is a non-profit organization...



3.2.2 COLOR

2022 Pacific Wild Brand Guide

Color is crucial to Pacific Wild’s brand
identity. Color brings visual interest to
our communications and differentiates
us from other organizations.

Pacific Wild’s colour palette includes two main hues; PW
Gold and PW Blue, along with a variety of gray scale tones.

PW GOLD TONES PW BLUE TONES

#b29031 #cda43s #fcc12f #007887 #0fo5a3

DARK GRAY TONES LIGHT GRAY TONES

#000000 #404040 #808080 #15f5f5

3. House Style
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3.2.3 VIDEO STYLING

Video is an important part of
Pacific Wild’s communications.

Generally speaking, all the videos we

create should have a consistent style (ie.
typography, colour, logo usage) in order to
maintain aesthetic continuity and build brand
recognition. The follow pages outline how to
style titles, captions and the Pacific Wild logo
when creating videos.



3.2.3.1 VIDEO HEADING TEXT

For heading text, use the font Alegreya
Sans SC ExtraBold or Alegreya Sans SC
Light with the tracking set to 50. The
font size may vary depending on the
length of the text. The cap height of
the text (c¢) should be at least1/16th
the height of the video and should not
exceed 1/10th the height of the video.

Write the headers outin lower case,
since the font displays small caps.

The text should be vertically and
horizontally centred and should not
exceed 50 characters. Split titles across
multiple screens if the text is too long.

Text can be displayed on a solid
background or a photo/video
background. When overlaying text on
a photo or video, make sure the text is
legible. If the text is too hard to read,
add a solid background in between the
background and the text and adjust its
opacity so the text and background are
easy to make out.

(c)

(c)

THIS'1S AN EXAMPLE

OF A LONGER TITLE FOR

PACIFIC WILD VIDEOS

3. House Style

Without an opaque solid color in
between the text and the heading,
this bright, high contrast image
makes the text difficult to read.

A large video heading using
Alegreya Sans SC Light
with the cap height (c) set
to1/10th the height of the
video. The text is legible

on the background so no
adjustments are needed.

Asmall video heading using
Alegreya Sans SC ExtraBold
with the cap height (c) set to
1/16th the height of the vid-
eo. The text was not legible
on the bright, high contrast
background so a black solid
with 50% opacity was add-
ed behind the text.



3.2.3.2 VIDEO PARAGRAPH TEXT

For paragraph text, use the font Alegreya
Sans ExtraBold or Alegreya Sans Light.
The font size may vary depending on
the length of the text. The cap height

of the text (c) should be at least 1/20th
the height of the video and should not
exceed 1/16th the height of the video.

Write the paragraph text out in sentence
case, not all-caps. The text should be
vertically and horizontally centred

and should not exceed 75 characters,

per screen. Split titles across multiple
screens if the text is too long.

Text can be displayed on a solid
background or a photo/video
background. When overlaying text on
a photo or video, make sure the text is
legible. If the text is too hard to read,
add a solid background in between the
photo/video and the text and adjust its
opacity so the text and background are
easy to make out.

Lorem ipsum dolor sit amet,

© consectetur adipiscing elit

integer consectetur hendrerit.

Lorem ipsum dolor sitamet,
(c) consectetur adipiscing elit integer

consectetur hendrerit mi Eget.
interdum maecenas diam eros.

A large paragraph using
Alegreya Sans Light with
the cap height (c) set to
1/16th the height of the
video. The text is legible
on the background so no
adjustments are needed.

A small paragraph using
Alegreya Sans ExtraBold
with the cap height (c)
set to1/20th the height
of the video. The text was
not legible on the bright,
high contrast background
so a black solid with 50%
opacity was added behind
the text.



3.2.3.3 VIDEO CAPTION TEXT

For caption text, use the font Alegreya

Sans ExtraBold or Alegreya Sans Light. The
caption font size is smaller than header
and parapgraph text. The cap height of
the text (c) should be at least 1/24th the
height of the video and should not exceed
1/20th the height of the video.

Write the caption text out in sentence
case, not all-caps. The text should be
centered and placed to the bottom third
of the screen. The text should not exceed
50 characters per screen. Split titles across
multiple screens if the text is too long.

When overlaying caption text on a photo
orvideo, make sure the text is legible.

If the text is too hard to read, add a
background to the text and adjust its
opacity so the text is easy to make out.

