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TOLEDO ZOO BRAND GUIDELINES



OUR MISSION

Inspiring others to join us in 
caring for animals and con-
serving the natural world. The 
Toledo Zoo’s mission has three 
main components – inspiring 
others, caring for animals and 
conserving the natural world. 
The Zoo exemplifies these 
components in daily activities 
such as community outreach, 
educational programs, 
conservation programs and 
throughout the Zoo grounds. 
Part of the new brand is used 
to showcase our mission in 
everything we do. By doing so, 
the statement has become a 
design element to connect 
a design back to our overall 
message.
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BRAND INSPIRATION

The hippo has always been 
a symbol defining the Toledo 
Zoo. As one of the oldest 
exhibits with some of the 
oldest patrons, the hippo 
inspires feelings of playfulness 
and relaxation in zoo-goers. 
Additionally, the many carv-
ings and statues dedicated to 
these large mammals around 
the grounds of the zoo as well 
as the very address of the zoo 
itself, it is only natural to draw 
upon the motif of the animal 
as inspiration for the new 
mark. In addition, the feeling 
of partnership and friendliness 
was utilized to give the mark a 
more inviting feeling through 
the use of smooth gradients 
and color choice.
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WHY REDESIGN?

The mark for the Toledo Zoo 
has undergone multiple revi-
sions over the past several 
decades, most of which have 
stuck with the afformentiioned 
hippo motif. However, the 
integration of this motif has 
always been an addition to 
the existing typography rather 
than an integration into the 
mark as a whole. While the 
motif of the hippo does cap-
ture the likeness of the animal, 
it does not seem to capture it 
in a light that is as initiving as it 
could be. While it does show 
the ideas of partnership and 
friendship that are important 
for this application, it could still 
use a little more. Additionally, 
the most recent revision of the 
mark completely strays from 
this motif entirely and does 
not have the same feel as the 
original designs.
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CONCEPTS & SKETCHES
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FINAL MARK

The mark for the Toledo Zoo 
has undergone multiple revi-
sions over the past several 
decades, most of which have 
stuck with the afformentiioned 
hippo motif. However, the 
integration of this motif has 
always been an addition to 
the existing typography rather 
than an integration into the 
mark as a whole. While the 
motif of the hippo does cap-
ture the likeness of the animal, 
it does not seem to capture it 
in a light that is as initiving as it 
could be. While it does show 
the ideas of partnership and 
friendship that are important 
for this application, it could still 
use a little more. Additionally, 
the most recent revision of the 
mark completely strays from 
this motif entirely and does 
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COLOR PALETTE
Color is an integral part of 
brand identity. Consistent use 
of the color palette is vital to 
reinforce the cohesiveness 
of the brand. Using these 
palettes appropriately and 
consistently creates an addi-
tional layer of distinction.

PRIMARY COLOR USAGE

The primary set of colors are 
used in the logo. These are 
the base colors to be utilized 
throughout the Zoo. This 
includes print collateral, dig-
ital formats and on-grounds 
signage systems.

SECONDARY COLOR USAGE

The colors in our secondary 
palette, or supporting palette, 
were chosen to complement 
our primary palette of teals 
and orange, providing addi-
tional range to the brand 
experience. The secondary 
palette colors work well as 
accent colors or as subtle 
backgrounds behind typog-
raphy or graphics. Darker 
colors may be used behind 
lightcolored typography.

PRIMARY PALETTE

SECONDARY PALETTE

RGB: 114/191/68
CMYK: 59/0/99/0
HEX: 72bf44

RGB: 75/75/75
CMYK: 0/0/0/75
HEX: #4b4b4b

RGB: 241/91/41
CMYK: 0/79/93/0
HEX: f15b29

RGB: 114/191/68
CMYK: 59/0/99/0
HEX: 72bf44

RGB: 249/162/60
CMYK: 0/42/86/0
HEX: f9a23c

RGB: 57/94/74
CMYK: 76/42/71/31
HEX: 395e4a

RGB: 75/75/75
CMYK: 0/0/0/75
HEX: #4b4b4b

RGB: 255/255/255

CMYK: 0/0/0/100

HEX: 000000



9

TYPOGRAPHY

Font selection and correct 
usage are powerful brand 
practices for consistency. 
Understanding and utilizing 
the brand’s typographic 
hierarchy correctly is vital for 
creating visual interest and 

HEADER TEXT

The primary header text is 
used for most infographics 
or to lead off blocks of text 
to add context to the body 
copy. Cubano is a large serif 
font that captures the out-
doorsy and rugged nature 
that comes with a zoo

BODY COPY

The Proxima Nova typeface 
is an appropriate choice for 
usage in body copy due to 
its good contrast with the 
header text. If the design war-
rants it, Proxima Nova Bold or 
Proxima Nova Italic can also be 
utilized as a subhead 

cubano 
abcdefghijklmnopqrstuvwxyz

UPPERCASE | LETTER SPACING 0.05 EM

Proxima Nova 
ABCDEFGHIJKLMNOPQRSTUVWXYZ 
abcdefghijklmnopqrstuvwxyz

Sentence Case | LETTER SPACING 0 EM

Subtext: UPPERCASE AND BOLD

Body Copy: Regular

Body Copy Emphasis: italics or bold 
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PROPER USAGE

The Toledo Zoo’s logo will 
mostly be used in full color 
with a white background, but 
can also appear as a simple 
pictogram of the head of the 
titular hippo image

The logo must always be leg-
ible. To do so, always keep a 
minimum clear space around 
the logo as in the proximty 
example below. The space in 
the graphic isolates the mark 
from any competing graphic 
elements, text or logos.

The minimum clear space sur-
rounding the logo is defined 
as approximately half the 
height of the E in the primary 
logo. This space should be 
maintained as the logo is 
proportionally resized.

E

E E

E

Proximity Example
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LETTERHEAD SYSTEM
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WEBSITE
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EMAIL



15

MAGAZINE
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TRANSPORTATION
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SIGNAGE
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SOUVENIERS
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FOOD PACKAGING
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EXTRA ITEM
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VISIT ETHANBRADSHAW.SITE

http://ethanbradshaw.site