2022 Pacific Wild Brand Guide

(c)

Lorem ipsum dolor sitamet,

consectetur adipiscing elit integer.

3. House Style

Light caption text using
Alegreya Sans ExtraBold
with the cap height (c)
set to 1/20th the height
of the video.

Dark caption text using
Alegreya Sans ExtraBold
with the cap height (c) set
to1/20th the height of the
video. A black background
with an opacity of 75% was
added to the text to make it
easier to read.

30



The logo displayed at 1/3
the width of the screen.

3.2.3.4 DISPLAYING
THE LOGO IN VIDEOS

The Pacific Wild logo should appear
atthe end of videos with a duration of @ PACIFICWILD
30 seconds or more. Either the static
logo or the animated logo can be used
and should be displayed for at least 3
seconds. Place the logo in the center of
the screen and make sure there are no
other elements aside for the background
colour/image. The width of the logo
should be between 1/3 the screen width
to1/2 the screen width (eg. 640px -

The logo displayed at 1/2
the width of the screen. The
logo was not initially legible

960px wide on a1920px wide screen). on thb‘; pZOtOIZaCkgI:OMH;
Refer to section 2 of this guide for more sod . ack solid wit 59 .
information on how to display the logo. @ PACIFICWILD opacity was added behind it.

The logo can be displayed on a
solid background or a photo/video
background. When overlaying text on

a photo or video, make sure there is
plenty of contrast between the logo and
background. If the logo doesn't stand
out enough, add a solid background in
between the photo/video and the logo
and adjust its opacity so the logo and
background are easy to make out.



3.2.4 WATERMARKS

Watermarks provide the
necessary credit to those who
created the photographs and
video we use. Consistent use
will ensure a recognizable
mark that viewers can
attribute to Pacific Wild.

Depending on the scenario, the watermarks
used on photographs will either be a
photographers name, the Pacific Wild
wordmark or the Pacific Wild Tag logo.



3.2.4.1 WATERMARK USE

When the watermark needs to be applied it
should always appear in the bottom right corner
of photographs. If there are elements in the
image that makes the watermark unreadable or
if the watermark is blocking the focal point of the
image, place the watermark in the bottom left
corner instead.

WATERMARK SPECIFICATIONS

When creating a watermark consider the
following specifications in order maintain a
consistent look:

The default watermark includes the
photographers first/last name and the Pacific
Wild wordmark divided by a vertical line (|).
Font: Alegreya Sans SC

(Regular and ExtraBold weights)

Tracking: 50

Color: White

Opacity between 25% and 75%

Black outer glow or drop shadow

with 25%-50% opacity

2022 Pacific Wild Brand Guide

A watermark with a 75% opacity used on a light photographic background.

3. House Style

33



Generally, the watermark should be
between 1/4th and 1/6th the width of the
application. The margin between the
bottom of the watermark and the edge of
the image and the margin between the
right side of the watermark and the right
edge of the image should be equal to the
height of the ascender line (z).

‘AV\‘I MGALLISTER [ PACIEICWILD®

A
z X

Aclose up on a watermark with a width equal to 1/5th (x) the width of the photograph.

3. House Style



3.2.4.2 TAG LOGO WATERMARK
USE AND MISUSE

The Tag logo may also be used as the watermark
forvideos and photos. It should always appear

in the top right corner of the application. This
placement ensures that the tag logo is given the
necessary priority it deserves without taking away
from the content of the video. It also reduces the
chances of the watermark being covered up by

the logos of other brands (eg. Global News) which
typically appear in the bottom right corner of
videos. Consistent use of the watermark will ensure
arecognizable signature that viewers can attribute
to Pacific Wild.

The width of the Tag Logo watermark (x) should be
about1/12th to1/15th the width of the application.
The right margin between the Tag logo and the
right edge of the media should be equal to the
width of the tag logo (x). The tag logo watermark
should be set to an opacity of 50% - 75%.

The Tag Logo watermark with a width equal to 1/14 the width of the video.

3. House Style



3.3 DOWNLOAD BRAND ASSETS

DOWNLOAD PACIFIC WILD’S BRAND ASSETS

2022 Pacific Wild Brand Guide

3. House Style
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https://drive.google.com/open?id=1XQlmj0PHTYlqh4QJUZME_6sIpJZ0EFNT

